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1. Introduction

The global aim of the EUMEPLAT project is to analyse whether the role of media platforms
in fostering or dismantling European identity and assess the positive and negative
externalities stemming from the platformisation of media. This means that the project is
guided by the confluence or divergence between two main concepts: europeanisation and
platformisation.

Within the EUMEPLAT project, the role of Work Package 2 is to investigate the
platformisation of journalism in Europe and the surging of ‘fake news’. Task 2.2. of this Work
Package - to which this report responds - deals specifically with “The platformisation of News
in Ten Countries”, aiming to assess how news about Europe and about the issues that more
concern european citizens are produced and circulated on social media platforms. The
research questions are two: 1) Which are the most relevant issues debated in social media
platforms in Europe and how are european citizens debating about them?; 2) Which debate
is taking place at the intersection of top-level professional and bottom-level non-professional
communication on social media?

To collect data to respond to these questions and assess the platformisation of news in
Europe, we developed a methodological framework to extract and analyse relevant data
from social media platforms in ten countries (Cardoso et al., 2021). The fundamental
features of that methodological framework are described in the next section, including the
steps taken to select a sample of social media posts and videos and the criteria to analyse
the content of those social media posts and videos. This means those social media posts
and videos - some published by news media outlets, others by common citizens or political
agents - are this research’s unit of analysis and the media objects we will be dissecting in
this report.

The option for this kind of research stems from the fact that, increasingly, citizens receive
their information when using media platforms, significantly including social media platforms
(Newman et al., 2021). To know how Europe is approached on social media platforms we
collected data from Facebook, Twitter and YouTube in the countries that constitute the
sample using the same tools and methodological framework to allow comparability. We aim
to identify what types of content are most relevant on those platforms, which actors are more
prominent, which subjects are predominantly addressed in those posts and how Europe and
Europeanity or Europeanisation are viewed on those publications with higher engagement
online. The goal of this report is to be able to compare results in different countries to
understand which are the most relevant issues being debated on social media about Europe
and european citizens and what is the role of news media in relation to overall user of those
platforms (including policial agents) in spreading information about Europe and european
issues.

This report is divided into two parts. In the first part, we analyse the results for the 10
countries overall. In this part we will not address results in each country but rather look at the
data for all of them and compare the results. In the second part, we collect the reports
authored by the teams in each country about the context and the results in their own country.
The first part of the report starts with a brief explanation of the methodology that was
employed to collect and analyse the data, with an emphasis on the criteria used to code that
data as well as the measures taken to assure its reliability.

In the section dedicated to the analysis of the results, we first look at the overall distribution
of the posts collected by country/language, dimension of analysis and social media platform.



Following that overall look, we dive into the post format most used in our sample, both
overall and filtered by dimension and platform.

Then we analyse the results relative to the agents who posted the media objects of the
sample to determine which kind of actors are more relevant and how news media posts
compare with the other actors. Following that, we focus on the subject matter (or subject
matters) included in those social media posts and videos, to determine, not only which
issues are primarily addressed, but also who addresses them. We conclude this section by
analysing what dimensions of Europeanisation are included in those posts. This analysis
follows on the drawing of a semantic map of Europeanisation (Carpentier et al., 2022) and
uses a set of operational definitions to determine to which dimension of Europeanisation a
post pertains (more on that in the next section, about methodology).

In the following section we'll discuss the results in the overall context of the platformisation of
news and of the appropriation of that platformisation of news by media and non-media
agents to advance their interests and goals. We will also discuss how results frame the
question of how Europe and european issues are presented and debated on leading social
media platforms in Europe. In this section, we expect to be able to answer the two research
questions and shed some clarity on how European issues are being debated on social
media platforms and how news media and non- media content interact on those platforms.
We will conclude by identifying new lines of research that are opened by our analysis or that
remain insufficiently studied. We also consider that this report does not exhaust the analysis
of the data that was gathered nor the field of research overall and more research on this
topic will be needed to deepen our comprehension of how social media platforms influence
the debate of relevant issues in Europe and how they affect the process of Europeanisation.
In the second part of this report, the reader will find the national reports produced by each
team of EUMEPLAT partners analysing and contextualising the results for their country.
These reports are of utmost importance as the specific context in each country significantly
impacts its results and is particularly relevant for the understanding of the specific nature of
social media contents. This part is organised by country, in an alphabetic order.

In the annexes, the reader is also encouraged to view the codebook used to categorise the
social media posts and videos as well as the measures of inter coder reliability in applying it.



2. Methodology

To address the research questions for task 2.2 of Eumplat - “Platformisation of News in 10
Countries” - we devised a methodological framework to be implemented similarly in all the
partner countries (Cardoso et al., 2021). The fact that the same methodology was
implemented in all the countries that are part of the EUMEPLAT project is precisely what
allows for an overall analysis as well as a comparison between countries to identify
similarities or dissimilarities in the way social media is used to debate Europe and european
issues as well as the agents that lead that discussion and the role that media agents play on
it.

The first step in establishing the methodological framework was the selection of the
dimensions of analysis. One was mandatory in view of the goals of the EUMEPLAT Project:
Europe. The other dimensions were selected based on the response of European citizens to
the Eurobarometer 2020 (Eurobarometer, 2020), regarding what were their main concerns.
Stemming from that, a consensus was reached on the economy (including economic
situation, unemployment and rising prices/inflation/cost of living), health and climate as the
main concerns for Europeans going forward. However, considering that we wanted to focus
on Europe and European issues, we restricted data collected about those dimensions with
that which also was related to Europe (Cardoso et al., 2021). Which means that, to be
included in our sample of social media content to be an object of analysis, a post or video
should be about Europe or simultaneously about Europe and Health, Europe and Climate or
Europe and Economy.

Another important initial decision was related to what social media platforms to choose and
include in the research. To assess that, we consulted secondary data about the usage of the
main social media platforms (Kemp, 2021) in all of the 10 countries partnering with the
project. Although there were (and are) some differences, Facebook, Twitter and YouTube
were consistently on the list of most used social media platforms in each country, especially
when the circulation of news was considered (Newman et al., 2021).

The next step in constructing the methodological framework was the composition of the
queries for the extraction of content from the three selected social media platforms. An initial
exploratory research was made to understand which search terms and social media
keywords were most frequently used to address issues about Europe, Health, Climate and
the Economy. From that, an extensive list of keywords was proposed for the partners to
adapt to their local languages and contextes, while preserving some space in queries for
nationally specific keywords (Cardoso et al., 2021). At this point it is worth reminding that the
query for Europe was implemented as is, while the queries for Climate, Health and Economy
were crossed with some keywords related to Europe.

Because the EUMEPLATt project had the goal of focusing on news media, following the
“Platformisation of News" mandate, we also proposed the composition of mainstream news
media lists for each country, including the most important news media agents in the country
with a relevant presence on those social media platforms. In this selection of news media,
we also relied on the expertise and context knowledge of the EUMEPLATt partners. Those
media lists were what allowed us to compare the presence of news media agents on social
media platforms with that of the general users of those platforms (or the users of Facebook
Groups).

At this point, our methodological framework had devised four dimensions of analysis -
Europe, Health, Climate and Economy - with six types of datasets for each dimension and
for each country/language (10 countries, 11 languages):



- posts published by all users on their Facebook pages;

- posts published by selected news media agents on their Facebook pages;
- poss published by group members on public Facebook groups;

- tweets published by all users of Twitter;

- tweets published by selected news media agents on Twitter

- videos published by all users on YouTube

This means that we find in this data different types of posts: a) posts and tweets published
by a selected list of media agents on Facebook and Twitter; b) Posts, tweets and videos
published by any user of Facebook pages, Twitter and YouTube; c) Posts published by any
user/member of public Facebook groups.

The goal was to collect all Facebook posts, Twitter tweets and YouTube videos for a period
of three months - September, October and November 2021 - corresponding to those 4
queries, one for each dimension, for each country/language and for each month (Cardoso et
al., 2021).

The next very important question for the methodological framework to respond to was:
Which publications (posts, tweets and videos) should be coded and categorised from the
ones collected in the timeframe defined? To address this issue, we took into consideration
the metrics that, on each social media platform, could be a better indicator of attention paid
by the users of a platform to a specific instance of content: a post, a tweet or a video.
Although different platforms use different metrics for that, which is a challenge when using
digital methods to research digital media platforms (Rogers, 2017), there are in each case
metrics that are a better indicator. Following that rationale we ordered all posts in each of the
extractions by “Total Interactions” on Facebook, “Reach” on Twitter and “Relevance” on
YouTube. On Facebook, “Total Interactions” include all users’ interactions with the content:
all Reactions (Like, Love, Care, Haha, Wow, Sad and Angry), comments and shares. On
Twitter, “Reach” is the number of people estimated to have seen a given post. Finally, on
YouTube, “Relevance” corresponds to the videos that are suggested to a user in response to
a given query, in this case the four queries composed for the four dimensions of analysis.
Each of these metrics was chosen as the better indicator of relevance available in each of
the three social media platforms.

Consequently, all the posts extracted in each platform, for each dataset and in each month in
each country were ordered by those metrics, which means, they were ordered by
relevance/most engaging. And the 10 most relevant on-topic posts, tweets or videos per
month for each dimension and for each country were selected to be included in our sample
to be coded and categorised. As we will see in the next section, overall, we included a total
of 6233 in the sample.

Two aspects are important to notice at this point: the use of those metrics is intended to
qualify the ensemble of posts that were analysed - our sample - as the most relevant in each
dataset regarding the discussion of each of the dimensions, precisely because those were
the posts that most users in each of the three social media platforms paid most attention to
(in the cases of Facebook and Twitter) or would be deemed as more relevant by the sorting
algorithm (in the case of YouTube). The other important thing to take into consideration is
that our sample should not be seen as representative but solely the sample of the posts that
were more significant in debating the issues as expressed by the queries that were used to
collect those posts (Cardoso et al., 2021)



Following the implementation of this framework, a detailed codebook (reproduced in the
annex |) was prepared to code and categorise each of the 10 most relevant publications in
each platform for any dimension according to 55 variables. Those variables were grouped in
four sections:

the adequacy of the post (on-topic)

the format of the post;

the agent who posted;

the subject matter of the post, including the scope;

the dimensions of europeanisation.

To assess the europeanisation dimensions, we took into account a semantic map drawn
along three axes: discursive versus material; essentialist versus relativist; and socio-spatial
versus politico-spatial (Carpentier et al., 2022). From these three axis, 19 dimensions of
Europeanisation were established, for which operational definitions were created to inscribe
in the codebook (see annex )

Each social media content in our sample of 6233 posts, tweets and videos was coded
according to the codebook and after training for the partners in its implementation. The goal
was to assure consistency in the analysis so as to allow significant comparisons between
countries. This report will draw mostly from those comparisons precisely.

To ensure the reliability of coding, two independent coders have coded 20% of the sample in
each country's dataset. InterCoder Reliability (ICR) (Lombard et al. 2002) was calculated
and Krippendorf's Alpha statistical measure was applied to the results (Krippendorff, 2011).
As a result of that training and of those statistical measures, all countries achieved a
coefficient above 0,66 and most of them above 0,90. The complete Krippendorff's Alpha
results for each country are also displayed in annex Il.
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3. Results

The total sample of posts, tweets and videos to be analysed was composed of 6233 on-topic
publications. These publications were distributed by the four dimensions of analysis as
follows (Table 1): Europe (n=1577; 25,3%), Economy (n=1558; 25%), Climate (n=1552;
24,9%) and Health (n=1546; 24,8%).

Dimension n= %
Health 1546 24,80%
Economy 1558 25,00%
Climate 1552 24,90%
Europe 1577 25,30%

Table 1: Distribution of posts according
to dimension.

Focusing on the number of on topic posts analysed according to the time period of analysis,
1700 posts correspond to September (month 1), 2211 posts are from October (month 2) and
2322 posts were published in November (month 3).

The total sample of posts (n=6233) is the sum of 689 posts from Belgium (in flemish), 680
from Belgium (in french), 590 from Bulgaria, 655 from the Czech Republic, 347 from
Germany, 461 from Spain, 552 from Greece, 674 from ltaly, 667 from Portugal, 369 from
Turkey and 549 from Sweden'. On Table 2 we can see the distribution of the number of
posts by country and dimension.

Dimension
Health
Belgium (french) 155 | 9,8 | 177 | 11,4 | 168 | 10,8 | 180 | 11,6 680
Belgium (flemish) 158 | 10 | 179 | 11,5 172 | 11,1 | 180 | 11,6 689
Bulgaria 152 | 9,6 | 158 | 10,1 134 | 8,6 | 146 | 94 590
Czech Republic 161 | 10,2 | 158 | 10,1 166 | 10,7 | 170 11 655
Germany 90 57 | 84 | 54 92 59 | 81 5.2 347
Greece 129 | 82 | 146 | 94 | 149 | 96 | 128 | 8,3 552
Italy 169 |10,7 | 169 | 10,8 | 158 | 10,2 | 178 | 11,5 674
Portugal 179 | 11,4 161 | 10,3 | 177 | 11,4 | 150 | 9,7 667
Spain 110 7 120 | 7,7 | 120 | 7,7 | 111 | 7,2 461
Sweden 164 10,4 | 105 | 6,7 | 131 | 84 | 149 | 9,6 549

' Germany, Spain and Turkey contributed with two months October and November for the analysis.
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Turkey 110 7 101 | 6,5 85 55 | 73 | 47 369

TOTAL 1577 | 100 | 1558 | 100 | 1552 | 100 | 1546 | 100 6233
Table 2: Frequency of posts according to country and dimension.

Regarding the distribution of posts according to the platform, there were 3091 on topic posts
from Facebook, 2197 posts from Twitter and 945 posts from Youtube . We must take into
consideration that the sample is composed of three datasets, per dimension and per month,
from Facebook (Facebook all users, Facebook groups, Facebook media), two datasets from
Twitter (Twitter all users and Twitter media) and one from YouTube (YouTube all users).

Platform / n %
posts

2197 35,25%

Table 3: Distribution of posts by
platform

As reported by our partners, YouTube was the platform where identifying on-topic posts was
more difficult. That is probably caused by the way the platform is designed, based on a
recommendation logic rather than a search logic. Instead of presenting videos directly
containing keywords established on the search query, what the YouTube algorithm does is
present videos recommended for any query search (Rieder et al., 2018).

3.1. About the format of the posts

Text as the common format
As shown on table 3 text is the most common format on the posts with which users engage
the most, regardless of the platform. Text is followed by link, image and video, in that order.

Format (all posts that = %
include the format)

Text 6082 97,6
Link 3937 63,2
Image 3441 55,2
Video 1343 21,1

Table 3: Posts that include this format.

Text, image and link as the common format combination

However, we also wanted to analyse the combination of different formats in the same post,
to assess which is the combination most frequent in our sample of posts. On table 4 we can
see those combinations and its frequency. Posts that contain text, image and link are largely
the most common composition of the posts among those with which, in our sample, users
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interact the most. It may be relevant to mention that the preview of a link in a publication
often shows an image, which was considered a different format than the link, therefore the
combination “Text+image+link” were mostly posts with text, a link and an image of the
preview from the link.

Format (combined) n= %

Text + image + link 2314 44,75%
Text + image 1039 20,09%
Text + link 1080 20,89%
Text + video 654 12,65%
Text + image + video 52 1,01%
Text + image + link + video 13 0,25%
Image + link 8 0,15%
Image + video 5 0,10%
Image + link + video 0 0,00%
Link + video 6 0,12%

Table 4: Posts that combine different formats.

When we focus on the platform (Table 5), text is the most common format on the Twitter
tweets and Facebook posts that were analysed. Although platforms enable other formats of
posts, text remains the preferred form of publication within our sample of most engaging
posts. The second predominant format on Facebook is image, which usually accompanies
text, and on Twitter is the link. On our YouTube sample, and resulting from the nature of the
platform itself, video is the most common format, followed by text.

Facebook Twitter YouTube
Format

n= % n= % n= %
Text 3038 [98,29%| 2195 [99,91% | 849 |89,84%
Image 2372 |76,74%| 1028 (46,79% | 41 4,34%
Link 1825 |59,04%| 1677 |76,33% | 435 |46,03%
Video 296 | 958% | 102 |4,64% | 920 (97,35%

Table 5: Format of posts in each platform.

The presence of links on Facebook and Twitter publications is also manifest. These refer to
links to content that is external to the platform, namely to media sources or other social
media platforms such as YouTube, for example.

It should be noted that, although video has been greatly adopted by users and platforms, its
presence is not significant in the posts analysed in our sample, which are those that
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garnered greater engagement on Facebook and Twitter. This may have an impact on users'
preferences for the content they consume.

3.2. About the agents who posted

When categorising the agents who posted the posts, tweets and videos included in our
sample, it was possible to select one from the following coding options: Political agent, News
media, Any other organisation or Non-organization. “Any other organisation” is any form of
organisation that is not a political or media agent and “non-organization” is an agent with
social media presence, but without any other institutional presence, for instance a common
citizen. The definition of these and other categories are detailed in the codebook, in the
annex |.

As can be observed on Table 6, overall, the most frequent agents that posted the content
included in our sample were media agents (n=3315; 52,8%), followed by non-organizations,
political agents and any other form of organisation.

Agent who posted n= %

Media agent 3315 52,8
Non-organization 1526 24,3
Political agent 979 15,6
Any other organization 461 7,4

Table 6: Frequency of agents who posted.

However, we must take into consideration that this indicator includes all the datasets in the
sample and two of them are specific on Media Agents (Facebook Media and Twitter Media),
which would be overrepresented. The addition of datasets including only media users is
intended to allow a fine-grained analysis of the presence of media on social media platforms.
The inclusion of datasets including all users - media or otherwise - allows for the comparison
on different social media agents, including media.

In face of that, and to avoid bias the analysis towards the presence of media agents
publications, we will separate this analysis in two parts: first we will compare all users (media
and non media agents) with all users on the three platforms (Facebook, Twitter and
YouTube); then we will compare media users with media users on the two platforms for
which we have filtered datasets (Facebook and Twitter).

3.2.1. Publications from all users

When we look at the posts that were published in the three platforms, but only from all users
(all users of Facebook pages, all users of Twitter accounts and all users of YouTube
channels), that is, casting aside the selected media pages and accounts, we end up with
n=3081, as we can see in Table 7, below.

FB (all users) [TW (all users) YT (all users) |Total

Agent / Platform
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Media agent 312] 26,62%| 476]|40,58%| 464| 63,04%| 1252
Political agent 567| 48,38%| 339|28,90% 57| 7,74%| 963
Any other organization 86| 7,34% 95| 8,10%| 204| 27,72%| 385
Non-organization 207| 17,66%| 263]|22,42% 11 1,49%| 481

Table 7: Frequency of agents who posted in the sample “all users”

We can see significant differences between the platforms. Most of the agents regarding
Facebook are political agents (n=567), whereas on Twitter most are media agents (n=476).
On the all-users YouTube sample, media agents are also dominant (n=464), but “Any other
organisation” (n=204) also stands out as the second largest group in the sample (differently
from the other platforms).

If we focus deeper into the media agents who posted the content (Figure 1), we notice that
broadcast, more specifically television, was the most common on the all-users sample,
followed by print media, especially newspapers, followed closely by internet only news
media (print media=359; Internet news media=355). But we should also notice that the
broadcast media presence on this sample (for all countries) comes mostly from YouTube,
whereas the print media presence flows mostly from Twitter. Media agents on our all-users
Facebook sample are less (n=307) and distributed more evenly by the three categories
(bradcast, print and internet only media). The fact there are less media agents on the
Facebook sample, indicates that other types of agents may be more relevant on that
platform sample.

Figure 1: Media agents on the all-users sample on Facebook, Twitter and YouTube

When we look at political agents on our overall all-users sample (Figure 2, below),
politicians stand out clearly from political parties and EU groups as the political agent with
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which users prefer to interact. And this is manifest regardless of the platform. Political parties
are a distant second source of attention for users of all three platforms and EU Groups an
even more distant third.

Figure 2: Political agents on the all-users sample on Facebook, Twitter and YouTube

The analysis also showed that, although politicians have a significant presence, both on
Facebook and on Twitter, as agents of the most relevant content in our sample, the specific
political actors tend to be different on each platform. Figures 3 and 4 show the heterogeneity
of those political agents on both platforms, according to the frequency of their presence on
the top relevant posts in each platform. As we can see, Tomio Okamura, a Czech far right
politician (see Czech national report for detail), is dominant on Facebook, followed by Theo
Francken, Alice Widel and Alexis Tsipras. However, on Twitter, the most prominent actors
are different, with emphasis on the official account of the Greek prime-minister and Alena
Schilerova, vice-prime minister of the Czech government. Such results point to the
domestication of specific platforms by certain types of political agents depending on the
country and the attention given by their audiences.

16



Figure 3: Political agents on Facebook. The size of the names is a function of their
frequency as authors of the most relevant posts.

Figure 4: Political agents on Twitter. The size of the names is a function of their frequency
as authors of the most relevant tweets.

On the one hand, this analysis, complemented by Figure 5 (below), reveals that the content

with which the users of the three platforms interacted the most was that which was published
by far right nationalist politicians (23,5% of the sample).
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Figure 5: Far-right nationalists on Facebook, The size of the names is a function of their
frequency as authors of the most relevant publications.

The separate analysis of each platform - both looking at the prevalence of politicians and
which politicians are those - also shows that the prevalence of far-right nationalist politicians
is most notorious on Facebook (see Table 8, below).

Facebook - YouTube
n=

Christian democrats and conservatives 56 70 9 135
Socialists & Democrats 42 37 6 85
Liberals and centrists (Renew Europe) 48 63 2 113
Eurosceptic conservatives 48 32 3 83
Greens and regionalists 35 26 2 63
Communists and left 73 22 12 107
Far-right nationalists, (Identity and Democracy) 186 29 7 222
Independents (not integrating any EU group) 27 16 3 46
Non aligned (in the case of Turkey) 4 0 0 4

Not coded 46 39 3 88

Table 8: Distribution of political groups over the three platforms.

Next to Media agents and Political agents, the third most common agent in our sample of
most relevant posts was non-organizations. In terms of definition, a non-organization is an
individual or group that has no institutional existence outside social media (see Codebook in
the annex |). Parsing through the several types of non-organization, we notice that Common
Citizen was the most frequent non-organizational agent, independently of the platform.
Online influencers, TV Hosts, presenters and commentators followed on that ranking (Figure
6).
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Figure 6: Kind of non-organization agents distribution.

However, when looking at the platforms separately, we can see that the dominance of
Common Citizens as main non-organizational agents is more prominent on Twitter than it is
on Facebook. We should recall that our methodology tracks Facebook pages - which are
mostly organisational - and Twitter handles - which tend to be mostly personal. That may
contribute to these results.

We can also notice that Any Other Non-Organization is a more significant agent in our
sample on Facebook than it is on Twitter.This also reflects on the specific agents that were
prevalent on Facebook in comparison with Twitter. Although some of them stand out in each
country (Camilo Lourengo on Facebook in Portugal and @fmeeus1 on Twitter in Belgium),
they are rarely the same on each platform, reiterating an analysis and pattern result that we
had already seen for politicians.
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Figure 7: Non-organizational agents on Facebook. The size of the names is a function of
their frequency as authors of the most relevant posts.

Figure 8: Non-organizational agents on Twitter. The size of the names is a function of their
frequency as authors of the most relevant tweets.

The analysis of the agents who posted the content in our data samples is complete with “Any
Other Organization” agents, organisations that are not political or media agents but have an
institutional presence outside social media. This would include public entities like
governments and governmental or institutions, as well as private companies, foundations,
NGO'’s, etc.

Results show (Figure 9) that this category is more frequent on YouTube than in any other of
the platforms. Regarding the type of any other organisations, the most common agents were
public institutions or companies, defined as funded wholly or primarily by the state, region or
local authorities, for example governmental institutions, independently of their broad, rather
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than private companies. This is manifest in Twitter and also observable on Facebook.
However, on YouTube, it is private institutions and companies that compose the largest
number of agents in our sample.

Figure 9: Distribution of any-other organization agents according to platform.

When cross-analyzing the agents of the posts included in our sample with the dimensions of
analysis, we conclude that the posts about Health and Climate are more commonly
approached by media agents whereas the Economy and European issues are more
commonly addressed by political agents (Table 9).

Agent
Platform / Any other Non
Dataset Political agent | Media agent | organization | organization
FB all users 97 113 31 53
Health TW all users 48 148 26 70
YT all users 7 137 36 18
FB all users 137 72 38 50
Climate TW all users 56 151 37 51
YT all users 5 128 80 71
FB all users 178 61 2 53
Economy TW all users 92 124 18 71
YT all users 22 86 37 54
FB all users 155 66 14 50
Europe TW all users 143 53 14 71
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YT all users 23 113 51 33
Table 9: Frequency of agents posting, according to Dimension and Platform dataset.

3.2.2. Publications from media users

Like we stated in section 2, besides wanting to investigate the way general users address
european issues on social media platforms, we also wanted to analyse how mainstream
news media do it. In total, the news media sample (n=2076) is composed by the results of
the datasets Facebook Media (n=1054) and Twitter Media (n=1022). The most common kind
of news media included in our sample of posts published by the media on social media
platforms was print media (Figure 10). We should note that this classification of the media
agents focused on its origin/foundation and not on the method of distribution of the content
itself, precisely because we’re not considering the content published on the news media
main distribution channel - or even in its website - but solely on social media platforms. Print
media agents were dominant on this sample of most relevant content in all three platforms:
Facebook, Twitter and YouTube. In print media, publications from newspapers are largely
dominant, with magazines reduced to a small part of the sample.

Broadcast media, also highly based on television more than radio, come second as the most
common type of media agent. We include in this category the television channels available
through traditional broadcast networks (aerial, satellite, cable or similar) but with a presence
on social media.

Finally, Internet only news media was the third most important agent, although very close to
broadcast media. We consider internet only news media to be news outlets that have its
origin on the internet, with no print or broadcast foundation.

Figure 10: Distribution of media on Facebook and Twitter media datasets.
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Similarly to what we noticed when analysing the politicians and non-organizational agents,
media agents are also different when we look at their presence on Facebook and on Twitter.
Some agents are high on the ranking of those with most presence both on Facebook and
Twitter (the list of selected media was the same for both platforms), but most of them are
different, confirming the somewhat different nature of Facebook and Twitter (Figures 11 and
12). CT24, RTBF and El Pais appear highlighted both on Facebook and on Twitter, but most

of the other news media outlets with best presence on each of the platforms tend to be
different.

Figure 11: Media agents from Facebook media sample. The size of the names is a function
of their frequency as authors of the most relevant posts.

Figure 12: Media agents from Twitter media sample. The size of the names is a function of
their frequency as authors of the most relevant posts.
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3.2.3. Reach, Engagement and Engagement Rate

Having available different datasets - some from all users and some from a selected list news
media users - sampled with the same methodology, one can compare several fundamental
metrics regarding the reach, engagement and engagement rate in each of those datasets.
Of course, these fundamental social media metrics may vary slightly from platform to
platform (as explained further), but, in any of the platforms, an engagement rate can be
calculated to express the number of users that in some way engaged with the content
relative to those that could have engaged with it (Beng & Ming, 2020). Any engagement with
a given content means that the user paid attention to that content. For the purpose of this
analytical exercise, we calculated the engagement rate for each of the different datasets (all
users or media users) in each of the three platforms. On Facebook, we crossed all
interactions in each sample (Facebook considers “interactions” all the shares plus all the
comments plus all the reactions) with the total facebook followers in each sample. Recall
that, either on all users or media, our samples include the publications that were most
relevant in the time period analysed and corresponding to the query (Cardoso et al, 2021)).
On Twitter, we crossed the total reach of the posts (number of users that have seen the
corresponding content) with the engagement (comprising likes, shares and replies). On
YouTube, we crossed the total views of the videos included in the sample with the
engagement (including comments, likes and dislikes).

As we can see in the Table 10, below, Facebook media pages included in our news media
sample have much more followers than the all users Facebook pages (1247 million versus
663 million) but generate significantly less interactions (2,2 million versus 9,5 million).

Media pages included in our news media sample of posts have an average engagement rate
of 0,18% whereas all users' pages register an average engagement rate of 1,43% (meaning
1,43% of all followers interacted with the content). Facebook public groups registered an
average engagement rate of 1,46%.

On Twitter, our all users sample reached more users than our news media sample, but,
again, with an even bigger number of engagements, resulting in higher engagement rate for
all users accounts on Twitter (0,15% - meaning that 0,15% of all users that saw a given
content interacted with it) than for news media accounts (0,09%). On YouTube we don’t have
a selected media sample, but all the videos generated a total of almost 58 thousand views,
which generated over 1,5 thousand interactions, resulting in an engagement rate of 2,70%.
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Followers Interactions Engagement rate
aceboo edia page 1,247,237,805 2,290,305 0.18
ebook : BI'S page 663,057,919 9,469,567 1.43
acebook public group 48,182,735 702,262 1.46
Reach Engagement Engagement rate
120,025,189 103,460 0.09
274,286,367 400,960 0.15
Views Engagement Engagement rate
YouTube all users channels 57,900,970 1,563,053 2.70

Table 10: Analytical exercise comparing reach/followers/views with engagement in each of
the 6 datasets. Values reach/followers/views and interactions/engagement are total for each
dataset.

3.3. About the subject of the posts

Besides analysing which were the agents who posted the social media publications included
in our samples, we also aimed to analyse what was the subject of those publications,
including what those posts were about and who or what they were directed at. By “subject”
we mean the person or thing discussed in the publication. By our codebook a given social
media publication may be - cumulatively - concerning, related to or directed at: Political
agents; Newsmedia; Any other organization; Non-institutional agents; and/or Other. For a
more detailed description of what categories are included in the “subject”, please refer to the
codebook, in the annex |.

Another thing to bear in mind regarding the subject of the publications is that the
architecture, design and the affordances of the platforms influence what is published. On
Facebook and Twitter the size of the text that can be included in a publication is quite
different. On Facebook, the character limit for publications is 63,206 while on Twitter it is only
280. This grants the users the possibility of approaching several subjects in one single
publication and suggests a reflection on the domestication of the platforms by the users,
expressed in the subjects they wish to address and the depth with which they choose to
address it. The Figure 13, below, illustrates with an example the difference in the quantity of
text that is allowed in a Facebook post or in a Twitter tweet.
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Pérolas da Urgéncia
3 de Setembro de 2021 - @

Caro 5r. Ministro da Ciéncia, Tecnologia e Ensino Superior, Professor Manuel Heitor:

Partugal ndo precisa de mais mé
médicos por cada mil habitantes. B
medida mais populista neste pais 3 beira-mar plantade do que prometer acabar com o famoso "lobby"
da Ordem dos Médicos, essa forga invisivel que impede a entrada de mais alunos nas faculdades de
Medicina, para proteger os interesses de uma classe, Que o Z¢ da Tasca acredite na existéncia desse
iobby, eu ainda consigo compreender. Mas confesso que esperava mais de um ministro.

s. Somos o terceiro pais da Unido Europeia com maior ndmero de
m sei que o seu Governo adora medidas populistas e que ndo ha

Esperava que um ministro fosse capaz de olhar para o nimerc de médicos que todos os anos fazem a
Prova Nacional de Seriagdo e, apds seis penosos anos de formagdo superior, ndo tém vaga para realizar
o seu internato e sdo empurrados para um limbo formativo, relegando-se 3 posigdo de médico
indiferenciado ou sendo obrigados a abandonar Portugal.

Esperava que um ministro compreendesse que na Medicina ndo vigora a lei da oferta e da procura e
que, por muito que Ihe agrade a ideia de ter vinte médicos a competir pela choruda remuneragéo de
oito euros & hora, isso apenas vai fazer com que os melhores abandonem o barco, como muitos ja
fizeram, deixando por ca os que ndc estic para se chatear e aceitam trabalhar por qualquer valor que
hes seja apresentado.

Esperava que um ministro percebesse que ninguém tira o curso de Medicina para sofrer peniténcia ou
para fazer voluntariado e que a mercantilizagio da Medicina apenas deteriora a qualidade dos cuidados
de salde prestados 4 populago. Isto porque, como ja disse, quem sabe que € bom no que faz e sente
gue merece mais, vai sempre acabar por procurar mais e melhor, seja aqui, seja no estrangeiro.

Esperava que um ministro percebesse que a solugdo para atrair médicos para o Servigo Nacional de
Satde é melhorar as condigdes de trabalho dos mesmos, por exemple, no gue respeita 3 remuneragdo
de horas-extra, descansos compensatérios € acesso a exames complementares de diagnostico. A soluco
nunca sera empurrar um nimero absurdo de médicos recém-formados para um SNS obsoleto,
desmotivante e hiperburocratizado.

Esperava que um ministro fosse capaz de ver que a solugdo para a falta de médicos no interior se resolve
ndo s6 com melhoria das condigdes de trabalho d em escolhe para 14 ir trabalhar, mas também com
politicas a nivel autarquico de melheria das condigdes de vida nesse mesmo interior. E dificil convencer
um médico a trabalhar num centro de saiide cuja urgéncia mais préxima fica a uma hora de caminho. £
dificil convencer um médico a trabalhar num concelho onde nao existe forma de realizar uma tomografia
computorizada. Falar dos médicos que ndo querem ir para o interior é facil. Perceber porque € que os
médicos ndo guerem ir para o interior nem tanto.

Esperava que um ministro soubesse o que é ser médico de familia. Esperava que um ministro entendesse
que a formagéo de um médico de familia ndo é menos complexa do que a de um oncologista ou
neuracirurgido. Esperava que um ministro soubesse que uma boa Medicina Geral e Familiar é a pedra
basilar de uma Medicina de qualidade.

Em suma, esperava gque um ministro entendesse que ndo existem poucos médicos em Portugal. Existem
médicos mal distribuidos, mal aproveitados, cansados e desmotivados. Senhor Ministro, faga um favor a
si mesmo e a todos. Da préxima vez que decidir falar daquilo que ndo sabe, opte por ficar calado.

©Q Gil Ferreira e 3,3 mil outras pessoas 304 comentérios 903 partilhas

Figure 13: Comparison between a Facebook post and a Twitter tweet

Likewise with the agents, the subject of the publications will also be analysed separately for
the all users samples and for the selected news media samples.

3.3.1. Subject of the posts on all users samples

In what concerns the all users samples, we can see the results regarding the subject of the
publications in table 11 below. As we can see, “Any other organization” is the most frequent
subject to which all users refer to in their publications, present in 34% of the publications.
Interestingly, although this category constitutes the less common agent in our all users
sample (see above), it constitutes the most frequent subject on that same sample. As a
subject, “any other organisation” includes both public organisations, like the government or
governmental bodies, for instance, as well as private organisations, like companies, for
example.

Political agents, Non-institutional agents and Other are the second most frequent subjects
on this all users sample of publications. News media, on the contrary, is seldomly a subject
on the publications by all users of social media platforms.

Frequency
Subject n= Y%=
Political agent 1364 22,38%
Newsmedia 559 9,17%
Any other organization 2043 33,52%
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Non institutional agents 1142 18,74%
Other 987 16,19%
Table 11: Frequency of the subjects on the media users’ samples.

When analysing the subject according to the platform, we see that “Any other organization”
is the most common subject in all three platforms. However, data also reveals that Political
agent stands out as the second major subject on Facebook. It is also the second major
subject on Twitter, but less so than on Facebook. On YouTube, differently, the second
second subject most mentioned by all users is Non-institutional agents. Again, news media
are the less frequent subject on the publications by general users of the platforms.

Subject
Political Any other Dl
Newsmedia y . institutional Other
agent organization
agents

Platform /Dataset n= n= n= n= n=
FB all users 629 223 747 453 381
YT all users 288 156 592 421 246

Table 12: Frequency of the subjects on the media users’ samples according to the platform.

The analysis of the subject according to the dimension revealed that no differences were
registered, with any other organization being the most common subject in any of the 4
dimensions queried: Europe, Economy, Climate and Health.

3.3.2. Subject of the posts on news media datasets

Non-institutional agents, particularly common citizens (which is the most frequent
sub-category of Non-institutional agents), seem to be a more relevant subject on Facebook
than on Twitter (see table 13).

Subject
Platform / Any other Non
Political agent | Newsmedia y .. institutional Other
Dataset organization
agents
B Mediz 392 121 670 342 328
321 158 668 142 339
Total 713 279 1338 484 667

Table 13: Most frequent subjects on news media publications according to platform.

The analysis of the subject according to the dimension (Table 14), shows no significant
differences, with any other organization as the most common subject in any of the 4
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dimensions: Health, Climate, Economy and Europe. However, we can notice that on Health
and Europe, especially on Facebook, news media publications tend to refer to political
agents more than on the other dimensions. The same can be registered for Non-Institutional
agents (mostly common citizens): they are a subject for the news media more often on
Health and Economy than on Climate and Economy. News media are seldomly the subject
of the publication, even when news media are the publishing agents.

Subject
Non

Platform / Political Any other | institutional

Dataset agent Newsmedia |organization agents Other

FB Media 110 35 173 123 94
Health

TW Media 72 39 157 54 87

FB Media 83 30 160 59 81
Climate

TW Media 78 34 168 52 83

FB Media 97 25 171 66 87
Economy

TW Media 96 25 166 47 85

FB Media 110 30 166 94 80
Europe

TW Media 72 33 170 66 91

Table 14: Most frequent subjects on news media publications according to the dimension
and the platform.

Publications by the news media outlets regarding the 4 dimensions (and queries) are most
commonly European and national in scope (Table 15). In fact this is similar to most of the
publications, whether by the media or by all users. Remember that our sample is composed
of publications that refer to Europe in some way, or to Europe and Health, Economy or
Climate. Therefore, it would be expected that Europe would be the dominant scope of those
publications. National scope is second and all the others are significantly less present in the
content of the publications that compose our sample.

Platform /Dataset
FB Media

Scope

Scope Global 183
Scope European 805 864
Scope National 564 428
Scope Regional 77 40
Scope Local 70 24

Table 15: Most frequent subjects on news media publications
according to the spatial scope

28



3.4. About the dimensions of Europeanisation

The most common dimensions of Europeanisation (Table 16) that could be found in the
analysed publications were in reference to the European institutions, 16,12% of all the
publications included in our sample of most relevant publications corresponding to the
queries. We consider that a post belongs to this category when it contains a reference to an
European institution of any kind, like the European Commission, European Parliament or the
European Central Bank, among others (see the content of each category of Europeanisation
in the Codebook, in the annex | to this document) as explained earlier, the dimensions of
Europeanisation stem from the semantic map drawn by Carpentier and colleagues (2021).
The second most common Europeanisation dimension was the Political dimension (12,06%).
Such publications contain references to any political issue that is or will be affected by
agreements or negotiations between social or political entities from different European
countries. The third and fourth most common dimensions were the Economic (11,79%) and
European law & governance (11,26%). The Economic dimension refers to cooperation,
negotiation or joint agreement by two or more European countries or institutions to improve,
reform or develop the economy and European law & governance references any European
law, decision, directive or legislative project, even if only in discussion or preparation. All the
other Europeanisation dimensions receive significantly less mentions (less than 7%)
Conversely, publications pertaining to the European new social movements and the
European (media) content dimensions were almost absent from the overall sample of posts
(1,41% and 2,32%, respectively). Overall, this result means that 84% to 99% of the
publications, although with some linguistic reference to Europe (as for the queries) do not
pertain to the Europeanisation dimensions listed. Which means that references to Europe
are presente, but not in the approach specified in the dimensions of Europeanisation drawn
from the semantic map.

All datasets

Europeanisation dimension n %

European institutions 1774 16,12%
Political 1328 12,06%
Economic 1298 11,79%
European law & governance 1239 11,26%
Scientific 766 6,96%
European (media) industries & capitalist economies 764 6,94%
European territory 738 6,70%
European people ('Europeans') 544 4,94%
European public sphere 477 4,33%
European democratic model(s) 455 4,13%
European values 437 3,97%
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European interactions & dialogues 399 3,62%
European Culture(s) 379 3,44%
European (media) content 255 2,32%
European New Social Movements 155 1,41%

Table 16: Frequency of publications pertaining to each dimension of Europeanisation
in all the data

When we cross the analysis of the Europeanisation dimensions with the different platforms
and datasets, the results show slight differences on the percentage of the categories but not
of the ranking of which are the most and less refenced categories, as seen in tables 17 and
18.

