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eDuring the rise of social media and its use in politics
since the 2008 U.S. Presidential Election, there has been
speculation of social media becoming the definitive
medium for re-engaging citizens in politics.

This may be due to social capital

« In terms of political engagement, social networks
generate the connections that allow individuals to act.

However, voter turnout for the U.S. Presidential Election of
2012 decreased from the U.S. Presidential Election of
2008.

« Yet, minority and youth turnout remained high.

There is a possibility of the monitorial citizen
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Hypothesis 1: The increase in Twitter use for politically
related activities would lead to an increase in offline

political engagement (not just voter turnout).
89 respondents

¢ 84% Female & 16% Male

e Agerange: 18-23 years

« Emailed 53208 students across five different schools (a
response rate of 0.17%)

Replicated Vitak and her colleagues’ (2011) survey study
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approaches [Stark & Roberts, 2012].

Hypothesis 2: There will be a greater frequency of Twitter communications in the
battleground states (FL, IA, WI, OH, CO, NV, and NH) and as Election Day

Hypothesis 2a: There will be greater sentiments of urgency, efficacy, and positive
valence in the battleground states and as Election Day approaches.
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Hypothesis 3: Social media was expected to create greater social
capital. Thus, a denser communication network was expected

- Twitter dataset (Study 2) was used
« Excel was used to sort data
« Gephi was used for network visualization

« Obtained tweets from Gnip
« Date range: 10/31/2012 to 11/5/2012

« Affective Norms for English Words (ANEW)
» R was used for sentiment analysis.

« Tweets were from #Election2012, #Obama, and #Romney

» Excel was used to sort, graph, and statistically analyze tweets.

Pereentage of Twitter Communication Prior to the U.S. Presidential Election
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« Steady increase as Election Day approached

- Battleground States: 28% (instead of 16%).

« Steep increase of activity on the day before the election
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e Out of 1110 connections (retweets and in reply to) to other users
857.
« Included politicians, celebrities, and news networks.

« The network is fragmented (4260 weakly connected communities
out of 5354 nodes/users)

« Lack of connected communities (Average clustering coefficient: 0)

* Not well connected to other users (Average degree: 0.207)

]

(STUDY 1)

« Low response rate (89 students responded, yielding a response rate
of 0.17%)

» Not representative of all states and overall US population

» Not distributed during campaign period

(STUDY 2)

« Accuracy of Tweet rating (e.g. literal scoring may not detect
sarcasm)

« Limited analysis time frame

(STUDY 3)
« Limited analysis time frame
« Geographic information limitation

- Twitter was not facilitating the social capital that was expected.
Instead, Twitter is an information source that spreads
information that may or may not rouse action.

« The monitorial citizen manifests in Twitter activity.

« No clear sentiment/emotion was determined for the
monitorial citizen or a politically engaged citizen.

REFERENCES 1

Bradley, M. M., & Lang, P. J. (1999). Affective norms for English words
(ANEW): Instruction manual and affective ratings (pp. 1-45). Technical Report
C-1, The Center for Research in Psychophysiology, University of Florida.
Breuer, A., & Farooq, B. (2012). Online Political Participation: Slacktivism or
Efficiency Increased Activism? Evidence from the Brazilian Ficha Limpa
Campaign. Evidence from the Brazilian Ficha Limpa Campaign (May 1, 2012).
Putnam, R. D. (1995). Bowling alone: America's declining social capital.
Journal of democracy, 1), 65-78.
Stark, C., & Roberts, A. (2012, October 26). By the numbers: Swing
states. CNN. Retrieved from http://www.cnn.com/2012/10/11/politics/btn-
swing-states

Yes 74.19% (23 out of 31
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No 48.72%

Don't Know 38.46%
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Note: Some results from the survey
« Twitter was more of an information source
rather than a discussion medium.

More prominent positive sentiment trend.
More prominent trend indicating sentiment between calmness and urgency (excited) as Election Day approached.
Very prominent efficacy (in control) trend.
Standardized residuals of the proportions of Twitter sentiment including all 50 states and the Federal District of

Washington D.C. did not show a pattern of significant instances of any of the categories of urgency, valence, and
efficacy in the battleground states.
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