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ENoP

The European Network of Political Foundations (ENoP) serves as a platform for
dialogue and exchange between the European political foundations, civil society
organisations active in the fields of democracy support and sustainable develop-
ment, and the institutions of the European Union.

Today, the Network brings together 54 member-foundations from 23 countries
and 6 political families, represented at the European Parliament: the ECR (Eu-
ropean Conservatives and Reformists), EPP (European People’s Party), Greens,
GUE/NGL (Confederal Group of the European United Left/Nordic Green Left),
Renew Europe and S&D (Progressive Alliance of Socialists and Democrats).

Its members are active in over 100 countries around the world, where they pro-
mote civic education and support democratic processes and sustainable develop-
ment through their work with civil society and political actors.
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CIEPEG

The Centre for International & European Political Economy & Governance
(KEDEPOD - CIEPEG) is an official research centre at the University of Pelopon-
nese (Department of Political Science and International Relations). It was found-
ed in August 2015 (Government Gazette 1812, August 21, 2015). The CIEPEG
is a scientific and respectable body responsible for conducting primary research,
advancing scientific study and promoting the growth of empirical knowledge.

The CIEPEG's objective is to apply and promote the most modern scientific
methods of International and European Political Economy and Governance.

The CIEPEG focuses its activity on filling research and educational needs - at
undergraduate and postgraduate level in the Political Science and International
Relations department, the School of Social and Political Sciences, and the Univer-
sity of Peloponnese as a whole—, on conducting research, and on offering consul-
tancy and training services on its areas of expertise to private and public bodies.

The Centre is staffed by members of the University's Academic and Research
Staff, the Special Teaching Laboratory Staff, the Special Technical Laboratory
Staff and other scientific and administrative staff from the University of Pelo-
ponnese Department of Political Science and International Relations, as well as
external partners and scientific experts.

Since the first year of its operation, the CIEPEG is an associate member of the
European Network of Political Institutions (ENoP) based in Brussels.

During its operation, the CIEPEG has organised dozens of public debates,
while, as part of its research activities, it hosts the online Political and Electoral
Observatory electionsnet.org. It is an innovative program, a bilingual online plat-
form spreading research, knowledge and awareness on elections and democracy,
emphasising public participation. The present paper on the electoral influence of
social media in Europe was carried out within the framework of the Observatory
electionsnet.org, which is implemented in collaboration with the European Parlia-
ment Liaison Office in Greece and Deutsche Welle.
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Introduction — Research Aim

o analyse politics in our time, one must take into consideration the advance-

ments in information technology, artificial intelligence - the terms and con-
ditions that shape the digital public sphere. In the last two decades, social media
has contributed to a remodelling of the citizens’ relation to politics. It has created
a shift in the way political content is disseminated, which consequently affects the
political function itself, and citizens' understanding of political actors. It is there-
fore not just a matter of political communication, but also of political substance.
The quantification of this effect is multidimensional, so its definition becomes
elusive. Moreover, even though there is too much data available, no analysis of
the phenomenon is sufficiently profound, given that the relevant technology ad-
vances at dizzying speeds.

Beyond public perception and despite the accompanying digital buzz, what
is the tangible impact of social media on elections, and to what extent can it be
quantified? What is social media’s overall political footprint? Are social media
platforms capable of shaping an election result or are they just another means
of political communication, voter mobilisation and fundraising—a digital com-
munity of commentary and criticism, or a medium for political relief? Can their
evaluation serve as a predictor of election outcomes?

The present paper attempts to provide answers to these questions and it was
published by the European Network of Political Foundations (ENoP) and the
Centre for International & European Political Economy & Governance (CIEPEG)
at the University of Peloponnese (Department of Political Science and Interna-
tional Relations), as part of the online research program elecionset.org set by the
CIEPEG.

The publication aims to present new research data that will contribute to the
emergence of new dimensions, to the analysis and evaluation of the phenomenon
—both academically and politically— while also serving as a record of the rele-
vant public debate in Europe.
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From Jules Verne to the age of post-truth
The role of social media in the evolution of models of communication