News media datasets

Facebook Total

Europeanisation dimension n % n %

European institutions 318 14,23% 354 18,26% 672 16,11%
Economic 234 10,47% 263 13,56% 497 11,91%
European law & governance 242 10,83% 224 11,55% 466 11,17%
Politics 252 11,28% 208 10,73% 460 11,03%
Scientific 204 9,13% 160 8,25% 364 8,72%
European territory 206 9,22% 119 6,14% 325 7,79%
Eggzgt::gs(media) industries & capitalist 147 6.58% 153 7.89% 300 7 10%
European people ('Europeans') 153 6,85% 88 4,54% 241 5,78%
European democratic model(s) 93 4,16% 74 3,82% 167 4,00%
European public sphere 87 3,89% 73 3,76% 160 3,84%
European interactions & dialogues 80 3,58% 62 3,20% 142 3,40%
European Culture(s) 74 3,31% 65 3,35% 139 3,33%
European values 66 2,95% 45 2,32% 111 2,66%
European (media) content 38 1,70% 37 1,91% 75 1,80%
European New Social Movements 40 1,79% 14 0,72% 54 1,29%

Table 17: Frequency of publications pertaining to each dimension of Europeanisation on
news media datasets, according to the platform

All users datasets

Facebook YouTube Total

Europeanisation category n % n n %

European institutions 416 [15,25%( 402 [17,34% | 284 |15,88% [ 1102 [16,12%
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Politics 410 [15,03%| 260 [11,21% | 198 | 11,07% | 868 [12,70%
Economic 261 | 9,57% | 300 [12,94% | 240 (13,42% | 801 [11,72%
European law & governance 309 (11,33%| 256 [11,04% | 208 [ 11,63% | 773 | 11,31%
European (media) industries &

capitalist economies 172 | 6,30% | 178 | 7,68% | 114 | 6,38% | 464 | 6,79%
European territory 187 | 6,85% | 157 | 6,77% | 69 | 3,86% | 413 | 6,04%
Scientific 123 | 4,51% | 149 | 6,43% | 130 | 7,27% | 402 | 5,88%
European values 160 | 5,87% | 90 | 3,88% | 76 | 4,25% | 326 | 4,77%
European public sphere 126 | 4,62% | 104 | 4,48% | 87 | 4,87% | 317 | 4,64%
European people ('Europeans') 114 | 4,18% | 126 | 5,43% | 63 | 3,52% | 303 | 4,43%
European democratic model(s) 145 | 5,32% | 74 | 3,19% | 69 | 3,86% | 288 | 4,21%
European interactions & dialogues 93 [341% | 86 | 3,71% | 78 | 4,36% | 257 | 3,76%
European Culture(s) 101 | 3,70% | 64 | 2,76% | 75 | 4,19% | 240 | 3,51%
European (media) content 61 [(224% | 55 | 2,37% | 64 | 3,58% | 180 | 2,63%
European New Social Movements 50 [1,83% | 18 | 0,78% | 33 | 1,85% | 101 | 1,48%

Table 18: Frequency of publications pertaining to each dimension of Europeanisation on all
users datasets, according to the platform

3.4.1. Dimensions of Europeanisation on Facebook Public Groups

If we look at the dimensions of Europeanisation solely from the prism of the Facebook public
groups, we find some similarities and some dissimilarities with the other datasets (table 19).
Publications on Facebook groups seem to care less about the institutions and law &
governance of Europe and more with the scientific dimension and the European public
sphere. Such results can stress the subject of such posts as the ones to which the users
engaged with as also an appropriation of a specific digital space - Facebook groups - to
approach certain aspects.

On the least mentioned dimensions, there is also the European (media) content, but this
time accompanied by the European peoples' (‘Europeans’) dimension.

Facebook groups

Europeanisation dimensions

n %
Economic 240 15,56%
Politics 200 12,97%
Scientific 186 12,06%
European public sphere 155 10,05%
European New Social Movements 115 7,46%
European institutions 94 6,10%
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European law & governance 94 6,10%
European democratic model(s) 81 5,25%
European Culture(s) 73 4,73%
European interactions & dialogues 70 4,54%
European (media) industries & capitalist economies 65 4,22%
European values 58 3,76%
European territory 57 3,70%
European (media) content 31 2,01%
European people (‘Europeans') 23 1,49%

Table 19: Frequency of publications pertaining to each dimension of
Europeanisation on Facebook public groups
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4. Discussion

The goal of this research was to assess the platformisation of news in 10 countries against
the backdrop of the issues of Europe and Europeanisation. Specifically, two research
questions guided the methodology employed and the data collected: 1) Which are the most
relevant issues debated in social media platforms in Europe and how are european citizens
debating about them?; 2) Which debate is taking place at the intersection of top-level
professional and bottom-level non-professional communication on social media?

The Europe & Europenisation approach was incorporated into the research queries
implemented as well as into the designing of the codebook to analyse that data. Therefore,
we must not look at these results as expressing what citizens from 10 countries debated on
social media platforms overall, but rather what publications about Europe and Europe plus
Economy, Climate and Health were more relevant or had more engagement. It's not all the
content from social media that composes our sample of publications, but only the content
that corresponds to que queries used to capture those 4 dimensions.

Plus, the publications included in our sample and analysed above are not all publications
containing references to those 4 dimensions - Europe and Europe plus Economy, Climate
and Health. They are just the publications that in the research period - between 1 September
and 30 November 2021 - were the most relevant addressing those issues. And relevance
means whatever each of the 3 researched platforms presents as the most adequate metric
for the attention of the users: total interactions on Facebook; reach on Twitter; and relevance
to the search query on YouTube. That is indicative of the publications that compose our
sample. They are not all the publications about the above issues nor a random selection of
publications; they are the most relevant/engaging publications (see the methodology
section).

Set aside those two caveats, we can begin to discuss the results above to see if and to what
extent they respond to the research questions and address the issues of Europeanisation
and platformisation.

The publications analysed above were all considered on-topic relative to each of the
dimensions of analysis. But that issue may hide another fact of some significance:
transversely to all countries and dimensions - some more, some less - there were a larger
number of publications considered off-topic. That means those publications did in fact
contain at least one of the keywords researched but were not relevant to the above
mentioned dimensions. To put in plainly, people posting on social media frequently used
words about Europe (and about Economy, Climate and Health) in publications that were
really not about Europe (or Economy, Climate or Health). For instance the word “Euro” can
be used in a publication about Europe or an european issue, which would be on topic, but
also in publications that just meant the currency “euro” or the soccer european sports
competition “euro”, which would be considered off topic. In particular, this happened with
frequency in the context of sports competitions with international reach. This was not the
object of this research, but would certainly deserve specific research.

In the following discussion of the results we will follow the same path as above: format of the
publications; agents who published; subject and scope of the publications; and the
dimensions of Europeanisation.
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4.1. The format of social media publications

Regarding the format of the publications, two observations deserve emphasis. First, the fact
that the format combination with which users engaged the most is, by far, that of
text+image+link reinforces the notion that social media platforms are first and foremost a
source of web traffic for external websites (Newman et al.,, 2021). This is particularly
notorious on the news media samples but is effective overall. Non media users are less
reliant on links on social media platforms (and therefore display a larger percentage of
publications without link) but still use that format combination more than others. The
prominence of social media platforms as web traffic sources is cross-sectional, but
particularly relevant for the media.

Second, video is usually presented as a dominant format on social media platforms (Cha et
al, 2007). Our sample seems not to confirm that assertion and, both on Facebook and
Twitter, video is less relevant than links. In part that should be due to the fact that our sample
is quantitatively skewed towards news media, in response to the goal of analysing the
platformisation of news. Further explorations of the data collected for this research or
additional investigations could address that.

4.2. The agent of social media publications

In what concerns the agents who posted, several issues raise interesting discussion points.
Taking into consideration that our sample is composed of the publications that, on each
dimension and on each platform, are more relevant, the fact that media agents are more
common on Twitter and YouTube, and political agents are more common on Facebook
establishes a clear distinction between Facebook and the other two platforms. Although
Twitter is usually presented as the most “politicised” social media platform - and is so so in
many countries - in fact it was on Facebook that popular politicians reach most relevance in
our samples.

This could be related to the fact that Twitter tends to be, in most countries, a sort of political
and media “bubble”, with a lot of political and media agents (Vaccari & Valeriani, 2021). But
what our data suggests is that Facebook is a general purpose platform, where popular
content of all sorts is distributed, also including political content, naturally. In line with this
observation, there’s the fact that populist politicians (mostly from far-right parties in Europe)
tend to be more relevant on Facebook than on Twitter or YouTube. And also the observation
that Facebook tends to generate more interactions than Twitter. On Twitter, institutional
actors, like presidents, prime-ministers and party leaders are most frequently the dominating
actors. In a way, we could say that the most popular platform is also the most populist
platform.

Another interesting observation resulting from the data is that politicians are clearly a more
relevant agent on social media than political parties. This feeds the research trend that
identifies personalisation as a significant part of the social media landscape: individual
personalised voices - politicians - tend to me more relevant than collective non-personalized
voices - political parties (Zanker et al., 2019).

Still regarding the agents who posted the most relevant publication in our samples, the third
most common agent was non-organizations, mostly composed of common citizens, more
than online influencers, TV hosts, presenters or commentators. Although online influencers
are usually presented as a category of social media users driving much of the conversations

34



on social media platforms (Khamis, 2017), our samples do not seem to confirm that, at least
in the specific 4 dimensions that compose them. It's true that common citizens are a more
relevant agent in the Facebook pages samples than on the Twitter samples, but that is
related to the specific features of the platforms: Facebook pages are mostly operated
organisationally whereas Twitter handles are often personal. On our Facebook groups
samples, on the contrary, the agents are overwhelmingly common citizens.

This also leads to a reflection on the issue of the way the affordances and contingencies of
the platforms influence the appropriation and domestication (Silverstone, 2005; Bucher &
Helmond, 2018) that users make of them. Facebook groups are, par excellence, the terrain
for the common citizen, Twitter handles are mostly personal and Facebook pages are the
social media alternative for users that wish to organise to take a political stand and drive the
conversation in a certain direction. Which feeds into the previous assertion of Facebook as
the most politicised of the three platforms in our research.

One other interesting conclusion is that different agents prefer to address different issues on
social media. Publications about Health and Climate are more frequently addressed by
media whereas publications about Europe or Economy are more frequent with political
agents. In spite of the politicisation of issues related to the COVID-19 pandemic, concurrent
with our data collection, political agents were not dominant on Health issues and seemed to
be more focused on the political content relating to economic and european issues. To some
extent this was not a focus on economic and European issues per se, but more prominently
a focus on the internal political struggle that could be derived from those issues. Which also
gives us a light on the use political agents do of the discussion of issues on social media
platforms as a way to serve localised political struggles (Fuchs, 2021; Highfield, 2017). In a
way, reflecting on a concept already discussed, we could say that is the way these social
media platforms are appropriated and domesticated by political agents ( Bucher & Helmond,
2018; Silverstone, 2005).

The reflection above about the most relevant political agents on Twitter being different than
the most relevant agents on Facebook (always according to our sample) can be replicated
for the media: the main news media that stand out on Twitter are not (with only a couple of
exceptions) the same that stand out on Facebook. What this could mean (to be confirmed
with more specific research) is that there is difficulty in achieving high relevance on both
platforms, Facebook and Twitter. Of course we can only speculate as to what extent that
extends to other social media platforms besides two mentioned. More research is necessary
to shed light on that. In fact, this assertion that relevant agents are frequently different on
Facebook and Twitter extends even besides the media or the political agents. Whatever the
type or organisation or non-organisation we look at in our sample, the relevant agents tend
to be different on Facebook and Twitter.

Another on-going discussion that our research seems to consolidate is that the news media
content is the raw material upon which discussions on social media develop (Newman et al.,
2921). From our data, it is prominent the role that traditional media play in social media
platforms, not only as agents of those publications, but also as sources of information that
other diverse agents use to feed their social media activity.

Finally - in what refers to the agents - we would also like to reflect on the differential
engagement metrics of each kind of agent. As we saw in the data above, news media tend
to have a very large following, both on Facebook and Twitter (and even YouTube), due to its
high visibility and name recognition. However, even with fewer followers, other non-media
users of the platforms exhibit higher engagement metrics, resulting in a better engagement
rate (Beng, 2020). This means not only that news media are less effective in capturing the
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attention of the users of the social media platforms but also - and perhaps most importantly -
that other “alternative” agents - populist politicians, for instance - are more effective in doing
so. Of course, we already know that the fight for users’ attention on social media platforms
tends to favour the content that is more emotional, polarising and “catchy” (Schreiner et al,
2021), but our data seems to confirm that and cross it with the political populist trend on
social media (at least as measured by our specific dimensions of analysis).

4.3. The subject of social media publications

The codification of the most relevant publications in our samples in all 10 countries also
enables some discussion about the subject or the subjects that compose those publications.
As a reminder, by subject we mean to whom or what is the content of the publication
concerning, related to or directed at. As clarified before, there are significant differences
between Facebook, Twitter and YouTube in this regard. Facebook allows a greater length of
text and allows different types of media (audio, video, text, image), Twitter has a text limit of
280 characters and YouTube is mostly restricted to video (with some accompanying text).
Those differences naturally influence the content of the social media publications, especially
in what concerns its subject.

Social media platforms are usually presented as online spaces for the critique of the powers
that be (Dahlgren, 2013; Shirky, 2011) and for the popular expression of resentment towards
the establishment (Cramer, 2016; Engels, 2021; Koncewicz, 2017). Our analysis of the data
seems to second that. Most of the publications in our sample take organisations other than
political agents and media as their preferred subject. And that reads, most of the times, as
government, governmental bodies and public authorities in general, that is, in line with the
vein of criticising the powers that be. This is true for all datasets - media and non-media - as
well as for all the platforms. But, on the other hand, there are also significant differences.
The fact that political agents are more prone to being subjects on Facebook than on Twitter -
both by media and non-media agents - reinforces the status of this particular platform as the
the most close to being the platform of choice for the operationalisation of the
aforementioned “politics of resentment”. The fact is that our data confirms Facebook as the
most “popular” platform but also, seemingly, the most “populist”.

The way the news media address the subjects comprising our four dimensions - Europe and
Europe plus Economy, Europe plus Climate and Europe plus Health - also displays
differences. Although organisations other than political or media agents are the most
frequent subject of news media, just like with all other users, common citizens are a more
prominent subject on Facebook than on Twitter, again presenting this platform as the one
covering most popular subjects.

4.4. The dimensions of Europeanisation

As the reader may recall, the dimensions of Europeanisation were drawn from a semantic
map developed specifically for this EUMEPLAT project (Carpentier et al., 2022). The
operationalization of that semantic map was a significant challenge, but one corresponding
to the challenging goals of this project (the specific criteria used to categorise the
Europeanisation dimensions are on the codebook. See annex ).

36



Considering that all publications included in this analysis are in some way related to Europe
(due to all queries including European keywords and all analysed publications being
on-topic), there are relatively few mentions of the dimensions of Europeanisation. And that is
the first fact worth discussing. Europe is mentioned on social media in these 10 countries,
but not regarding Europeanisation as interpreted (Carpentier et al., 2022). This does not
mean that europeanisation is not important; it means that it does not seem to be an issue for
the most relevant content published on social media platforms, either by the news media or
the general users of those platforms.

Still, the normative side of Europe (Whitman, 2011) seems to be dominant: European
institutions and European Law & Governance are the most frequent dimensions of
Europeanisation referenced in the publications. Even when the Political and Economic
dimensions of Europe stand out, that is, most of the times, in conjunction with financial help
or negotiations for financial help, especially in the southern countries (something that is also
visible on the national reports).

This analysis is even reinforced when we take into consideration the very limited reference
to dimensions such as European new social movements, European values or European
culture(s). The reflection we can make is that, according to the content of the publications
included in our sample, Europe is not so much a social entity but rather a legislative and
economic relief entity.

On the other hand, also, a significant part of the publications on European institutions, Law &
Governance, Politics and Economy are materialised as leveraging European issues to foster
national or local debates and political struggles. Very seldomly are European issues debates
as really European in their own right. The most significant pattern seems to be to use
European issues of any sort to use as an argument for local or national politics.
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5. Conclusion

The goal of this research was to investigate the platformisation of news in 10 countries
against the backdrop of Europe and Europeanisation. Therefore, we collected data from
three social media platforms - Facebook, Twitter and YouTube - about four dimensions:
Europe and Europe plus Economy, Europe plus Climate and Europe plus Health. From all
the posts collected, we analysed in detail the 10 most relevant posts in each country,
dimension and platform, that is, the publications that captured or may have captured the
attention of most users during the three months of this social media snapshot.

Still, that means we used only a small part of all the data - social media publications - that
we could have used. And, as a conclusion, that is the first reflection we would like to draw:
the amount of content published on social media platforms every month, every day and
every hour is very big. Platformisation of news means, prior to all, platformisation of
communication and information as a whole. Social media platforms host all sorts of content,
both news and non-news content. When we research the platformisation of news we are
only researching a small subset of all the communication and information flows that are
operating upon these technological platforms.

Nevertheless, regarding the four dimensions of analysis we researched - all connected to
Europe - the news media are still a pivotal player in the “platformized” information ecosystem
(Van Dijck et al., 2018), both as an important agent of a significant part of the most relevant
publications on those platforms and as a source or feed for the publications of many other
non-media agents, but not as their subject/topic. This conclusion is not new but it has been
clearly confirmed in our data.

Within that framework, there are many differences between countries but also a great deal of
similarities. Those similarities deserve to be highlighted as a conclusion to this report. First
and foremost, we detected a significant difference between Facebook and Twitter, both on
the popularity of the content on each platform and on the actors that populate those
platforms (bear in mind, relative to our sample of the most relevant publications). On the one
hand, Facebook seems to be a more popular platform - where all sorts of agents and content
can be found - whereas Twitter seems to be more like a bubble populated mostly by media
and political agents and where those agents are the most relevant. Of course, this is not new
(Vaccari & Valeriani, 2021), but our data also seems to confirm it.

On the other hand, that most popular platform - Facebook - seems to be the most effective
channel for populist politicians (and, in this sample, far-right populist politicians) to reach
their audiences on the dimensions in study, as measured by the interactions and interaction
rates of those agents in our samples. That is observable in most of the countries analysed
and is manifest in our global sample. Those politicians seem to have been savvier in finding
the right audiences on social media and finding the right way to connect with them.

Another interesting conclusion - that relates with the previous one - is that news media
content on social media platforms seems to be less interesting for users than that of other
miscellaneous users. When we compute the engagement rate of news media Facebook
Pages and Twitter handles with those of other general users we see news media capture
less interactions - therefore less attention - from their often larger follower base. Of course,
as we said before, news media still serve as an important source for what others publish on
social media, but they seem to have difficulty competing with those others in terms of
engagement with the audience. In a way, the platformisation of news seems to put the news
media in a position where they have to compete for the attention of audiences on those
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platforms, which are driven by distribution algorithms that favour polarising, emotional and
sometimes inaccurate content (Cho et al., 2020; Diakopoulos, 2019). This issue certainly
deserves more research in the future.

Like we wrote in the beginning of this section, the data we collected is just a small sample of
all the data that is out there and can be used to draw a larger portrait of the social media
landscape and the role that news - platformised news - plays on it. Although some research
has been made on that topic, the truth is that there is still more to be developed. We hope
this research will serve as a stimulus for further future research on that important topic.

On the other hand, also as stated before, we analysed and coded just a small part of all the
social media publications we collected. Other researchers - especially within the EUMEPLAT
project - could explore that data in different and enriching ways. We also hope that happens.
Finally, we conducted this research in a somewhat novel methodology, looking primordially
at the social media publications that are more relevant in the overall social media discussion
of topics (Cardoso et al., 2022). The results reinforce our conviction that this methodology is
fruitful for research projects that want to focus on a significant sample of those overall social
media discussions. Llkewise, we hope other researchers - in different research contexts -
may implement and further develop that methodology.
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Abstract

This report discusses the posts made in Belgium on Facebook and Twitter over a period of three
months in 2021 within the dimensions of economy, Europe, health, and climate. The report starts with
a sketch of the Belgian media landscape before delving deeper into the dimensions of
Europeanisation. For the European and climate dimensions, a distinction was made between Flanders
and Wallonia, because of the strong differences between the two in Facebook and Twitter posts. The
health and economy dimensions are then discussed further. Within these dimensions, the results of
Flanders and Wallonia are taken together, because of the similarities. The main result of the data is
that within the Europe dimension, Flanders pays particular attention to migration. In Wallonia, there is
much less focus on migration, but climate plays a more important role. This can be explained by the
major damage from the July 2021 floods in Wallonia. In Flanders, the popularity of migration can be
explained by the share of right-wing to far-right politicians and their parties that invest a lot of money in
migration. Migrants are also often portrayed negatively by them. Within the dimension, the big
difference between Flanders and Wallonia lies in the messages in the Facebook groups. In Flanders,
the wolf is the main topic. In Wallonia, more attention is paid to the floods. These floods have had a
very serious impact on a large part of the population in Wallonia. Within the health dimension, the
main focus is on Covid-19. Reports cover the vaccination campaign, medicines for Covid-19 and the
European corona map. Finally, within the economy dimension, the messages focus on the Belgian
budget, pensions and high gas and electricity prices. The discussion on high gas and electricity prices
is mainly found in the month of November. This is related to the upcoming winter.



The Belgian media landscape: duopoly and trust

The Belgian media landscape consists of three separate media markets, namely,
French-speaking Wallonia, Flemish-speaking Flanders, and the German-Speaking
Ostkantone. According to the Digital Report (Kemp, 2021), 76 percent of the Belgian
population uses social media. The most widely used social media platform is Facebook as
81.1 percent of social media users in Belgium use Facebook. Twitter is a less popular

platform. It is used by 26.9 percent of all social media users.

Belgium has several public and commercial media. Within the newspaper market, there has
been a media concentration in recent decades, due to the large number of takeovers. As
much as 80 to 100 per cent of the market is controlled by just five media groups. That
number has fallen in recent years to five groups: VRT, DPG Media, Mediahuis, Roularta and
Telenet (De Vlaamse Regulator voor de Media, n.d.). In Flanders, there are two major
players, namely DPG Media and Mediahuis. DPG Media not only owns the most popular
Belgian newspaper, Het Laatste Nieuws, but the multimedia concern also controls the
commercial broadcaster VTM. Mediahuis owns newspapers like the quality-newspaper De
Standaard and the popular Het Nieuwsblad. Mediahuis also controls regional television
stations like TVA and TV Oost. As in Flanders, there is also a duopoly in Wallonia with two
major players: Rossel and /PM. In German-speaking Belgium there is only one
German-language daily newspaper namely Grenz-Echo. They also have a public

broadcaster namely Belgischer Rundfunk (BRF).

A big difference between Flanders and Wallonia is the trust in news. In general, research on
public trust in news shows that trust s higher in Flanders than in Wallonia. According to
Reuters’ Digital News Report (Picone, 2022), 57% of the Flemish media consumers trust the
news, whereas only 43% of the Walloons trust the news. Both Flemings and Walloons have
the highest confidence in their respective public service broadcasters VRT and RTBF. The
trust of the Belgian population in news is also strongly dependent on age. The older the

population, the more trust they have in the news.

Social media play an important role in news
consumption in Belgium. According to the
Digital News Report (2021), 42 percent of
the Belgian population uses social media
networks for news. Within the news

Image 1: Percentage using social media for
news consumption in Belgium.



consumption on social media, the platforms Facebook (39 percent), YouTube (19 percent)
and Twitter (6 percent) are the most popular. This includes both news posted by a media
agent (newspapers, magazines, public and commercial broadcasters), and news on social
media not posted by a media agent.

Europe on social media

The analysed posts show that news related to Europe is mainly about decisions made by the
European Commission. These include decisions related to migration, Covid-19, and the
economic recovery plan. Looking deeper into the actors who post, we note that politicians
post more frequently on themes around Europe on Twitter and Facebook. Followed by media
agents, most frequently newspapers and broadcasters. The political agents that post most
frequently about Europe are the Flemish-nationalist party N-VA, its leader Bart De Wever,
and some other politicians (Tom Vandendriessche, Theo Francken, Petra De Sutter, and
Dries Van Langenhove). The politicians who post about Europe are almost all members of
the Flemish right-wing party N-VA (Bart De Wever, Theo Francken) or the far-right party,
Vlaams-Belang (Tom Vandendriessche, Dries Van Langenhove). Only Petra De Sutter is a

member of Groen (the Green Party).

Tine Van der Straeten
Filip De Winter

Vliaams Belang

Petra De Sutter,,., c..

Tom Vandendriessche
Bart De Wever

N-VA™

m Van Grieken

Image 2: Word cloud of the most popular posts by politicians for the Europe dimension (based on
absolute numbers)



Belgium does not have a national party system, which makes it possible to look at Wallonia
and Flanders as two separate cases (Coffé, 2008). Within Belgium, there is a difference
between Flanders and Wallonia. The politicians who post the most on social media in
Flanders are right-wing to extreme right-wing politicians. However, this is not the case in
Wallonia. Here as well, politicians and parties are popular, but their ideological tendency is
quite different. The left-wing social democratic party Parti Socialiste (PS) is particularly
popular. For instance, a large poll by Het Laatste Nieuws, VTM Nieuws, RTL-TVI and Le Soir
shows that 25 per cent of Walloon voters would vote for the PS (Verstraete & Belga, 2022).
Their popularity in society also explains why many people consult their social media channels
for information. Compared to Flanders, nationalist parties receive much less attention in
Wallonia. De Jonge (2021, p.604) argues that the strength of this French-speaking party (PS)
can be attributed to the fact that traditional social contrasts are still more pronounced in the
French-speaking south of Belgium. De Jonge (2021) explains the PS's popularity partly by
the harsher socio-economic conditions in Wallonia, so that socio-economic issues are more
relevant to Walloon voters than themes around migration as in Flanders.

'When examining the dimensions of Europeanisation, we notice that 41.67 percent of the

Facebook “all users” posts refer to a European Institution. For Twitter “all users” 40 percent
refers to European Institutions. In both cases, there was a reference to the European
Commission or the European Parliament. The posts from September mostly refer to the

Covid-19 pandemic. In October and November, the posts focus much more on Poland, which

' To keep it visually clear, only the dimensions of Europeanisation mentioned in the posts are included
in the figures.



had ruled that national law takes precedence over European law. Not much later, the
European Commission asked the European Court of Justice for financial penalties, since
placing national law above European law goes against everything the European Union
stands for (European Commission, 2021). The European Court of Justice had imposed a fine
of one million euros per day on Poland for violating European law and values (European

Commission, 2021).

Climate

Figure 2: Actor of the posts for Climate on Facebook “all users” and Twitter “all users”

Before zooming in on the European dimensions within climate, it is important to consider the
agents that posted on Facebook and Twitter. Both social networks have a different target
audience. Twitter is a platform mainly used by professionals looking for news (Roginsky,
2020), whereas Facebook is used by a less specifically defined audience. It is striking that
half of the posts over the three months on Facebook were made by politicians. In Flanders,
the posts were mainly posted by members of the N-VA, Theo Francken (N=4; 13.33%) and
Zuhal Demir (N=2; 6.67%). In Wallonia, the posts were mainly posted by Manon Aubry (N=6;
20%) and Philippe Lamberts (N=5; 16.67%). Manon Aubry's posts are mostly related to
things she is doing or about to do as a politician (Cf. re-elected as co-chair of The Left in the
European Parliament or the climate march in Glasgow). This while Philippe Lamberts' posts

are only about decisions made by the European Parliament on climate.



Image 3: Word cloud of the most popular posts by politicians for the Climate dimension (based on
absolute numbers)

The popularity of Theo Francken and Zuhal Demir can be explained by the large budget their
party, N-VA, spends on Facebook advertising (AdLens, 2022). Interestingly, the most popular
politician for the climate dimension is Manon Aubry. This French politician is co-chair of The
Left group in the European Parliament. She is best known in France as an environmentalist.
Following Manon Aubry is Philippe Lamberts, a Belgian politician from Ecolo, who also sits in
the European Parliament. Philippe Lamberts is co-chair of the Green Group in the European
Parliament. So, in Wallonia, more posts in the climate dimension refer to politicians in the
European Parliament. The fact that there are so many posts by Manon Aubry also shows

how strongly Wallonia follows politics and politicians in France.

FLANDERS WALLONIA
Total . Total .
NETUO (I Interactions feR AU (ST Interactions WP
SEPTEMBER Ensemble 1.268
2021 Welkom Wolf 337 Solidaires
Notre Jardin 857
Welkom Wolf 200 Extraordinaire
— RTBF
Behoud SOLIDARITE 513
terugdraaiende 198 INONDATIONS
meter digitaal LIEGE ET
of niet! ENVIRONS
OcToBER 2021 Photos 606
Welkom Wolf | 458 animalieres
sauvages de
Belgique
Front Tegen BELGISCHE 513
LEZ 377 METEO CLUB
BELGE
SOLIDARITE 454
Front Tegen 330 INONDATIONS
LEZ LIEGE ET
ENVIRONS
NoOVEMBER Steun de Non au
2021 Vlaamse 395 Totalitarisme 589
boeren Vert !




Steun de Non au
Vlaamse 320 Totalitarisme 284
boeren Vert !
Notre Jardin
Velt vzw 246 Extraordinaire 124
— RTBF

Table 1: Top three of most popular Facebook groups per month for the Climate dimension.

Another difference within the posts are the groups. In the month of September, we notice
how the posts with the most interaction come from social activist groups Welcome Wolf and
Behoud terugdraaiende meter digital of niet! The first group is in solidarity with the wolves
that are back in Flanders. In Flanders, the wolf problem is more prominent than in Wallonia.
This can be explained by the large number of animal casualties’ wolves have already caused
in Flemish farms (Cf. horses and sheep bitten to death). In Wallonia, on the other hand, the
wolf plays a lesser role. Much more attention is paid to the floods of July 2021. This can also
be seen in the posts which received the most interaction in September. These posts came
from the groups Ensemble Solidaires, Notre Jardin Extraordinaire — RTBF, and Solidarite
inondations liege et environs. These groups and posts mainly ask attention for the victims of
the floods. The floods took place on 14 July 2021 in the Walloon provinces of Liege, Namur,
and Luxembourg. Rivers overflowed their banks. As a result, water flowed through Walloon
streets. A total of 39 people lost their lives, 100 000 casualties directly or indirectly and 48
000 damaged buildings (Merckx, 2022). They call on people to collect materials or to go and

help in one of the affected municipalities in Wallonia.

In the month of October, there is particular attention in Flanders for the Low Emission Zones
in Antwerp, Brussels, and Ghent. In these low-emission zones, certain cars are not allowed
because they do not meet the EURO emission standards. Front tegen LEZ calls for people to
stop driving into the cities. In addition, they also criticize the traffic policy in Belgium. In
Wallonia, October is still dedicated to the floods of July. Many houses are still under

construction and people are still looking for help.

November’s posts in the Facebook groups are strongly linked to the decisions concerning
nitrogen policy in Belgium. In both Flanders and Wallonia, there are calls to protest against
the policy. Farmers must reduce their nitrogen emissions, but this would mean a financial
challenge to many farmers, according to the posts in both the Flemish and Walloon

Facebook groups.



Figure 3: Format Climate Facebook “all users”, Facebook groups, and Twitter “all users”

All posts over the three reference months consisted of text. In Facebook “All Users”, 76.67
percent of posts consisted of a link, whereas 88.33 percent of posts had an image in the
post. In 8 percent of the posts, there was also a video. In the Facebook groups, 61.67
percent of the posts consisted of a link, 67.67 of an images, and in only 3 percent of the
cases was there a video present. We note that in Twitter, 75 percent of the posts contained a
link. In only 58.33 percent of the posts, an image was also present. In 3.33 percent of the

posts, a video was present.

Within the climate dimension, the European institutions, Political and European Law & In the
In the Facebook and Twitter posts, the European dimension, European Law, and
Governance are referred to the most. The new legislation concerning a universal charger for
electrical appliances and how this reduces waste are discussed. The reference to political
decisions taken by European institutions such as the European Commission or the Council of
Europe mainly occurred in the Facebook posts of all users and the Twitter posts of all users.
This can be explained in part by the fact that the posts here were made mainly by politicians
and media agents. In the of the Facebook groups, there were references to European
institutions and legislation. This was especially the case in the posts of the Facebook group
Welcome Wolf. As their posts often refer to article 12 of EU Habitats Directive. This article
states that the "deliberate capture or killing of specimens of those species living in the wild",

in this case the wolf, is prohibited (European Commission, n.d.).



Health

Figure 5: Actor of the posts for Health on Facebook “all users” and Twitter “all users”

The posts on both Facebook and Twitter were mostly made by media agents, what is related
to the Covid pandemic. To a lesser extent, posts were made by virologists and politicians.
People mainly consulted newspapers such as Het Laatste Nieuws (HLN), Het Nieuwsblad,
Le Soir and La Libre Belgique to get their information about the Covid pandemic and the
decisions taken by the federal government and Europe. Besides newspapers, people also
viewed the posts of the public broadcasters VRT and RTBF. Public broadcasters are seen by

the public as the most reliable for news (Reuters Institute for the Study of Journalism, n.d.).



The public’s reliance on media increases during crisis situations, this also explains why
people are turning to newspapers and television to get their information about the Covid
pandemic. It is indeed crucial for public health that people get information quickly and easily
about the new measures (De Coninck, d’Haenens, & Matthijs, 2020). Most of the posts
concerning Covid-19 dealt with the approval of vaccines by the European Medicines Agency
or the European corona map. The local guidelines were also discussed, especially the
specific guidelines around the Covid safety ticket and the Covid guidelines in Flanders,
Wallonia, and Brussels. Especially Brussels was often the subject of posts, which can be
explained by the high number of infections in the capital and the stricter measures that were
taken for Brussels during September and October.

Departing from the health dimension, it is striking that within the posts, there is a very strong

reference to the European dimension ‘European Institutions’ and ‘European Law &
Governance’. This can be explained by the large number of posts that discuss vaccination
and the approval of vaccines by the European Medicines Agency (EMA). During the three
months that were analysed (September, October, and November), a lot of decisions were
made at European level. For example, Pfizer’s covid vaccine for children as young as five
years old was approved. It is also striking how little diversity there is in newspaper coverage
on the Covid-19 pandemic. Newspapers who fall under the same group (Mediahuis, DPG
Media, Rossel and IPM) posted similar articles. In many cases, only the image
accompanying the message was different, but the title was as good as identical. This was the

case both in Flanders, and Wallonia.
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Economy

In the posts within the economy dimension there are mainly references to European

institutions and especially on Twitter “all users” are frequently referred to the European
Union, the European Commission, and the European Central Bank (ECB). The reason for
this is the growing criticism by politicians of the federal government and the Belgian budget.
Belgium is often referred to as the country with the worst budget in the European Union.
Politicians such as Theo Francken refer to the International Monetary Fund (IMF) which
states that if Belgium does not tackle the budget, it will have the worst structural budget in the
whole European Union by 2025. In addition, many posts refer to the Covid-19 relance plan of

the European Commission and how much money Belgium receives from it.

1
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Perceptions about Europe and Europeanisation

Bulgarians trust in the EU (49%) more than the National Government (34%) and the National
Parliament (34%), according to Eurobarometer (European Commission, Sept. 2022). Even
dough the trust in the EU is slowly going down (57% in 2017, Eurobarometer) it holds a firm
tendency, based on positive expectations towards EU, its support for democracy,
establishment of firm democratic principles in the country and trust that European Union
accounts as a factor for the success of social cohesion, solidarity and integration of its
members (Kostova, D. 2016). This contributes to the fact that the Bulgarian citizens are
critical and requiring to national elites but their support to further European integration is
stable. The public opinion in Bulgaria remains quite optimistic about the importance of the
country’s EU membership throughout the time (Dimitrova, A. 2012). Bulgaria’s accession to
the European Union (EU) was largely supported both by the Bulgarian political elite and
Bulgarian citizens (OSI, 2006). The country’s EU membership was associated by most of
Bulgarians with “two major European projects” - the Bulgaria’s entry into the Schengen area
and the country’s entry into the Eurozone (Lessenski, 2011). However, both projects had

failed but the levels of trust in the EU remain relatively high.

Inflation and the cost of living used to be the major issue for almost a half of the
respondents at September 2022, followed by the international situation, economic situation,

energy supply, and the immigration.
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Bulgarians seem to have hard economic times and it is clearly demonstrated with 84%
feeling national economy is “bad”. Bulgarians are more pessimistic (44%) about the country
economy than about the overall European economic situation (29%). The majority of the
respondents did not expect their economic and job situation to change much in the

following year.



When it comes to European matters (Eurobarometer winter 2021-2022) , Bulgarians think
they are not very well informed (68%), a bit higher than the European average (64%). Even
though 34% (totally agree) + 39% (tend to agree) of citizens agree that news misrepresents
reality, 15% (totally agree) + 43% (tend to agree) believe they can identify misinformation

and false news.

Media Use in Bulgaria

Bulgarians trust most TV (44%), followed by People, Groups or Friends, followed on social
media or messaging platforms (25%) and Other news online platforms incl. blogs, podcasts

(23%) (Media and News Survey 2022).



Bulgarians tend to use TV more (86%) than average number for EU (75%) with the extremely
high percentage of people above 55 years of age (91%) and even high percentage of young

viewers (68%). The written press could be called a disappearing media with only 13% usage.



Most Bulgarians use online social networks to follow the news (61%), followed by sending

direct messages to friends and family (52%).

According to Reporters Without Borders (Index 2022) media freedom in Bulgaria is fragile
and unstable. The few independent voices in Bulgaria work under constant pressure.
Television and Internet media are the main sources of information with print media
progressively losing influence. The political affiliation of the members of the Council for
Electronic Media negatively affects the editorial independence of the public media, while
the independence of private media is threatened by their owners’ interests in regulated

sectors. Radio Free Europe (RFE) reopened its bureau in Sofia in 2019.



The media are almost entirely dependent on income from advertising, in which the state
plays an important role. Distribution of national and EU funds to the media by the
government is completely non-transparent, which allows the trading of public funding for

favourable coverage.

Bulgarians predominantly use Facebook with more than 98,52% of the users and 1,48% for

all other social media (Statcounter, August 2022).



The research

Facebook

Facebook posts from all users with the most interactions were from news media sites, sports
media sites and two of them — from politicians. The most popular post was by a famous rap
singer, who recently entered the parliament and the post itself was about politics —
announcing his decision to enter political life and become a candidate for the parliament.
The post itself does not contain neither picture or a link — which is a rare exception for a

popular post and is the only one of the type in the top 10 ranking.

Seven of the most popular posts contained a link, there was one photo, one text status and a

Live video. Seven of them were on a topic related to EU and a total of eight — about politics.



Table 1: Top 10 most popular posts from Facebook All Users

Topic Date Followers
at Posting
(numbers of
Total followers at
Page name Agent Type of post | Topic interactions post date)
Europe, Religion,
Muo Xasapra | AUTHOR Status European Values 43773 EUROPE 2021-10-12 231982
Europe, Religion,
Sportal.bg NEWS_SITE Link European Values 40197 EUROPE 2021-09-05 491769
HoBwuHuM ot
Bunrapms un Economy, NHS,
cBeTa NEWS_SITE Link Elections 33387 Europe 2021-11-20 213501
KocTtaguH Live Video | Health, Pandemic
KoctaguHoB | POLITICIAN | Complete | crisis, measures 27819 EUROPE 2021-10-16 179091
MEDIA_NEW Europe, Greek -
Traffic News | S_COMPANY | Link French Alliance 26393 Europe | 2021-11-20 159197
Health, Pandemic
Dsport.bg NEWS_SITE | Link crisis, measures 24098 EUROPE | 2021-09-05 56806
HoBuHu no
BCSIKO Bpeme
ot Bbnrapusa
 cBeTa NEWS_SITE | Link Europe, #EUMED9 20766 Europe | 2021-11-02 76848
Economy, Defence,
Greek - French
ACTIVITY_GE Weapon
8 | Gona.bg NERAL Link Agreement 20530 | EUROPE |  2021-09-05 203940
9 | Bes Jloro | NEWS_SITE | Photo Economy, benefits 18327 HEALTH  2021-11-20 | 32529 |



http://sportal.bg/
http://dsport.bg/
http://gong.bg/

Table 1: Top 10 most popular posts from Facebook All Users

& allowances

Economy, Defence,

10

Bbnrapcka
cBob6ogHa
TeneBu3us

Greek - French

TV_CHANNE
L

Link

Weapon
Agreement

17477

2021-11-22

122840

HEALTH

The top 10 posts from Facebook groups were also about or connected to Europe (9 of them)
and politics (5 of them) with one post about climate and four posts about poetry. It was

interesting to see that one poetry group has four

Table 2: Top 10 most popular posts from Facebook Groups

Topic Date Likes at
Posting
(numbers of
Total group likes
N | Group name Type of post | Group Topics interactions at post date)
1 | KnuHnyHa
xomMmeonaTtus Greek quotes, CLIMAT
Tpakus Photo sayings 153882 E| 2021-11-07 N/A
2| Cruxose  .... Photo Political Group 11943 | EUROPE | 2021-09-16 236313
3 Citizens of
Ctuxose 1 .... Photo Athens 9882 | EUROPE | 2021-09-12 233749
4 Citizens of
Ctnxose u .... Photo Athens 5272 | EUROPE | 2021-09-29 246479
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Table 2: Top 10 most popular posts from Facebook Groups
Topic Date Likes at
Posting
(numbers of
Total group likes
N Group name Type of post | Group Topics interactions at post date)
5 | TeHepan
PALOEB-IMNMPE3NAE
HT na BBJITAPUA | Link Herbs 5039 | EUROPE | 2021-10-15 90113
6 Unvaxxed,
Against
CtuxoBe u .... Photo Vaccination 4932 | EUROPE | 2021-09-20 240172
7 | TeHepan Unvaxxed,
PALOEB-IMNMPE3NLE Against
HT Ha BBJITAPUS | Status Vaccination 4371 | EUROPE | 2021-10-06 90097
8 | leHepan
PALOEB-IMNMPE3NLE Humorous
HT na BBJITAPUA | Link political group 4025 | EUROPE | 2021-10-16 90119
9 MNpuBbPXEHULM Unvaxxed,
Ha leH. MNpesnpgeHT Against
PymeH PapieB Status Vaccination 3502 | EUROPE | 2021-11-20 31880
10 | Knpun lNeTkoB. 3a
MuHncTbp-lpeac
efaren Ha
Peny6nuka
Bvnrapus Status Political Group 3394 | EUROPE | 2021-09-06 106499

of the most popular posts including positions 2, 3 and 4. Also four of the posts were coming

from two groups supporting the current President of Bulgaria and one — from a group

supporting the current at the time Prime minister.

Posts coming from Facebook media pages had different topics, yet again nine of them were

about Europe. Four of them, including the first two most popular are about Hungarian Prime

Minister and his words about EU Smessing in the internal Hungarian affairs”. There are two
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more posts about the Polish Prime Minister saying that “EU is blackmailing Poland”. The

media posts (relatively negative towards EU) turned out to be different in their most popular

posts than the groups and all of the post (mostly about internal political issues and about EU

if mentioned).

Table 3: Top 10 most popular posts from Facebook Media

Number of Total

N Page name Type of Media Type of post Post Topic followers interactions
Hungary, EU,

1 Vesti.bg Online news site Link USA 174913 16418

2 Glasove Online news site Link Hungary, EU 30949 9633
Poland, EU,

3 BeCTHUK Cera | Online news site Link Problems 74601 9432

4 Dnes.bg Online news site Link Hungary, EU 131755 7840
EU, Putin,

5 Vesti.bg Online news site Link crises 174855 6832
Hungary, EU,

6 | Actualno.com | Online news site Link Energy, crises 214188 6709

CeoGopHa Poland, EU,
7 EBpona Online news site Link Problems 214625 5964
CsobopHa Australia,

8 EBpona Online news site Link animals 217334 5256
Economic,
crises, prices,

9 Novini.bg Online news site Link EU 1175103 5113
Vaccination,

10 | Novini.bg Online news site Link EU, Bulgaria 1172817 4949

When comparing Facebook media pages of the sample to all users and groups, we can see

that mainstream media have less followers, less total interactions shares and less positive

interactions than all users and groups. Only the “Angry” and “Haha” interactions are close or

more than all users and groups, having in mind that “Haha” is used both as positive and

negative reaction.
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Twitter

Twitter is not popular in Bulgaria and is mostly used by a limited number of people that

are active in politics, often coming from the online business, they are considered active

citizens and live mainly in the capital Sofia. Even though the number of people in Bulgaria

using Twitter is not high, they are usually very active as users. The other active groups on

Twitter are institutions - The President and European Commission in Bulgaria - and Media .

Table 4: Comparison between 10 posts with most interactions on Facebook
(all users, groups, media)

Facebook All Users (119) Facebook Groups (120) | Facebook Media (120)
Avg Total Avg Total Avg Total

Followers/ Members 242175 (117) | 28334472 | 68637 (102) 7000941 381486 | 45778271
Total Interactions 7202 857079 3946 473565 1925 231002
Likes 5203 619137 1840 220783 1174 140878
Comments 517 61542 315 37822 264 31620
Shares 1020 121393 1269 152256 126 15132
Love 68 8030 342 41036 16 1947
Wow 34 4058 33 4006 14 1618
Haha 162 19318 29 3461 195 23348
Sad 61 7242 49 5855 15 1821
Angry 126 15028 12 1468 119 14220
Care 11 1331 57 6878 4 418
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The top tree most popular tweets in “all users” category came from the Bulgarian President.

Four of the posts in the group come from a media group that is very active in the platform

and its target are active European oriented people.

Table 5: Twitter posts with the most reach (from all users)

N | Author (twitter
account author of the
post)

1 | PresidentOfBg

2 | PresidentOfBg

3 | PresidentOfBg

4 | ApostolDyankov
5 |idvassilev

6 |dnevnik

7 | dnevnik
8 | CapitalBg
9 |dnevnik
10 | vonegat

Account Type

(according to
Twitter
categorization)

individual
individual
individual
individual
individual

individual

| individual

individual

| individual

individual

Impressions
(estimated
views of the
tweet)

48939

12991

27838

3587

9837

149298

144282

144117

144113

12591

Twitter
Followers
(followers
of the
account)

9141

9294

9279

2251

1285

145083

144282

144117

144113

4149

Twitter

Twitter

Reply Retweets
Count (retweets
(replies | of the
to the tweet)
tweet)
16 12
18 4
16 6
20 2
17 7
3 1
4 0
4 0
4 0
13 9

Twitter

Verified
(Verified
Twitter
account)
FALSE
FALSE
FALSE
FALSE
FALSE
FALSE
FALSE
FALSE
FALSE

FALSE

Reach
(estimated
number of
people who
may have seen
the tweet)

32456
31951
30915
30639
27381
24810
24663
24654
24653

24295

All of the tweets with most viewers come from the same media group. Even though that the

reach is estimated to be about 21000 — 24000 people all posts have a very limited number of

retweets (0 to 3), replies (1to 4) and even likes — the most popular tweet has 1like.
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Media tend to tweet about negative or bad news, with many people viewing the posts, but

resisting to like them.

Table 6: Twitter posts with the most reach (from media)

N | Author Account Type Impressions | Twitter Twitter Twitter Twitter Reach
(twitter (according to (estimated Followers | Reply Retweets | Verified (estimated
account Twitter views of the | (followers | Count (retweets | (Verified number of
author of the | categorization) | tweet) of the (replies to | of the Twitter people
post) account) | the tweet) |tweet) account) who may

have seen
the tweet)

1 | dnevnik individual 149298 145083 |3 1 FALSE 24810

2 | dnevnik individual 144282 144282 |4 0 FALSE 24663

3 | CapitalBg individual 144117 144117 |4 0 FALSE 24654

4 | dnevnik individual 144113 144113 |4 0 FALSE 24653

5 | dnevnik individual 150468 145601 |2 2 FALSE 23711

6 |dnevnik individual 144440 144440 |3 0 FALSE 23272

7 | CapitalBg individual 143970 143970 |3 0 FALSE 23245

8 | dnevnik individual 145306 144712 |2 3 FALSE 23116

9 | dnevnik individual 150831 146092 |1 1 FALSE 22126

10 | dnevnik individual 146958 144022 |1 2 FALSE 21985

Similarly to Facebook, twitter accounts of mainstream media have the most followers, more

than 5 million. However, they underperform in terms of average engagement (0.006%) and

average reach (11.5%). Accounts from all users on the other hand, have less followers (3.3

million), but they perform better on average engagement (0.15%) and reach (137.3%).

Table 7: Comparison between 10 posts with most interactions on Twitter
(all users, media)

Twitter All Users Twitter Media
Avg Total Avg Total
Followers 58719 7046323 126111 7188321
Reach 14903 1788399 18841 1073916
Replies 3 356 1 55
Retweets 2 229 0,5 28
Hashtags 0,4 51 0 0
Mentions 0,1 13 0 0

15




On table 8 we can see that some of the most used grips in Twitter - hashtags and mentions,
are not so popular in the Bulgarian Twitter sphere. A very few tweets use mentions (9) and

on average if tweets used hashtags that means only one hashtag per tweet.

Table 8 Hashtags & Mentions in Tweets

1 2 3 4 5 Total
Hashtag/s used in a tweet 16 5 7 1] - 29
Mention/s used in a tweet 8 1 9

YouTube

YouTube is the third most visited website in Bulgaria. According to StatCounter the
percentage of YouTube comparing to other social platform in Bulgaria vary between 0,32%
(July 2022) and 0,61% (August 2022) during the one year period (Statcounter, August 2022).
Yet, surprisingly, in the top 10 videos with the most views there are three videos by the
Ministry of education and tree by mainstream media. Seven of the videos are somehow
connected to Covid-19:

The most viewed video on YouTube is called ”"Do not touch the children” and is an interview
with an infectious disease paediatrician, who became popular for his bold positions against
Covid-19 vaccination. The main topic of the interview is about the vaccines but the interview
is more than two hours long and concerns many topics. The post is from a magazine called
“Spisanie 8”.

The second most viewed video is just 7 minutes and shows exactly how the children will be
tested for Covid-19 at schools. It is by the official page of the Ministry of education.

The third is posted by an online channel about the “Green certificate” for people who had
passed Covid-19 or have been vaccinated.

Fourth comes a video of a 8 years old boy showing how the tests will be performed at
school. It is also by the official page of the Ministry of education.

The sixth most viewed video is another video that shows exactly how the children will be

tested for Covid-19 at schools. It is by the official page of the Ministry of education.
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Table 10 Average per YouTube video

Video Category
Label (according
to YouTube

categorization) videos
Travel & Events

Science &
Technology

People & Blogs

Nonprofits &
Activism

Education
News & Politics

Entertainment

Number of

Average
Duration Average Average Average
(Sec) Views Likes Comments
2 1388 5311 67 9
3 889 52 3 0
24 653 441 16 3
7 902 64 5 0
8 461 15871 308 36
66 558 883 8 1
5 1495 1542 11 11

The seventh is again a video that shows exactly how the children will be tested for Covid-19

at schools.

The eight post is about the “Green certificate”. The Ninth post is about the economic crises.

And the last video is about people queuing for free Covid-19 tests.

Table 9: Youtube videos with the most views
N | Channel Title Video Id Video Category | Duration | View | Like Comment
(individual Id of | Label (according | (Sec) Count | Count | Count
the video - to to YouTube)
search)
1
CnucaHue Ocem 0aWSyqDxgkA Education 245 54504 | 2026 |207
2 MwuHucTepcTBO Ha 46
ob6pa3oBaHMETO M HayKaTa | kyLMgfirwUQ Education 477 52348 | 193
3 | BBAFAPCKA CBOGO[HA N/A - |N/A
TENEBU3UA yAcGN10jhVs News & Politics | 101 27472
4 MuHucTepcTBO Ha
ob6pa3oBaHMETO M HayKaTa | 3Ckv_FXX_wg Education 304 10731 | 57 12
5 | WHAT IS HAPPENING IN 3lljBIukOAA Travel & Events | 261 10472 | 131 18
THIS WORLD
6 MuHucTepcTBO Ha 4
o6pa3oBaHMETO M HayKaTa | obA_UCTrRIc Education 227 8015 |50
7 | Actualno.com gRSAuztMx5k News & Politics | 890 7455 |22 2
8 | bTV Media Group HyYsSneSkSo Entertainment | 1590 3846 |25 38
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9 Bulgaria ON AIR 2llho_bDGRM News & Politics

517

3673

67

13

10 | Bulgaria ON AIR U1dXrbWstv4 News & Politics

123

3278

56

The longest video is 3255 sec - (DEuv2aA9dhg) and it is about the latest scientific data about

climate change.

The shortest video is 31 sec (L_PX1f6jm5w) and it announce the event European Poetry in

the Metro.

The video with most views - 54504, with the most likes - 2026 and with the most comments

- 207 (OaWSyqDxgkA) is against vaccination.

If we look at the channels by category and activities of users, we can conclude that News &

Politics is the category with the highest number of videos (66) and with the longest average

duration per video (1495 sec). The highest number of average views, likes and comments is

in the Education category, which is due to the fact that in this category is the video, which is

on the top by those metrics.

Scope of news

Facebook posts in Bulgaria had mostly a national scope, except for posts coming from

Facebook media prevailing with 1% in favour to European scope. National and European are

almost equal and are both dominating.
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Facebook Media

Twitter has strongly prevailing European scope (98%) more than twice then national (44).

Media in Twitter are also posting about Europe but with 46%.
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YouTube has a predominant national scope with 55% with 28% European and 19% global
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Dimensions of Europeanisation

Referrals to EU dimensions are high in posts coming from Facebook with the impressive
number of 294 Political dimensions coming mainly from All users. Posts from the media
refer mostly to European territory, European people and Political Dimensions. Posts from all
users refer mostly to political and economic matters, as long as European institutions. Posts,

coming from groups are also about political and economic matters and European territory.
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Table 11: Dimensions of Europeanization on Facebook

Media All users Groups ALL
European people 79 32 25 136
European media content 5 12 0 17
European territory 94 36 49 179
European values 21 27 25 73
European media industries 43 45 27 115
European interactions 32 30 19 81
European Culture 4 10 17 31
European democratic model 21 16 8 45
European Institutions 62 51 28 141
European Governance & Law 45 41 19 105
European Social Movements 12 13 0 25
European public sphere 33 44 27 104
Scientific 29 4 10 43
Political 69 155 70 294
Economic 60 60 52 172

In Twitter most posts are about European Institutions, economic matters and European

people. Posts from the media have more referrals to EU institutions and governance (4 in

total) but not to other EU dimensions. Posts from all users have also few referrals to

European people (1) and European values (1).

Table 12: Dimensions of Europeanization on Twitter

Media (59 posts) All users (120) ALL
European people 15 43 58
European media content 1 2 3
European territory 18 34 52
European values 3 19 22
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European media industries 16 33 49
European interactions 4 8 12
European Culture 0 5 5
European democratic model 2 9 1"
European Institutions 26 49 75
European Governance & Law 15 25 40
European Social Movements 0 0 0
European public sphere 1 7 8
Scientific 0 2 2
Political 13 24 37
Economic 15 49 64

In YouTube there are less referrals to EU dimensions. Yet European institutions again are

among most mentioned together with economic matters.

Table 13: Dimensions of Europeanization on YouTube

All Media

European people 8
European media content 1
European territory 3
European values 0
European media industries 18
European interactions 6
European Culture 1
European democratic model 2
European Institutions 21
European Governance & Law 12
European Social Movements 0
European public sphere 3
Scientific 6
Political 10
Economic 24

21




Concluding Remarks

Bulgarian social media users are definitely showing constant and deep interest into politics
(with special interest in international and European politics) and economy. Both topics are in
the focus in all social media, with Covid-19 being also of a strong interest. Regardless the
format, the interest stays focused in all possible media. Politics and international politics
dominate as topics in the most viewed posts in all media and from all users. This could
possibly connected to the fact that many of the posts come from people in politics, people in
groups about politics and mainstream media that are traditionally very much oriented
towards politics in their content. We regret to say that European culture and European
values does not find its place in the posts for the period. Covid-19 was definitely topic of
interest for the YouTube users even though it was more than widely covered in the

traditional mass media in the country for the period.

We can say that visual communication is important for Bulgarian social media users, since
the most common format of the posts on Facebook in Bulgaria is a text with image, followed

by text, image and link.
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Introduction — Methodology

This EUMEPLAT WP2 study focused on how information and ideas ‘about Europe and
Europeans' main concerns is published and debated on the main social media platforms’
(Cardoso et al.,, 2021, p. 5), in the Czech Republic, analysing content published by both
professional news producers and non-professional actors. Hence, this report presents the main
findings of the research: 1. conducted in the Czech Republic; 2a. across three main social media
platforms (Facebook, Twitter, YouTube) and 2b. six social media group types (all users of
Facebook; Facebook groups; media organisations’ Facebook accounts; all users of Twitter;
media organisations’ Twitter accounts; all users of YouTube), representing professional and
non-professional social media content; 3. over a three-month period (September-November
2021); 4. analysing posts collected within four key thematic dimensions pertaining to Europe
(Europe, climate + Europe, economy + Europe, health + Europe); 5. using a methodology
developed for the purposes of the EUMEPLAT project by Cardoso et al. (2021); 6. applying the
methods of quantitative content analysis (Krippendorff, 2004).

A team of five researchers worked for this EUMEPLAT subproject in the Czech Republic.
Two researchers acted as main coders, following extensive training. These two researchers
coded independently 336 posts’ (46% of the targeted number of analysed posts) with the purpose
of measuring the inter-coder agreement levels. Krippendorff’'s alpha range for the project’s 55
variables was 0.738 — 1.000, which are considered of adequate reliability (Krippendorff, 2004).
The two researchers coded then the 663 identified posts, that were on-topic within one or more of
the four thematic dimensions, across the six social media group types and the three-month
period, for the set of defined variables, which focused on: the formats (text, image, video, links)
used in the posts, the identity/capacity of the posting agents, the content of the posts, the
dimensions of Europeanity they address, their geographical scope and the sentiment they
communicate as it concerns Europe. The purpose was to content-analyse up to 720 on-topic
posts, across the six social media group types, selected on the basis of relevance?. YouTube, in
the Czech case, had a high number of off-topic posts (not falling within the thematic dimension for

which they were examined), which resulted to the final number of 663 on-topic posts.

The Czech Media Landscape

According to the World Press Freedom Index 2022 (RSF, 2022), three principal trends
characterise the Czech media landscape: the high concentration of privately owned large media
groups (in the hands of the Czech businessmen and main economic actors); the rise of new

independent media; and, the still strong presence of the public service broadcaster that is also

' For the purposes of this study, the YouTube video publications are also regarded posts.
2 For the methods of post extraction and relevance measurement, see Cardoso et al., 2021.



subject to increasing political pressure. At the same time, the public broadcaster, Czech Radio
and Czech Television, continues to be the most trusted media in the country. Among the news
media with high trust are also the online news media Aktualné.cz, Denik N, Seznam Zpravy,
iRozhlas.cz and Hospodarské noviny (The Endowment Fund for Independent Journalism, 2022).
During 2021, online news media continued to grow in the Czech Republic, and one of the
possible explanations is the increased internet traffic since the start of the COVID-19 pandemic.
The Reuters 2022 Digital News Report revealed that news consumption through online channels
is the most popular in countries like the Czech Republic, Poland, Hungary and Slovakia. Data
shows that online platforms gradually stabilise their dominant role in news media consumption
trends. Still, only 3% of the online users are willing to pay for the content on digital news media
platforms (Czech Statistical Office, 2021). The Czech Statistical Office report published in
November 2021 shows that there were 4,938 million social media users older than 16 years in the
Czech Republic at that time. The number is equivalent to 56,3 % of the Czech population in the
respective demographic group. Snapchat was the first most used and most popular social media
platform in the Czech Republic, with Facebook and Instagram occupying the second and third
place respectively (AMI Digital, 2021). The most active people on Facebook were users between
the ages of 30 and 44. According to the ‘Digital 2022 Czechia report’ (Kemp, 2022), there were
4,85 million Facebook users, 8,05 million YouTube users, and 786.3 thousand Twitter users in the

Czech Republic, in early 2022.

The context of the research period

The research period (September-November 2021) was dominated by the parliamentary elections
held in the Czech Republic on 8-9 October 2021. Populist rhetorics and increased polarisation,
centred around the handling of the COVID-19 pandemic, migration, corruption, and the economy
monopolised the public discourse, also on social media. Prime minister Andrej Babi§’s populist
party ANO (Action of Dissatisfied Citizens), focussed on the ‘migration crisis’ and used the
opportunity of the COVID-19 pandemic to showcase his working ethics and relationship with
ordinary people (Cisaf & Kubat, 2021). The extreme right-wing populist party, SPD (Freedom and
Direct Democracy) led by Tomio Okamura, accelerated its anti-EU rhetorics, raising ‘Czechxit’ as
one of the main items of the political party’s campaign agenda. Babi§ was exposed on October 3
by the publication of the Pandora Papers, released by the international consortium of
investigative journalists. The documents revealed that the Czech prime minister used offshore
companies’ complicated and serpentine structure to buy a £13m mansion in the south of France
(Goodley et al., 2021). Babi$ got under pressure to explain the purchase only four days before
the elections. These revelations only added to the list of investigations of conflict of interest and
misuse of EU funds the Czech oligarch is facing. Among others, the 2021 European Commission

audit report stated that ‘as Prime Minister, Babi$ exercised influence on the allocation of EU
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subsidies to Agrofert, an agro-chemical conglomerate that he founded himself’, which had been,
at the time of investigation, still receiving subsidies from EU funds (European Commission, 2021).
As it concerns the election results, the ANO party was defeated, by a narrow margin, by the
centre-right SPOLU coalition who formed a coalition government with the Pirate Party. Two of
ANO’s coalition partners — the Social Democrats and the Communist Party of Bohemia and
Moravia — failed to reach the 5 % threshold required to enter the parliament. SPD did not see its
position improved since the election of 2017, receiving less than 10% of the votes (McEnchroe,

2021).

Research findings

Format use

Text is by far the most popular format. Almost all posts in the four dimensions —climate, economy,
Europe and health®~ use text to communicate (99%-100%). Images are still used regularly, in
more than one-fourth of the cases (25%-30%), across the four dimensions. The majority of the
posts and videos include links to external content (50%-64%). The use of video varies mildly,
being overall less frequent (15%), with the dimension of climate communicating through video
more often (21%), while the frequency in the other dimensions is lower (8%-16%). Overall, and
with the exception of video, the analysed posts tend to use text, images and links steadily across

thematic dimensions.

Climate Economy Europe Health Total
Text (n) 176 163 160 161 660
% of Total 26.5% 24.6% 24.1% 24.3% 99.5%
% within Dimension 99.4% 100% 99.4% 99.4% 99.5%
Image (n) 53 43 43 41 180
% of Total 8% 6.5% 6.5% 6.2% 27.1%
% within Dimension 29.9% 26.4% 26.7% 25.3% 27.1%
Link (n) 111 105 81 101 398
% of Total 16.7% 15.8% 12.2% 15.2% 60%
% within Dimension 62.7% 64.4% 50.3% 62.3% 60%
Video (n) 37 13 20 26 96
% of Total 5.6% 2% 3% 3.9% 14.5%
% within Dimension 20.9% 8% 12.4% 16% 14.5%
Total (V) 177 163 161 162 663
% of Total 26.7% 24.6% 24.3% 24.4% 100%

Table 1: Formats * Dimensions

When the use of formats is examined across platforms (Facebook, Twitter and YouTube), again,
text is used in almost all cases (97%-100%). The use of links across platforms is also stable
(45%-78%), being used more frequently on Twitter. The use of images varies, as it is used

frequently on Facebook (42%), infrequently on Twitter (12%), and not at all on YouTube.

3 The dimensions of climate, economy and health have all a relevance to Europe. Data was extracted
separately for each dimension; hence, the dimension ‘Europe’ is not an aggregation of the other three
dimensions but an independent dimension.
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Reversely, video is used in all cases on YouTube, but in only few cases on Facebook (6%) and
very rarely on Twitter (1%). While thematic dimension does not seem to impact on the use of
formats, the logics of the platform does. Text and hyperlinks seem to be used as main formats of
communicating in the social media under study. Still, visual formats —image and video— are only

relevant for specific platforms.

Facebook Twitter YouTube Total
Text (n) 360 231 69 660
% of Total 54.3% 34.8% 10.4% 99.5%
% within Platform 99.7% 100% 97.2% 99.5%
Image (n) 152 28 0 180
% of Total 22.9% 4.2% 0% 27.1%
% within Platform 42.1% 12.1% 0% 27.1%
Link (n) 186 180 32 398
% of Total 28.1% 27.1% 4.8% 60%
% within Platform 51.5% 77.9% 45.1% 60%
Video (n) 22 3 71 96
% of Total 3.3% 0.5% 10.7% 14.5%
% within Platform 6.1% 1.3% 100% 14.5%
Total (V) 361 231 71 663
% of Total 54.4% 34.8% 10.7% 100%

Table 2: Formats * Platforms

When the use of formats is further examined across platform types, again, text is used invariably
in almost all cases (97%-100%). However, there are variations as it concerns the use of the other
formats. Images are used very frequently by the general population of Facebook users (75%),
regularly by Facebook groups (34%), but less frequently by the media Facebook accounts and
posts (18%). Similarly, while the general population of Twitter users uses images with a mild
frequency (18%), the Twitter accounts managed by media organisations, use images much less
(6%). As mentioned earlier, images are never used by YouTube whereas video is obviously used
in all cases. At the same time, video is used infrequently by the general population of Facebook
users (11%), and rarely by the other Facebook and Twitter platform groups (2%-6%). The use of
links also varies considerably, with heavy use by media accounts of Facebook and Twitter
(93%-99%), regular use by Facebook groups, the general population of Twitter and YouTube
(45%-59%), but infrequently by the Facebook general population (13%). The examination of
format use across platform types indicates that the platform affordances, the developed culture of
use for each platform, and the purpose of communication (professional or non-professional), all

impact on the use of formats for communicating in the social media under study.

Facebook |[Facebook |Facebook| Twitter| Twitter | YouTube Total

All users| Groups Media | All users Media
Text (n) 120 121 119 121 110 69 660
% of Total 18.1% 18.3% 17.9% 18.3% 16.6% 10.4% 99.5%
% within Platform type 100% 100% 99.2% 100% 100% 97.2% 99.5%




Link (n) 16 59 111 71 109 32 398
% of Total 2.4% 8.9% 16.7% 10.7% 16.4% 4.8% 60%
% within Platform type 13.3% 48.8% 92.5% 58.7% 99.1% 45.1% 60%
Image (n) 90 41 21 22 6 0 180
% of Total 13.6% 6.2% 3.2% 3.3% 0.9% 0% 27.1%
% within Platform type 75% 33.9% 17.5% 18.2% 5.5% 0% 27.1%
Video (n) 13 2 7 3 0 71 96
% of Total 2% 0.3% 1.1% 0.5% 0% 10.7% 14.5%
% within Platform type 10.8% 1.7% 5.8% 2.5% 0% 100% 14.5%
Total (V) 120 121 120 121 110 71 663
% of Total 18.1% 18.3% 18.1% 18.3% 16.6% 10.7% 100%

Table 3: Formats * Platform types
Publishing agents — Who posts?

Both professional and non-professional social media content is popular and shared in social
media platforms in the Czech Republic, regarding European issues. Still,
professionally/institutionally produced content, whether it originates from news media or political
agents, is the type of content that is prominent. This can be explained by the role that news
media still play in the Czech Republic in mediating the public sphere, especially as it concerns
European matters, and the specificities of the pre-election period in the country, that gave
enhanced visibility to politicians in social media, in the battle for the electorate’s vote.

Media organisations are the agents that post most frequently about European issues
across the four dimensions (40%-54%), producing almost half of the posts. These posts come
mostly from online newspapers, print newspapers and radio, such as the Czech Television’s news
media platform CT24, other online-only news media such as Seznam Zpravy, Aktualné.cz and
Echo24.cz, websites affiliated to printed dailies, such as iDNES.cz (Mlada Fronta Dnes) and
Hn.cz (Hospodarské noviny), and the weekly magazine Respekt.

Non-institutional agents post also with some regularity about European issues. Almost
one-fourth of all the analysed posts, across the four dimensions (19%-26%), originate from
non-institutional agents, the great majority of which are published by individual citizens (21%)
who may be experts, such as economist and TV presenter Luka$ Kovanda, or senior citizens
concerned with the state of public affairs and are active in Facebook groups.

Political agents, and in most cases individual politicians, and not political parties, post
regularly about issues that concern Europe and the economy (22%-30%), and somewhat less
regularly about health or the climate in Europe (15%-18%), being the producers of approximately
one-fifth of all the posts. In the majority of cases, these politicians are ideologically affiliated to the
nationalist far-right, and Tomio Okamura’ SPD. Centre-right's ANO’s politicians feature with a
regular frequency, and politicians affiliated to the centre-left Pirate Party and centre-right SPOLU
coalition appear occasionally.

Other types of institutions and organisations, public and private, have also a mild
presence in social media posting about European issues, communicating more frequently about

climate and health (10%-16%), and rarely about economy and Europe (1%-3%).



Climate| Economy Europe Health Total
Media agent (n) 85 88 65 80 318
% of Total 12.8% 13.3% 9.8% 12.1% 48%
% within Dimension 48% 54% 40.4% 49.4% 48%
Non-institutional agent (n) 43 37 42 31 153
% of Total 6.5% 5.6% 6.3% 4.7% 23.1%
% within Dimension 24.3% 22.7% 26.1% 19.1% 23.1%
Political agent (n) 31 36 49 25 141
% of Total 4.7% 5.4% 7.4% 3.8% 21.3%
% within Dimension 17.5% 22.1% 30.4% 15.4% 21.3%
Organization (other) (n) 18 2 5 26 51
% of Total 2.7% 0.3% 0.8% 3.9% 7.7%
% within Dimension 10.2% 1.2% 3.1% 16% 7.7%
Publishing agent Total (V) 177 163 161 162 663
% of Total 26.7% 24.6% 24.3% 24.4% 100%

Table 4: Publishing agents * Dimensions

As it concerns the platforms that the publishing agents use, overall Facebook is the platform that
is used the most (54%), followed by Twitter (35%), and much less YouTube (11%) (which was
also attested by the small number of on-topic posts that were identified throughout the research
period). Media organisations are the heaviest users of Twitter, as the big majority of tweets on
European issues identified during the research period, originate from media agents (74%). Media
organizations post also regularly on Facebook (37%) and on YouTube (21%). Print and
online-only media’s favourite platform is Twitter, and Radio’'s is Facebook. No on-topic
TV-originated posts were analysed. Non-institutional agents, primarily individual citizens, post
mostly on Facebook (33%), and secondly on YouTube (18%), about European issues, while they
seem to prefer Twitter much less (9%). Political agents, when addressing European issues, use
mostly Facebook (29%), occasionally Twitter (15%), and infrequently YouTube (6%). The
situation is different with the other types of institutions and organisations, when communicating on

social media about European issues, as they tend to prefer YouTube (55%), especially private

organisations/companies, while they hardly use Facebook and Twitter (2%).

Facebook Twitter YouTube Total
Media agent (n) 132 171 15 318
% of Total 19.9% 25.8% 2.3% 48%
% within Platform 36.6% 74% 21.1% 48%
Non-institutional agent (n) 119 21 13 153
% of Total 17.9% 3.2% 2% 23.1%
% within Platform 33% 9.1% 18.3% 23.1%
Political agent (n) 103 34 4 141
% of Total 15.5% 5.1% 0.6% 21.3%
% within Political agent 73% 24.1% 2.8% 100%
Organization (other) (n) 7 5 39 51
% of Total 1.1% 0.8% 5.9% 7.7%
% within Platform 1.9% 2.2% 54.9% 7.7%
Publishing agent Total (V) 361 231 71 663




[% of Total | 54.4% | 34.8%| 10.7% | 100% |

Table 5: Publishing agents * Platforms

Issues and topics - What is posted?

The big majority of the posts (83%) focus on institutions and organisations, public and private.
The topics that they address include the operations of local, regional national and European
institutions, the Czech government, or third-country governments. These posts also regularly
address private companies and their operations. The posts refer with high frequency also to
non-institutional agents (64%), and especially citizens. As citizens are coded individuals or
societal/professional groups with no institutional affiliation such as doctors, nurses, students,
truck drivers, pensioners. The dimension that attracts most of the interest is health (82%). Also,
Europe is of high interest (70%), while climate and economy are of less, still consistent relevance
(55% and 52% respectively). Almost half of the posts (48%) relate thematically to political agents,
more often to individual politicians than to political parties. The dimensions that attract most
attention when referring to political agents are Europe (58%) and economy (56%), while climate
(50%) and especially health (27%) appear less frequently. References to news media, as part of
the posts’ subject(s) are not very frequent (9%). The media references are somehow more
frequent when the posts concern Europe and health (16%-11%), but only occasional in the
dimensions of climate and economy (6% and 3% respectively).

The great majority of the posts (97%), across the four dimensions, deal with a broad
variety of topics, which are not captured by the other categories, and can be a broad subject such
as migration, education, or a more specific subject, such as municipal taxes. Topics that feature
regularly are: the Green Deal flora and fauna, animal rights, renewable energy, environmental
protection, recycling, ecology; energy supplies, energy shortage, energy/gas/electricity prices,
energy crisis, nuclear power, energy policies, emission levels/permits; economy and markets,
industries, taxes, GDP, EU subsidies, debt; agriculture, food production and prices; traveling,
mobility, transport, cars; elections, exit from the EU, democracy, human rights, physical/mental

health, education, poverty; references to third countries.

Climate Economy Europe Health Total
Organization (other) (n) 153 140 135 123 551
% of Total 23.1% 21.1% 20.4% 18.6% 83.1%
% within Dimension 86.4% 85.9% 83.9% 75.9% 83.1%
Non-institutional agent (n) 95 84 112 133 424
% of Total 14.3% 12.7% 16.9% 20.1% 64%
% within Dimension 53.7% 51.5% 69.6% 82.1% 64%
Political agent (n) 88 91 94 43 316
% of Total 13.3% 13.7% 14.2% 6.5% 47.7%
% within Dimension 49.7% 55.8% 58.4% 26.5% 47.7%
News Media (n) 10 4 25 18 57
% of Total 1.5% 0.6% 3.8% 2.7% 8.6%
% within Dimension 5.6% 2.5% 15.5% 11.1% 8.6%




Other (n) 177 158 151 160 646
% of Total 26.7% 23.8% 22.8% 24.1% 97.4%
% within Dimension 100% 96.9% 93.8% 98.8% 97.4%
Subject Total (V) 177 163 161 162 663
% of Total 26.7% 24.6% 24.3% 24.4% 100%

Table 6: Issues & topics * Dimensions

When it comes to the platforms that are used in relation to the topics and issues that are
communicated through the posts, public and private organisations and institutions are a recurrent
topic across platforms (83%), following the general distribution of posts per platform (Facebook
47%; Twitter 27%; YouTube 9%). When non-institutional agents are among the posts’ topics
(64%), they appear more frequently on Facebook, less frequently on Twitter and with a weak
frequency on YouTube, in terms of post numbers (37%, 18% and 10% of the posts respectively).
Still, when examined in terms of frequency within each platform’s identified posts, they appear in
the great majority of YouTube posts (90%), and in the majority of Facebook (67%) and Twitter
(51%) posts. Political agents appearing as a topic in almost half of the posts (48%), feature on
Facebook regularly (31%), irregularly on Twitter (14%) and rarely on YouTube (2%). When their
frequency is examined within each platform, it appears somewhat more balanced (in 57%, 41%
and 22% of the published posts respectively). News media, as a topic (in 9% of the total number
of posts), feature infrequently on Facebook (6%) and hardly ever on Twitter and YouTube (2%
and 1% respectively). The broad thematic category ‘Other’ includes posts across the three social
media platforms (in 97% of the analysed posts), following the general distribution of posts per
platform (i.e., Facebook 54% of the published posts; Twitter 33%; YouTube 10%).

Facebook Twitter| YouTube Total
Organization (other) (n) 310 180 61 551
% of Total 46.8% 27.1% 9.2% 83.1%
% within Platform 85.9% 77.9% 85.9% 83.1%
Non-institutional agent (n) 243 117 64 424
% of Total 36.7% 17.6% 9.7% 64%
% within Platform 67.3% 50.6% 90.1% 64%
Political agent (n) 205 95 16 316
% of Total 30.9% 14.3% 2.4% 47.7%
% within Platform 56.8% 41.1% 22.5% 47.7%
News Media (n) 40 11 6 57
% of Total 6% 1.7% 0.9% 8.6%
% within Platform 11.1% 4.8% 8.5% 8.6%
Other (n) 356 221 69 646
% of Total 53.7% 33.3% 10.4% 97.4%
% within Platform 98.6% 95.7% 97.2% 97.4%
Subject Total (V) 361 231 71 663
% of Total 54.4% 34.8% 10.7% 100%

Table 7: Issues & topics * Platforms

Published by whom?



Examining the correlation of topics and publishing agents, it is noted that when the posts concern
public and private organisations, institutions and companies, they are posted most frequently by
media agents (38%), regularly by non-institutional and political agents (20%-19%) and
infrequently by organisations (7%). When the posts address thematically non-institutional agents,
such as citizens, they are posted more regularly by media (26%), with some frequency by political
agents and non-institutional agents (16% and 15% respectively) and irregularly by public and
private organisations (7%). As it regards the posts whose subject concerns political agents, they
are published in most cases by media (37%) and political agents (34%), with some regularity by
non-institutional agents (27%), while very rarely by other organisations (2%). In the broad
category of ‘Other’, almost half of the posts are published by media agents (47%), one-fourth
(23%) by non-institutional agents, one-fifth (21%) by political agents, and a minority (7%) by other

organisations and institutions.

Issue/Topic Media | Non-institut | Political Other Total
agent ional agent | agent | organisatio
n
Organization (other) (n) 253 130 124 44 551
% of Total 38.2% 19.6% 18.7% 6.6% 83.1%
% within Publishing agent 79.6% 85% 87.9% 86.3% 83.1%
Non-institutional agent (n) 173 100 107 44 424
% of Total 26.1% 15.1% 16.1% 6.6% 64%
% within Publishing agent 54.4% 65.4% 75.9% 86.3% 64%
Political agent (n) 117 84 108 7 316
% of Total 37% 26.6% 34.2% 2.2% 47.7%
% within Publishing agent 17.6% 12.7% 16.3% 1.1% 47.7%
Other (n) 309 150 138 49 646
% of Total 46.6% 22.6% 20.8% 7.4% 97.4%
% within Publishing agent 97.2% 98% 97.9% 96.1% 97.4%
Issue/Topic Total (V) 318 153 141 51 663
% of Total 48% 23.1% 21.3% 7.7% 100%

Table 8: Issues & topics * Publishing agents

Aspects of Europeanity

This section examines more closely aspects of Europeanity, in the analysed posts. Therefore,
some of the issues addressed in the posts might have been captured in the previous variables.
Still, while in the previous variables and categories these issues and topics might be of national,
European or global scope, here it is examined whether they have a clear European orientation or
character. It shall be mentioned that in their big majority (77%), the analysed posts do not
communicate an either positive or negative sentiment towards Europe. Still, more than one-fifth of
the posts (22%) bear an explicitly negative undertone as it concerns Europe, while only rarely

(1%) a clearly positive sentiment towards Europe, is expressed.
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The majority of the posts (69%) have some neutral, in terms of tone, reference to the
European institutions, such as the European Commission and the European Parliament,
appearing more frequently in the climate-related posts (21%), less frequently-still regularly, in the
economy (18%) and Europe-related (17%) posts, and less frequently in the health-related posts
(14%). The Eurosceptic discourse, when expressed, focuses on how the EU and its institutions
do not promote, but rather harm the interests of the Czech nation state.

More than half (51%) of the posts refer to European Law and governance, with more
frequent references present in the climate-related posts (21%), and less regularly in the other
three dimensions (16%-7%). This aspect includes references to Europe’s/EU’s regulatory
framework, directives, legislation, or legal decisions, often critiqued by the far-right as restricting
the country’s freedom and sovereignty. It also involves references to the Czech Republic and
Prime Minister Babi$s being under investigation by the European Commission for conflict of
interest and misuse of EU subsidies allocated to Agrofert, the conglomerate founded by Babi$
himself.

European industries and capitalist economies appear also in almost half of the posts
(46%), in climate and economy related posts (17%), and infrequently in Europe and health related
posts (6%). These posts bear references to diverse kinds of financial/business/industrial activity,
in different sectors, in Europe, in most cases bearing a neutral tone. Negative-sentiment posts
published by Eurosceptics and the far-right, when present, stress how much the independence of
the national industries is limited or harmed by the European directives and related legislation.
Also, the populist centre-right critiques at times the EU policies for not supporting the Czech
industries.