he discussion around social media frequently focuses on the present and par-

ticularly on the future, as analysts attempt to measure the current situation
and assess impending developments. Maybe that is why it would make sense to
flip the script. Let this analysis start from the past. More specifically, from 1889:
That year, Jules Verne wrote a short story titled In the Year 2889 (La Journée
d’un journaliste américain en 2889 in French). In this short story, Jules Verne im-
agined the evolution of human communication after a thousand years. In reality,
however, he largely predicted what happened just after a century. In the story,
Verne described telephotes as an innovative method of communication: it was a
two-way audio and video transmission system that resembles applications such
as Skype or Zoom, which are now integral means of communication, especially
during the pandemic. Verne also envisioned devices that very closely resemble
today's computers. He wrote about large newsrooms, with hundreds of journalists,
where news from around the world was collected and aired. It is interesting that
in the story, all the news is broadcast by one centre. There is only one source of
news around the world: the Earth Herald. Verne's predictions were incorrect on
that front. In effect, information turned out to be an unmanageable force; often
distorted, but practically uncontrollable, as proven by Wikileaks. Today, not only
does the information come without a source, but its communication is multidi-
mensional. Social media has brought about a real revolution.

The traditional model of communication, as described and defined in 1948 by
the American mathematician Claude Shannon in his book A Mathematical Theory
of Communication, is a process that worked for centuries. The message started
from the source (the transmitter), through the channel (e.g., the news outlets) and
reached the recipients (the audience), through a one-dimensional process. In this
traditional model, there was no possibility of interaction or feedback. The flow of
information was linear.

Social media platforms completely overturned this status quo. They have re-
shaped the overall structure of communication. Each independent agent in our
digital ecosystem—each user—now has her own channel and her own audience.
This autonomy resulted in a relationship of constant interaction, even at a large
scale. In the modern-day milieu, we are all simultaneously producers and con-
sumers of messages.

12
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The pluralism observed with the advent of social media was expected to reveal
an active, informed, and aware citizen, while simultaneously upgrading the qual-
ity of democracy, enhancing the understanding of politics, encouraging participa-
tion, through unobstructed, reciprocal citizen-politician relationships and politics
alike.

To some extent, that is what happened. Citizens attained a stronger voice in the
digital agora, approximating the model of the ancient Athenian Agora. This rein-
forced accountability at all levels. For the first time in history, the decentralisation
of information almost entirely eliminated the ability to control it. This democrati-
sation of communication created a more open society by transforming the public
sphere as defined by Habermas. The public sphere, open to all, emerged in Europe
in the 18th century as a place for critical dialogue, where citizens formed commu-
nities whose shared rationality acted as a regulator for the power of the state, and
it has now adapted to the new technological reality.

Analogous to the 18th-century newspapers, magazines, reading groups and
cafés in Europe, we now have Facebook and Twitter. All research affirms that
social media platforms nowadays constitute the main funnels of information for
citizens. The variables and scale changed. The dissemination of information be-
came almost absolute and immediate—Iest not only that of truth and reason, as it
soon became obvious.

As a result, in the digital public sphere, we detect degenerative symptoms,
similar to those defined by Habermas. In other words, we witness the commercial-
isation and distortion of content, while the critical audience becomes increasingly
passive, even though our time online (i.e., in the digital public sphere) is continu-
ally incrementing. The digital landscape is substantially composed of fast-moving
fake news, alternative facts, astroturfing with extensive use of virtual accounts
and, more recently, deep fake news that, through the application of advanced soft-
ware, blur the lines between the real and the virtual, so now lies look just as reli-
able as the truth. Simultaneously, the sense of anonymity facilitated hate speech
thus poisoning the public dialogue, consequently leading to what resembles a
digital Roman arena rather than an Ancient Greek agora.

The above, of course, can in no way invalidate the actual revolution social me-
dia brought about to human communication, as well as to social functions. These
elements add extra dimensions that need to be taken into account when highlight-
ing the challenges of our time. In other words, social media cannot be overlooked
as catalysts of pluralism, interaction, communication, information, and participa-
tion, that, despite the complications, bring forth crucial, unprecedented qualitative
characteristics to the public sphere.

13
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At the same time, social media platforms do not only determine the form of the
message; they also affect the message's content. This observation reflects another
confirmation of Marshall McLuhan's theory, who argued that "the medium is the
message", in his book Media: Human Extensions in 1964. He based his theory
on the advent of television, yet it has proven timeless and able to adapt to new
media. For instance, digital messages are getting smaller because of the medium.
It is typical now to have a political message fit into the 280 characters of a tweet.
The message gets simplified and shrinks to fit and match the form established by
social media. It gets edgier, so it can stand out from the online buzz. It becomes
more aggressive, to gain a foothold in a digital ecosystem that perpetually embeds
high-intensity features. Those who envisioned platforms for fruitful dialogue that
would ultimately promote democracy have now become frustrated spectators of
"the battle of the trolls".