Posts referring to European democratic models, values, and the European territory feature
with a mild frequency (10%-11%), addressing primarily the dimension of Europe. The posts
regarding the state of European democracy, or democracies within Europe, are mostly neutral.
Very few positive ones published by citizens and pro-European left-wing politicians, see the EU
(and joining the EU) as a democratic project that has brought peace and prosperity. On the other
hand, Eurosceptic voices see the democratic freedoms of the Czech nation state being restrained
by the EU structures. References to European values relate to the ideals and ideas of freedom,
tolerance, solidarity, equality and non-discrimination, in Europe or as part of the European
civilization. These references are mostly neutral, and in very few cases positive, made by citizens
or by left-wing politicians. Also, the appeal to these values is sometimes made by far-right voices,
to accuse Europe of being hypocritical. The posts that address issues pertaining to the European
territory have a clear focus on Europe as a geographical area/space, with frequent references to
its borders, and the right or the need to protect them, addressed by right-wing, nationalist and
Eurosceptic voices. References to the European people, or interactions and dialogues of

European people/people in Europe, appear irregularly (4%). Other aspects, such as the
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European public sphere, culture, media and new social movements in Europe, feature only
sporadically (4%).

Close to one-third of the posts (29%) address a political aspect at the European level,
involving political agreements or negotiations between political entities from different European
countries, regarding political, economic or other issues. Again, the majority of the posts are
neutral, but there are also far-right voices who frame this political activity as damaging for the
interests and wellbeing of the Czech people, together with very few positive voices. An issue that
attracted high interest, and polarization, during the research period, was the EU’s Green Deal
policy, which was attacked by the right, as destructive, while was supported by the centre-left and
people concerned for the environment, active in social media.

Close to one-fourth of the posts (23%) address an economic aspect of European
relevance, concerning the state of the economy or the economic policies in (parts of) Europe/EU.
Occasionally they involve also unemployment, poverty, economic fraud and corruption, which are
mentioned by Eurosceptic and far-right voices, to attack the EU economic policies as destructive.
Also, other populist voices (ANO) connect the country’s economic and national independence
with the choice to maintain the Czech crown as the national currency, not joining the Eurozone.
Finally, a lower number of posts (12%) refer to a scientific aspect of European relevance,

involving scientific developments or achievements, such as anti-COVID-19 vaccines and other

medication.

Climate| Economy Europe Health Total
European institutions (n) 137 119 111 92 459
% of Total 20.7% 18% 16.8% 13.9% 69.3%
% within Dimension 77.4% 73% 68.9% 57.1% 69.3%
European Law (n) 138 105 45 48 336
% of Total 20.8% 15.8% 6.8% 7.2% 50.7%
% within Dimension 78% 64.4% 28% 29.6% 50.7%
European industries (n) 115 111 38 39 303
% of Total 17.3% 16.7% 5.7% 5.9% 45.7%
% within Dimension 65% 68.1% 23.6% 24.1% 45.7%
European democratic models (n) 17 11 33 11 72
% of Total 2.6% 1.7% 5% 1.7% 10.9%
% within Dimension 9.6% 6.7% 20.5% 6.8% 10.9%
European territory (n) 20 11 23 12 66
% of Total 3% 1.7% 3.5% 1.8% 10%
% within Dimension 11.3% 6.7% 14.3% 7.4% 10%
European values (n) 14 14 26 12 66
% of Total 2.1% 2.1% 3.9% 1.8% 10%
% within Dimension 7.9% 8.6% 16.1% 7.4% 10%
European interactions (n) 5 3 3 15 26
% of Total 0.8% 0.5% 0.5% 2.3% 3.9%
% within Dimension 2.8% 1.8% 1.9% 9.3% 3.9%
European people (n) 7 8 5 5 25
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% of Total 1.1% 1.2% 0.8% 0.8% 3.8%
% within Dimension 4% 4.9% 3.1% 3.1% 3.8%
Other* (n)

[European public sphere, culture,

media, new social movements] 9 4 3 8 24
% of Total 1.5% 0.6% 0.6% 1.2% 3.7%
% within Dimension 5.2% 2.4% 1.8% 4.8% 3.7%
Political aspect (n) 42 44 63 42 191
% of Total 6.3% 6.6% 9.5% 6.3% 28.8%
% within Dimension 23.7% 27% 39.1% 25.9% 28.8%
Economic aspect (n) 24 81 34 16 155
% of Total 3.6% 12.2% 5.1% 2.4% 23.4%
% within Dimension 13.6% 49.7% 21.1% 9.9% 23.4%
Scientific aspect (n) 24 2 5 46 77
% of Total 3.6% 0.3% 0.8% 6.9% 11.6%
% within Dimension 13.6% 1.2% 3.1% 28.4% 11.6%
Aspects Total (V) 177 163 161 162 663
% of Total 26.7% 24.6% 24.3% 24.4% 100%

Table 9: Aspects of Europeanity * Dimensions

Discussion and concluding remarks

The research aimed to investigate how news professionals communicate about European issues
on the main social media platforms, in the Czech Republic, and how the public addresses these
issues using the same platforms. The research findings concerning the use of the social media
platforms the voices, issues and aspects of Europeanity expressed by professionals and
non-professionals, in the Czech Republic, as they have been presented in the previous section,
shall be considered in the light of the study’s specificities and limitations.

Firstly, as it concerns the ‘news professionals’ dimension, the research focused on
mainstream professional news media, selected on the basis of relevance, popularity and
professional standards, not including alternative or non-professional media. Secondly, the three
social media platforms selected, on the basis of their popularity at the European level, shall not
be considered representative of the conditions and practices in all social media platforms, in the
Czech Republic, and elsewhere in Europe. Thirdly, while the methods used to extract the posts
per platform type/dimension/month were sophisticated (see Cardoso et al., 2021), they still
produced very specific results. The purpose of the study was to analyse posts that were relevant
and influential in the debates regarding the issues that were discussed each time. Thus, the most
relevant content was extracted on the basis of interactions (on Facebook), estimated reach (on
Twitter) and relevance (on YouTube), using a list of keywords pertinent to each of the four
dimensions (Europe, climate, economy, health). These criteria of relevance led to the extraction
of very specific content. Still, even when applying these criteria, a big part of the content on
YouTube, when checked, proved to be off-topic, for the dimension(s) it was examined, and was

not analysed.
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Furthermore, the specificities of the research period need to be taken into consideration,
in evaluating the findings, avoiding generalisations. As mentioned, the research period was
dominated by the parliamentary elections, that led to the change of government in the Czech
Republic. The high polarisation and the dominance of populist and extreme-right voices shall not
be considered as the rule for all periods and platforms. Looking at the different platform types
analysed, the dominance of Okamura’s and his party’s extreme right-wing rhetorics is
overwhelming, on the general population of Facebook users, followed by Babi§’s ANO, to a lesser
degree. The analysed Facebook groups echo to a large extent the populist rhetorics and debates
of these parties, with some presence of Pirates’ and other anti-Babi§’ positions. Twitter is
dominated by media and independent experts and journalists. YouTube appears overall to be
neutral and not highly relevant in these debates.

A note to be made is that a lot of the politicians’ content on Facebook was repeated with
minor or no modifications across different platforms and the three months of study, which points
to a possible lack of diversity in the topics, aspects and ideas shared about European issues. A
second point to be made is that Okamura’s Facebook posts had a high number of interactions
also in November, long after the elections, which were held in early October. This might be
considered an indication of populist, extreme-right, Eurosceptic voices being popular on
Facebook, in the Czech Republic, which needs further exploration. Still, one shall be careful in
making claims of broader societal relevant and impact, without further research. High popularity
on one social media platform does not translate automatically into agreement and acceptance of
one’s positions. As mentioned earlier, SPD did not improve its position in the parliament, in the

2021 election, but actually lost two seats (compared to the 2017 election).
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Media and radical political voices dominate the social media sphere

WP2 Country report Germany

Volker Grassmuck & Barbara Thomass

Abstract

Social media in Germany are dominated by media outlets, with non-organisational actors, mostly common
citizens, in second place and politicians in third. Media also gathered the largest number of followers on
Twitter, Facebook and Yotutube. The impression that social media are primarily the place for
non-professional voices to speak and debate has to be corrected for Germany. In this sense, reality is more
conservative than the constant hyping of revolutions and disruptions would make us believe.

In contrast, among political actors, those with radical positions utilize social media the most,
particularly on Facebook where radical right-wing voices post three times as often as those from
Communists and left. Also the impact of the radical right on the digital social sphere seems to be
disproportionally larger than in the parliamentary arena, particularly on Facebook where 5 of the top 20 posts
by Interactions are by the AfD. Also the highest ranked video on Youtube by view count is from AfD TV, the
third most viewed video in our sample is by the Austrian anti-Covid measures party MFG.

[300w].

Introduction

The goal of the empirical data analysis exercise of WP2 is to better understand the “Platformisation
of News” and to gauge the degree of “Europeanisation” of the national and the European digital
public sphere (Cardoso et al. 2021: 5). More specifically we look at information and debate on
social media platforms, concretely on Facebook, Twitter and Youtube (for an overview of the
subject field of platforms see Belli et al. 2021).

While traditional mass media constitute gatekeepers controlling who can speak publicly and
what is spoken about, social media allow everyone with Internet access to address a potentially
global audience. How much of that potential is realised depends to a large degree on the
algorithms controlling the news feed (in case of FB & TW) and the recommendations (in case of
YT). What is the actual mix of agents — media, politicians, public intellectuals, common citizens —
posting on Social Media? What are they talking about? What relative impact do their posts have?
Is the overall effect a choir harmoniously singing the unceasing hymn of public opinion forming? Or
is it a cacophony of isolated individuals behind their screen trying to scream as hard as possible in
the hope to be heard? Do we see a counter-factually rational discourse about the most good for
the biggest possible number in solidarity and fairness, or a cesspool of hatred, populism,
self-righteousness, me-first, disinformation, propaganda and porn? What does the state of the

social digital public sphere tell us about the state of democracy in Europe?



Methodology

Following extensive training, two researchers independently coded 144 posts (20% of the total of
720) of month 1 (September 2021) for 55 variables with the purpose of measuring the inter-coder
reliability coefficient (ICRC). Alas, the test resulted in too many variables Krippendorff’'s Alpha not
meeting the threshold of acceptability of 0.80. The month 1 data for Germany had therefore to be
discarded.

After evaluating the month 1 process for the entire project, the Portuguese work package
leaders made some adaptations, including removing three variables from the codebook and
provided additional clarification and training for both German coders. For the second month
(October 2021) the test yielded a Krippendorff’s alpha range for the 55 variables of 0.796 — 1.000,
which is considered of adequate reliability (Krippendorff, 2004).

The dataset under analysis therefore contains posts from October and November 2021,
451 all together. It consists of 10 posts in the 3 Facebook user areas All Users, Groups and Media
and for the 4 Dimensions Climate, Economy, Health and Europe, or a Facebook total of 240, 10
posts in the 2 Twitter user areas All Users and Media and for the 4 Dimensions, or a Twitter total of
160, and Youtube posts for the 4 Dimensions which, because of a lack of on-topic posts in the

extracted datasets, do not add up to 80 but only to 51.

The German Media Landscape

For an in-depth overview of the state of journalistic-editorial media and media pluralism in
Germany see Horz-Ishak & Thomass (2021). To gauge how relevant social media platforms are for
public opinion forming it is important to know which proportion of the population uses them, how
often, only passively or also actively.

According to Kemp, there were 78.02 million Internet users in Germany in January 2022.
That is 93.0 percent of the total population. 5.87 million people in Germany or 7.0 percent of the
population remained offline. 72.60 million people or the equivalent to 86.5 percent of the total
population used social media. Social media users in Germany increased by 6.6 million (+10.0
percent) between 2021 and 2022 (Kemp 2022).

According to Meta’s advertising resources, Facebook had 25.75 million users in Germany
in early 2022 or 35.0 percent of the “eligible” audience aged 13 and above (ibid.). Numbers
published by Twitter’s advertising department indicate that the service had 7.75 million users in
Germany in early 2022, equivalent to 10.5 percent of the population aged 13 and above (ibid.).
Google’s advertising resources indicate that Youtube had 72.60 million users in Germany in early
2022. That is equivalent to 86.5 percent of Germany’s total population and 93.1 percent of

Germany’s total Internet user base (regardless of age) (ibid.).



In short, Youtube has by far the widest reach in Germany (93%) while Facebook is second
(35%) and Twitter (10%) is the smallest and primarily inhabited by professional communicators
from media, civil society and politics.

According to the Reuters Digital news report, online (86%) replaced TV (65) as main source
of news for the first time in 2022 in Germany. Social media alone accounted for 32 percent of news
(Holig/Behre/Schulz 2022). Some studies find that media intermediaries play a central and
increasing role for news consumption with nearly half of the German population consulting them on
a daily basis, and three quarters of 14- bis 29-year olds doing so (Die Medienanstalten 2021).

Quite another matter is whether this social media news consumption actually makes users
more politically knowledgeable. “A preregistered meta-analysis of 76 studies (N =442,136) reveals
no evidence of any political learning on social media in observational studies, and statistically
significant but substantively small increases in knowledge in experiments. These
small-to-nonexistent knowledge gains are observed across social media platforms, types of
knowledge, countries, and periods. Our findings suggest that the contribution of social media

toward a more politically informed citizenry is minimal.” (Amsalem & Zoizner 2022)

The context of the research period

In the sample period — October and November 2021 —, our thematic dimensions played out
intensely and interconnectedly in various ways on the three social media platforms we observed.
Even only four dimensions open an ample space of possibilities for interactions, including conflicts
of objectives like fighting the climate crisis and ensuring that energy prices remain affordable, and
problems that provide ammunition to bad and disillusioned actors for criticising the established
institutions of government, media, science — and Europe.

Specific to Germany was that the sample period was shortly after the federal elections on
26 September 2021 that topped of the “super election year 2021” with six of the Lander voting as
well. In it the AfD reached an exceptionally high engagement on Facebook (Righetti et al. 2022:
14f.). During that time, the new coalition of Social-Democrats, Greens and Liberals were
negotiating their essentials and red lines while the outgoing government was still in charge of daily
business. The coalition treaty and the new cabinet were widely debated. After 16 years as German
Chancellor, Angela Merkel was given a farewell in the political arena in Berlin and Brussels, in the

press and, sometimes much less friendly, in the social arena.



Research findings

Format use

All posts on all platforms and in all dimensions contain text. Even on the video platform Youtube
each item has at least a title identifying the content, but most of the time at least a few lines.
Search is text-based, and this is, in fact, the way the research items have been extracted, based
on key-words.

In more than two thirds of the cases the text includes links (68%), often to the poster’s
home-page or to platform-external sources. Twitter posts in our sample are most likely to contain a
link (83%), followed by Facebook (62%), while only half of Youtube posts have links.

Also about two thirds of posts contain images (66%). Images are used more often on
Facebook (81%) than on Twitter (65%) and not at all on Youtube.

Video is the format with the most limited use (17%). On Youtube, of course, every post is a
video. Yet that most complex and difficult to produce format is found only in a small fraction of

posts on Facebook (9%) and even less on Twitter (2.5%).

\ platforms
formats Facebook Twitter Youtube Total
Text (n) 240 160 51 451
% of Total 53.21% 35.48% 11.31% 100.0%
% within Platform 100.0% 100.0% 100.0%
Link (n) 148 133 28 309
% of Total 32.82% 29.5% 6.21% 68.51%
% within Platform 61.67% 83.12% 54.9%
Image (n) 195 104 0 299
% of Total 43.24% 23.06% 0 66.3%
% within Platform 81.25% 65.0% 0
Video (n) 22 4 51 77
% of Total 4.88% 0.89% 11.31% 17.07%
% within Platform 9.17% 2.5% 100.0%
Total (N) 240 160 51 451
% of Total 53.21% 35.48 11.31 100,00 %

Table 1: Formats * Platforms

Who posts? — Publishing agents by kind and political position

The largest share of posts in our sample came from media (54%). Non-institutional agents (21%),
i.e. mostly common citizens, and political agents (20%), i.e. mostly politicians, were head-to-head.
Other organisations (5%) seem negligible. They contributed 22 of the 451 posts in our sample

and included NGOs, a federal ministry, the party foundation of the Greens, a university, a lobbying
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organisation (Digitaleurope, a “trade association representing digitally transforming industries in

Europe”, https://www.digitaleurope.org/about-us/) and Europe Direct Strasbourg, a Youtube

channel by the Centre d'Information sur les Institutions Européennes.

Media publishing agents

Among media posters, half were from print (50%), of which slightly more magazines (56%) than
newspapers (44%). A little less than half of media posts were from broadcast media (44%), of
which all from TV stations and not a single one from radio. Internet-only media contributed only six
percent of media posts in the sample. Finally there was one post by a news agency (AFP) that did
not fit into the given categories. It is worth noting that media will often carry the same news of the

day, indicating a stronger influence on news selection by news agencies than is visible in our data.

% within dimension % within Media Total
Print 123
% of Total 27.27%
% within Media 50.20%
Newspapers 54
% of Total 11.97%
% within Media 22.04%
% within Print 43.90%
Magazines 69
% of Total 15.30%
% within Media 28.16%
% within Print 56.10%
Broadcast 108
% of Total 23.95%
% within Media 43.67%
Radio 0
% of Total
% within Media 0
% within Broadcast 0
Television 108
% of Total 23.95%
% within Media 43.67%
% within Broadcast 100.0%
Internet only 14
% of Total 3.10%
% within Media 5.71%
[news agency]' 1

' AFP (IX4RUS8tFDno, in YT Europe 3).


https://www.digitaleurope.org/about-us/

% of Total 0.22%

% within Media 0.41%

media publishing

agents Total (N) 245

% of Total 54.32%

all posts Total (N) 451
100.0%

Table 2 media publishing agents

Comparing Public Service Media (PSM) and other broadcast media we find that out of 108 total
posts by broadcasters, 91 are from PSM and 17 from commercial broadcasters. The posts from
PSM are fairly evenly divided between the two main TV news programmes, Tagesschau and ZDF
Heute, with occasional posts from Phoenix and DW. The most active commercial publisher is RTL
(8 posts), followed by Euronews (4) and n-tv (3).

Among print media, Der Spiegel (41) is publishing most actively on social media, followed
by Bild (23), Focus (16) and Welt (14). The others are: Zeit Online (6), Handelsblatt (5), FAZ (5),
Tagesspiegel (2), SZ (2) and one post each by Stern, Roland Tichy, Merkur, Kreiszeitung, Heise,
Guardian and Berliner Morgenpost.

The maijority of media posts are from professional mass media and some party media (e.g.
AfD Kompakt). Looking at the remainder in the media dataset and beyond, we find a number civil
society initiatives, some individual journalists, citizens’ media and alternative media with a

decreasing degree of professionalism:

Non-organisation publishing agents

The second largest group of publishing agents in our sample are individuals. Among them,
common citizens (78%) dominate, followed by professional commentators (17%) who include
journalists and television presenters, university professors, public intellectuals like former
postmodern philosopher and former professor for media science, now aphorist of populism Norbert
Bolz and experts in fields like renewable energy, forestry, stock trading or crypto-currency. Among
them are Max Otte, economist and member of the CDU until he ran as the AfD candidate in the
election of the German Federal President in 2022, after he was expelled from the CDU, and the
“non-organisation” Extinction Rebellion. Finally, there was not a single influencer in our sample —
unless you would stretch the definition to include the entire Presenter / Commentator category of

“opinion leaders”.



Political publishing agents

The clear majority of political agents are individual politicians (85%) or their social media staff,
rather than political parties (14%). There were foundations of political parties (coded as other
organisation) and party-affiliated media (e.g. AfD Kompakt, coded under political agent / party). In
our sample, we found posts by MEPs but none by factions in the EU parliament. (For the power
structures among the different party families in the EP and that of Germany which provides the
largest number of MEPs, see EU-Matrix 2022.)

Looking at the political position of political posters, there is a striking dominance by far-right
nationalists party AfD (strengthened by the two parties founded from the Corona-denier
“Querdenken” movement: in Germany Die Basis, in Austria the MFG). They published 51% of all
posts by political actors and 10% of all the posts in our sample. Alice Weidel is the most prominent
figure on the far right. So is Sahra Wagenknecht on the far left (Die Linke), which (at 17%)
constitutes the second largest political faction in our sample. Social Democrats (11%), Christian
Democrats (9%) and Greens (7%) post significantly less while Liberals (5%) seem least inclined to
address the digital social sphere.

The relative positions of radical right and radical left cannot be seen as support for the
“horseshoe theory” which suggests that positions at both ends of the political spectrum will
eventually meet. Weidel and Wagenknecht do meet on their positions against Covid measures and
sanctions against Russia, but not on most other issues, and not even those agreements are
shared by others in the Linke (Die Da Oben 2022).

Total
Far-right nationalists 46
% of Total 10.20%
% within Dimension 51.1%
Communists and left 15
% of Total 3.32%
% within Dimension 16.67%
Socialists & Democrats 10
% of Total 2.22%
% within Dimension 1.11%
Christian democrats and conservatives 8
% of Total 1.77%
% within Dimension 8.89%
Greens and regionalists 6
% of Total 1.33%
% within Dimension 6.67%
Liberals and centrists 5
% of Total 1.11%



% within Dimension
Eurosceptic conservatives
Independents

Non aligned

Political Poster Total (N)

% of Total

Table 3 political position of political posters

Looking more closely, we can recognise
elements of a right-wing echo chamber. Figure
1 shows a post on the Facebook page of AfD
member magazine “AfD Kompakt” reposting a
post by an AfD MEP which consists primarily of
quotations for which the source is not given.
The post is followed by three links to quality
media Tagesschau and Handelsblatt and to
Focus. The Focus link is to a guest article by
Gabor Steingart, the publisher of "The Pioneer
Briefing", former journalist for Der Spiegel,
former editor in chief and then publisher of
Handelsblatt before he was sacked in 2019.
Infamous for his polarising steam hammer style
of writing.

An important actor in this echo chamber
used to be Kremlin propaganda channel RT,
formerly Russia Today. It is infamous for
reinforcing polarising messages and spreading
FUD (fear, uncertainty and doubt) abroad.
Metadata for posts by RT DE had been
extracted for the entire sampling period but,
since RT DE was banned from the platforms in
March 2022 (Council of the EU 2022), the
posts were no longer accessible at the time of

coding. (For large coordinated networks on

Facebook spreading anti-establishment

narratives see Righetti et al. 2022: 16; Rau et al.

2022).

5.55%

90
19.95%




On what platforms? — Publishing agents * Platforms

Our data indicate that media posts dominate on all three platforms, the most pronounced on Twitter
(68%) but just as clearly on Youtube (51%) and Facebook (46%). Place two on Facebook is held
by non-institutional agents (30%), third by political agents (24%). These are reversed on Twitter
where politicians (19%) are in second and common citizens (12%) in third place. Remarkably, on
Youtube second place is occupied by other organisations (39%), while political and non-institutional

agents are at a mere 6 percent.

Facebook Twitter Youtube Total
Media agent (n) 110 109 26 245
% of Total 24.39% 2417% 5.76% 54.32%
% within Dimension 45.83% 68.12% 50.98%
Non-institutional agent (n) 72 19 3 94
% of Total 15.96% 4.21% 0.66% 20.84%
% within Dimension 30.0% 11.87% 5.88%
Political agent (n) 57 30 3 90
% of Total 12.64% 6.65% 0.66% 19.95%
% within Dimension 23.75% 18.75% 5.88%
Other Organisation (n) 2 2 20 22
% of Total 0.44% 0.44% 4.43% 4.88%
% within Dimension 0.83% 1.25% 39.21%
Publishing agent Total (N) 240 160 51 451
% of Total 53.21% 35.48% 11.31% 100.0%

Table 4: Publishing agents * Platforms

What are publishing agents talking about?

What are the Issues and topics that are most posted about on social media in Germany? How do
the four dimensions (Europe, Health, Economy, Climate) play out? What are the main sub issues
that are discussed within each dimension?

When reading the following numbers, it is important to remember that
posting agent is exclusive, i.e. every post has one and only one publishing agent, whereas our
other coding categories — format, subject matter and Europeaneity — are cumulative, i.e. a post can

have text and link and image, and it can talk about several topics.

Publishing agents * Dimensions

Media agents, who publish half of all the most “relevant” posts on social media (54%), also
dominate the debate on each of our four dimensions, most pronounced for Europe where sixty

percent of posts within that dimension are from media, followed by Health (58%), Economy (52%),
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and Climate (12%). Second place in our sample is taken by Non-institutional Agents: Climate
(23%), Health (22%) and Europe (21%), with one exception: In the Economy Dimension, common
citizens and opinion-leaders contribute only nine percent, while political agents are the second
most active posters after media. Other organisations only significantly contribute to the Climate

debate, with twelve percent of posts in that Dimension.

/ Dimensions

Publishing agents Climate Economy Health Europe Total
Media agent (n) 56 55 62 72 245
% of Total 12.42% 12.19% 13.75% 15.96% 54.32%
% within Dimension 46.67% 52.38% 58.49% 60.0%

Non-institutional agent (n) 28 19 23 25 94
% of Total 6.20% 4.21% 5.10% 5.54% 20.84%
% within Dimension 23.33% 8.57% 21.70% 20.83%

Political agent (n) 22 30 17 21 90
% of Total 4.88% 6.65% 3.77% 4.66% 19.95%
% within Dimension 18.33% 28.57% 16.04% 17.5%

Other Organisation (n) 14 1 4 5 22
% of Total 3.10% 0.22% 0.89% 1.11% 4.88%
% within Dimension 11.67% 0.95% 3.77% 4.17%

Publishing agent Total (N) 120 105 106 120 451
% of Total 26.61% 23.28% 23.50% 26.61% 100.0%

Table 5: Publishing agents * Dimensions

What is being talked about within the four dimensions? — Subject Matter * Dimensions

In all dimensions posts also refer to “other organisations”. The reason is likely that the national
government, the European Commission or a ministry are in this category rather than being coded
as political agents. Non-institutional agents are mostly referred to in the context of Health (83%)
and Europe (63%), while Political Agents are addressed in posts on Economy (60%), Europe
(57%) and Climate (55%), but less so on matters of Health (14%).

A big sub-set of Non-institutional Agents are “Common Citizens” who appear in our sample
both as publishers (Q3d.1.3) and as subject matter being talked about (Q4d.3). Populists and
politicians like to argue with the interests of “society”, of the non-organised citizens in general and
particular subgroups like the working poor, car-drivers, home-owners etc.

Media which are by far the most active publishers on social media are themselves barely
the subject of conversation. On Facebook they are mentioned in 14 percent of posts, on Youtube
(2%) and Twitter (0.6%) nearly not at all. This confirms the observation that the media are their
own blind spot. We need them to see the world, but they only become the topic of public debate

when there is a manifest scandal.
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/  Dimensions

Subject Matter Climate Economy Health
Political agent (n) 66 63 15
% of Total 14.63% 13.97% 3.32%
% within Dimension 55.0% 60.0% 14.15%
News Media (n) 5 6 12
% of Total 1.11% 1.33% 2.66%
% within Dimension 4.17% 5.71% 11.32%
Other Organisation (n) 105 102 99
% of Total 23.28% 22.62% 21.95%
% within Dimension 87.5% 97.14% 93.40%
Non-institutional agent (n) 63 57 88
% of Total 13.97% 12.64% 19.51%
% within Dimension 52.5% 54.29% 83.02%
Other (n) 3 0 1
% of Total 0.66% 0.0% 0.22%
% within Dimension 2.5% 0.0% 0.94%
Subject Matter Total (N) 120 105 106
% of Total 26.61% 23.28% 23.50%

Table 6: Subject Matter * Dimensions

By which Publishing agents? — Subject Matter * Publishing agents

Europe
68
15.08%
56.67%
12
2.66%
10.0%
110
24.39%
91.67%
76
16.85%
63.33%
0

0.0%
0.0%
120
26.61%

Total
212
47.01%

35
7.76%

416
92.24%

284
62.97%

4
0.89%

451
100,00 %

Looking at the subject matter that the different Publishing Agents address, we see again that Other

Organisations are referred to in nearly all posts by all agents. Political Agents secondly post about

Political Agents and about Non-institutional Agents (both 70%). For Non-institutional publishers

and those from Other Organisations Non-institutional Agents are the second most important

subject matter (Other Organisations 86%, Non-institutional Agents 71%, Media 55%) while Political

Agents come in third place (Other Organisations 50%, Non-institutional Agents 48%, Media 38%).

Political agent Media agent Non-institutio

Subject Matter nal agent

Political agent (n) 63 93 45
% of Total 13.97% 20.62% 9.98%
% within Dimension 70.0% 37.96% 47.87%
News Media (n) 7 14 13
% of Total 1.55% 3.10% 2.88%
% within Dimension 7.78% 5.71% 13.83%
Other Organisation (n) 86 227 81
% of Total 19.07% 50.33% 17.96%
% within Dimension 95.55% 92.65% 86.17%

Other

organisation

11
2.44%
50.0%

1
0.22%
4.54%

22

4.88%
100.0%

Total

212
47.01%

35
7.76%

416
92.24%
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Non-institutional agent (n) 63 135 67 19 284

% of Total 13.97% 29.93% 14.85% 4.21% 62.97%
% within Dimension 70.0% 55.10% 71.28% 86.36%

Other (n) 0 1 2 1 4
% of Total 0.0% 0.22% 0.44% 0.22% 0.89%
% within Dimension 0.0% 0.41% 2.13% 4.54%

Subject Matter Total (N) 90 245 94 22 451
% of Total 19.95% 54.32% 14.19% 4.88% 100.0%

Table 7: Subject Matter * Publishing agents

Media Publishing Agent PSM / Non-PSM * Dimension

When we compare Public Service Media (PSM) and all other primarily commercial media, both
print and broadcast, we find that PSM are strong on Health and Europe (both 35%), to a lesser
degree on Economy (20%) and not so much on Climate (10%). Non-PSM media are strongest on

Climate (31%) and overall more evenly balanced (Europe 26%, Economy 24%, Health 20%).

PSM Non-PSM Total
Climate 9 47 56
% within Dimension 9.80% 30.72% 22.86%
Economy 18 37 55
% within Dimension 19.78% 24.18% 22.45%
Health 32 30 62
% within Dimension 35.16% 19.61% 25.31%
Europe 32 40 72
% within Dimension 35.16% 26.14% 29.39%
Total 91 154 245

Table 8: Media Publishing Agent PSM / Non-PSM * Dimension

Aspects of Europeaneity

On social media in Germany, Europe is perceived predominantly through its institutions. 57 percent
of all posts in the entire sample refer to one or more European institution (ranging from 53% in the
Dimension Economy to 59% in Europe). These include legislative, executive and judiciary, mostly
refer to the Commission, but the EP, the Council, the ECB, the CJEU, EMA and other agencies are
mentioned as well. The share is even a bit higher for the variable “European law & governance”
(Q5J; 59%; ranging from 56% in Health to 62% in Europe), because it includes measures and
programmes like the Green Deal in posts that do not mention the EC or other institution behind

them.
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Measures taken by EU institutions mostly refer to Political aspects (50%, ranging from 20%
in Health to 67% in Climate) and secondly to Economic aspects (30%, ranging from 5% in Health
to 59% in Economy). Scientific aspects (9%) appear most often in Health (24%) and in Climate
(7%). European Values (20%) feature in the debate about Europe (42%) and Climate (17%) and
surprisingly least in Health (9%). European Industries (11%) are strongest in Climate (27%) and
Economy (12%). European Territory (9%) refers to geographic references in posts including the
shrinkage of the European territory through Brexit and challenges at its borders. This aspect of
Europeaneity is found most often in posts on Europe (24%) and on Economy (8%).

European Social Movements (7%) are mentioned most often in posts on Climate (15%) and
on Health (6%). Mentions of European Interactions (6%) and of European People (5%) are
marginal. Remarkably, also the European Democratic Model(s) barely appears in the debate (5%),
mostly in that on Europe (13%) and mostly in reference to the Polish infringement of the rule of law
as one of the core values of the European democratic model.

There is no indication whether posts containing references to Europeaneity report facts in a

neutral way or express pro- or anti-Europe attitude.

|/ Dimension

Europeaneity Climate Economy Health Europe Total
European institutions (n) 67 56 62 71 256
% of Total 14.85% 12.42% 13.75% 15.74% 56.76%
% within Dimension 55.83% 53.33% 58.49% 59.17%

European Law (n) 74 60 59 75 268
% of Total 16.41% 13.30% 13.08% 16.63% 59.42%
% within Dimension 61.67% 57.14% 55.66% 62.50%

European industries (n) 32 13 1 5 51
% of Total 7.09% 2.88% 0.22% 1.11% 11.31%
% within Dimension 26.67% 12.38% 0.94% 4.17%

European values (n) 20 10 10 51 91
% of Total 4.43% 2.22% 2.22% 11.31% 20.18%
% within Dimension 16.67% 9.52% 9.43% 42.50%

European Social Movements 18 4 6 4 32
% of Total 3.99% 0.89% 1.33% 0.89% 7.09%
% within Dimension 15.0% 3.81% 5.66% 3.33%

European interactions (n) 14 3 3 9 29
% of Total 3.10% 0.66% 0.66% 1.99% 6.43%
% within Dimension 11.67% 2.86% 2.83% 7.50%

European people (n) 8 5 5 4 22
% of Total 1.77% 1.11% 1.1% 0.89% 4.88%
% within Dimension 6.67% 4.76% 4.72% 3.33%

European democratic models (n) 1 2 3 16 22
% of Total 0.22% 0.44% 0.66% 3.55% 4.88%

13



% within Dimension 0.83% 1.90% 2.83% 13.33%

European territory (n) 2 8 3 29 42
% of Total 0.44% 1.77% 0.66% 6.43% 9.31%
% within Dimension 1.67% 7.62% 2.83% 24.17%

Political aspect (n) 80 59 21 66 226
% of Total 17.74% 13.08% 4.66% 14.63% 50.11%
% within Dimension 66.67% 56.19% 19.81% 55.0%

Economic aspect (n) 54 52 5 24 135
% of Total 11.97% 11.53% 1.11% 5.32% 29.93%
% within Dimension 45.0% 49.52% 4.72% 20.0%

Scientific aspect (n) 8 0 26 6 40
% of Total 1.77% 0.0% 5.76% 1.33% 8.87%
% within Dimension 6.67% 0.0% 24.53% 5.0%

Other* (n) [European public sphere,

culture, media] 6 0 1 0 7
% of Total 1.33% 0.0% 0.22% 0.0% 1.55%
% within Dimension 5.0% 0.0% 0.94% 0.0%

Dimension Total (N) 120 105 106 120 451
% of Total 26.61% 23.28% 23.50% 26.61% 100.0%

Table 9: Aspects of Europeaneity * Dimensions

Discussion and concluding remarks

Out of our data, a picture emerges of social media as the meeting ground of the people, who are
informed by and in critical dialogue with journalistic-editorial media, and are being communicated
to by individual politicians, more than in an institutional party-to-citizen way.

For the case of Germany, the conventional idea that social media are competitors of
traditional mass media and even threaten their relevance must be corrected. Journalists from
press, broadcasting and online-native formats are still very much the sensorium through which we
perceive the world. The online public sphere consists of an open, often heated, sometimes hateful
to the point of crossing the line to criminal debate about what things mean, but by and large of a
general agreement about what things are, the factual information provided by professional media.
While mass media publishers do embrace social media as significant outlets the platform
environment remains problematic, particularly for PSM (Eichler 2022).

Whether the citizen-media and citizen-politician communication is two-way or one-way —
essentially the traditional broadcast model in digital guise — was not within the scope of our
research. It would require analysing comments and other additional interaction data.

Common citizens as publishers and even more so as commentators seem to be easily
triggered into utterances of self-righteousness, aggressive verbal lapses, insults and hatred against

politicians, other public figures and fellow citizens which none of them would dare voice in a

14



face-to-face situation. The greatest challenge for designing humane social media is to close the
cognitive gap that makes people not feel that there is a fellow human being on the other side of the
keyboard.

On social media, they are systematically triggered by tabloids like Bild who knew all along
that enragement translates into engagement. They are very well prepared for the social media
environment that rewards populism. From our study it remains unclear how much of dysfunctional
communications is due to traditional populist media which find increased spreadability and
findability and thereby a powerful resonance on the platforms and how much can genuinely be
attributed to social media and there algorithmic preferences. The data give some indication that
Youtube’s recommendation algorithm is doing a better job at providing diversity and serendipity
and avoiding filter bubbles.

Politically, the strong presence of radical right-wing actors on social media is striking.
Voices who see the mainstream media as “liars press” and at the same time claim that they do not
get enough airspace in them, find their communication channels in social media, particularly in

Facebook.
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Perceptions about Europe and Europeanisation

According to Eurobarometer (European Commission, 2022) Greek citizens, once supporters of the
European Union and the Eurozone, tend not to trust in the EU (60% distrust in 2022). This developing
trend was established after the events of the 2008 economic crisis. The Greek people have grown
very sceptical towards the EU and European institutions, following the harsh austerity measures and
provoking rhetoric. However, the European institutions are still more trusted (39%), compared to the
national parliament (30%) and the Greek government (25%). Inflation and the cost of living used to
be the major issue for almost a half of the respondents in 2021, followed by health, personal income,

and the climate crisis.

QA3 What do you think are the two most important issues facing QA4. And personally, what are the two most important issues you are
(OUR COUNTRY) at the moment? (MAX. 2 ANSWERS) facing at the moment? (MAX. 2 ANSWERS)
(%) ()
Rising prices/ inflation/ cost of living 41 N Rising prices/ inflation/ cost of living 51—
Health 37 Health 26—
Economic situation 19 The financial situation of your household 13 [N
The environment and climate change 16 [N The environment and climate change 12 .
Unemployment 14 Pensions el |
i i 10
Energy supply v — The economic situation in (OUR COUNTRY) |
Living conditions 10 .
Housing s
The education system 9 .
Government debt 9 [
Tanation LA |
The education system s
Working conditions L |
Pensions o
Unemployment 7 .
Immigration L |
£ Housing 6 .
7
Crime | Crime s m
Taxation 5 . G WEUZT Immigration i m e WEU2T
Terrorism ER |

= meL Terrorism 1] = meL

Source: European Commission, 2022. Standard Eurobarometer 96. Eurobarometer Surveys. [online] European Commission.
Available at: https://europa.eu/eurobarometer/surveys/detail/2553

Especially for the national economy, Greeks seem to be rather pessimistic (89%), way more than their
European counterparts (59%). Most of the respondents did not expect their economic and job
situation to change much in the following year. When it comes to European matters, Greeks think
they are not well informed (71%), again higher than the European average (64%). Even though 88%
of citizens agree that news misrepresents reality, the majority (68%) believe they can identify
misinformation and false news.

Media Use in Greece

Fragmentation in the Greek digital news market remains high. According to the Digital News Report
(Newman et al., 2022) Greeks use more digital news sources per week than the rest of the EU
citizens. More than two-thirds (71%) of Greeks get their news online via social media, while TV news
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consumption remains highly influential (60%), (see WP1). Moreover, according to the Digital News
Report (Newman et al., 2022) sources vary significantly per age group. Younger people prefer getting
their news from the web (74%) compared to 64% of people above 35 years old. Regarding traditional
media, one in three respondents above the age of 35 gets the news from TV, while only 18% of the
respondents below 35 years old answered the same.

Reflecting the recent reports about Press freedom in Greece (Reporters Sans Frontiers, 2022), trust in
news has decreased by five percentage points to 27% in 2021. Greece scores the lowest in media
trust in the EU along with Hungary and Slovakia, resembling the USA (26%). Similarly to the USA, the
perception of news reliability seems to vary a lot depending on the political orientation of
respondents. Increased polarisation can be seen in the chart below (2016 to 2022). In 2022, only 16%
of the respondents with left political orientation said they trust the news. This percentage was
considerably higher for respondents in the centre (30%) and in the right of the political spectrum
(42%).

Despite trust in news coming from social media being only 22% (Newman et al., 2021), it is
considered relatively high, especially when compared to Nordic countries and Western European
ones. Additionally, almost one in two Greeks uses Facebook to get the news. This percentage is also
high for YouTube users (33%), Facebook Messenger and Viber (23%) respectively, Instagram (15%)
and Twitter with just 12%.

In 2017 Greece was the only EU country where respondents said they trusted more social media
(28%) to news media (19%) for their information (Newman & Fletcher, 2017). Moreover, 43% of the
respondents in Greece said they prefer social media because they provide a wider variety of views
and sources.

The research

In the scope of this research, we analysed posts coming from both media and users’ pages and public
groups (n=700) on Facebook, Twitter, and YouTube. The posts were collected according to four
dimensions deemed to be the most important for EU citizens according to the 2022 Eurobarometer
(Europe, economy, climate, and health) and coded in tandem to their relationship to the European
Union. The period of analysis ranged from September 2021 to November 2021.

During this period regarding the economy the most prominent topics were the increasing gas prices
in the EU, Greece having the highest electricity price in the EU and the annulment of the commercial
agreement between EU and Australia. Regarding health, the most prominent topics were news on
Covid mutations, the number of Covid cases per country, health policies and measures against Covid,
as well as the EMA approved vaccines and comparisons among them. Regarding climate, news was
reporting on the increasing prices of gas, petrol and electricity referring to the EU Green Deal as a
contributing factor. There was also news reporting on waste management initiatives in regions of
Greece. When examining Europe as a dimension the topics that dominated were the €3 billion
defence agreement between Greece and France, Merkel’s visit to Greece and the German elections.



With very few exceptions, posts coming from all platforms used a neutral tone while reporting on the

EU.

Facebook

Facebook posts with the most interactions in all users category and in all four dimensions, were not

coming from individuals, but from institutional actors. For example, the most popular post was a
news piece from the Orthodox Church account on a Greek priest, Father Antonios, receiving an
award in recognition for his work. The second post with most interactions was on the same news

piece from a Greek radio station. The third and fourth most popular posts were from the opposition

leader and ex - Prime Minister, Alexis Tsipras.

Facebook Posts with the most interactions in All Users category (Sept. — Nov. 2021)

Q O ypnotnc Alexis Tsipras fkove petadoon live -
18 EemtepPplov 2021- Q

Néa Apxn yw Ty EAAGSE, P TNV Kowwvia oTny TIpWTn ypougr

I VEQ ETIOYT TWY TOAGTTALY KPITEWY, 58 PTOPOVLE v
TPOXWPHCOUHE OTWG TP, HpBE N Wpa, vor TRORAEOUKE e
VPO Kot Vol cAAGEQU]LE.

Not ovePATOUIE TNV TOAMTIKA S0 TC UTIOYELS TNE ISLOTEAZLOE KoL
NE SIEMACKNG, OTO VGG TWY GVOYKWY TIOU EXOUV Ol VB pWwToL
Na Bohoupe Tnv eATiSa oTn BEan Tou pofou.

Tnv co@diee oTn BE0N TNE CVOTPOAELOG.

AuTrv TV EMBULIC JOC, Vel ETIELPHCOULE ol TETOLO TOAPN PR
ahhayn, ouvoiZel To guVBNUA Pag.

INUERD, N TIGTPIGO PO £XEL ovayKn oo pior Nea Apyr, pe T
Kowwvio oTny Ttpwn ypappr.

Mt Néar Apyr yio Ta ToMTIKG oUaTnpe.

Mo Néar Apxr) yio KpATog Ko TO POVTERD SIaKuPEpynarnc.
Mo Néa Apxr yiot TV OIKOVORIX KL TO TIOPOYWYIKG HoVTERD.

Table 1: Top 10 most popular posts from Facebook

All Users Groups Media
Total Total Total
interactio interacti Page interactio
Page name Topics ns Page name Topics ons name Topic ns
Europe, Economy;
EkkAnaia Religion, Greek Greece as a
online - European quotes, www.capita | hub for raw
ekklisiaonline.gr | Values 45,371 | Zo@aAdyia sayings 1,592 | Ler materials 2,536
DINOI
Europe KYBEPNHZHX
Religion KYPIAKO'Y Economy;
European MHTZOTAKH & Political basic salary;
Flashnews.gr Values 35,258 NA Group 990 | SKAlLgr Tsipras 1,689
Economy, NHS KAGE ZABBATO Citizens of Health;
Alexis Tsipras Elections 16,737 ZTHN AGHNA Athens 889 | newsbeast Corona 1,567



http://www.capital.gr/
http://www.capital.gr/
http://flashnews.gr/
http://skai.gr/

mutant of

Botswana
Health,
Pandemic Europe;
crisis, KAGE ZABBATO Citizens of newsbomb. Merkel's visit
Alexis Tsipras measures 14,763 ETHN AGHNA Athens 889 | gr to Greece 1,395
Europe, Greek Athens Europe;
Kyriakos - French Voice Push-backs,
Mitsotakis Alliance 13.564 Botavwy MNvwyon Herbs 780 | (official) Papadimoulis 1,316
Health, Unvaxxed,
Pandemic MAHPQZ Against
crisis ANEMBOAIAZTO | Vaccinatio Economy;
Alexis Tsipras | measures 12,540 % n 665 | News24/7 | Tsipras 1,283
Unvaxxed,
NMAHPQZ Against
Kyriakos Europe ANEMBOAIAZTO | Vaccinatio protothema | Health; delta
Mitsotakis #EUMED9 10,692| = n 665 | .2r mutant 1,184
Economy,
Defence,
Greek - French Humorous
Weapon O Apakdg Kai ol political protothema | Health; delta
Alexis Tsipras | Agreement 10,293 | @ihoi Tou group 640 | .2t mutant 1,184
Unvaxxed,
Economy, Against
Kyriakos benefits & Mayadia Xwpig Vaccinatio www.capita | Health; delta
Mitsotakis allowances 9,427 Mmoh n 567 | Lec mutant 1,161
Economy, E.TOYAOYINAKH
Defence, OMAAA
Greek - French YMNOXZTHPI=ZHZ Europe;
Weapon -JUSTICE Political German
Alexis Tsipras | Agreement 8,853 SUPPORTING TEAM [ Group 563 | News24/7 | elections 1,057

When examining Facebook groups, we can see news and opinions coming from individuals gaining

visibility and interactions. It is surprising that even though Facebook took measures to counter

disinformation against Covid and vaccines, in the top 10 most popular posts coming from Facebook

groups we find three posts from anti-vaxx groups. Again, regarding Facebook groups the most

popular post had to do with the European recognition of the priest, Father Antonios, while the

second is related to the unearthing movement of rivers in the city of Athens. The third most

influential post was from a political group in favour of the New Democracy governing party

condemning a Dutch journalist, Ingeborg Beugel, who asked the Prime Minister to say the truth

about Greece pushing back immigrants and asylum seekers to Turkey.

Facebook Posts with the most interactions in Groups category (Sept. — Nov. 2021)



http://newsbomb.gr/
http://newsbomb.gr/
http://protothema.gr/
http://protothema.gr/
http://protothema.gr/
http://protothema.gr/
http://www.capital.gr/
http://www.capital.gr/
http://www.capital.gr/

Facebook Posts with the most interactions in Media category (Sept. — Nov. 2021)

SKALgr
18 Zenepfpiov 2021 @
O mpoedpog Tou ZYPIZA, Se0peUBnKe va epappdTEL TUAOTIKE TO
35WP0 Kot Vo KOTOPYNTEL TO VOO XartdnSaKn.

SKALGR
Opthia Toimpa ot AE@: AVENON TOU KATWTATOU
HoBlov ota 800 evpw) | TKAT

@D 120 400 gxoha 7 KOWOTIOWTEL

Posts coming from Facebook media pages had completely different topics. The most popular post
was from the newspaper Capital, reporting on Demo’s pharmaceutical company investment in
Greece for producing monoclonal antibodies. The second most popular post was from Skai TV
reporting on the opposition’s leader Alexis Tsipras statement on increasing the basic salary to 800
euros and the third about the so - called Botswana mutation of Covid coming to Europe in November
2021. When comparing Facebook media pages of the sample to all users and groups, we can see that
even though mainstream media have more than 3.5 million of followers their engagement rate is
0.4%, way lower than that of Facebook users’ pages (4.76%) and Facebook groups (1.94%). This does
not mean however, that people seek alternative news sources. This is evident, since most news items
came from institutional actors. A significant exception are the anti-vaxxers groups, whose voices
were excluded from the mainstream media.

Table 4: Comparison between 10 posts with most interactions on Facebook (all users, groups,
media)

Facebook All Users Facebook Groups Facebook Media

Avg Total Avg Total Avg Total
Followers/ 372,433 3,724,326 42,300 422,992 356,370 3,563,710
Members




Total 17,750 177,498 824 8,240 1,437 14,372
Interactions
Comments 2,370 23,708 75 750 286 2,860
Shares 1,050 10,517 87 873 65 654
Avg 4.76 1.94 0.4
engagement
rate %

Twitter

The most popular tweets in “all users” category came from Greek politicians. This confirms the case
that Twitter, at least in Greece, is more like a niche media for politicians, journalists, and political
movements. In our sample, the most popular tweet came from the opposition leader Alexis Tsipras

criticising the government for the management of the Covid crisis and the situation of the Greek

NHS. The second most popular tweet was again from Alexis Tsipras official account, criticising the

government on the inflation rate, stating that the petrol price and the electricity price were the

highest in Europe. The third one came from the Socialist party ex - Prime Minister, Georgios
Papandreou, saying that social media data from users should be at their self-disposal, suggesting the
EU should invest in a social networking platform for its citizens.

Twitter Posts with the most interactions in All Users category (Sept. — Nov. 2021)

AMEINe Toinmpag - Alexis Tsipras &
@atsipras

Me Tov peyoAuTepo TANBWPELOHO TNG
10etiog. Me TNV uPNAOTEPN TN NA.
psupaToCg otV Eupwnn. Me to
TETPEAQILO OTO VYN, ZATNoa TN
Slevepyela TIPO npepnoiog
Slatafewc oulriTnong otn Bouin yw
TNV akpifela Kol TNV amovaia
BovAnaong Tng KuPEpvnang va
TIPOCTOTEVTEL VOIKOKUPLA &

ETILXELPH TELG.

1:12 pp. - 2 Noe 2021 - Twitter Web App
326 Retweet

52 Tweet pe mapaBeon

1.799 Emonpdvoeig "Mou apécer”

4 George A. Papandreou

“ @GPapandreou

Epeic Béhoupe To povTeho
ouTOSIoXEIPLONG TwY SeSOPEVWVY.
Mol va pnv elpocte OAoL PETO)OL
oto Facebook; Epooov eyw Sivw Ta
Sedopeva Hou, ylaTi va unv exw éva
KOMMATL KEPSOLC OTTd TNV
enegepyaoia Toug; Mot va pnv KOveL
n Eupwnn pio mAateodppo Twv
TIoAITWV; #alpha_radio
#Hpamemprosta

1:26 p.p. - 11 Nog 2021 - Twitter for iPhone
61 Retweet 316 Tweet pe mapdabeo

284 Eronpavaeic "Mov apégel™

Posts with the most reach coming from mainstream media had different topics from those coming

from all users. The most influential tweet came from Proto Thema weekly newspaper reporting on

the Prime Minister’s discussion with Mohammed bin Salman, the crown prince of Saudi Arabia,

willing to invest in Greece. The second most popular tweet was from Skai TV reporting on Austria's



former Chancellor Sebastian Kurz 'statement that Greece keeps EU borders safer than 2015. The
third one came also from Skai TV reporting on Adonis Georgiadis, Minister of Development and
Investment, saying that according to the EU economic predictions, Greece will perform better in
2022.

Twitter Posts with the most interactions in Media category (Sept. — Nov. 2021)

Similarly to Facebook, twitter accounts of mainstream media have the most followers, more than 5
million. However, they underperform in terms of average engagement (0.006%)" and average reach
(11.5%). Accounts from all users on the other hand, have less followers (3.3 million), but they
perform better on average engagement (0.15%) and reach (137.3%).

Table 7: Comparison between 10 posts with most interactions on Twitter (all users, media)
Twitter All Users Twitter Media
Avg Total Avg Total

Followers 332,600 3,326,026 512,767 5,127,667
Reach 456,680 4,566,834 59,210 592,090
Replies 272 2,723 12 120
Retweets 227 2,275 20 201
Avg engagement rate % 0.15 0.006
Reach vs followers % 137.3 11.5

' Engagement is defined by Twitter as the total number of times a user interacted with a Tweet. Clicks
anywhere on the Tweet, including retweets, replies, follows, likes, links, cards, hashtags, embedded
media, username, profile photo, or Tweet expansion. Engagement rate: Number of engagements
divided by impressions. Source:

measure average engagement.


https://help.twitter.com/en/managing-your-account/using-the-tweet-activity-dashboard

YouTube

YouTube is the second most visited website in Greece (Alexa,2020) and as already stated above, one
in three users get their news from this platform. Unlike Facebook and Twitter, alternative media and
news sources seem to thrive on this platform. Looking at the 10 videos with the most views in the
sample, we find four videos coming from mainstream media (PBS Newshour, Euronews, Skai TV and
Open TV) and 6 from alternative sources producing their own original content away from
mainstream media’s agenda.

The most viewed video in the sample comes from Pentapostagma, a web portal with extreme far -
right views, reporting on Greek coastal defence against Turkey. The second one comes from Open TV
hosting the opposition leader, Alexis Tsipras and his views on economy and healthcare. The third
most watched video comes from a geopolitical analyst criticising Erdogan’s external policy and
speculating on EU member - states stance against Turkey. In the top 10 however, we see four videos
with information on pharmaceutical companies that have produced anti - covid vaccines and a news
piece for Austria’s policy to make vaccination mandatory. Another news piece from Skai TV hosted
the statement of the Health Minister, saying that Greece would not proceed to a second lockdown
and confirmed that health - related issues dominated the YouTube online public sphere in the period
under examination. Similarly to the other two social networking platforms, Facebook and Twitter,
videos coming from mainstream media score low in average engagement? (0.01%) and views to
subscribers rate (0.7%). On the other hand, videos from alternative sources drive higher engagement
(0.22%) and have higher views per subscribers (6.09%), indicating that their content is much more
compelling for the audience compared to mainstream media.

Table 9: Comparison between 10 posts with most interactions on YouTube

Blogs & Alternative Media Mainstream Media

Avg Total Avg Total
Subscribers 109,210 1,092,136 625,000 6,250,000
Views 6,654 66,539 4,408 44,075
Likes 229 2,281 41 410
Comments 13 131 22 217
Avg engagement rate 0.22 0.01
%
Views vs Subscribers 6.09 0.7
%

2 YouTube engagement metrics (views, likes, dislikes, and subscriptions) reflect how many times your
YouTube video or channel has been interacted with. Source:
https://support.google.com/youtube/answer/2991785?hl=en. For the purpose of this research
engagement rate was calculated based on the number of post engagements (likes, shares, and
comments) divided by video views.


https://support.google.com/youtube/answer/2991785?hl=en

Scope of news

Facebook posts had mostly a national scope, except for posts coming from Facebook groups sharing
the attention equally to European and national scope. In Facebook groups is where we find news
with a local scope. On the contrary, twitter users, focused more on the European than the national.

5 Scope of news in top 10 Facebook posts Scope of news in top 10 Twitter posts
s 12
’ 10
6
5 8
4 6
3
B 4
= 0 2
: []
Media All Users Groups 0
Media All Users
WGlobal MEuropean M National Regional M Local m Global mFEuropean m National mRegional mLocal

Dimensions of Europeanisation

A controversial finding is that the Greek media don’t refer to any of the dimensions of
Europeanisation under study. However, posts coming from politicians (all users) refer to European
values (2 out of 10), territory (2 out of 10), EU institutions (5 out 10) and EU governance (3 out 10).
Referrals to EU dimensions are also high in posts coming from Facebook groups. Posts from the
media refer mostly to political matters (6 out 10), economic (5 out 10) and scientific (4 out of 10).
Posts from all users (politicians) refer solely to political and economic matters, while half of the posts
coming from groups were political.

In Twitter, posts from the media have more referrals to EU institutions and governance (4 in total)
but not to other EU dimensions. Posts from all users have also few referrals to European people (1)
and European values (1).

In YouTube there are only a couple of referrals to EU institutions. We can conclude that the most

popular posts in all platforms may mention Europe or the EU in general, but referrals to specific EU
dimensions as indicated were virtually none - existent.
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Concluding Remarks

Social media, like Facebook, Twitter and YouTube have managed to become part of the networked
and hybrid public sphere, giving birth to hopes of democratization of news flow, by taking advantage
of civic participation and engagement. The results of our analysis may shed some new light on
exploring the validity or the limits of this democratic possibility; On the one hand, there is a strong
evidence of social’s media function as agenda setters, fostering the introduction of news topics that
are different or neglected by the legacy media. Both on twitter and Facebook users’ pages as well as
on Facebook group pages the topics of most popular posts across these platforms were completely
different that those found on the respective media accounts. In addition, accounts of media pages,
although having a better performance in terms of follower’s numbers, underperform as far as it
concerns followers’ engagement rate. However, before we accept the “utopian rhetoric that
surrounds new media technologies” (Papacharissi, 2002, p.9) of democratization of news flow and

the facilitation of alternative voices to be heard, we should pay attention at the sources of the post.

Most news items on twitter and Facebook, that derived from users’ pages came from institutional
actors. YouTube, however, seems to have bigger potential of contributing to the democratization of
public sphere, since alternative media and ness sources seem to have taken the lead in this platform.
In their analysis of agenda setting in the digital era, Sayre et al., (2010) identified the specific traits of
YouTube which provide the ideal circumstances for discussion and deliberation to flourish, giving
people the opportunity to operate independently of legacy media. As they conclude in their analysis
“regardless of the motivation to use YouTube, it is symptomatic of a traditional media system that

may be losing some of its agenda-setting ability to emerging social media” (p.26).

Lastly, regarding the role of social media platforms in fostering “Europeanization” in the form of
cultivating the sense of belonging to Europe, our findings are inconsistent with previous research in
the field, which suggest that social media have the potential to become crucial drivers of European
identity (Bebic, Erakovi€, & VuCkovi¢, 2017; Mourao et al., 2015). Our research sample has revealed
that references to different dimensions of “Europeanization”- as being identified and analysed under

the scope of this study-, are quite few and in some platforms completely non-existent.
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WP2 National Report for Italy

Sara Cannizzaro, Andrea Miconi and Elisabetta Risi [ITULM University]

Rationale of the study

This EUMEPLAT WP2 study focused on how information and ideas ‘about Europe and Europeans'
main concerns is published and debated on the main social media platforms’ (Cardoso et al., 2021),
in Italy, analysing content published by both professional news producers and non-professional
actors. In this research, we analysed posts coming from both media and users’ pages and public
groups on Facebook, Twitter, and YouTube. The posts were collected according to four dimensions
deemed to be the most important for EU citizens according to the 2022 Eurobarometer (Europe,
economy, climate, and health) and coded according to their relationship to the European Union.

Hence, this report presents the main findings of the research: 1. Conducted in Italy; 2a. across three
main social media platforms (Facebook, Twitter, YouTube) and 2b. six social media group types (all
users of Facebook; Facebook groups; media organisations’ Facebook accounts; all users of Twitter;
media organisations’ Twitter accounts; all users of YouTube), representing professional and
non-professional social media content; 3. over a three-month period (September-November 2021);
4. analysing posts collected within four key thematic dimensions pertaining to Europe (Europe,
climate + Europe, economy + Europe, health + Europe); 5. using a methodology (content analysis)
developed for the purposes of the EUMEPLAT project by Cardoso et al. (2021); 6. applying the
methods of quantitative content analysis (Krippendorft, 2004).

A team of three researchers worked for this EUMEPLAT subproject in Italy. Two researchers acted
as main coders, following extensive training. These two researchers coded independently 50 posts
(21% of the targeted number of analysed posts of monthl) with the purpose of measuring the
inter-coder agreement levels. Percent of agreement was 90,5%-100%. Krippendorft’s alpha range
for the project’s 55 variables was 0.792 — 1.000, which are considered of adequate reliability
(Krippendorft, 2004).

The purpose was to content-analyse up to 720 on-topic posts, across the six social media group
types, selected on the basis of relevance.

The two researchers coded the identified posts (over three months), that will be on-topic within one
or more of the four thematic dimensions, across the six social media group types and the
three-month period, for the set of defined variables, which focused on: the formats (text, image,
video, links) used in the posts, the identity/capacity of the posting agents, the content of the posts,
the dimensions of Europeanity they address, their geographical scope and the sentiment they
communicate as it concerns Europe.

YouTube, in the Italian case, had a high number of off-topic posts (not falling within the thematic
dimension for which they were examined), which resulted to a lower number of on-topic posts.



The Italian Media Landscape

In order to provide some context, we can recall that the Italian media system belongs to the
Southern European or Mediterranean cluster, while also showing some peculiarities. When it comes
to the classical Hallin and Mancini’s scheme, in which the WP1 research tasks are grounded, Italy
reveals some typical features: a late development of media markets, and in particular a moderate
diffusion of the daily press; a high grade of parallelism between media outlets and political
institutions; a low level of journalistic professionalism; and the strong intervention of the State,
historically resulting in the public monopoly over radio and TV broadcasting, until the late 1970s
(Hallin & Mancini, 2004). Two additional features are rather specific to the Italian market. In the
case of the press, it has to be mentioned the scarcity of “pure” publishers, with newspapers and
magazines mostly controlled by major companies of different kinds (cfr. Mazzoleni, 1991). As to
the broadcasting, the late and unfulfilled liberalization gave rise to a long-lasting duopoly, with a
main private corporation — owned by former prime minister Silvio Berlusconi — sharing the market
with the public service media. In all cases, both aspects — the Mediterranean features, and those
specific to the country — concur in creating a highly politicized media landscape, with an extreme
level of partisanship and polarization.

The diffusion of the Web in Italy is affected by the demographic composition of the country, with a
34.2% of people over 60', compared to a European average of 27.9%? Also, as a consequence of
this, Italy is one of the less connected countries, with 83.7% of citizens accessing the Web: in the
EU27, it is followed only by Greece [83%], Croatia [80%], Lithuania [82.2%], Romania [80.7%]
and Bulgaria [71%], and — for what concerns our consortium — by Turkey [77.7%]’. Social media
users account for 67.9% of the population, and in this case, Italy is only followed by Romania
[62.6%] and Bulgaria [62.1%]".

Let us consider finally the diffusion rate of the platforms we are considering for the WP2 analysis.
Facebook is used by 57% of Italian population: and such statistics, for some reason, is rather very
close to the European average. YouTube is used by 66.9% of Italian citizens: as a matter of fact, the
platforms is less popular only in Bulgaria [62.9%], Romania [64.3%] and Turkey [64.9%]. Though
granular data are not available, in Italy Twitter is arguably used by an elite of opinion-makers, only
accounting for 5% of the overall population. Beyond the reach of WP2 research strands, we can
shortly mention the very peculiar geography of Instagram diffusion, with the platform being used
by 46.5% of Italian population, and the country ranking number ten in the classification, which is
topped by unexpected nations: Turkey [68.4%], Sweden [66.5%], Cyprus [64.5%], Ireland [54%],
UK [53.8%], Portugal [53%], Netherlands [51.2%], Spain [51.1%], and Denmark [50%]°.

! Source ISTAT- Istituto Italiano di Statistica, year 2016.

2 Source: EUROSTAT, year 2021.

3 Source: Elaboration on We Are Social, Data Reportal, and ITU data, year 2021. For the full dataset, see the Appendix
to the WP1 Market Reports.

* Source: Elaboration on We Are Social, Data Reportal, and ITU data, year 2021. For the full dataset, see the Appendix
to the WP1 Market Reports.
® Source: Elaboration on Data Reportal and We Are Social data, year 2021. For the full dataset, see the Appendix to the
WP1 Market Reports.
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In terms of gender differences, the Facebook population is perfectly split between male and females
[50% each], while Twitter and YouTube are mostly used by men [respectively 66.3% and 51.3% of
the total]. In order the frame the analysis of Italian social media discussion, it has to be noticed that
Italians are not too used to get news though online newspapers and news services: the practice is
common among 50% of people aged 16-24 and 58% of aged 55-74, over a European average of,
respectively, 70% and 67%°.

The context of the research period in Italy

The research period (September-November 2021) was dominated by populist rhetoric centred
around the handling of the COVID-19 pandemic and economics concerns relating to the Recovery
Fund . In September 2021, the decree-law relating to the so-called "Super Green Pass" was
published in the Italian Official Gazette. This law extended the use of the green pass to all workers
with the declared aim of encouraging higher take up of vaccinations across the population.

Politician used the opportunity offered by the COVID-19 pandemic and the introduction of the
Super Green Pass, to showcase their positions in favour or against European policies, using the
comparison between the restrictive measures imposed in Italy and the more or less stringent ones of
other European countries.

From an economic point of view (in addition to the issue of the impact of the green pass for
workers), in Italy there was a debate on the Recovery Fund, the European program to guarantee
adequate support to EU countries. The fund aims to ensure the necessary funds to support the
recovery Member States, and more specifically on the National Plan for Recovery and Resilience
(PNRR), to be submitted to Brussels.

In terms of environmental sustainability, in Italy the tax relief called "Superbonus" was underway
(and subject to political debate); it consisted of a 110% deduction (starting from 1 July 2020 and
extended until 2022) of the expenses incurred for the implementation of specific interventions
aimed at energy efficiency and the installation of photovoltaic systems.

Research findings

Format use

Text is by far the most popular format. Almost all posts in the four dimensions —climate, economy,
Europe and health— use text to communicate (99%-100%). Except for a few tweets, the text is never
used "alone", but always in combination with images or links.

® Source: EUROSTAT Culture Statistics 2019, year 2018. For the full dataset, see the Appendix to the WP1 Market
Reports.



Formats®
Q2aText Q2blink Q2clmage G2.dVideo Totale

Main topipc  Climate Contegagio 165 a8 105 33 165
% in MainTopic 100,0% 53,3% 63 6% 20,0%
% in $Formats N 1% 35 6% 32,2% 27.5%

Economy Conteggio 123 ] TV 27 126
% in MainTopic 97,6% 46 8% 61,1% 21,4%
% in $Formats 232% 23,9% 23 6% 22 5%

Europe Contegagio 115 42 (i3] 27 115
% in MainTopic 100,0% 36,5% 60,0% 23 5%
% in $Formats 21.7% 17,0% 21,2% 22 5%

Health Contegagio 127 58 5 33 124
% in MainTopic 98,4% 45 0% 58,1% 25 6%
% in $Formats 24.0% 23,5% 23,0% 27.5%

Table 1: Formats * Dimensions

As can be seen from the following table:

e the prevalence of videos is related to Youtube (to which a link is associated in 77% of cases)

e the other formats adapt to the so-called affordances allowed and favoured by digital
platform’:  text is mostly associated with an image (88.5% on Facebook and 60% on
Twitter), with the exception of the "Twitter Media" channels, where the text is always
associated with a link that often links to the news published on an online newspaper.

" The term affordance stems from psychology (Gibson, 1979) and was repurposed by critical studies into the ideal users
and norms that are designed into software; affordances relate not only to end-users and their activities but also to
third-parties such as developers who extend the affordances offered by the platform, and advertisers who monetize
platform activities (Bucher & Heldmond, 2018).
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Formats®
Q2aText Q2blLink ©2clmage G2.dVYideo Totale

Channel Facehbook Group Conteggio 7a 7 73 1 78
% in Channel 100,0% 5,0% 593 6% 1,3%
% in BFormats 147% 28% 22.4% 0,8%
FEB All Paged Conteaggio 94 10 68 23 96
% in Channel 57 9% 10,4% 70,8% 24 0%
% in fFormats 17, 7% 4.0% 20,8% 19 2%
FB Media Pages Conteggio a3 47 82 2 93
% in Channel 100,0% 50,5% 88,2% 22%
% in fFormats 17 5% 18,0% 25 2% 1,7%
Twitter All Conteggio 100 45 a8 [i] 100
% in Channel 100,0% 45 0% 58,0% 6,0%
% in fFormats 18 9% 18,2% 17.8% 50%
Twitter Media Conteggio a0 TV 45 0 80
% in Channel 100,0% 96,3% 56,3% 0,0%
% in $Formats 151% 31,2% 13,8% 0,0%
Youtuhe All Conteggio 85 1 0 a8 a8
% in Channel 96,6% 69, 3% 0,0% 100,0%
% in $Formats 16,0% 24 7% 0,0% 733%
Totale Contegqio 530 247 328 120 535

Table 2: Formats * Platforms types

Publishing agents — Who posts?

Both professional and non-professional social media content is popular and shared on social media
platforms in Italy.

Still, professionally/institutionally produced content is the type of content that is prominent,
regardless of whether it originates from news media or political agents.

As can be seen from the following table:

e non-institutional organizations (mainly categories of citizens) publish mainly in Facebook
Groups (for 50.7%), which are the non-professional channel par excellence (in which 100%
of contents are not institutional);

e political agents prefer to share content on Facebook Pages (57%) and Twitter accounts
(40%) that are not managed by the media;

e on Youtube channels, the on-topic videos with respect to European themes are for the most
part (56%) published by media agents;

This can be explained by the ability of the media and political agents (politicians in particular)
to have agencies in charge of the so-called content creation and content curation activities
(Dale, 2014) on social media.



PublishingAgents?

Q3.3 Political Q3.b Media Q3c. Any other Q3d. Mon-
agent agent organization organization Totale

Channel Facebook Group Conteggio 1 1 0 74 76
% in Channel 1,3% 1,3% 0,0% a7,4%
% in $PublishingAgents 1,1% 0,4% 0,0% 50,7%

FE All Faged Conteggio 54 11 i} 26 95
% in Channel 56,8% 11,6% 6,3% 27,4%
% in PublishingAgents 56,8% 42% 20,0% 17,8%

FE Media Pages Contegaio 1 91 1 0 92
% in Channel 1.1% 98,9% 1,1% 0,0%
% in BPuklishingAgents 1.1% 34 6% 3,3% 0,0%

Twitter All Conteggio 38 38 4 21 100
% in Channel 38,0% 38,0% 4,0% 21,0%
% in $PublishingAgents 40,0% 14 4% 13,3% 14,4%

Twitter Media Conteggio 0 78 0 0 78
% in Channel 0,0% 100,0% 0,0% 0,0%
% in PublishingAgents 0,0% 29.7% 0,0% 0,0%

Youtube All Conteggio 1 44 15 25 T8
% in Channel 1,3% 56,4% 24 4% 321%
% in PuklishingAgents 1.1% 16,7% 63,3% 17,1%

Totale Conteggio g5 263 30 146 519

Table 3: Publishing agents * Platforms

Compared to the 4 dimensions we note that:

e Political agents (27,4%) focused mainly on issues relating to Health, in particular with

regard to the issue of the green pass, in particular during September 2021;

e Non-professional social media contents (Non-organization agents) and media agents instead
focused their attention on the climate (36%, in particular environmental sustainability and

energy saving, especially in November)

e Economic issues and those on Europe are more present in the contents published by Media

Agents, especially with posts / tweets of criticism of the Draghi government.

PublishingAgents®

Q3.a Political Q3.b Media Q3c. Any other Q3d. Mon-
agent agent organization arganization Totale
Main topipe  Climate Conteggio 21 94 18 44 163
% in MainTopic 12,9% 57.7% 11,0% 27,0%
% in $PublishingAgents 22,1% 357% £0,0% 30,1%
Economy Conteggio 25 G4 1 34 124
% in MainTopic 20,2% 51,6% 0,8% 27,4%
% in $PublishingAgents 26,3% 24 3% 33% 23,3%
Europe  Conteggio 23 47 8 34 112
% in MainTopic 20,5% 42 0% 7,1% 30,4%
% in $PublishingAgents 24,2% 17,9% 26,7% 23,3%
Health Conteggio 26 a8 3 34 120
% in MainTopic 21,7% 48 3% 2,5% 28,3%
% in $PublishingAgents 27,4% 221% 10,0% 23,3%
Totale Contegaio a5 263 a0 146 514

Table 4: Publishing agents * Dimensions

Across the platforms and themes, it is interesting to note that:



91.2% of political agents are Politicians and - referring to the political position in EU
parliament - they are 29.4% Independents and 26.4% Far-right nationalists (eg. Giorgia
Meloni, Pino Cabras, MoVimento 5 stelle)

70% of the Media Agents are newspapers (Corriere della Sera, La Repubblica, Il Fatto
Quotidiano), while only 16% and 12% respectively are broadcast media or (only) Internet
media agents.

Issues and topics - What is posted?

In regard with the subject matter of the news that have been analysed, we detected the following:

In general

e ‘Political agent’ was the most popular subject matter (36%-55%)
also, the category of ‘Other’ constituted the second most popular type of subject matter,
mainly because it was not covered by other variables. A key example of a topic being
categorised under the ‘other’ category was that of the Green Pass, as it was the main issue is
several news and Users Generated Contents.

e Subject matter referring to newsmedia (hence self-referential matter, where media were both
the subject and object of the news) were only 31, hence constituted only 5% of the total
subject matter.

Main topipe
Climate Econamy Europe Health Totale
WholsPosted®  Q4a. Political agent Conteggio 58 56 60 54 228
% in $WholsPosted 25,4% 24,6% 26,3% 237%
% in MainTopic 16,3% 45,2% 55 6% 45,8%
Qdh. Newsmedia Conteggio 10 7 T 7 31
% in $WholsPosted 32,3% 22,6% 22 6% 22,6%
% in MainTopic 6,3% 5,6% 6,5% 5,9%
Q4c. Any other organization  Conteggio a2 65 EN 39 217
% in $WholsPosted 37.8% 30,0% 14,3% 18,0%
9% in MainTapic 51,3% 52,4% 28,7% 331%
Q4d Mon institutional Caonteggio 48 30 15 36 129
agents % in $WholsPosted 37,2% 23,3% 11 6% 27,8%
% in MainTopic 30,0% 24,2% 13,9% 30,5%
Q4.e Other Conteggio 78 72 62 82 2484
% in $WholsPosted 26,5% 24,5% 21,1% 27,9%
% in MainTopic 48,8% 58,1% 57 4% 69,5%
Totale Conteggio 160 124 108 118 510

Tab. 5 Issues & topics * Dimensions

In Italian social media, we found "Political agents" mainly on Twitter (23%), while “Other

Organization are on Facebook Pages. Non-institutional agents are mainly present on Facebook
Group (50%) and Youtube (51,3%).

This can be explained by the specificity of the different social media: Facebook groups and Youtube
channels are in fact more characterized by users generated contents of a less institutional nature.



Channel

Facehook FE Media
Group FB All Paged Pages Twitter All - Twitter Media  Youtube All Totale
WholsPosted®  Q4a. Political agent Contegagio 32 49 32 62 34 29 228
% in $WholsPosted 14,0% 21,5% 14,0% 22,8% 14,9% 12,7%
% in Channel 47,8% 54.4% 36,4% 52,0% 43,6% 33,3%
Q4b. Newsmedia Conteggio 12 2 ] 8 1 3 khl
% in $WholsPosted 38,7% 6,5% 16,1% 258% 32% 97%
% in Channel 17,9% 2,2% 57% 8,0% 1,3% 34%
Qdc. Any other organization  Conteggio 23 41 50 36 32 35 217
% in $WholsPosted 10,6% 18,9% 23,0% 16,6% 147% 16,1%
% in Channel 34,3% 45 6% 56,8% 36,0% 41,0% 40,2%
Q4d Mon institutional Conteggio 27 18 20 10 7 47 129
EEELS % in §WholsPosted 20,9% 14,0% 15,5% 78% 5,4% 36,4%
% in Channel 40,3% 20,0% 22,7% 10,0% 9,0% 54,0%
Q4.e Other Conteggio 27 45 41 65 57 59 294
% in $WholsPosted 9,2% 15,3% 13,9% 221% 19,4% 20,1%
% in Channel 40,3% 50,0% 46,6% 65,0% 731% 67,3%
Totale Conteggio 67 a0 88 100 78 87 510

Table 6: Issues & topics * Platforms

Published by whom?

Examining the correlation of topics and publishing agents, it is noted that when the posts/tweets
concern political agents or public and private organisations, institutions and companies, they are
posted most frequently by media agents (respectively 47,35 and 55,1%); on the other hand, when
the contents concern “non institutional subjects”, they are published (for 39%) also by users not
related to organizations (nor to political / other organization).

PublishingAgents®

Q3.a Palitical Q3.h Media Q3c. Any other Q3d. Mon-
agent agent organization organization Totale
WholsPosted®  @4a. Political agent Conteggio 61 106 10 a1 224
% in $WholsFPosted 27.2% 47 3% 4 5% 228%
% in §PublishingAgents G5,6% 41,2% 345% 38,9%
Q4dh. Newsmedia Conteggio i} 11 1 11 24
% in $WholsFPosted 20,7% 37.9% 3,4% 37,9%
% in $PublishingAgents 6,5% 4.3% 3,4% 8,4%
Qdc. Any other organization  Conteggio 46 118 18 43 214
% in $WholsPosted 21,5% 55,1% 8,4% 20,1%
% in §PublishingAgents 459 5% 45 9% 52,1% 32,8%
Q4d Mon institutional Conteggio 18 50 14 46 118
EUELE % in §WholsPosted 15,3% 42,4% 11,9% 39,0%
% in §PublishingAgents 159,4% 159,5% 48 3% 351%
Q4. Other Conteggio 40 159 14 77 281
% in $WholsFPosted 14,2% 56,6% 5,0% 27.4%
% in $PublishingAgents 43,0% 61,9% 48,3% 58,8%
Totale Conteggio a3 257 24 131 4495

Table 7: Issues & topics * Publishing agents



Scope of news

Facebook posts had mostly a national scope, except for posts coming from Facebook groups sharing
the attention equally between European and national scope.

Facebook groups has a higher proportion of news with a regional or local scope. On the contrary,
twitter users focused more on European than the national scope. Tweets with regional or local
scope, instead, were entirely non-existent.

We therefore noted the more journalistic character of Twitter, which tends to be based on
contemporary factual news. On the other hand, Facebook is characterised by topics that are
user-generated that are more centred on the personal life and opinions of citizens.

Channel

Facebook FB Media
Group FB All Paged Pages Twitter Al Twitter Media  Youtube All Totale
Scope Global Contegagio 14 12 17 15 12 44 119
% in $Scope 16,0% 10,1% 14,3% 12,6% 10,1% 37,0%
% in Channel 25,0% 12,6% 18,7% 15,2% 15,2% 50,0%
Scope European Conteggio 52 a7 T4 L] 68 25 365
% in $Scope 14,2% 15,6% 20,3% 24 4% 18,6% 6,8%
% in Channel 68,4% 60,0% 81,3% 89,9% 86,1% 28,4%
Scope MNational Contegagio 62 73 63 69 43 38 348
% in $Scope 17,8% 21,0% 18,1% 19,8% 12,4% 10,9%
% in Channel 81,6% 76,8% 69,2% 69,7% 54.4% 43,2%
Scope Regional Conteggio T T 1 1 3 & 21
% in $Scope 33,3% 33,3% 48% 4,8% 14,3% 9,5%
% in Channel 9,2% 7.4% 1,1% 1,0% 3,8% 2,3%
Scope Local Contegagio 11 10 11 1] 1] 4 36
% in $Scope 30,6% 27,8% 30,6% 0,0% 0,0% 11,1%
% in Channel 14,5% 10,5% 12,1% 0,0% 0,0% 4.5%
Contegagio 76 95 91 94 ] a8 528

Aspects of Europeanity

This section examines more closely aspects of Europeanity as detected in the analysed posts. While
in the previous variables and categories these issues and topics might be of national, European or
global scope, here we examined whether they have a clearer European orientation or character.

The dimension of Europeanity that is most present (for about 60%) in online content in Italian is
that relating to “European law and governance” and the convergence of national legal system. In
particular, these are posts / tweets and videos related to the topics Economy (about the Recovery
Fund) and Health (about the green pass issue).

Two other dimensions that we mainly found were:

e the "European institutions", which are mentioned above all in the online contents that fall
under the topics Climate (37%) and Economy (27%)

e the “European Cultures", especially in terms of history (Facebook page of Alessandro
Barbero), science and technological innovation.

It is very interesting to note the dimensions of Europeanization that are absent and that, on a
theoretical level, can end up in the so-called spiral of silence (Noelle-Neumann, 1974), not finding
coverage in any of the online contents.



Hence, we noticed the almost total absence of the dimensions related to:

e the so-called "Europeanisation from below" (Della Porta, 2020), i.e. the role of European
Social Movements (we only found 6 posts on Italian social media);
e and contents produced by “European media” organizations (only 6 posts).

Main topipe
Climate Economy Europe Health Totale
Europeanity® @Q5A European people Conteggio 8 7 H 5 25
% in $EUropeanity 32,0% 28,0% 20,0% 20,0%
% in MainTopic 6,5% 7.3% 5,5% 51%
Q5B European (media) Conteggio 0 1 2 3 6
content % in SEUropeanity 0,0% 16,7% 33,3% 50,0%
% in MainTopic 0,0% 1,0% 2,2% 3,1%
Q5C European territory Contegaio 7 11 6 13 67
% in $Europeanity 652% 16,4% 9.0% 19,4%
% in MainTopic 29,8% 11,5% 6,6% 13,3%
Q5D European values Conteggio 16 14 18 15 63
% in $Europeanity 254% 22,2% 28,6% 23.8%
% in MainTopic 12.9% 14,6% 19,8% 15,3%
Q5E European (media) Conteagio 19 33 8 ] 69
industries & capitalist % in GEuropeanity  27.5% 47 8% 11,6% 13.0%
ECONOMIES
% in MainTopic 15,3% 34,4% 8,8% 9,2%
Q5F European interactions  Conteggio 8 11 11 4 34
& dialogues % in §Europeanity  23.5% 32,4% 32.4% 11,8%
% in MainTopic 6,5% 11,5% 12,1% 4,1%
Q&G European Culture(s) Conteggio 37 14 36 10 ay
% in $Europeanity 38,1% 14,4% 37,1% 10,3%
% in MainTopic 29,8% 14,6% 39,6% 10,2%
Q5H European democratic Conteggio 3 7 2 G 18
model(s) %in $Europeanity  167%  389%  111%  33.3%
% in MainTopic 2,4% 7.3% 2,2% 6,1%
Q5| European institutions ~ Conteagio 34 25 16 16 91
% in $EUropeanity 7 4% 27.5% 17,6% 17,6%
% in MainTopic 27 4% 26,0% 17,6% 16,3%
Q5J European law & Conteggio 35 48 46 66 185
HEEENTRIE % in $Europeanity 17 9% 24.6% 23,6% 33,8%
% in MainTopic 28,2% 50,0% 50,5% 67,3%
Q5K European MNew Social  Conteggio 1 i 1 4 6
Movements % in $Europeanity  16,7% 0,0% 16,7% 66,7%
% in MainTopic 0,8% 0,0% 1,1% 4,1%
Q5L European public Contegaio 16 11 0 2 29
sphere % in $Europeanity 552% 37,9% 0,0% 6,9%
% in MainTopic 12,9% 11,5% 0,0% 2,0%
Totale Conteggio 124 96 a1 98 409

Table 8: Indicators of Europeanity * Dimension

Close to 58% of the online contents address an economic aspect of European relevance, concerning
the economic policy imposed by the Draghi government or the economic policies in (parts of)
Europe/EU. Occasionally, they also involve unemployment, poverty, corruption, which are
mentioned by Eurosceptic and far-right voices, in order to attack EU economic policies and portray
them as destructive.

Close to 40% of the contents concerning the political aspect mainly related to the implementation of
the green pass, but also to the motions of the Italian spokespersons in the European institutions.
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Finally, a lower number of posts referred to the scientific aspect of Europeanity, involving scientific
developments or achievements, such as anti-COVID-19 vaccines and other medication.

Main topipc
Climate  Economy — Europe Health Totale
EurcpeanAspects®  Q5M Scientific  Conteggio 50 10 I a7 104
% in §EuropeanAspects 48,1% 9.6% 6,7% 356%
% in MainTopic 51,5% 11,9% 12,5% 50,7%
Q5N Political Conteggio a7 35 17 38 137
% in $EuropeanAspects 343% 25 5% 12,4% 27.7%
% in MainTopic 48.5% 1,7% 30,4% 521%
Q50 Economic  Conteggio 35 &7 40 M 153
% in FEUropeanAspects 229% 37.3% 26,1% 137%
% in MainTopic 361% 67,9% 71,4% 28.8%
Tatale Conteqaio 97 a4 56 73 30

Table 9: Aspects of Europeanity * Dimension

Discussion and concluding remarks

The research aimed to investigate how news professionals communicate European issues on the
main social media platforms in Italy, and how the public addresses these issues using the same
platforms. The research findings concerning the use of the social media platforms show issues and
aspects of Europeanity expressed by professionals and non-professionals, as they have been
presented in the previous section- They shall be considered in the light of the study’s specificities
and limitations.

Firstly, while the methods used to extract the posts per platform type/dimension/month were
sophisticated (see Cardoso et al., 2021), they still produced very specific results. The purpose of the
study was to analyse posts that were relevant and influential in the debates regarding the issues that
were discussed each time. Thus, the most relevant content was extracted on the basis of interactions
(on Facebook), estimated reach (on Twitter) and relevance (on YouTube), using a list of keywords
pertinent to each of the four dimensions (Europe, climate, economy, health). These criteria of
relevance led to the extraction of very specific content. Still, even when applying these criteria, a
big part of the content on YouTube, when checked, proved to be off-topic, for the dimension(s) it
was examined, and was not analysed.

Secondly, the specificities of the research period need to be taken into consideration in evaluating
the findings, in order to avoid generalisations. As mentioned, the research period was dominated by
the management of the effects of the covidl9 pandemic, especially on the economic level
(Recovery Fund) and on the political level (in particular the issue of access to the workplace with
the green pass).
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PLATFORMIZATION OF NEWS IN TEN COUNTRIES

PORTUGAL REPORT

Antonio Vasconcelos, Marta Carvalho,

Sofia Santos Matos, Rita Sepulveda, José Moreno

MEDIA AND SOCIAL MEDIA LANDSCAPE

The relationship between citizens and the media in Portugal is shaped by a high level
of trust in news, although slightly decreasing in most recent years. In fact, 61% of the
Portuguese claim they trust news, a percentage much higher than the average of the 46
countries (42%) that are featured in the 2022 Reuters Digital News Report - DNR (Newman
et al., 2022). This level of trust is even higher when focusing on some particular media
brands. According to the Portuguese Digital News Report (Cardoso et al., 2022), about 78%
of internet users in Portugal trust news coming from RTP (public broadcast media), SIC
(private broadcast media) and Jornal de Noticias (private print media). However, despite
these high levels of trust, it is important to understand that not all media is equally trusted.
For example, while public TV and radio are highly trusted by the Portuguese (European
Parliament, 2022), only about 27% of individuals trust news coming from social media
platforms (DNR, 2021). According to the World Press Freedom Index 2022 (RSF), “freedom
of the press is robust in Portugal. Journalists can report without restrictions, although some
face threats from extremist groups"'. In that sense, Portugal has the 7™ highest level of press
freedom of the 180 countries analyzed by the RSF. However, it should be pointed out that this
level of freedom tends to not be completely convergent with some aspects of the public’s
perception. According to data from the Portuguese DNR (2022), 36% of respondents disagree
that media is completely independent from political and governmental influence.

In 2022, according to the DNR, the main source of news for the Portuguese is
television (53,6%). In comparison, about 36,1% of respondents claim that the internet
(including social media) is their main source of news. However, when considering people
below 35 years of age, TV and the internet have a similar share. In fact, even looking

generally at the population, it is noticeable that, when asked about the various sources of

1
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news consumed in the previous week - instead of the main source of news - 79% of
respondents mentioned the internet, a slightly higher percentage than the 74% that mentioned
TV. While TV remains the main source of news in Portugal, new media platforms are
emerging and becoming increasingly more important in the Portuguese media diet. When it
comes to the consumption of news on social media platforms, Facebook, Youtube and
WhatsApp take the lead as the most used social media platforms by the Portuguese (DNR,
2022). The same is also true when it comes to general use. While the consumption of online
news is increasing, it is also important to highlight that 70% of Portuguese internet users are
worried about what is real or fake on the internet (Cardoso et al., 2022).

In general, we can find in Portugal a media landscape shaped by an incredibly high
level of trust in news, especially those coming from legacy media brands. While online news
play an increasingly larger role in Portuguese media consumption, they are usually not as
trusted by the people. However, younger individuals seem to progressively consume news in
these online platforms more often bringing forth questions regarding the future of TV as the

predominant medium in the Portuguese media diet.

SOCIO-POLITICAL CONTEXT

During the data collection period (Sep — Nov 2021), Portugal was going through a
moment of substantial political instability. Starting by September of 2021, most of the
political discussion in Portugal was centered around the local elections that took place on the
26™ of September, 2021 — elections that resulted in a change of the political party in power in
the country’s capital city, Lisbon.. Furthermore, there was a rise of candidates from the
extreme right party, “CHEGA”. These candidates brought to the public discussion, mainly,
populist themes, such as the prevalence of the gypsy community in Portugal, and criticism
towards the government’s response to the COVID-19 pandemic, especially measures about
confinement.’

In October of 2021, the state’s budget for 2022 started being negotiated in parliament.
Since there was a minority government, the month of October was highlighted by
negotiations involving the party in Government - Partido Socialista (PS) - and other parties
on the left, as these parties had approved previous budgets redacted by this government and
there was an expectation they could do it again. The divergence of opinions brought about by
this budget was the subject of political commentary on different Portuguese media outlets and
on social media. With the state’s budget not being approved by the Parliament on October

27", 2021 — and the consequent fall of the government — the main topic of concern became

2 At the time, Portugal had a minority government led by “PS” — a center-left party.



the new legislative elections (January of 2022). At the same time, one of the main opposing
parties — Partido Social Democrata, PSD (center-right) — was in the midst of internal
elections, which resulted in even more uncertainty regarding the outcome of January’s
legislative elections. Due to the importance of these elections, they were highly covered in all
media outlets and highly discussed on social media platforms.

Regarding the pandemic’s situation, Portugal distinguished itself from other European
countries, as it had already achieved an extremely high vaccination rate (close to 85% of the
population) in the month of October. Unlike other countries, where concerns were rising over
the new Omicron variant and a new confinement, in Portugal the pandemic was considered as

being somewhat under control.

PORTUGAL AND THE EUROPEAN UNION

The Portuguese tend to display a generally positive attitude towards the European
Union (EU). In fact, according to data from the European Eurobarometer (European
Commission, 2022), 78% of the Portuguese people inquired believe that it’s beneficial for
Portugal to be part of the EU. In that sense, the kind of eurosceptic rhetoric found in some EU
countries does not seem to be significantly prevalent in Portugal. Besides, Portugal possesses
a high level of trust in the EU (68%). By comparing Portugal’s trust in the EU, with the
average shown among member states (49%), we can infer that the Portuguese generally
showcase a pro-european sentiment. Portugal also displays a higher level of trust towards the
EU (68%) than it does towards its national government (45%) and parliament (41%)
(European Commission, 2022).

In general, the Portuguese people tend to agree with the direction of European
initiatives. We can conclude that by observing Portugal’s - above average - satisfaction rate,
regarding the EU covid approach (77%), as well as the EU’s response towards Russia’s
invasion of Ukraine (78%) (European Commission, 2022). These percentages are especially
important in comparison with the average satisfaction found among member states on both
these issues (56% and 57%, respectively). Regarding the most important issues facing the EU
in 2022, the Portuguese tend to highlight the international situation and the economic
situation. It should be noted that the Portuguese are not substantially worried about energy
supply in the EU and domestically, when compared with other countries probably because of
the country’s reduced dependency on Russian gas. Despite the trust that the Portuguese lay in
the EU, and its policies, it’s important to also consider that Portugal displayed an abstention

rate of almost 70% in the last european elections (2019)°. This percentage is much higher

3 https://www.eleicoes.mai.gov.pt/europeias2019/resultados-globais.html
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than the European average of about 50%. In that sense, while the Portuguese seem to value
and trust the EU, they are perhaps less convinced that they can cause change through the
European democratic process.

In general, Portugal is a country that seems interested in perpetuating the European
project. While the 2008 crisis - and the consequent imposition of difficult economic sanctions
by the EU on southern european countries - might have had an impact in some aspects of
people’s perception of the UE, trust in the institutions seems to have remained high or at least
been rebuilt. In that sense, despite a high level of abstention in the last european elections, the
Portuguese seem to be satisfied with the EU’s actions, and want to continue to be involved in

the european project.

RESEARCH FINDINGS

FORMAT

Graph 1 - Distribution of post format (multiple choice),

in percentage, in all 676 posts

Considering the 676 posts in the sample analyzed, it is important to highlight that text is the
most prevalent format within all dimensions (Europe, Economy, Climate and Health) and
platforms, with the exception of Youtube, on which the video format is predominant. Links
and images can be found in more than half of the posts but they are usually also accompanied
by text. However, it’s important to note that only 5,5% of posts contain just text. Between
Facebook and Twitter, the only significant difference in format is that the latter has less
prevalence of images. The image and link format derives mainly from news published by
Portuguese media outlets on social media. These posts contain a link to the main website of

the media in question, which consequently creates a preview image of the website, explaining



the frequent use of images and links in the same post. Due to technical problems, Twitter
often does not showcase this preview image when sharing a link, resulting in a disparity
between Twitter and Facebook in relation to the number of images. It is therefore important
to note that the datasets analyzed that comprising only posts by the media contributed
significantly to the high percentage of posts having both an image and link format. Regarding
video format, it’s important to highlight that it corresponds to only about 17% of posts, and it
should be noted that about 64% of these posts were from the analysis of the platform
Youtube. In that sense, we can conclude that the video format is not a favorite among
consumers of the content of this sample outside Youtube. This is especially true on Twitter
and Facebook groups, where this format appears in only 5 posts of the total 358 posts in those

datasets. Furthermore, in media datasets, the video format was not found in any post.

Graph2 - Distribution of post format by datasets (multiple

choice), in percentage of each dataset.

Among the four dimensions of analysis — Europe, Health, Economy and Climate — it is
noticeable that there is some homogeneity in the formats used across platforms regardless of
the topic. However, there are some differences that are important to address. The “climate”
dimension features a smaller number of videos in comparison to the other dimensions of
analysis. In the “economy” dimension, we find the smallest number of images, especially in
the “All Users” dataset — that includes both media and non-media content. In contrast to all
other dimensions, the “Europe " dimension has a relatively small number of both images and
links, which could indicate that there was less news published in this dimension, as in that
kind of posts these formats are predominant. Additionally, this dimension is characterized by

having more videos on Youtube than any other.



AGENT

In an overall analysis of the 676 posts in the Portuguese dataset we can conclude that
around half of them (51,5%) were published by media agents, 34,5% by non-organizational
agents, 8,9% by any other organizations and 5,2% by political agents. It is important to
highlight that the high number of posts from media agents is influenced by the presence of
two data sets (for each dimension of analysis) dedicated exclusively to this kind of agents.
Excluding these 8 datasets, the media agents would be responsible for 24,8% of the
remaining posts. Nonetheless, considering the 348 posts made by media agents, we can
analyze that Newspapers media and Television media account for about 83% of all media
posts. Regarding non-media content, it’s noticeable that 70,3% of posts came from
non-organizational agents, especially common citizens. In fact, out of 222 posts attributed to
non-organizational agents, 154 (about 70%) were made by common citizens.

In the Facebook, Twitter and Youtube “All Users” datasets - that include both media
and non-media accounts - for every dimension and month of analysis we can analyse which
posts had an overall bigger impact on each platform. Considering Facebook, we can see that
57,5% of the posts came from non-organizational agents. However, it is not common citizen’s
that publish the highest percentage of those popular posts, but instead online influencers
(50,7% of posts from non-organizational agents). The common citizen’s impact - when
looking generally at the data — derived especially from Facebook groups, where 109 out of
118 popular posts were made by this kind of agent. An important aspect about the online
influencer’s impact on the Portuguese Facebook dataset, is that all 35 posts were made by the

same exact individual, which is 29,9% of all Facebook “All Users” dataset.

Figure 1 - Example of a post published by Camilo Lourengo

Camilo Lourengo is a former Portuguese journalist and commentator that has a
substantial following on his Facebook page where he makes daily videos analyzing the

political and economical state of the country. In Figure 1 we present an example of a post by



Camilo Lourenco. His posts tend to follow a similar structure featuring a 15-25-minute
video, but also a description of all the topics approached in the video. We can find his posts
within the Facebook dataset across all dimensions and months of analysis. Given this
situation, it seems that online influencers are not as relevant on Portuguese Facebook as one
might think by just analyzing the data, but there is one particular figure that has a very large
imprint among Facebook users.

On Twitter's “All Users” dataset, we find that the majority of posts were made by
media agents (54,2%), but that political agents and non-organizational agents are reasonably
well represented as well (20% each). In that sense, the type of media posts dominance that
could be concluded by the analysis of all datasets can also be found when analyzing the
datasets with posts only from Twitter. Regarding Youtube, we found that 42,3% of posts
were made by “Any other organizations”. More specifically, out of 33 posts from the agent
type ‘Any Other Organizations’, 7 were made by public institutions and 26 by private
companies. It is noticeable that Youtube is the only platform in which organizations have a

substantial presence as agents.

Graph 3 - Distribution of posts published, by agent who posted and by

platform, in percentage to the total

It is interesting to highlight the low number of political agents found in the analysis.
In fact, out of 676 posts, only 35 were made by political agents. More specifically, 7 came
from the official accounts of political parties and 28 from the personal accounts of politicians.
Among the 35 posts made by political agents, most of them (40%) were associated with the
Portuguese Socialist Party (PS) followed by posts made by the far left (Portuguese
Communist Party and Bloco de Esquerda) (17,1%), as well as liberals (14,3%). It is also
important to mention that forces associated with the extreme right party, “CHEGA”, only

generated 3 posts within the entire dataset. Overall, while political agents have some



relevance (especially on twitter), they publish the lowest number of posts found within the

datasets.

Graph 4 - Distribution of posts published, by political affiliation of the

political agent who posted, in percentage to the total

DIMENSIONS

Throughout the months of September, October and November, there was a context of
uncertainty in Europe regarding the development of the pandemic, due to the appearance of a
new, more contagious variant of COVID-19, Omicron. For this reason, in the dimension
“Health”, there is a predominance of posts related to confinements, masks and vaccination, in
Portugal and in Europe. Additionally, there is also a substantial number of posts dedicated to
the discussion of problems within the SNS (National Health Service) due to a lack of health
professionals. In general, the topic of vaccination was especially popular, as Portugal
distanced itself from other European countries, due to its extremely high vaccination rate.

In the dimension “Economy” , it’s noticeable that the main topics of discussion are
related to the Portuguese political context, and the economic growth within the EU. At the
time of data collection, Portugal was going through a moment of political instability, related
to the difficult negotiations and eventual failure in parliament of the state’s budget for 2022.
For this reason, the most relevant posts were national in scope, dealing with budgetary issues,
political campaigns, and negotiations between political parties. However, there are also some
publications more directly related to the EU, mostly comparing the Portuguese and European
economic growth. Additionally, posts dealing with European relief funds for Portugal are also
frequently found.

Regarding the dimension “Climate” , the most popular theme was the COP 26- UN

Climate Change Conference 2021, held in November in Glasgow. In this conference,



worldwide leaders — including European representatives — discussed various issues related to

climate change, making this event especially relevant in this dimension of analysis.

SUBJECT

Across all dimensions of analysis and platforms, it’s noticeable that more than half of
posts (59,5%) address institutions and organizations, whether public or private. As previously
mentioned, national political issues are highly prevalent as a theme in the collected data. In
that sense, the most frequently mentioned “Institutions” are the Portuguese government, and
Institutions associated with it, such as the National Health Service. European and World
institutions, such as the UN, are also mentioned throughout the posts. Regarding private
institutions/companies, they represent about 40% of all institutions addressed.

After “Organizations”, the most mentioned category among all 676 posts is the
“other” category (about 44% of posts). In general, the prevalence of this subject is not
unconventional since it encompasses all posts that do not mention any of the other categories.

Non institutional agents — especially common citizens — are also frequently
mentioned, which might be related to the attribution of this category to both individuals and
groups, such as citizens, workers, doctors, etc. Political agents are less frequently mentioned
than previous categories, appearing in about 28,6% of posts. This leads us to conclude that
the Portuguese are more interested in discussing institutions than individual politicians or

political parties

Graph 5 - Distribution of posts published, by subject of the posts
(multiple choice), in percentage of the total 676 posts

Considering the subject matter of the posts in the sample, it’s noticeable that public

institutions are the most mentioned, with a presence in about 49,7% of all 676 posts. This



subject is especially relevant in the dimension “Climate”, which derives from the frequent
mention of the UN — organizer of the COP 26 — and the measures adopted by European
institutions in relation to climate change. In the dimension “Europe”, private
institutions/companies are more frequently mentioned than in any other dimension. Common
citizens also stand out from the remaining categories, appearing in about 37% of all posts
analyzed. This subject is especially relevant in both the dimensions “Health” and “Economy”.
Regarding the dimension “Health”, this prevalence could be related to the European concern
with non-vaccinated individuals, as well as the lack of health professionals in Portugal.
Additionally, the discussion surrounding the quality of life of ordinary citizens and workers in
relation to the 2022 state budget, could also explain the prevalence of the common citizen as
a subject in the dimension “Economy”.

Although Political agents are not substantially mentioned when considering all 676
posts, the politicians were a topic in about 25% of posts. This subject stands out especially in
the dimension “Economy”. As already explained, the months of data collection were
highlighted by negotiations surrounding the state’s budget, and posteriorly by measures
proposed by both politicians and political parties in relation to the following legislative

elections. This context tends to explain the relevance of political subjects in that dimension.

TV host/
Subjects / Political EU News Public Private Presenter/ Online Common
Dimensions party Politician =~ Groups Media institution institution Commentator Influencer citizen  Media
Climate 10 36 3 9 107 42 1 2 26 11 119
Economy 26 66 1 15 75 39 5 1 77 2 60
Europe 19 47 9 15 96 53 1 0 60 1 64
Health 11 25 0 13 63 26 3 1 83 1 55
Total 66 174 13 52 341 160 10 4 246 15 298

Table 1 - Number of references to Subjects in all the posts, broken up by Dimensions. Most references to

each subject are highlighted in yellow.

Taking into account each of the social media platforms under analysis, we can also
draw some conclusions. As shown in graph 6, we find the highest percentage of subjects on
Facebook. This could possibly be related to the unrestricted amount of space that users have
to write a post on Facebook, so people refer to many different subjects in the same post. In
comparison, Twitter, having a 280-character limit, conditions the number of subjects that
users can approach in a singular post. Observing graph 6, it is also noticeable that political
subjects are usually discussed on Facebook. In relation to news media, they are especially

relevant as subjects within the Facebook “all users” dataset (representing about 50% of




subjects), and inside Facebook groups (representing about 25% of subjects). Overall, it was
common to find on Facebook posts that resorted to a populist rhetoric, trying to appeal to the
average user addressing it directly. This style of communication could perhaps explain the
prevalence of non-institutional subjects on the platform. Lastly, regarding Youtube, we

conclude that political agents and organizations are the most frequent subjects.

Graph 6 - Distribution of subjects referenced in posts
published, by type of subject and by platform, in percentage
to the total of each dataset (multiple choice)

SCOPE

Considering the 676 posts analyzed we were able to identify the scope of 671.This
means that in 99% of cases it was possible to understand whether the scope of a post was
global, european, national, regional, or/and local. Out of the 671 posts, 19,8% were global in
scope, 81,1% European, 64,7% national, 4,8% regional and 9,8% local. We can also report
that more than half of the posts were both European and national in their scope at the same
time, which makes sense as the databases were built based on posts that were relevant for

Portugal and European topics, even in the dimensions other than “Europe”.

Graph 7 - Scope of all 676 posts, in percentage of the total

(multiple choice)



While the scope of posts tends to be consistent across dimensions, platforms and
media/non-media content, there are some differences that it’s important to highlight.

Looking at the different dimensions, we can report that the most significant
differences can be found within the dimension “Climate”, as it features the highest number of
posts with a Global scope and the lowest number of posts with a National scope. This is
likely because there was no climate specific issue happening in Portugal at the time.
Additionally, COP 26 was a very important topic in that dimension — especially in the months
of October and November. Other than this, the scope of posts was the same across
dimensions.

Considering the different social media platforms, it is interesting to highlight that 35%
of posts with a Global scope were in the Youtube datasets. This high percentage — especially
for Youtube — is related to the abundance of content from Brazil that approached European
issues, while drawing parallels with Brazil itself. While Facebook represents a higher
percentage of posts with Global scope (43,1%), it is important to mention that we only
analyzed 78 youtube posts in comparison to 358 from Facebook. It is also relevant to mention
that the highest percentage of posts with Local scope (51,6%) was from Facebook groups.
This is not surprising since common citizens (92,4% of agents in Facebook groups) are
usually more prone to discuss topics related to what is happening locally. Lastly, contrasting
media and non-media content, we can conclude that, while the number of posts with Global
scope is similar, media agents post more about European issues, and non-media agents about

national ones.

EUROPEANIZATION

Considering the 676 posts analyzed, we can conclude that european institutions
(discussed in 20,3% of posts), economic matters (14,1% of posts), european law and
governance (12,7% of posts), european territory (12,1% of posts) and political matters
(10,9% of posts) are the most popular dimensions of europeanisation. These topics represent
issues that are of some importance to the Portuguese people. For example, Portugal was
discussing the allocation of European funds, which could translate into a bigger interest in
European institutions and both economic and political matters. On the other hand, topics
related to european (media) content, european new social movements and the european public
sphere, are much less popular, representing (each) less than 2% of posts. In fact, only 27
posts (within the 676 analyzed) were related to these topics. The remaining dimensions of
Europeanization are averagely discussed, their presence ranging from 3,1% to 7,8% of posts.

Overall, it’s important to highlight that no dimension represents even 25% of posts, which



could indicate that the Portuguese are not specially interested in any dimension of

Europeanization in specific but discuss different dimensions

Graph 8 - References to the dimensions of Europeanization

(multiple choice), in percentage of the total 676 posts analyzed

Europeanisation by platforms:

As we can observe on graph 9, there is a balanced distribution between all platforms —
Facebook, Twitter and Youtube — regarding references to European dimensions. Facebook
has more posts related to European territory and European institutions than other platforms.
However, it is important to highlight that European institutions are among the most prevalent
dimensions in all 3 platforms, which could indicate that European decision making is of
higher concern to the Portuguese.

Youtube is especially relevant when it comes to the dimensions of Europeanization. In
fact, we can find on Youtube references to every single dimension, except for “European
People”. This could possibly be related to the prevalence of video format on Youtube, which
allows agents to simultaneously approach a diverse range of topics and dimensions. On
Twitter, we find lesser references to European dimensions, with the exception of the
following: “European Territory”, “European Institutions” and “European Law &

Governance”.



Graph 9 - References to the dimensions of europeanisation (multiple
choice), in percentage of the total for each platform

Europeanisation by dimensions:

Taking a closer look at the most popular dimensions of Europeanization and their
distribution within the four dimensions of analysis (Climate, Health, Economy, and Europe),
we can better understand how Europeanization is being discussed on social media.
Concerning European institutions, we can report they are more frequently mentioned in the
dimension “Europe” (38,0%). When it comes to European law and governance, we find the
highest number of posts within the dimension “Climate” (39,5%). Regarding economic
matters, as expected we found that they are more prevalent in the dimension “Economy”
(43,2%). In relation to European territory, we found half of posts within the dimension
“Health” (50%). Lastly, regarding political matters, we found substantially more posts within

the dimension “Climate”(62,2%).

REACH AND INTERACTION: COMPARISON BETWEEN MEDIA AND
NON-MEDIA

In this section of the report, we analyze how the users interacted with the different
posts analyzed, by showcasing various metrics related to engagement with the posts. To
achieve this, we first compared three Facebook datasets (all users, groups, media), followed

by two twitter datasets (all users and media).



Average and Total metrics on Facebook posts

All Users (n=120) Groups (n=118) Media (n=120)
Average Total Average Total Average Total
Followers/Likes at Posting 591,047 | 70,334,640 42,319 4,866,757 1,342,604 161,112,478
Total Interactions 6,475 777,114 536 63,226 1,287 154,483
Comments 833 99,975 69 8,146 310 37,194
Shares 784 94,094 95 11,186 135 16,226
Average Engagement rate (%) 1.1% 1.3% 0.09%

Table 2 - Average and total Facebook metrics for all posts, broken down by datasets (All Users, Groups
and Media)

In table 2 we can find various metrics related to Facebook. It’s important to highlight
that Facebook groups have an n of 118 posts, instead of 120.

It is noticeable that media accounts in the Media Dataset have substantially more
followers than “all users” and “groups” accounts in the correspondent datasets. In fact, the
average media agent has about 1,3 million followers, in comparison to 591 thousand in “all
users”. The difference in Facebook groups is even more significant.

On average, posts found within the Facebook “all users” dataset have higher numbers
of total interactions. Despite this, posts from Facebook groups have the highest engagement
rate (ratio between total interactions and number of followers/likes). In that sense,
proportionally, it is Facebook groups that have the most interactions. We can thus conclude
that communication inside Facebook groups involves less users but tends to be
considerably more interactive. In contrast, concerning media posts, it is noticeable they
have an extremely low engagement rate. This means that users are more inclined to follow

media agents, but they don’t interact (like, share, comment, etc) with them as much.

Average and Total metrics on Twitter posts
All users (n=120) Media (n=120)

Average Total Average Total
Followers 448,245 53,789,379 743,856 89,262,708
Reach 86,131 10,335,722 45,227 5,427,227
Replies 38 4,508 4 514
Retweets 35 4,156 3 402
Average Engagement rate (%) 0.016% 0.001%
Reach vs Followers (%) 19.2% 6.1%

Table 3 - Average and total Twitter metrics for all posts, broken down by datasets (All Users, Groups and
Media)




In table 3, we can find metrics related to twitter. Although we are analyzing both “all
users” and media datasets, it’s important to consider that about 54% of posts from the “all
users” dataset comes from media agents. Nonetheless, we can observe significant differences
between the two. It’s noticeable that twitter media has considerably more followers.
However, posts from the “all users” dataset have on average 47% more reach (number
of people who saw the tweet) than media posts. This metric is also related to the number of
total interactions. Posts from within the twitter “all users” dataset have considerably more
retweets and replies, resulting in more people seeing the tweet. In contrast, posts from
media agents have a very low engagement rate. In that sense, having many followers on
twitter is not always a guarantee that the post will be seen by a large quantity of people

In general, it's visible that Facebook and Twitter are used differently by both
producers and consumers of content. In that sense, posts found on Facebook tend to be more
interactive than on twitter. However, this dynamic might actually make twitter more attractive
for media agents, since their posts have low interactivity on both platforms. In contrast,
agents such as online influencers and common citizens, may be more prone to using

Facebook.

CONCLUSION

In this report we conducted an analysis of the Portuguese social media landscape,
presenting results related to the format, agent, subject, scope and the europeanization of
posts. These results were preceded by some considerations about Portuguese media as well as
general perceptions about Europe, and were followed by an analysis of some important
metrics such as the engagement and interactivity of posts. Additionally, we provided
throughout the report a detailed view of the social-political context in Portugal during the
period of analysis. The context is quite relevant, since the timespan of the analysis coincided
with some relevant events in Portugal, such as local elections and the failure of the state
budget for 2022, which resulted in the dissolvement of parliament and the scheduling of
legislative elections.

Regarding the format of posts, it was evident that text is usually the preferred way to
communicate. However, links and images also have a significant presence, especially in
media posts and in coordination - a link with an image preview. While video is not as popular
(besides Youtube), some agents successfully make use of this format, especially on Facebook,

as seen by the use of that format by the online personality Camilo Lourengo.



Considering the agents found within our dataset, it was noticeable that there were
some differences across social media platforms. In that sense, we concluded that non
organizational agents — especially online influencers (mainly Camilo Lourenco) and common
citizens — are very popular on Facebook; that media agents have a dominant presence on
Twitter; and that organizations stand out on Youtube. Regarding political agents, we found
that they were not substantially present in our dataset as agents. In fact, only 35 out of 676
posts were made by political agents. The reduced number of political agents was seen as
surprising given the contours of the political situation happening in Portugal at the time.

Regarding the subjects found within the various posts, we concluded that
organizations stand out as the main topic of discussion. In particular, public institutions, both
national and international, were highly discussed during the time of the analysis. This could
be related to the context, like the COP26, some concerns around the fragility of national
institutions, but also as an awareness of the impact that European institutions have on the
Portuguese economy, for instance due to the economic relief funds. By analyzing the subjects
of the posts, we also gained a deeper understanding of how the Portuguese discuss politics on
social media. The data indicates that users are more likely to mention institutions - such as
the government — instead of specific politicians or political parties.

Considering the scope of the posts, we concluded that most dealt with european and
national topics. In fact, it’s important to highlight that more than half of the posts were both
European and national in scope. In that sense, while European issues are seen as important,
they are usually articulated with topics of national interest. Additionally, comparisons
between Portugal and Europe were quite frequent, and contributed to the prevalence of
national and european posts.

Lastly, concerning the various dimensions of Europeanization, we concluded that
European institutions, economic matters and European law and governance are usually the
most relevant dimensions. The prevalence of these dimensions seems to indicate that the
Portuguese understand the impact that Europe has on the national paradigm. However, it’s
necessary to highlight that no particular dimension was present in more than 25% of posts. In
that sense, while there seems to be some interest in discussing these dimensions, none of
them seem to be prevalent in a substantial part of the discussion surrounding Europe on social

media.
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The Spanish media landscape

The media structure in Spain is based on geographical boundaries: national, regional, and
local. The national radio and television sector is regulated by the central government while
the regional and local radio and television sectors are regulated by each of the 17 regions
called "Autonomias" (Llorens, 2010).

Since the end of Franco's dictatorship in 1975, the development of the mass media in Spain
can be divided into two phases: the normative/legal development phase from 1976 to 1989
and the managerial development phase from 1989 to 2000 (Arrese et al., 2009).

The first phase, from 1976 to 1989, allowed the transition from censorship to freedom of
expression; therefore, from a system managed by the State to a system in which the media
are increasingly managed by private entities. Furthermore, membership in the European
Union has influenced the progression from a centralized media and communication policy to
a decentralized policy. The second phase, on the other hand, from 1989 to 2000, is
characterized by the creation of a hypersector of information through the formation of large
media and multimedia groups which occurred simultaneously with the development and
globalization of information technologies and the liberalization of the markets of
telecommunication.

According to the conceptual framework of Hallin and Mancini (2004 ) reported below in Table

1, Spain belongs to the Polarized Pluralist Model.

Table 1. The Three Models: Political System Characteristics (Hallin & Mancini, 2004).

Dimensions

Mediterranean or
Polarized Pluralist
Model

France, Greece, ltaly,
Portugal, Spain

North/Central Europe
or Democratic

Corporatist Model
Austria, Belgium,
Denmark, Finland,

Germany, Netherlands,
Norway, Sweden,

Switzerland

North Atlantic or

Liberal Model
Britain, United States,

Canada, Ireland

Newspaper industry

Low newspaper
circulation; elite
politically oriented

press

High newspaper
circulation; early
development of

mass-circulation press

Medium newspaper
circulation; early
development of
mass-circulation

commercial press

Political parallelism

High political

parallelism; external

External pluralism

especially in national

Neutral commercial

press;




pluralism,
commentary-oriented
journalism;
parliamentary or
government model of
broadcast governance;
politics-over-broadcast

ing systems

press; historically
strong party press;
shift toward neutral
commercial press;
politics-in-broadcastin
g system with

substantial autonomy

information-oriented
journalism; internal
pluralism (but external
pluralism in Britain);
professional model of
broadcast governance;
formally autonomous

system

Professionalization

Weaker
professionalization;

instrumentalization

Strong
professionalization;
institutionalized

self-regulation

Strong
professionalization;
non-institutionalized

self-regulation

Role of the State in
Media System

Strong state
intervention; press
subsidies in France
and ltaly; periods of
censorship; “savage
deregulation”[40]

(except France)

Strong state
intervention but with
protection for press
freedom; press
subsidies, particularly
strong in Scandinavia;
strong public-service

broadcasting

Market dominated
(except strong public
broadcasting in Britain

and Ireland)

Specifically, the dimensions refer to:

- The newspaper industry, i.e. the development of a mass press that influences the

structure of the media markets (Hallin & Mancini, 2004).

Political parallelism, i.e. the links between political actors and the media and the
extent to which the media reflect political divisions. This characterizes media systems
(Hardy, 2010).
Professionalization, i.e. the continuum between independent journalism and
instrumentalized journalism on the basis of the degree of autonomy, the development
of norms, and the orientation to public service rather than to the interests of one
individual (Hallin & Mancini, 2004).

Role of the State in the media system, i.e. the power of the political system to shape

the structure and the functioning of the media (Hallin & Mancini, 2004).



Media: the trust of Spanish citizens

According to Eurobarometer (European Commission, 2022), Spanish citizens have less
confidence in the media than all other European citizens. However, they trust traditional
media more than online media. In fact, radio is the most reliable means of communication for
Spanish people, followed by the written press. In general, across the European states, there
is greater distrust when it comes to online media and for the Spaniards in particular when it
comes to social networks. Indeed, the number of Spanish citizens who distrust these media
has grown compared to previous years.

Studies on the use of technological media show that in situations of crisis or emergency
there is a tendency to resume the use of more traditional media such as radio, press, and
television due to the high credibility of this type of media compared to online media
(Hornmoen & Backholm, 2018; Diezhandino, 2007). In the last decade, in Europe and the
United States, there has been an increase in the use of social media moreover the advent of
the Covid-19 pandemic has intensified online interaction and sharing both between people
already acquainted and strangers (Brailovskaia et al., 2022). A key element analyzed by the
Eurobarometer (European Commission, 2022) is the phenomenon of misinformation. Most
European citizens claim to have come across fake news and in particular, 81% of Spanish
citizens find news that they consider false or that distorts reality. This phenomenon has
media, political and social repercussions. Indeed, European citizens believe that this is a
problem for democracy.

Research carried out in the field of communication has identified a series of information
practices that produce prejudices and distortions of reality during emergency situations. For
example, during the health crisis due to the coronavirus, journalists, in generating news and
reporting events, focused more on controversies and scandals, emphasizing the sensational

and dramatic aspects (Cubero, 2019).



The research

Work Package 2 of the EUMEPLAT project aims to analyze the current situation of news
platformization in the 10 countries represented in the consortium. For Spain, data collection
was based on content posted by professional news producers and non-professional actors
on Facebook, Twitter, and YouTube social media platforms. Specifically, the social media
contents analyzed are those published between October and November 2021 and were
selected according to the four topics deemed most relevant by the Eurobarometer 2022:
Europe, climate, economy, and health. The focus of the following content analysis will be on
the most popular social media content for each of the six categories under investigation: all
Facebook users, Facebook groups, Facebook accounts of media organizations, all Twitter

users, Twitter accounts of media organizations, all YouTube users.

Facebook
All users category

The most popular Facebook post for the Europe dimension for the months of October and
November 2021 was posted from the Verdad Oculta page in October 2021. The social media
content of the post is a video about the blackout in Austria. In Image 1 below you can see a

screenshot of it and the title written by the user who posted the video.

Image 1.



For the Climate dimension, the Facebook post with the most interactions was posted in

November 2021 from the personal account of Yolanda Diaz Pérez. She has been the

Minister of Labor and Social Economy since January 2020 and the second Vice President of

the Spanish Government since July 2021. The social media content is a video entitled

"European forum" in which she herself talks about environmental issues and the Green Deal.

In Image 2 an explanatory screenshot of the Facebook post.

Image 2.

For the Economy dimension, the most popular Facebook post for the months of October and

November 2021 was posted by the Russian influencer residing in Spain Liu Sivaya, in

November 2021. The social media content is a video in which the influencer exposes her

own opinion on the way Spanish Prime Minister Pedro Sanchez is doing politics. Liu Sivaya,

in fact, has become famous for her way of expressing opinions regarding current geopolitical

situations. In Image 3 a screenshot of the video and the explanation of the content written by

Liu Sivaya.

;‘L" Liu Sivaya posted a video to the & Follow e
i playlist Alé Presidente

17 Novemnber 2021 -
PEDRO SANCHEZ TE PROMETE HASTA EL DINERO DE OTROS o el
ENIGMA de los FONDOS EUROPEOS...

Llevamos dos afios, escuchando las increibles contidades que nos
lllegarian de Europa en forma de regalo a fondo perdido por la cara
bonita del Presidente del Gobierno y sin embargo es justo ahora
cuando acabamos de solicitar la prmera parte de ese dinero que
no tiene demasiada pinta de venir del todo gratis &

;Otra mentira del Gobierno? Me pinchan y no sangro...

Image 3.



The most popular Facebook post for the Health dimension was posted by the official news
producer La Vanguardia in November 2021. The social media content, as you can see in
Image 4, is a direct link to an article on the newspaper's webpage reporting news of
demonstrations and riots in Europe by the citizens against the restrictions due to Covid-19

and the vaccination passport.

La Vanguardia @ & Follow ves
22 November 2021 - Q&

En las dltimas horas se han producido importantes
concentraciones en Austria, Dinamarca o Croacia, mientras que
Paises Bajos ha vivido su segunda noche de disturbios

Mas informacion aqui: https://bit.ly/3HJxxsa

Image 4.

Groups category

The most popular Facebook post for the Europe dimension was posted by a user in the
Public Group “Madrid with Isabel Diaz Ayuso”. The social media content is a link to an article
in the daily news La Razon which reports a fact that is happening between Isabel Diaz
Ayuso and Pedro Sanchez in relation to European funds. Specifically, as reported in Image

5, the article says that Isabel Diaz Ayuso will take the Spanish Prime Minister to court.

Image 5.



For the Climate dimension, the social media content with the most interactions on Facebook
was posted on the public group “PEDRO SANCHEZ PRESIDENTE” in November 2021 by a
user. The post is a text about COP26 held in Glasgow, UK. The social media content, Image
6, enhances the PSOE in Spain in relation to the management of climate change.

(TR Juankar Galba
'\Qj & Movember 2021 - @

¥ Congreso PSOE Aragdn #Avanzamos_

w @ PGy SG Pedro Sanchez: Pasamos de generacidn en generacidn y el instrumento
maodernizador y de avance gue no cambia nunca es el PSOE. Cambio y avance con el gue
cuenta toda la sociedad.

. Ahora se esta celebrando la #COP2E en Glasgow para hacer frente al desafio del cambio
climatice. Afortunadamente Espana cuenta con el PSOE para poder abordar todos los retos que
acarrea el cambio climatico con éxito.

. Es un orgullo que el PSOE este unido cuando mas lo necesita Espafia. Cuando se estan
abriendo camino propuestas socialdemdcratas en el conjunto de Eurcpa Il

. EI PSOE nacid para:

¥ Combatir la desigualdad.
¥ Extirpar la precariedad.
¥ Defender la igualdad de género.
¥ Ensanchar las bases de libertades y derechos sociales.

El PSOE gobierna para las amplias mayorias sociales.
. Esta semana han entrado los #PGE en las Cortes Generales. Unos #PGE que son
socialdemnocracia de manual. Y gue apuestan por una recuperacion justa 11

. Alfredo Perez Rubalcaba dijo: "el PSOE tiene gue pensar lo que dice, decir lo gue piensa y
cumplir lo que promete”

B sSML
L NIELA
¥ Pensiones.
% Ley de vivienda.
.f, Proteccion de trabajadores.

LO PROPUSIMOS Y LO CUMPLIMOS.

. Es importante este ejercicio de cogobernanza, didlogo v unidad que practicamos alli donde
gobernamos. Ha sido fundamental garantizar la unidad de nuestro pais para hacer frente a la
Covid-18.

. Esta crisis ha demostrado gue solo hay una via de avanzar: la socialdemocracia.
4 Gracias a ella estamos teniendo una recuperacion mas rapida, justa y limpia.
4 Porgue donde antes hubo corrupeidn ahora hay ejemplaridad.

. Orgullo de pais, porgue la vacunacion ha sido un éxito colectivo, hasta de aquellos gue rabian
por ello.

Estameos donde no estuvieron otros para hacer avanzar a la sociedad. PORQUE SOMOS EL
PARTIDO QUE NUNCA FALLA A ESPARA.

Image 6.

For the Economy dimension, the most popular Facebook post is the same post reported for
the Europe dimension in Image 5. In fact, that specific social media content covers both

topics.

For the Health dimension, the Facebook post with the most interactions was published on
the public group "Madrid with Isabel Diaz Ayuso", the same Facebook group in which the
most popular post for the European theme was posted. However, the social media content in
this case is a link to an article published on the webpage of the news producer La Razon
that talks about the research center El Zendal in relation to Covid-19. In Image 7 a

screenshot of the post.



Image 7.

Media category

For the Europe dimension, the most popular social media content was posted by the official
news producer La Vanguardia in October 2021. The post is a direct link to an article on the
newspaper's official webpage reporting the news that the European Space Agency has

published a satellite image of his Copernicus mission. In Image 8 a screenshot of the post.

Image 8.

The most popular Facebook post for the Climate dimension is the same most popular for the

Europe dimension in Image 8, published in October 2021. In fact, the social media content



that links to the La Vanguardia article reports the geological emergency resulting from the

eruption of the volcano on the island of La Palma, part of the Spanish Canary archipelago.

For the Economy dimension, in Image 9 you can see the most popular social media content
on Facebook. It was published in November 2021 on the page of El Pais. The official news
producer posted a link to an article on its website that reports the Portuguese situation with
respect to the new restrictions due to Covid-19, namely the closure of commercial activities,
as well as the obligation to telework and the suspension of classroom lessons, right after

Christmas.

Image 9.

The most popular social media content for the Health dimension is the same post that has
had the most interactions in the all users category, again for the Health dimension in I[mage
4.

Twitter
All users category

The most popular tweet, Image 10, related to the Europe dimension for the months of
October and November 2021 was posted in November by the ABC account which is a
professional news producer. The content is a text that shows the title of the article to which
the image below refers if a user clicks on it. The argument is the European Union's
perspective on the situation in Venezuela.

Image 10.



The tweet with the most interactions, Image 11, for the Climate dimension was posted in
November 2021 from the personal account of a Twitter user. The content is made up of text
only and shows the user's personal perspective on the mayor of Barcelona and the mayor of

Madrid referring to climate change.

Image 11.

The most popular tweet, Image 12, for the Economy dimension was posted by a professional
in the sector, the journalist Rubén Sanchez, in October 2021. The content is a text referring

to the cultural bonus in Spain.

Image 12.

The tweet with the most interactions, Image 13, for the Health dimension was posted from a
personal account of a Twitter user in October 2021 and is a text. The content refers to the

situation in Spain due to Covid-19 and compared to the rest of Europe.



Image 13.

Media category
The most popular tweet for the Europe dimension is the same post as all users category for

the Europe dimension and you can see it in Image 10.

The tweet with the most interaction, Image 14, for the Climate dimension was posted by
professional news producer El Pais in November 2021 and is a direct link to the official page
of the newspaper. The link is accompanied by a brief explanation of the topic of the article,

namely renewables in Europe and China.

Image 14.

The most popular tweet, Image 15, for the Economy dimension was posted by the ABC
newspaper, also mentioned above, in October 2021. The content is a link to the official
website accompanied by a text reporting the title of the article which refers to the debt and

the deficit of Spain in Europe.



Image 15.

The tweet with the most interactions, Image 16, for the Health dimension was posted by
professional news producer El Pais in November 2021. The content is a GIF accompanied
by text about restrictions in Europe for unvaccinated people.

Image 16.

YouTube
All users category

The most popular YouTube video for the European dimension in October and November was
posted in November 2021 by the Telefénica Empresas pymes Espafa channel. The video
talks about the digitalization of the country and about the European funds coming to facilitate
this process. Furthermore, it refers to how Telefénica Empresas will help SMEs to achieve
digitalization. To find out more, the title of the video is: Declaracion de principios Telefénica

Empresas. Llegan los Fondos Europeos.

The most popular YouTube video for the Climate dimension was posted in November 2021
by the DW Documental channel. The video talks about green hydrogen leaving open the

question of whether this is the solution to climate change or whether it will prove to be a



billion euros error given that the technology behind this technique is still in progress. To find
out more, the title of the video is: ¢Puede el gas ecoldogico salvar al mundo del

calentamiento global? | DW Documental

The most popular YouTube video for the Economy dimension was posted by the Economia y
Desarrollo channel in October 2022. The video talks about the financial situation in Colombia
and questions whether the South American nation is close to reliving a real estate crisis like
that of 1999. To find out more, the title of the video is: jEsta cerca COLOMBIA de repetir
una BURBUJA inmobiliaria como la del 1999?

The most popular YouTube video for the Health dimension was posted in November 2021 by
the La Vanguardia channel. The video talks about the incidence of Covid-19 on the rise in
Spain. In the description of the video, there is a direct link to the article since the channel is a
daily news channel. To find out more, the title of the video is: Suben los casos de covid, y

por primera vez no es grave | Josep Corbella.

Discussion and conclusion

From the content analysis of the posts with the most interactions on the social media
platforms of Facebook, Twitter, and Youtube we can conclude that there are patterns
depending on the platform and the agent.

Facebook and Twitter are two platforms that can be compared in terms of posted content
and the emotional charge they present. Both social networks are used both by the accounts
of official news producers and by the accounts of individual users registered on the
platforms.

The pattern detected by the contents posted by the producers of official news, i.e. the media,
is to use the social platforms, Facebook and Twitter in this specific case, to convey users to
their official websites where they publish their articles. Generally, the post tries to attract the
attention of users with captivating titles and images that deal with current issues.

The pattern detected by people publicly exposed as politicians or influencers, on the other
hand, is to shake the opinion of their followers and all the other users through the expression
of their opinion in a decisive way. This attitude drives users from being spectators to
becoming actors by interacting on social media platforms. Such a pattern is the same that
we can detect from the content analysis of posts published by Facebook and Twitter users
who are not publicly exposed. The fil rouge that binds this type of social media content is the
emotional charge, it is also having a precise opinion and taking a position in favor or against
a given issue. This way of communicating attracts the attention of other users and makes

viral the content.



There are studies supporting this conclusion that studied the trend of emotions on Facebook
and Twitter (Kramer et al. 2014; Larsen et al. 2015; Li et al., 2016; Sailunaz et al., 2019). It is
worth citing as an example the experiment by Kramer et al., (2014) which shows how
emotional states can be transferred to others through emotional contagion. The emotional
states of an individual lead another individual to experience the same emotions without the
latter being aware of them. In an experiment with people using Facebook, researchers
tested whether emotional contagion also occurs outside of direct user interaction by reducing
the amount of emotionally charged content on the homepage. When positive expressions
were reduced, people produced fewer positive posts and more negative posts; when the
negative expressions were reduced, the opposite pattern occurred. These results indicate
that the emotions expressed by others on Facebook affect our own emotions, constituting
experimental evidence of a large-scale contagion through social networks. Another study
supporting the thesis just described is that of Fowler & Christakis (2008), which lasted 20
years, from which we know that the most lasting moods can be transferred through
networks.

From the content analysis of YouTube content, on the other hand, we can conclude that the
most popular videos do not have an emotional charge. In general, the purpose of this
platform is not the same as the two aforementioned social media platforms, and also sharing
content on YouTube is much more time-consuming than social media of Facebook and
Twitter. In the latter ones, just a written thought followed by a click on the "publish" button " is
sufficient. However, YouTube remains a social media where subscribers can choose whether
to remain spectators or become actors, and the content on this platform presents videos that
can be categorized on the basis of the emotions they express like for the other platforms.

This is also confirmed by scientific studies such as that of Chen et al. (2017).
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Abstract

The present report introduces the context for the Swedish media system and notably the
observations made in systematic analysis of social media posts on Facebook, Twitter and
YouTube. The period covered spans three months in 2022 and the substantive areas reviewed
are those of economy, Europe, health, and climate. The ingoing advance of ICT blended with
commercial and organisational issues in upending much of Swedish media landscape. This
does not mean, however, that public media would have lost its significant position as the

most trusted source of news, applying to both newspapers and broadcasting.

The covered period was marked by intensive political upheaval on the national scene, coupled
with turbulence stemming from the European and international levels. Coverage of health
and social issues pertaining to the pandemic was less prevalent compared to many other

countries, however, probably reflecting that Sweden had a less restrictive policy regime,

1



leaving it up to individuals to behave responsibly rather than enforcing lockdowns. Yet,
Sweden was affected by the ensuing economic downturn. A hardening political landscape
featured anti-immigrant sentiments and a dramatic tilt towards the far right. Politically
charged social media content, including manipulative and outright fake news, clearly played
its part. While Facebook featured a certain balance, with some individuals and organisations
raising attention to substantive considerations, Twitter was swamped by outright slurs and
aggression associated with the nationalistic party. By contrast, YouTube displayed little

politically charged content.

Meanwhile, we observe that issues known to traditionally attract great attention in Swedish
public discourse, such as social affairs, environment, health, and wellbeing, received
relatively little attention in social media during this period. Economy and politics featured
vehement attention, however, especially in posting generated by public sources. For the
European and climate dimensions, the content of Facebook and Twitter posts displayed
marked contrasts, with the former mostly positive and the latter negative. Twitter traffic
places strong focus on migration, with much less so on Facebook. Climate plays a more
important role in Facebook and to some extent YouTube. Facebook was varied, for as many
posts in anti-immigrant groups there was the same amount in anti-nationalistic groups
(almost). In general, however, when looking at posts from individuals posting in groups, it
was about their discontent with the current leadership or current political topics/laws that
were not to their liking. While attention to health issues followed less of a clear-cut pattern,
the lack of direction observed in that area may be due to partly irrelevant data coverage in the

data base underlying this study.

Introduction

Social media platforms have gradually appeared as a highly charged medium for influencing
social and political discourse (Toots, 2019). Geographical and social mapping undertaken
over the years, in the US, UK, and European countries, illustrates how populist movements
apply big data analytics with skill and precision to thrive on social polarisation (Autor, 2016;
Becker et al., 2017; Ginsburgh, 2020). Excluded individuals and communities are particularly
prone to influence from “fake news”, while also more vulnerable to cybercrime and

commercially motivated misuse of data and identity theft (ICO, 2018).*

! Campaigns associated with a range of national elections, from the meddling in Ukrainian politics by Paul
Manafort and the Habsburg Group 2006-2014, across Cambridge Analytica in the UK to promote Brexit,
Russian-engineered and other troll farms intervening in the 2016 US Parliamentary election, exemplify
systematic disinformation on social media to influence the destiny of numerous political regimes at national
level. The social media accounts, primarily Facebook but also linking to other networks, of at least 126 million

2



The orientation and role and impact of such movements vary considerably, however, across
countries and geographical regions, as well as between social media channels. The present
study introduces and reports on the case of Sweden, drawing on three months of posts

published on Facebook, Twitter, and YouTube.

Following an overview of the Swedish media landscape, including observations on its
positioning withing the Nordic and wider European context, the report presents findings
from a review of content separating between the three main social media platforms in
Sweden, as well as six social media group types (all users of Facebook; Facebook groups;
media organisations’ Facebook accounts; all users of Twitter; media organisations’ Twitter
accounts; all users of YouTube), representing professional and non-professional social media
content. The posts were collected according to four dimensions deemed to be the most
important for EU citizens according to the 2022 Eurobarometer (Europe, economy, climate,
and health) and coded according to their relationship to the EU. It should be underlined;
however, substantive areas cannot be strictly separated. In practice, there is substantive
overlapping, the implications of which will be illustrated by scrutiny and analysis of examples

of some of the most impactful individual posts appearing during the studied period.

Overview of the Swedish Media Landscape

The Swedish media landscape forms part of the Nordic context, also spanning Denmark,
Finland, Iceland, and Norway. The region is typically viewed as located in the periphery,
enduring a harsh climate, and having a relatively sparse population. While the earlier history
of these countries was marked by poverty and frequent conflict, Sweden and the other Nordic

countries developed strongly from the late 19th century onwards.

Sweden, along with the other Nordic countries, is typically associated with a “corporatist”
media model (Hallin and Mancini, 2004) featuring: high circulation of written press tightly
linked to political parties and other mainstream social organisations, a notable degree of
journalistic professionalism and self-regulation, strong government influence associated with

financial dependency as well as influential public broadcasting (Andersson, 2022).

A relatively high reliance on public television for news and newspapers for public information
in Sweden, means that political actors mainly communicate with the electorate through the
news media. Since paid political advertising is banned in the mainstream media, political
actors tend to depend on skilled news management as a prerequisite for success in

communicating with the electorate.

Americans were shown to be compromised, with much of the activity that took place yet unknown,
unmapped, or not put in the open. See, e.g., ICO (2018), Cadwalladr and Graham-Harrison (2018).



Relative other Europeans, Swedes retain more trust in traditional media compared to news
transmitted via Internet platforms (EBU, 2020). At the same time, user-generated content
has grown in importance, leading to a blend, so-called popular journalism (Hujanen, 2004).
Editorial professionals find themselves competing with new kinds of raw material. While
opening for new possibilities, journalistic norms meet with new challenges in this context, as

will be returned to.

As can be seen from Figure 1, the share of individuals who use social media increased at a
modest but stable rate over the past decade, reaching 89% by 2020. Facebook dominated
strongly, as seen from Figure 2. The next most popular platform, Instagram, is used by 6% of
the population, and YouTube by 2,8 %. The true importance of each social media network

does not necessarily emanate from the share of the population using it, however.

Figure 1: Share of individuals using social media in Sweden, 2010 - 2020

Source: Eurostat (2021)

Figure 2: Ranking of Social Networks in Sweden as of May 2021, by market share

Source: Eurostat (2021)



Media history in Sweden

The Swedish media structure has been argued to reflect the institutional model as it has
evolved since the early 20" century. Important features of relevance here include a strong
presence of collective bargaining, marked by strong but indirect influence by the government,
by Heckscher (1957) coined corporatism.? Hallmarks of this model have been the presence of

“constructive” social relations and participatory governance (Kuhlne, 2016).

The Swedish media landscape, in line with the wider Nordic picture, features a generally
strong position for public media. Leading into the 1970s, the standing of public media was
backed up by regulation and public monopoly. The ban on advertising formed a key building
block. This changed in the 1970s following the dramatic breakthrough brought about by
Kinnevik AB, the media empire run by Jan Stenback, particularly TV3. The change became
possible due to a combination of changing technical, commercial and organisational
landscape. Swedish regulation prohibiting broadcasting proved possible to circumvent, for
instance, by arranging with Swedish television transmitted out of London. After TV3 became
the first commercial channel broadcasted in Sweden, Denmark and Norway, the legislation
was softening, undercutting public monopoly and rapidly leading the media market to a more
open playing field. The TV3 concept was applied not only in Sweden and the Nordics but also
in a number of Central and Eastern European countries, where the legislation when the same

way.

For the newspaper industry, Stenback similarly introduced Metro, distributed free of charge
across Stockholm thanks to a collaborative agreement with the local railway company. The
established "rules of the game" were thereby irretrievably changed. First-move advantages
from innovation and altering the market conditions were proven possible. Meanwhile the
stable political landscape of past years started to unravel. As party identification declined, so
as did trust in the mainstream parties (Allern, 2007). Meanwhile, the perceptions of political
influence in media started to change, turning dependency on funding from political parties
into a liability (Nord and Grusell, 2021). This, coupled with the rise of social media, raised
challenges for the morale and reputation of journalists and other media professionals. The

European refugee crisis starting in 2015 brought further volatility (Kelly 2018).

Social Media Use

The arrival of social media platforms such as Facebook, Twitter, and YouTube brought about

another wave of change. Some concern content, and where users turn to for obtaining various

2 The term originally arisen in Central Europe in the 19™ century, depicting an alternative “political economy” which aspired
to shape a middle-way between classical liberal economy and radical socialist transformation.



kinds of content.> “News”, for instance, has evolved towards shorter messages, produced by
anyone with a social media account. To some, credibility is associated with the number of
followers, retweets, reshares, reposts, and so forth. As seen from Table, 1 the share of the
population using social media, has grown in Sweden at a rate that is comparable to the other
Nordic countries. Yet, Sweden combines the rise of new media markets with continued robust
demand for traditional, public media. Radio and TV are consistently shown to remain the
most trusted media channels in Sweden, whereas social media ranks at the bottom (EBU,
2020). Comparing trust levels for different media channels, Figure 3 indicates that Swedes
report the most pronounced variation in trust levels, with public media at the top and social

media at the bottom.

2013 2014 2015 2016 2017 2018 2019 2020

Sweden 57 65 62 70 71 70 72 73
Denmark 64 66 65 74 75 79 81 85
Norway 68 71 73 76 83 82 86 88
Finland 51 56 58 62 66 67 67 75
Iceland 79 83 89 91 92 94

Table 1: Number of individuals participating in Social Networks,
per 100 people (Eurostat, 2021)

Figure 3: share of the population that express trust in media

Source: EBU (2020)

® https://www.statista.com/markets/424/topic/540/social-media-user-generated-content/#overview


https://www.statista.com/markets/424/topic/540/social-media-user-generated-content/#overview

The social media platforms have become powerful instruments for wide diffusion of all kinds

of messages. Some originate from influential individuals, celebrities, political parties and

public/private organisations/institutions to deliver their messages to the public. Others

originate from anonymous sources, some taking extreme positions with messages whose

content consist in outright fake news or distorted views of the world. At the same time, social

media platforms have become part of daily life for people of all kinds.

Analysis of the Data

Agents/poster/user and the scope

In this section, we examine the posts that have been collected over three months, using an

algorithm selecting posts across the main social media channels and substantive areas,

covering three months. As the sample thus depended on the functionality of the algorithm,

the analysis and conclusions are not based on aspirations to achieve statistical significance.

For sample posts, across Facebook, Twitter and YouTube, for climate, economy and health,

Table 2 reviews the share generated by the main sender categories (politicians vs.

professional media representatives) while Table 3 illustrates shares with a European vs.

national scope.

As a complementary illustration, Matrices 1 and 2 note the prevalence of a markedly

dominant standing of one sender category or the other, as well as a dominating scope for

European vs. national across the media channels and subject categories.

A number of observations stand out from this analysis:

v)

Political sources account for a greater share of sample posts every month during
the studied period compared to media;

On Facebook and Twitter, political agents dominate strongly as the main source;
On YouTube, media agents are more important, applying notably to Climate and
Economy;

Posting in the health sector was dominated by media, especially on Twitter but
also on YouTube;

Political sources and media taken together dominate the sample posts on
Facebook when it comes to climate and economy, appear more strongly prevalent
in the health area on Twitter, whereas their respective contributions are more

volatile on YouTube;



vi) As for European vs national, the two appear roughly equally represented in the

social media channels overall. Varying patterns appear across the media channels

and substantive areas, however;

month1 month2 month3 month1 month 2  month3

Climate all post Facebook 60 90 70 10 10 10
Economy all post Facebook 60 90 100 60 10 0
Health all post Facebook 50 40 30 0 30 0
Climate all post Twitter 20 50 50 20 10 0
Economy all post Twitter 80 0 50 20 0 10
Health all post Twitter 20 60 10 40 10 10
Climate all post YouTube 0 0 20 20 0 80
Economy all post YouTube 0 30No data 20 60 No data

Health all post YouTube 0 60 0 10 10 10

Table 2: Percentage of sample posts in each category that were posted by either
political or media agents, over studied 3-month period

month1 month2 month3 month1 month 2  month3

" Climate all post Facebook 70 90 40 60 10 40
~ Economy all post Facebook 60 40 0 40 60 100
 Health all post Facebook 100 60 70 60 40 20
~ Climate all post Twitter 100 100 50 20 100 50
~ Economy all post Twitter 30 0 10 100 0 %0
"~ Health all post Twitter 90 100 70 50 75 20
- Climate all post YouTube 80 0 20 60 40 40
" Economy all post YouTube 20 10  No data 20 40  Nodata
~ Health all post YouTube 0 0 30 0 90 40

Table 3: Percentage of sample posts in each category that had European and
National scope respectively (overlap is possible)

Matrix 1: Main sender shares, political/media agents (where above 50%)

Category’/Social Facebook Twitter YouTube

media POL MED POL MED POL MED
Climate > 50 > 50

Health >80 >70
Economy

Matrix 2: Scope primarily European/non-European (where above 50 %)



Category’/Social Facebook Twitter YouTube
media EUR NAT EUR NAT EUR NAT
Climate > 80 >70
Health > 80
Economy > 70
1) On posts addressing the economy multiple sources appear, with no single source

dominating the others in any of the substantive areas.

ii) On both Facebook and Twitter, sample posts tend to have a European scope when
it comes to climate and health, while the reverse applies to the economy, where
national scope is more prevalent;

iii) On YouTube, sample posts are dominated by national rather European scope;

More detailed observations for the respective categories follow below.

Standing of non-professional posting — Who posts and about what?

Beside professional posting, non-professional sources account for a substantive share of all
posts across all social media channels. Their standing among the sample posts varies
markedly, however. A dominating standing for citizen posts appear particularly on Facebook

Groups, which may be characterised as a leading non-professional channel.

Compared with conventional news and professional sources, non-professional social media
content is dominated by crisp, highly specific messages, which tend to concentrate on
particular themes that either have great topicality or resonate with concerns or opinions

likely shared by a large chunk of leadership, although not necessarily a majority.

Specific observations have been made in research on the representation of women in the
reporting of news online, compared to traditional media. On average, the share of stories on
news websites in Sweden reported by women has been found to be systematically higher
compared to the share of traditional news reported by women. Some associate this with a
trend towards political action being explained and reasoned by opinions and provoked by
emotions rather than based on factual truths (Kassab 2016). This coincides with the
identification of new journalistic challenges arising from more subjective and opinionated
inputs. This has been widely observed to raise new challenges for journalistic norms, e.g., in
regard to objectivity, impartiality, and accuracy, widely viewed as hallmarks of traditional
Swedish media. On the other hand, new opportunities appear as well, e.g., for novel to
cross-sectoral and cross-disciplinary approaches, and for connecting with the public

(Andersson, 2022).



It is worth noting that the main specific cross-border issues pulling in non-professional
posting during the studied period, i.e., the pandemic in health and calls for action to address
climate change, were the target of much aggressive and concerned social media traffic
notably on Facebook and Twitter. Cross-border issues in the field of economy were also
controversial, but still to a much higher degree addressed in communication that originated
from experts or professional organisations.

In interpreting these patterns, it is important to consider links between different kinds of
sources. Strongly nationalist (right-wing) posting, by leading politicians in the Swedish
Democratic Party, are resonant with the disproportionately active civil movement at that end
of the political spectrum. Outright misleading content, and fake news, have high prevalence,

with Twitter as the main social media channel for this strand of communication.

Meanwhile, posts appearing in Facebook groups were strongly leaning towards a National
Scope rather than a European one. On the dimension European vs. national, we further note

that:

e Posts addressing the former dominate on Twitter in the areas of Climate and Health,
with a strong non-professional pull:

e In regard to economy, non-professionals are strongly engaged too. The national
theme dominates on Facebook while the coverage is more balance European vs.

national on Twitter.

The European vs. national separation is of little relevance for posts on YouTube, applying

across all substance areas across the platforms and themes.
Other observations on citizen posts and the prevalence of the European dimension:

e The majority of the top posts on social media forms platforms fall under either neutral
or non-applicable categories when the European sentiment was analysed (Q.6). Both
predominately European and predominately non-European segment in this category
of posts were basically absent.

e The dominating posts shared in these groups emanated from citizens, rather than

political or media sources.

Examining individual and highly influential posts
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Analysis of aggregated categories of posts risk by-passing important aspects or misleading us
in mapping what patterns are most important. While it is difficult to generalise or draw any
definite conclusions on the basis of individual posts, we make selected observations on the
most influential posts within some of the main media categories, of relevance to casting

further light on how to evaluate some of the apparent patterns across social media channels

and substantive areas observed above.

The most viewed/shared/post on Facebook
emanated from a right-wing politician coming
out aggressively against the threat of losing

control to migrants, visit:

htips: //www.facebook.com/100050269188783/posts/420676582951311)

The most viewed post on Twitter was a media posts,
addressing the economy, highlighting a major stock
exchange downturn associated with the pandemic, visit:

https://twitter.com/Aftonbladet/status/

1 2 1 1

The tweet with highest impact in e climate (climate post)
taking a strong stance that nuclear power is unsustainable.
This post also has a strong European link, as it comes out
forcefully countering the position of several other European

countries in this respect, visit:

https://twitter.com/ParHolmgren/status/1448315572597428231

This Tweet with the highest impact in the areas of
posts relating to Europe was actually a post that
boasted about Sweden’s standing in a particular
area, namely that of advancing towards replacing
fossil-fuel driven cars by electrical cars, authored
by the Minister of Environment in the Swedish

government at the time. This post is hardly

characterised by a pro-Europe perspective but is
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rather marked by nationalistic touch. On the other hand, it is markedly pro-climate policies,

visit:

https://twitter.com/bolund/status/1438903460624273414

This Tweet has highest impact in the health-related

tweets:

https: //twitter.com/ Expressen/status/

1464331964362727435

representing a dramatic message about new virus

variants.

Another post with a lot of
traction claims that Swedes have
the right to be alarmed as
immigrants are taking two
pensions, both in Sweden and in
their home country, in this way
cheating the system. The post
spread widely as it was furthered
by several Swedish FB groups
during, all of which were
radically right wing and devoted
to anti-immigrant rhetoric. The
subject area represents a blend
of economy and
Europeanisation, advancing
incorrect information and
playing on prejudice of citizens
with low education with an
adverse view of Swedish taxes

and internationalization.

The above is of high relevance by
supporting the right-wing

H.- Chba Skribant

e 12 September 2021 @
| BORJAN AV SOMMAREN KOM LARMET PENSIONSMYNDIGHETEN
UPPTACKTE ATT : INVANDRARE FAR TWA PENSIONER SAMTIDIGT.
Cha 3kripent.
Stickprovsundersakningar som Pensionsmyndigheten nyligen borjat gbra visar att sa manga
som varannan invandrare felaktigt och genom fusk kan ha fitt dubbla pensioner utbetalda.
myndigheten ska nu forsoka krava tillbaka pengama.
hdnga som invandrat till Sverige | arbetstor alder har ratt till pension fran sitt gamla hemland. |
det fallet har man antingen inte ratt @il allman pension | Sverige dverhuvudtaget eller endast
med overskjutande belopp.
hdnga invandrare som anstkt om svensk allimin pension har dock valt att undanhdlla for de
svenska myndigheterna att man far pension fran ursprungslandet. Penslonsmyndigheten har
inte kontrollerat sakformallandena utan litat pa att de uppgifter man fatt | ansokningarna ar
riktiga.
Fel | vartannat fall
Férst nu har myndigheten borjat gora begransade stickprovskontroller. Dat visar sig dd att sd
mdnga som varannan av de invandrare som kentrollerats inte berdttat att man far pension fran
det tidigare hemilandet.
Av det 316 parsoner som hitils kontrollerats har fusk med dubbla pensioner uppdagats hos
167. Det handlar om personer som invandrat till Sverige frin Bosnlen och Hercegovina |
samband med Balkankrigen pa 1990-1alet.
Bara | denna stickprovsgrupp handlar det om 4,4 miljoner som felaktigr tagits ut ur det svenska
pensionssystemet och nu krivs tillbaka. | samma grupp har ytterligare flera tiotals miljoner
kronor stoppats som annars felaktigt skulle ha betalats ut.
Ska kontrollera personer fran flera ldnder
=Wl valde att Inleda med detta land di manga invandrade tll Svenge | arbetstér dlder vilket gér
att vl antar att man kan ha penskon fran sitt hemland. Pensionen fran hemlandet behdver man
redovisa | sin anstkan och det har man inte gjort | tilirdcklig omfattning, forkiarar Magnus
Rodin, chef fir Pensionsmyndighetens produktionsavdelning.
P& myndighetens webbplats uppger man att fler stickprovskentroller kommer att ske riktade
mat andra lander dar man bedomer att det kan finnas manga som har pension fran hemlandet.
Vilka lander det blir 3r just nu inte beslutat.
- Det dr vikiigt att man inte gldmmer bort eventuell pension fran andra lander nar man ansdker
om allmadn pension | Sverige. Det 4r ocksa batire att informera oss om man tror att det kan ha
blivit fel 53 att inte ett eventuallt dterkravsbelopp vaxer sig onbdigt stort, sager Magnus Rodin.
Arenden har overlamnats till polis och aklagare
Samnytt har talat med Pensiensmyndighetens pressansvarige, Johan Andersson som uppger
att det inte bara handlar om misstag utan ocksd om medvetat fusk och att ett antal drenden
har twerlamnats tll polis och dklagare.
Art Penslonsmyndigheten inte regelmassigt kontrollerar alla som ansdker om svensk pension
beror enligt Andersson dels pa bristande resurser och dels pa att det ofta Inte gatt att uppratta
nagot samarbete med myndigheterna | de ldnder som manga Invandrare kommer fran.
Enligt statistik pa Penslonsmyndighetens webbplats uppbdr cirka 2,3 miljener personer aliman
pension | Sverige. Hur stor andel av dessa som Kan tankas ha pension ocksa fran et annat
land framgar inte.
Kwarts miljon kan ha pensien fran annat land
Johan Andersson uppger far samnytt att myndigheten skickat ut ett fragebrev till cirka 255
000 personer som man bedomer kan vara berattigade till pension fran ett annat land. Det
verkliga antalet &r dock higre eftersom brev | torsta hand skickats ut till personer med
ursprung | EU- och EES-lander och endast | begransad utstrackning tiil personer som
Imvandrat fran mer avlagsna lander.
Andersson medger att 50 procent dr en hig siffra for hur manga som felaktigt fitt pension |

Ciimrime e mmmsne mek e b mwfe st ben o B s ren i ke e e e med i s i S s
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agenda in Sweden, purposefully devised so as to reach large numbers of voters who may have

potential interest in interacting with the post.

In the end, a couple months later, the Swedish Democrats became the second largest party as

the right-wing coalition won the election
That post has been featured in the following groups:

1. Visom kréaver en folkomrostning om fortsatt invandring till Sverige (We who demand
a referendum on continued immigration to Sweden)

2. Sta Upp For Ett Tryggare Sverige (Rise up for a safer Sweden)
Stoppa Islamiseringen Av Sverige (Stop the Islamization of Sweden)

4. Visom stodjer SD (MP ut ur riksdagen!) (We who support SD (MP out of

parliament!))

Out of the 50 posts with most traction under Economy Facebook Group posts, four were the
same post by the same user, in four different groups. Gaining a lot of traction and spewing

propaganda prior to the run up of the Swedish Election.

Under the umbrella, out of the posts
coded, eight were anti-European, and 24
were neutral (the rest of the 50 were
irrelevant and not coded). This shows a
trend were, in FB Groups, the posts
which get a lot attention and that users
are interacting with are in general
neutral/anti-European leaning. No
posts, in groups, are European positive,
showing us which direction the
conversation on the platform is headed.
As mentioned earlier, in the following
election the right, Eu critical, side won

the majority.

Another trend we can see from the
coding of this time period is an anger
towards Swedish politicians when it
comes to their environmental policies in

contrast to current energy prices. Many

of the posters are not environmentally
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conscious but are frustrated with rising fuel and electricity costs. The group
“Bransleupproret” (The Fuel Rebellion) has had a lot of traction, and five of the 50 posts are

in this group (two of the top ten).

A related significant theme in its own
right, is the Swedish pension scheme,
and particularly that such a large
number of Swedish pensioners are
considered poor. Seven out of 50 posts
are in the group “Din Kommande
Pension!” (Your upcoming pension!),
and five of the posts are in the top ten.
This is hugely surprising but shows us
where much of the focus has been on
Facebook in Sweden and highlights
the kind of demographics using the

platform.

Finally, a general consensus of the
posts is that there is a large focus on

the Swedish countryside, virtually

none of the posts have to do with the

major cities or are people from Sweden’s main urban areas.

Concluding observations

The research findings concerning the use of social media platforms demonstrate a strong
connection to the topics that were relevant and influential in the general public debate at the
time. This applies particularly to Twitter and Facebook, less so to YouTube. Using a list of
keywords pertinent to each of the four dimensions (Europe, climate, economy, health)
opened for multiple observations. Among them, political and media sources account for most
sample posts on Facebook and Twitter during the studied period compared to media; Media
sources were stronger in the health sector, and also more generally on YouTube.

Non-professional sources were particularly prevalent on Twitter, and Facebook Groups.
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Europeanisation may not appear of highest relevance in social media, when analysing the
main orientation of posts across the various social media channels and subject areas.
Examining in greater detail the individual most influential posts in different categories,
however, opens for other interpretations. Beyond the aggregate numbers, topmost posts
viewed/watched on Facebook, Twitter, and YouTube, demonstrate a complex interface
cutting across geographical borders and blending diverse sets of issues. While the focus may
not have been on Europeanisation, some of the most influential posts allude to
internationalisation, Europeanisation, a loss of national sovereignty, etc., in ways that appear
purposefully employed to undercut public confidence in policymaking, the need of addressing
climate and environmental issues, sow further doubts about migrants, etc. On this basis, and
also since the sample of posts examined in the present study was selected using a specific
algorithm, with no aspiration to arrive at statistically significant results, further in-depth
research should be undertaken to examine the role of various social media channels and

content in politics and the social discourse.

The wider social and political context that marks the period under study needs to be taken
into consideration. Sweden, the period studied in this report was marked by lead-up towards
a general election. As we know now, the political right was to experience a major
breakthrough, with the previous left-centre government overturned and replaced by a rightist
government, dependent on the extreme Swedish-Democrats. The aftermath of the global
pandemic still exerted an impact. We may assume that Europeanisation as well as climate
change, received major attention in Swedish political and social discourse, along with issues
of health and environment more broadly, than is normally their case. Their true significance

may still be trapped in linkages to the coverage of other subjects.
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EUMEPLAT: PLATFORMIZATION OF NEWS IN TEN COUNTRIES
WP2 Country Report Turkey

Lutz Peschke & Yasemin Giimus Agca

Abstract

This report presents the results of WP2 within the context of the EUMEPLAT project. Depending on
the coding results of the Bilkent University team, it discusses the practices and tendencies adopted in
the use of social media in Turkey. The report covers a scope of two months period, October 2021 and
November 2021 and uses the most shared posts on Facebook, Twitter, and YouTube. In the first
section, background information on news sharing and platformization in Turkey is provided along with
a reference to the Europeanization process in order to lay the ground for further analysis. Also,
background information on the recent media landscape in Turkey is provided. The discussion part
addresses the four dimensions of Europeanization, Europe, Economy, Climate, and Health, and traces
the implications of their usage. The second part presents the results around the format of the posts
and agencies that share these posts. The last section of the report assesses different dimensions of
the concept of Europe according to the degrees they are addressed and asks what type of European
referents are addressed during the time scope of this research. It also asks whether we can talk about
general tendencies and common aspects in terms of social media usage in Turkey.

Introduction

With a population of over 84 million, Turkey emerges as one of the most crowded countries in
the South of Europe. The number of young people comprises 15.3% of the overall population
which makes the country enjoy a unique dynamism in terms of employment, health system,
education, and cultural investment while complicating the same issues since the distribution
of information, news, and agencies is directly impacted by the same reasons (Turkiye
istatistik Kurumu, 2022). Yesil discusses the media in New Turkey and identifies the system
in Turkey as shaped by an authoritarian neoliberal state (Yesil, 2016, 2). As such, the actors
of the media system are forced to address the citizens “through a political economy lens”
which results in the reception of Turkey’s “economic, social, and cultural terrains through the
lens of the country’s media system” (ibid., 2). Significantly, Yesil’s statement is in parallel with

the findings of this research.

A look at Turkey’s history will point to a very specific chapter; the September 1980 military
coup with its higher impacts on the internal and external politics of the country emerges as a
shift in the history of media as well (Kaya & Cakmur, 2010). In the following years, the country

had several detours between the military regime and the civilian regimes. Kaya and Cakmur



(2010) demand that in order to understand the nature of shifts in the Turkish media
structures, it is necessary to trace the socioeconomic and political structures in Turkey.
During the early 1990s, Turkey witnessed a quick shift into a “market-based and
outward-oriented strategy” resulting in the adaptation of a massive communications network.
This was later experienced through “an expansion of the media infrastructure and an

increase in media outlets and products.'

However, these transformations were experienced in parallel with constant political
intervention and the instrumentalization of the media outlets by the actors in the economy. As
is seen in Turkey’s WP2 results, the practice of instrumentalization, especially for economic
motivations, continues in the context of social media usage. One significant example
emerged during the Gezi Park protests in the summer of 2013. As of 2014, Twitter use in
Turkey had risen to the biggest number serving as an “organizing tool for political and social
purposes” (Kaya, 1994). However, this also caused the AKP government to centralize the
Internet Service Providers between 2015 and 2016. With traditional media already remaining
under the control of the government, social media usage, in this sense, emerged as an

independent and more liberal media for the citizens in Turkey.

According to The Reuters Institute Digital News Report 2022, when the social media posts of
this research are extracted, the pandemic situation had further damaged “the political and
financial conditions for independent journalism in Turkey.” While the number of print
newspapers tragically declined as a consequence of the pandemic, this resulted in the
citizens’ quests for alternative media and news consumption largely took place through social
media. While Twitter remained as a platform for shared information, news, and ideas,
Youtube and Instagram provided “particularly useful for visual content and generating traffic
for social and economic issues, such as women’s rights, which are largely ignored by the
pro-government media during 2021 (Reuters Institute, 2021). This is interpreted as a concern
for the spread of misinformation and provocation. In addition to Turkey’s internationally
recognized fact-checking organizations such as teyit.org, the Presidential Directorate of
Communications announced its preparations for a fact-checking platform which would serve
under governmental regulations. Interestingly, the same Reuters report reveals that 73% of
internet users viewed Youtube, for news, which is followed by Facebook with 54% usage.
Twitter comes last in this list with 48% of the overall users. This scene provides both
opportunities for a free media landscape while bringing in several challenges. Yesil claims
that these developments were experienced through “state-centric media discourses” created

and distributed by “a seemingly pro-European Union AKP party”.

! Rasit Kaya, (1994) “A Fait Accompli: Transformation of Media Structures in Turkey,” Metu Studies In
Development, Vol. 21, No. 3, pp. 383—404.



Methodology

Three coders were involved in WP2 and they coded 24 datasets comprised of various
Facebook, Twitter, and Youtube posts. The coders relied on the Codebook prepared by the
WP2 team and they worked independently. The coding of 144 posts was selected randomly,
yet they were chosen according to the suggested number to be devoted to each platform.
Bilkent team also took the dimension titles of datasets such as All posts, Europe, Health, and
Climate into consideration. Accordingly, a majority of the posts belong to Facebook, and later
Twitter while a lesser number of YouTube posts are used to be double-coded. In this way, all
chosen 144 posts make up 20% of the total posts in each month. Upon completion,
Krippendorff’s Alpha was applied to each month. With Month 2 and Month 3, 104 columns
and 52 variables are filtered and for both months the results proved higher than 0.78-100
which is an adequate indication to interpret the results we reached through Krippendorff's

test.

Recent Media Landscape in Turkey

News media in Turkey has received both attention and criticism in recent years. As one of the
long-term effects of the military coup mentioned above, news reporting has undergone
several changes in terms of ownership, press freedom and national reception. While
Television still serves as the main source of news, Turkish citizens consult internet media for
alternative news reporting. According to Reuters News Report, 61% of the social media
users in Turkey use these platforms for news. In addition to the state-controlled TRT (Turkish
Radio Television Channel), private channels such as atv, Ahaber, ShowTV, and KanalD
disseminate TV news as private sector which is directly or indirectly connected to the AKP
government. A maijority of the news channels belong to Ciner, Dogus, Demiréren, Hayat
Gorsel, and Kanyon groups. Often these channels have to retain government contracts since
they are vulnerable to tax fines, security problems and advertisement bans, especially after
the 2020 Turkish law that ruled new regulations on the existing internet laws in terms of
content removal. On the other hand, there are also independent channels such as FOX TV
and Halk TV which, despite the high amounts of fines they are subjected to, continue
broadcasting anti-government news and hosting critics who are not supported by the AKP

government.

The case of CNN Turk, which started as an independent 24-hour news reporting channel and
a showcase of the AKP government as an indication of their “promises for full membership in
the European Union” demonstrates the extent of state pressure on news media. Right after
2013, when the Gezi Protests took place, CNN Tirk started imposing self-censorship. Its

sale to Demiréren Group, a pro-government business in 2018, parallels the shift in the



governmental discourse toward issues such as press freedom and full membership in the
EU.

It is also significant that the time period of this research coincides with the fourth wave of the
COVID-19 pandemic in Turkey. As of September 15, 2021, Turkey reported its fourth wave
as well as the fact that RTUK (Radio and Television Supreme Council) fined several
journalists for reporting on the number of cases and death. Turkey is also preparing for its
2023 general elections which are regarded to be one of the key moments in the history of the
country. In the midst of a severe economic crisis, the past five years have especially been
challenging for news reporting and platformization. The coded posts of this research highlight

these issues in general as they are shared through Facebook, Twitter, and Europe.

Coding Results
Who's the agent who posted it? (Q3)
Climate and Europe (All Posts)

Fig. 1 shows that nearly 60% of the Facebook and Twitter posts about Climate/Europe were
written by political agents. Two third of the Facebook posts were posted by politicians from
CHP (Republican People's Party) which is the biggest opposition party in the Turkish
parliament. The party belongs to the political middle-left spectrum in Turkey. Its program is
almost pro-European oriented. Only two of the 20 posts were posted by members of the
Islamic-conservative AKP (Justice and Development Party) which is the biggest of the two
parties which is the biggest governing party in Turkey at the moment. The Tweeds posted by
political agents with climate/Europe dimensions were equally posted by members of AKP and
CHP (5 posts each). While only one media agents are among the top 20 (top 10 of month 2
and month 3) posted on Facebook, 6 tweeds were posted by media agents. Half of them
came from the national press agency Anadolu Ajansi. The other half consists of newspapers

(2) and a broadcast channel (1).

Among the top 20 posts, no political agents were identified that used YouTube for content
with climate/Europe dimensions during the period analysed. Only 13 channel posts with
climate/Europe dimensions could be identified in the period analysed. YouTube channels

were almost used by common citizens (6) and TV broadcast channels (5)
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Figure 1: Posting agents of climate/Europe posts.

Economy and Europe

The top 20 posts on Facebook about the dimension of the economy/Europe are dominated by
political agents and media. 7 over 20 posts were posted by politicians, and 5 of them are
members of CHP. Most of the media posts (5) are from online TV channels. However, most of
the top 20 tweeds were posted by common citizen and online influencer (10 posts) and media
(6). The YouTube channel was significantly used by TV broadcast channels (8) and Online
TV channels (5)



Economy All Posts

14

12

10
8
6
4
2
a

Political AgEﬂtS OSE[ Media AgEI"itS I:QSD Other organlsatlons Mon- Organlsatlﬂns
(Q3c) (Q3d)

B Facebook M Twitter M YouTube

Figure 2: Posting agents of economy/Europe posts

Health and Europe
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Figure 3: Posting agents of health/Europe posts
In the context of health/Europe, YouTube was not used significantly. Only two posts could

be identified in the period analysed. Among the top 20 Facebook posts, most came from

media agents (70%), especially from TV broadcast services and online TV channels (10).



However, most tweeds were sent by common citizens. Three tweeds were sent by political

agents, all of them posted by the Turkish minister of health Fahrettin Koca (see Fig.3).

Europe

Europe All Posts

6
4
2
0

Paolitical Agents{OGa; Media Agents (Q3b) Otherorgamsatmns Mon-Organisations
(Q3c) (Q3d)

B Facebook M Twitter M YouTube

Figure 4: Posting agents of health/Europe posts

The top 20 Facebook posts about the dimension of Europe were nearly equally posted by
political agents, media agents and common citizens (see Fig. 4). The posts from political
agents came from the President of Turkey Recep Tayyip Erdodan (1), the presidential office
(4) and the Minister for Foreign Affairs Mevlut Cavusoglu (1). One post came from Mansur
Yavas, the Mayor of Ankara. The top 20 tweeds about Europe show a similar balance of
posting political agents, media agents and common citizens. The tweeds of political agents
consist of posts from governmental politicians and institutions: Recep Tayyip Erdogan (1), the
Minister for Health Fahrettin Koca (2), the Minister of Interior (1) and Melih Gokgek (1). Two
posts are from the president of CHP Kemal Kiligdaroglu. The top 20 YouTube posts are

mainly from online TV channels (7) and common citizens (10).

Subject Matter — What are the posts about? (Q4)
Figures 5-8 show the topics which all agents talk about related to four different dimensions in
the channels Facebook, Twitter and YouTube. As expected all topics were mainly discussed

on the European and national levels. Many posts were about Turkey in the context of



Europe, sometime critical about Europe in distinction to Turkey (example 1), and sometimes
critical about Turkey in distinction to Europe (example 2). But several posts understand

Turkey as part of Europe (example 3).

Example 1: Critical about Europe in distinction to Turkey

Dunya’da en fazla karbon salinimi yapan ulkeler Cin, ABD, Hindistan, Rusya, Japonya ve AB
Ulkeleriyken, yuokumlaliklerdeki adaletsizliklere, gelismis Ulkelerin ¢ifte standarda dayali
uygulamalarina baktigimizda mevcut haliyle Paris iklim Anlasmasi’ni kabul etmemiz mimkiin

degildir. (Twitter Climate All Posts, post 5, month 2, political agent)

(Translation of the authors: While the countries that emit the most carbon in the world are
China, USA, India, Russia, Japan and EU countries, when we look at the injustice in
obligations and the practices of developed countries based on double standards, it is not

possible for us to accept the Paris Climate Agreement in its current form.)

Example 2: Critical about Turkey in distinction to Europe

Avrupa basta olmak tzere dinyanin birgok ulkesi otoyollarinin Gzerini giines panelleriyle
kapliyor.BOylece tesis kurulumu ¢cok ekonomik ve gevreci olarak saglaniyor.Oysa Turkiye'nin
gunes potansiyeli neredeyse AB’nin U¢ kati ancak Turkiye’de gunes enerjisi yatirimlar

engelleniyor (Twitter Climate All Posts, post 26, month 2, political agent)

(Translation of the authors: Many countries in the world, especially in Europe, are covering
their highways with solar panels. Thus, the installation of the facility is provided in a very
economical and environmentally friendly manner. However, Turkey's solar potential is almost

three times that of the EU, but solar energy investments in Turkey are prevented.)

Example 3: Turkey as part of Europe

BUGUN 110 MILYON DOZU ASTIK! Covid-19’a kars! uygulanan toplam asi dozu sayisinda
Avrupa’da birinci, tim diinyada 7. llkeyiz! ik 6 sirada, asi Ureticisi olan yiiksek niifuslu Cin
ve ABD ile yine nifusu yuksek Ulkeler var. (Twitter Europe All Posts, post 5, month 2, political
agent)

(Translation of the authors: WE EXCEEDED 110 MILLION DOSES TODAY! We are the first
country in Europe and the 7th country in the world in the total number of vaccine doses

administered against Covid-19! In the top 6 ranks are China and the USA, which are vaccine

producers, and countries with high populations.)
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Figure 5: Subject matters in the dimension climate/Europe
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Figure 6: Subject matters in the dimension economy/Europe
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Figure 7: Subject matters in the dimension health/Europe
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Figure 8: Subject matters in the dimension Europe

Table 1-4 shows the subject matters in the different dimensions what the different agents

were talking about.

Political Media agent  Non-instituti Other Total
agent onal agent organisation
Subject Matter
Political agent (n) 10 1 2 1 14
% of Total 28.57% 6.25% 14.28% 7.69% 17.95%



News Media (n) 1
% of Total 2.86%
Other Organisation (n) 17
% of Total 48.57%
Non-institutional agent (n) 3
% of Total 8.57%
Other (n) 4
% of Total 11.42%
Subject Matter Total (N) 35
% of Total 44.87%

3
18.75%
7
43.75%
2
12.50%
3
18.75%
16
20.51%

0
0.00%
4
28.57%
4
28.57%
4
28.57%
14
17.95%

0
0.00%
7
53.84%
3
23.08%
2
15.38%
13
16.67%

Table 1: Subject matters talked about by different agents in the dimension climate/Europe

Political
agent

Subject Matter

Political agent (n) 5
% of Total 62.25%
News Media (n) 0
% of Total 0.00%
Other Organisation (n) 1
% of Total 12.5%
Non-institutional agent (n) 0
% of Total 0.00%
Other (n) 2
% of Total 0.25%
Subject Matter Total (N) 8
% of Total 44.87%

Table 2: Subject matters talked about by different agents in the dimension economy/Europe

Political
agent

Subject Matter

Political agent (n) 2
% of Total 28.57%
News Media (n) 2
% of Total 28.57%
Other Organisation (n) 2
% of Total 28.57%
Non-institutional agent (n) 0
% of Total 0.00%
Other (n) 1
% of Total 14.28%
Subject Matter Total (N) 7
% of Total 15.91%

Media agent

8
28.57%
7
0.25%
6
21.43%
3
10.71%
4
14.28%
28
20.51%

Media agent

2
16.67%
2
16.67%
4
33.33%
1
8.33%
3
25.00%
12
27.27%

Non-instituti
onal agent

2
18.19%
0
0.00%
5
45.45%
3
27.28%
1
9.10%
11
17.95%

Non-instituti
onal agent

2
8.00%
0
0.00%
11
44.00%
10
40.00%
2
8.00%
25
56.82%

Other
organisation

3
60.00%
0
0.00%
2
40.00%
0
0.00%
0
0.00%
5
16.67%

Other
organisation

0
0.00%
0
0.00%
0
0.00%
0
0.00%
0
0.00%
0
0.00%

Table 3: Subject matters talked about by different agents in the dimension health/Europe

Political
agent
Subject Matter
Political agent (n) 10
% of Total 45.45%
News Media (n) 3
% of Total 13.63%

Other Organisation (n) 5

Media agent

11
44.00%

4.00%

Non-instituti
onal agent

7
23.33%
3
10.00%
9

Other
organisation

0.00%

0.00%

4
5.13%
35
44.87%
12
15.38%
13
15.38%
78
100.0%

Total

18
34.61%
7
13.46%
14
26.92%
6
11.54%
7
13.46%
52
100.0%

Total

6
11.53%
4
7.69%
17
32.69%
11
21.15%
6
11.54%
44
100.0%

Total

11.53%

7.69%
17



% of Total 22.72%
Non-institutional agent (n) 3
% of Total 13.63%
Other (n) 1
% of Total 4.54%
Subject Matter Total (N) 22
% of Total 28.20%

Table 4: Subject matters talked about by different agents in the dimension Europe

12.00%
10
40.00%
0
0.00%
25
32.05%

30..%
10
33.33%
1
3.33%
30
38.46%

Dimensions of Europeanization and Europeanity (Q5)

Q5A European people ('Europeans')
Q5B European (media) content

Q5C European territory

Q5D European values

Q5E European (media) industries & capitalist economies
Q5F European interactions & dialogues
Q5G European Culture(s)

Q5H European democratic model(s)
Q5l European institutions

Q5J European law & governance

Q5K European New Social Movements
Q5L European public sphere

Q5M Scientific

Q5N Political

Q50 Economic

0.00%

0

0.00%

1
100.00%
1

1.28%

32.69%
11
21.15%
6
11.54%
78
100.0%

Figures 9-11 show the Europeanisation and Europeaneity patterns in the top 20 posts on Facebook,

Twitter and YouTube. They reveal that European new social movements (Q5K) do not play any roles in

all posts. European Culture (Q5G) and European democratic models (Q5H) are not much represented

either, only in several posts, mostly in the dimension of Europe. European people (Q5A), European

(media) content (Q5B), European territory (Q5C) and European values (Q5D) play only minor roles in

posts mainly with the dimension of Europe, health/Europe and climate/Europe.

The most posts in all dimensions and channels are significantly about European (media) industries &

capitalist economies (Q5E), European interactions & dialogues (Q5F), European institutions (Q5I),

Political (Q5N) and Economics (Q50)
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Instructions|

Each variable that we are coding corresponds to an answer to a question.

If the question has only 1 possible answer (not cumulative | Single answer) we should
introduce the correspondent code on the grid and pass to the next question. However when a
question has more than 1 possible answer (cumulative | multiple choice) each choice is
considered a new question with a YES(1) or NO(0) answer.

Unit of content to be coded

The unit of content to be coded is the post (on Facebook and Twitter) and the video (on
YouTube). To code, you should determine who is the agent responsible for the post/video and
what is the content and subject of the post/video. To code a Facebook or Twitter post consider
the author of the post, the text of the post, the text (and other signs) of the image inside the
post (if it contains an image), the text of the link, if it contains a link, and the content of the
video, if it contains a video (inside the platform). If the post contains a link to an external URL,
a retweet or an external video (such as YouTube or Vimeo), that link may be followed, if
needed, to understand the content or the subject of the post, but external content should not
be considered in coding.

The coding refers solely to the author, content or subject of the post/video and not to content
that is external to the platform. To code a YouTube video, you should consider the title,
description and tags of the video, as well as the content of the video itself. You do not need to
visualise the video in its entirety; only the parts you need to understand the content and the
subject of the video.

For qualitative reasons 20% of all posts should be coded by 2 coders independently.

IMPORTANT: No cells can be left blank. All the cells of the codebook must be filled, with O
or 1 or any other number (in the case of multiple answer questions).

Q1: Is the post/tweet/video On Topic or Off Topic?
Notel: On topic/Off topic is not cumulative | Single answer

Is the Code Explanation
post/tweet/
video On
Topic or Off
Topic?

On topic 1 A post or video is "on topic" if its content or its subject is directly
or indirectly related to the dimension we are analysing.

“On topic” means the content or subject gives us any information
on the dimensions we are analyzing (Europe, Economy, Climate or
Health). If this is not clear, it will be “off topic”.

In detail: a post or video is "on topic" if its content or its subject is
directly or indirectly related to the dimension we are analysing.

Off topic 0 A post or video is "off topic" if its content or its subject is not
directly or indirectly related to the dimension, even if it contains




words or expressions that in other contexts may relate to that
dimension. Example: "euro” is on topic if it relates to the European
currency (i.e. "Luckily, we have the euro!) but is off topic if it merely
gives the price of a product (i.e. "The cafe cost me 5 euro").

IF Off topic >> stop coding >> Go to next post
NOTE: Do not delete Off Topic pots.

Q2: What is the format of the post?
Note: Options can be cumulative | Multiple choice

Format Code Explanation / Example
Text No=0 Text written in the text area of the post
Yes=1
Link No=0 One or more links to content external to the platform
Yes=1 in the post.
(E.g.: Facebook post with a link to a site other than
Facebook)
Image No=0 One or more photos, graphs, infographics, GIFs
Yes=1 and/or memes are included in the post.
(E.g.: the image of the cover of a print newspaper)
Video No=0 Video embedded on the post, either on the platform
Yes=1 or external
(E.g. YouTube video on the post; Facebook video)

Q3:Who's the agent who posted?
Note: “Agent category” is not cumulative | Single answer

OPTION A
Q3.a-Was it a political agent who posted?
Agent (who posted Code Explanation / Example
it)
Political agent No = 0 (Go to Q3.b) | Political party, politician or EU parliament
Yes =1 (Go to groups
Q3a.l)
IF YES
Q3a.1 What kind of political agent?
Kind of political agent Code Explanation / Example
Political party 1(Goto | A Political party, according to the national

Q3a.2) law




Politician

2 (Q3a.2)

A politician or former politician (that is not
aregular TV
host/presenter/Commentator), with or
without any relation to a political party, or
with or without any relation to European,
national, regional or local governments or
parliaments

EU parliament groups

3 (Q3a.2)

A EU political group or a spokesperson
for a EU Group

IF1,20r3

Q3a.2 What is the position of that political agent according to the European Parliament's

classification?

Note: Please check the position of the political agents according to:
https://www.europarl.europa.eu/about-parliament/en/organisation-and-

rules/organisation/political-groups

conservatives (Group of the European
People's Party (Christian Demaocrats)

What is the position of that Code Explanation / Example
political agent in the European

parliament?

Christian democrats and 1

Democrats in the European
Parliament)

Socialists & Democrats (Group of the | 2
Progressive Alliance of Socialists and

Liberals and centrists (Renew Europe | 3

the Greens/European Free Alliance)

Group)

Eurosceptic conservatives, 4
(European Conservatives and

Reformists Group)

Greens and regionalists, (Group of 5

in the European Parliament -
GUE/NGL)

Communists and left (The Left group | 6

non aligned should be considered

Far-right nationalists, (Identity and 7
Democracy Group)

Independents, NI 8
(not integrating any EU group)

Non aligned (in the case of Turkey 9



https://www.europarl.europa.eu/about-parliament/en/organisation-and-rules/organisation/political-groups
https://www.europarl.europa.eu/about-parliament/en/organisation-and-rules/organisation/political-groups
https://www.eppgroup.eu/
https://www.eppgroup.eu/
https://www.eppgroup.eu/
https://www.socialistsanddemocrats.eu/
https://www.socialistsanddemocrats.eu/
https://www.socialistsanddemocrats.eu/
https://www.socialistsanddemocrats.eu/
https://reneweuropegroup.eu/
https://reneweuropegroup.eu/
https://ecrgroup.eu/
https://ecrgroup.eu/
https://www.greens-efa.eu/en/
https://www.greens-efa.eu/en/
https://www.guengl.eu/
https://www.guengl.eu/
https://www.guengl.eu/
https://www.guengl.eu/
https://www.idgroup.eu/
https://www.idgroup.eu/

OPTION B

Q3.b Was it a news media agent who posted?

Agent (who posted it) | Code Explanation
News media No =0 (Goto | Any news media agent, as an institution or as an
Q3c¢) independent news media producer. Includes
Yes =1(Goto | legacy media (print, broadcast or online) or
Q3b.1) News blogs, News video channels or Live news
streaming. Does not include non-journalistic
content.
IF YES
Q3b.1 Was it a print media who posted?
It was a print Code Explanation
media
Print Media No =0 (Go to To classify you should focus on the origin/
Q3b.2) foundation of the media. (Ex: A post from the
Yes=1 Facebook page of a print newspaper or
(Q3b.1.1) magazine, like Stern or The Guardian)
IF YES
Q3b.1.1 What kind of print media?
Kind of Print Media | Code Explanation
Newspapers 1 (Goto Q4) A paper that is printed and distributed, usually
daily or weekly, and that contains news, opinion
columns, features, usually printed in low quality
paper and with a large page size (broadsheet,
berliner, tabloid).
Magazines 2 (GotoQ4) | A periodical publication which is printed in gloss-
coated and matte paper, with a cover (as
opposite to newspapers, which don’t have a
cover) and usually with page size close to A4.

Q3b.2 Was it a broadcast media who posted?

It was a broadcast | Code Explanation

media

Broadcast media No =0 (Go to Television channels or radio stations available
Q3c¢) through traditional broadcast networks (aerial,
Yes = 1(Go to satellite, cable or similar). To classify you should
Q3b.2.1) focus on the origin of the media. A post from the

Facebook page of a TV channel or TV show
(Ex: RAI; Cadena Ser).




IF YES

Q3b.2.1 What kind of broadcast media?

Kind of Broadcast media | Code

Explanation

Radio 1(Goto Radio stations available through traditional
Q4) broadcast networks (aerial, satellite, cable or
similar).
Television 2 (Goto Television channels available through
Q4) traditional broadcast networks (aerial, satellite,

cable or similar).

Q3b.3 Was it an Internet only news media who posted?

It was a Internet only Code Explanation

media

Internet only news No=0 A news media with its origin on the internet (no

media (Goto print or broadcast foundation). To classify you
Q3c¢) should focus on the origin of the media. A post
Yes=1 from the Facebook page of a online news media
(Q3b.3.1) | (Ex: Politico.eu; Mediapart)

OPTION C
Q3c. Was it any other organization who posted it?
Agent (who posted it) | Code Explanation
Any other No =0 (Goto | Any other organization that is not a political
organization Q3d) agent or a media agent (as defined before) but
Yes =1 (Go to | has an institutional presence (headquarters,
Q3c.1) website, etc) outside social media. Private

companies, NGOs, Unions, Public agencies,
Professional bodies, Etc, should be considered
“Any other organization”. Any other
organizations can be public or private.

Q3d. Was it a Non-organization who posted it?

answered NO

Agent (who posted it) | Code Explanation
Non-organization No =0 (If you | Non-organization can be an individual or group
have that has no institutional existence outside

social media. An individual is always a “non-

on Q3a, b, c or | organization”, even if it is a known or famous

d. You need to

individual, like a TV presenter or an influencer.




check again)

But you should also consider a “non-

Yes =1 (Go to | organization” if the agent who posted is a page

Q3d.1)

or an account with no real existence or website
outside social media, even if it's not “individual”.
For example, a known NGO protecting
immigrants, with a presence outside Facebook,
is an “organization”. But a Facebook page
created or administered by unknowns supporting
immigrants is a “non-organization”, in the sense
that it has no institutional existence outside
Facebook. Example:Yellow Vests in France or
Extinction Rebellion or Fridays for the Future.

IF YES

Q3d.1 What kind of any Non-organization posted it?

Non-organization

Code

Explanation

TV host/ Presenter/
Commentator

1 (Goto Q4)

You must take into consideration the role played
by the agent TODAY.

A former politician that is now a regular TV
host/presenter/Commentator should be classified
as TV host.

But if it is an active politician who is also a
commentator should be classified as a politician.

Online Influencer

2 (Go to Q4)

Someone who is known for its activity outside
traditional media, using online channels to connect
to the audience.

Social media influencer is first and foremost a
content generator: one who has the status of
expertise in a specific area, who has cultivated a
sizable number of captive followers - who are
valuable to brands - by regularly producing content
via social media (Lou and Youan, 2019 p.59).

Social media influencer is a new type of independent
third-party endorser who shapes audiences' attitudes
through blogs, tweets and the use of other social
media (Freberg et al., 2011 p. 90)

Common citizen

3 (Go to Q4)

We consider a common citizen any person which
is not part of the previous categories (politician, TV
personality, or online influencer). He/she may be
an individual, unknown to the public, but may also
be an individual who is known to the general public
for any public activity (athletes, artists, etc.)
independently of the audience. Any individual that
is not known to the general public should always
be considered a “common citizen”. Any individual
that is known for his/her public activity but is not a
regular commentator on the issues it is
commenting on should also be considered a
“‘common citizen”. If he/she is a regular
commentator on such issues on TV, for example,




he/she should be considered a “TV commentator”.
Example: Ronaldo or Djokovic saying something
about Covid.

Any other non-
organization

4 (Go to Q4)

Any other non-organization which is not part of the
previous categories. This is a “remnant” category
that should only be applied when the agent who
posted does not clearly fit in any of the previous
categories.

Note: Options can be cumulative | Multiple choice
Subject: by “subject” we mean the person or thing discussed.

OPTION A

Q4a. Is the subject Concerning/related to/directed at a political agent?

Subject Code Explanation / Example
Political agent No =0 (Go to Political party, politician or EU parliament groups
Q4b)
Yes =1 (Goto
Q4a.l)
IF YES
Q4a.l Is the subject concerning/related to/directed at a political agent like a political
party?
Kind of political | Code Explanation / Example
agent
Political party No=0 (Go to A Political party, according to the national law
Q4a.2)
Yes=1 (Go to
Q4a.2)

Q4a.2 Is the subject concerning/related to/directed at a political agent like a politician?

Kind of political | Code Explanation / Example

agent

Politician No=0 (Go to A politician or former politician ( that is not a
Q4a.3) regular TV host/presenter/Commentator), with or
Yes=1 (Go to without any relation to a political party, or with or
Q4a.3) without any relation to European, national,

regional or local governments or parliaments

Q4a.3 Is the subject concerning/related to/directed at a political agent like a EU groups in

the EU Parliament?




Kind of political | Code Explanation / Example
agent
EU groups in the | No=0 (Go to A EU political group or a spokesperson for a EU
EU Parliament Q4b) Group
Yes=1 (Go to
Q4b)
OPTION B
Q4b. Is the subject concerning/related to/directed at newsmedia?
Subject Code Explanation / Example
Newsmedia No=0(Goto A post where a news media (outlet) is part of the
Q4c) subject. We consider news media agent, any
Yes = 1(Go to institution or independent news media producer.
Q4c) Includes legacy media (print, broadcast or online)
or News blogs, News video channels or Live
news streaming. Does not include sources of
non-journalistic content.
OPTION C

Q4c. Is the subject concerning/related to/directed at any other organization?

Yes =1 (Q4c.1)

Subject Code Explanation / Example
Any other No =0 (Go to A post where any other organization is part of the
organization Q4d) subject.

IF YES

Q4c.1 Is the subject concerning/related to/directed at any other organization like Public
institution or company?

Subject Code Explanation / Example
Public institution | No =0 (Go to A Public institution is funded wholly or primarily
or company Q4c.2) by the state, region or local authorities.

éii :2)1(60 to Public institutions are for example governmental

institutions, independently of their broad (local or
national government, EU,...).

Q4c.2 Is the subject concerning/related to/directed at any other organization like Private
institution or company?

Subject Code Explanation / Example
Private institution | No = 0 (Go to A Private institution is funded wholly or primarily
or company Q4d) by a private entity or person.




Yes =1 (Goto
Q4d)

Q4d. Is the subject concerning/related to/directed at any Non-organizational agents?

Subject Code Explanation / Example
Non- No = 0 (Go to Q4e) A post where Non-organizational agents are
organizational Yes =1 (Goto part of the subject.
agents Q4d.1)
IF YES

Q4d.1 Is the subject concerning/related to/directed at any Non-organizational agents like
TV host/ Presenter/Commentator?

Subject Code Explanation / Example
TV host/ No =0 (Go to A post where A TV host/ Presenter/
Presenter/Comm | Q4d.2) Commentator is part of the subject.
entator Yes = 1(Go to

Q4d.2)

Q4d.2 Is the subject concerning/related to/directed at any Non-organizational agents like
Online Influencer?

Subject Code Explanation / Example

Online Influencer | No = 0 (Go to Q4d.3) | Someone who is known for its activity outside
Yes =1 (Goto traditional media, using online channels to
Q4d.3) connect to the audience.

Social media influencer is first and foremost a
content generator: one who has the status of
expertise in a specific area, who has cultivated
a sizable number of captive followers - who are
valuable to brands - by regularly producing
content via social media (Lou and Youan, 2019
p.59).

Social media influencer is a new type of
independent third-party endorser who shapes
audiences' attitudes through blogs, tweets and
the use of other social media (Freberg et al.,
2011 p. 90)

Q4d.3 Is the subject concerning/related to/directed at any Non-institutional agents like
Common citizen?

Subject Code Explanation / Example

Common citizen No = 0 (Go to Q4d.4) | We consider a common citizen any person
Yes =1 (Goto which is not part of the previous categories
Q4d.4) (politician, TV personality, or online




influencer). He/she is known to the general
public for any public activity (athletes, artists,
etc.) independently of the audience.

Q4d.4 Is the subject

concerning/related to/directed at any Non-organizational agents?

Subject

Code

Explanation / Example

Other non- No = 0 (Go to Q4e) This is a “remnant” category that should only
organizational Yes =1 Go to Q4e) be applied when the subject does not clearly
agents fit in any of the previous categories.
Remember that this section is multiple choice:
one given post may be concerning/related
to/directed at more than one subject. This
particular option should be coded if the post
contains reference to any other non-
organization which is not part of the previous
categories. Example:Yellow Vests in France
or Extinction Rebellion or Fridays for the
Future.
Q4e Is the “Subject” other?
Subject Code Explanation / Example
Other No = 0 (Go to Q4f) This is a “remnant” category that should only
Yes = 1(Go to Q4f) be applied when the subject does not clearly
fit in any of the previous categories.
Remember that this section is multiple choice:
one given post may be concerning/related
to/directed at more than one subject.

Q4f. Can we identify the scope of the subject? The scope is related with the spatial
dimension of the posts (i.e if they refer to global, european, national, regional or local

issues);

Note: Options can be cumulative | Multiple choice

Identity subject

Code

Explanation / Example

Scope of the
subject

No = 0 (Go to Q5A)
Yes = 1(Go to Q4f.1)

Is the spatial scope of the subject identifiable.
0 if “no”; 1 if “yes”. The spatial scope refers to
the spatial unit that is the subject (or one of
the subjects) of the post. Remember that this
category can be cumulative/multiple choice.
Examples below.

Q4f.1 Is the scope of subject Global?




Scope subject

Code

Explanation / Example

Global

No = 0 (Go to Q4f.2)
Yes =1 (Go to Q5)

The subject of a post is global if it is
concerning/related to/directed at a spatial unit
above Europe. Example: a post about the
relations EUA-Europe is both “global” and
“european”. A post about relations Portugal-
Spain is “european”. A post about the Paris
Agreement is “global”.

Q4f.2 Is the scope of subject European?

Scope subject

Code

Explanation / Example

European

No = 0 (Go to Q4f.3)
Yes = 1(Go to Q5)

The subject of a post is european if it is
concerning/related to/directed at the
european spatial unit. Example: a post about
the European Parliament is “european”; a
post about the application of european funds
in Portugal is both “national” and “european”
in scope.

Q4f.3 Is the scope of subject National?

Scope subject

Code

Explanation / Example

National

No = 0 (Go to Q4f.4)
Yes = 1(Go to Q5)

The subject of a post is national if it is
concerning/related to/directed at the national
spatial unit. Example: a post about Italian
economic development is national in scope; a
post about Italian restriction measures
colliding with European measures is both
“national” and “European” in scope.

QA4f.4 Is the scope of subject Regional?

Scope subject

Code

Explanation / Example

Regional

No = 0 (Go to Q4£.5)
Yes = 1(Go to Q5)

The subject of a post is Regional if it is
concerning/related to/directed at the regional
spatial unit. Example: a post about Bavaria is
regional in scope; a post about Bavaria and
Munich is both “regional” (Bavaria) and “local”
(Munich) in scope.

The definition of what constitutes regional or
local scope may vary from country to country.
References to cities should be coded as local

QA4f.5 Is the scope of subject Local?

Scope subject

Code

Explanation / Example

Local

No =0 (Go to Q5)

The subject of a post is Local if it is




Yes = 1(Go to Q5)

concerning/related to/directed at the local
spatial unit. Example: a post about Lisbon is
local in scope; a post about Lisbon and
Portugal is both “local” (Lisbon) and
“national” (Portugal) in scope.

The definition of what constitutes regional or
local scope may vary from country to country.
References to cities should be coded as local

Q5. What are the Dimensions of Europeanisation?

Dimensions of Europeanisation are based on the “A semantic map of Europeanity &
Europeanisation” by Nico Carpentier & Milo§ Hroch.

Note: Options can be cumulative | Multiple choice

Because options can be cumulative you need to check all of them with O or 1.

OPTION A

Q5A Do the dimensions of Europeanisation concern European people ('Europeans’)?

Dimensions of Code Explanation / Example

Europeanisation

European people | No=0 Operational definition

(‘'Europeans’) Yes=1 When the post contains a reference to the people

of Europe as Europeans, regardless of their
national or regional identities. Example:
“Europeans are united against the war” or “there
are significant differences between americans and
europeans”

If YES or NO >> Go to option B

OPTION B

Q5b. Do the dimensions of Europeanisation concern European (media) content?

Dimensions of Code Explanation / Example

Europeanisation

European (media) | No=0 Operational definition

content Yes =1 When the post contains a reference to a media

product that is in some way pan-european or
financed/produced through european institutions
(films, plays, music, etc.).Example: “The Money
Heist (Netflix) was the best european production
of 2021”




If YES or NO >> Go to option C

OPTION C
Q5C Do the dimensions of Europeanisation concern European territory?
Dimensions of Code Explanation / Example
Europeanisation
European territory | No=0 Operational definition
Yes =1 When the post contains a reference to the

geography of Europe as Europe and not as
national or regional territory or in complement to it.
As, for example, in “ltaly is part of Europe”.

If YES or NO >> Go to option D

OPTION D

Q5d Do the dimensions of Europeanisation concern European values (linked to European
civilisation & European modernity)?

Dimensions of Code Explanation / Example

Europeanisation

European values [ No=0 Operational definition

(linked to Yes =1 When the post is about peace, stability, human
European dignity, solidarity, diversity, Christian values,

civilisation & humanist values, freedom of thought, expression,
European information, freedom of movement. Non-

. discrimination and equality — in gender, ethnicity,
modernity) age. Example: “'m proud of living in Europe
because it defends the rights of minorities”.

If YES or NO >> Go to option E

OPTION E

Q5E Do the dimensions of Europeanisation concern European (media) industries & capitalist
economies?

Dimensions of Code Explanation / Example
Europeanisation

European (media) | No=0 Operational definition

industries & Yes =1 When the post contains a reference to european
- (industrial or economic/financial) agreements,

Cap'ta“sj[ events or productions that are pan-european,

economies involving at least two european countries.

Exemplo: “A French-Portuguese partnership for
the development of railroad”




If YES or NO >> Go to option F

OPTION F

Q5F Do the dimensions of Europeanisation concern European interactions & dialogues?

Dimensions of Code Explanation / Example

Europeanisation

European No =0 Operational definition

interactions & Yes =1 When the post is about these material

dialogues performances: travels and tourism in EU, physical

participation to European events, students’
exchanges, professional networks, ect,. Example:
The Erasmus program in Europe is a success”.

If YES or NO >> Go to option G

OPTION G

Q5G Do the dimensions of Europeanisation concern European Culture(s)?

Dimensions of Code Explanation / Example
Europeanisation

European No=0 Operational definition

Culture(s) Yes =1 Cultural habits [i.e., foods, games] and artistic

forms [with the exception of media contents, which
is already covered]; history/ knowledge/science,
literature, art, religion, academia, technology and
innovation. Example: “Potatoes are the most used
ingredient in european cuisine”.

If YES or NO >> Go to option H

OPTION H

Q5H Do the dimensions of Europeanisation concern European democratic model(s)?

Dimensions of Code Explanation / Example
Europeanisation

European No =0 Operational definition

democratic Yes =1 When the post is about the state of European
model(s) democracy [or democracies within the

EU].Example: “Europe is going to vote for the EU
parliament”

If YES or NO >> Go to Option |

OPTION |

Q5I Do the dimensions of Europeanisation concern European institutions?




Dimensions of Code Explanation / Example
Europeanisation

European No=0 Operational definition

institutions Yes=1 When the post contains a reference to an
European institution of any kind, like the European
Commission, European Parliament or the
European Central Bank, etc..Example: “Europe is
going to vote for the EU parliament”.

If YES or NO >> Go to Option J

OPTION J

Q5J Do the dimensions of Europeanisation concern European law & governance?

Dimensions of Code Explanation / Example
Europeanisation

European law & No=0 Operational definition

governance Yes =1 When the post contains a reference to an

european law, decision, directive or legislative
project, even if only in discussion or preparation.
Example: “The Digital Services Act is going to
change the media landscape in Europe.”

If YES or NO >> Go to Option K

OPTION K

Q5K Do the dimensions of Europeanisation concern European New Social Movements?

Dimensions of Code Explanation / Example
Europeanisation

European New No =0 Operational definition
Social Yes =1 When the post contains a reference to any
Movements manifestation of a grassroots movement or

initiative spanning two or more European
countries. Example: Yellow Vests or the
humanitarian caravans from Europe to help
Ukraine.

If YES or NO >> Go to Option L

OPTION L

Q5L Do the dimensions of Europeanisation concern European public sphere?

Dimensions of Code Explanation / Example
Europeanisation

European public | No=0 Operational definition




sphere

Yes=1

When the post is about EU-relevant issues, raised
by non-political actors. In particular:
- Relationship between citizens and
institutions
- Involvement in Decision-making
- A non-political agent (i.e. the public) who
tries to influence decision-making
- Supra national vs National vs local identity
Interconnectedness of media structures. Example:
a petition online to discuss animal rights in
Europe”

If YES Or NO >> Go to Option M

OPTION M

Q5M Do the dimensions of Europeanisation concern Scientific developments or

achievements?

Dimensions of Code Explanation / Example
Europeanisation
Scientific No=0 Operational definition

Yes=1 When the post contains a reference to any

scientific development or achievement in the
context of Europe or resulting from European
programmes or financing. Examples: “A new
vaccine to be distributed by Europe”; “a H2020 or
Erasmus+ project outcomes, etc. "

If YES or NO >> Go to Option N

OPTION N

Q5N Do the dimensions of Europeanisation concern Political negotiations or agreements?

Dimensions of Code Explanation / Example
Europeanisation
Political No=0 Operational definition

Yes =1 When the post contains a reference to any

political issue that is or will be affected by
agreements or negotiations between social or
political entities from different european countries.
Example: A joint press conference between
representatives from two countries to have a
common position on a given international or
common issue..




If YES or NO >> Go to Option O

OPTION O

Q50 Do the dimensions of Europeanisation concern Economic development, negotiations or
agreements?

Dimensions of Code Explanation / Example
Europeanisation
Economic No=0 Operational definition

Yes =1 When the post contains a reference to

cooperation, negotiation or joint agreement by two
or more European countries or institutions to
improve, reform or develop the economy.
Example: European funds to develop an economic
sector.

END



ANNEX I

Inter Coder Reliability

ICR - Inter Coder Reliability
Krippendorff's Alpha Percent Agreement

Belgium (Flemish) 0,9876 99,77
Belgium (French) 0,9446 99,77
Bulgaria 0,9380 98,41
Czech Republic 0,9292 98,96
Germany 0,8097 98,12
Spain 0,9919 99,81
Greece 0,7063 96,45
Italy 0,8779 97,86
Portugal 0,6813 95,54
Sweden 0,9271 97,81
Turkey 0,8382 97,29

Table: Average Krippendorff’'s Alpha results per country.
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