In many cases, social media platforms are not designed to promote sensibility
or moderation. They value extremes and simplifications, vehemence and polarisa-
tion. This negatively charged media-message relationship creates a vicious circle
with significant political implications.

Social media channels have proven to be ideal for promoting populism because
the populist message is usually simplistic, short, and furious—if not outright in-
decent. Populists do not need space to develop an idea or a policy because they
usually either do not want to or—mostly—they cannot. They tend to understate
large and complex issues to fit into a tweet. The sweeping assertions of the an-
ti-establishment approach flourished in this new digital environment—where the
irrational is more attractive and often more popular than the rational.

Social media gave a strong voice to extreme views that until recently were iso-
lated in small communities. Today, these small communities find it easier to com-
municate with one another, they are more methodical in spreading their message,
and they accumulate, sometimes gaining dominant characteristics. Social media
acts as an adhesive for isolated units. In this way, the hitherto "pariahs" gain status
due to their cumulative size, with significant social and political consequences.

14
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Research Methodology

he idea to produce a comparative inventory of election results vis-a-vis the

social media presence of EU political parties came about in 2015. It was
presented at the 2nd Regular Conference of the Department of Political Science
and International Relations at the University of Peloponnese. The presentation’s
objective was to reveal another piece of the mosaic that comprises social media's
political footprint. The proposal was then systematized and included in the on-
line research program called Political and Electoral Observatory electionsnet.org
piloted by the CIEPEG at the University of Peloponnese (Political Science and
International Relations Department).

This paper contains primary research data for the 27 European Union member
states and the United Kingdom. More specifically, the study explores the degree
of association between the political parties' number of followers on social media
and the number of votes in national elections. To this end, we calculated an index
of online followers to voters ratio.

The process of collecting and transcribing the data went as follows: first, we
identified the parties that competed in the latest national election for each country
and their results; we later documented the number of followers on the official so-
cial media channels of each party. We completed this process only for parties that
managed to get into Parliament. This slightly reconfigured the voter share figures
in the comparative graphs Followers VS Voters, which is why there are discrep-
ancies between those figures and the election results tables, which also include
smaller parties. Note that the quantitative index Followers VS Voters generated
for this study aimed only at measuring the proportional comparison of the parties'
influence and not their accurate electoral score, which can be found in both per-
centages and absolute numbers of votes in the relevant tables.

Data collection was conducted in three time periods (2017, 2019 and 2020) to
keep a track record of the phenomenon's evolution and identify the model of pos-
sible associations and/or trends between political developments and their reflec-
tion on social media. The objective was for this research paper to serve as a foun-
dation for further analysis in the future by offering reliable comparative data. For
the 2017 segment, the data collection took place in the first two weeks of April.
In 2019, we gathered our data in the last two weeks of May, whereas, in 2020, we
recorded follower numbers in the final two weeks of September. As an exception,
in 2020, we also included the October elections (Lithuania, Ireland, Slovakia,
Croatia) to present fully updated figures and make a more accurate analysis.
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The number of followers was collected through the relevant political parties'
accounts, as those appear through links on their official websites. The channels
of interest were Facebook, Twitter, and Instagram. The decision to focus on these
channels was contingent on their respective popularity among other social net-
working platforms, so most parties naturally run official accounts on them. In
2017, Instagram figures were still limited so they were not included, but as more
users joined the platform, we started taking them into account in 2019. It remains
to be seen whether the up-and-coming Tik Tok application should be evaluated in
research on electoral influence, as the ability to reach young voters could prove to
be a valuable instrument for politics and political communication.

Some parties did not list their official social media accounts on their website,
so to ensure data credibility, reliable alternatives had to be found. In some cases,
where parties did not list official accounts, we used the party leaders' profiles.
Also, in certain instances, the personal accounts of party leaders act as the official
party accounts. These are indicated in the relevant tables.

Each party's total number of followers reflects the sum of all three social me-
dia channel followers. However, this total does not necessarily reflect the number
of followers in real life: overlaps between channels are common, as a voter can
follow a party in more than one platform. Nevertheless, seeing as our analysis
follows the same process for the entirety of the sample, it is deemed satisfactory
in capturing trends and effective in leading to reliable conclusions.

Parties that have been dissolved or that have suspended their action were not
included in the survey.

The election results were transcribed based on official websites or public
sources.

The amount of data collected for this study was sizable, as we identified more
than 240 political party websites and 750 social media accounts. The fluidity of
political realities, the electoral idiosyncrasies of each country, party name chang-
es, occasional party splits and the sporadic formation of electoral coalitions were
hurdles to take into account during the data collection process and the subsequent
analysis.

The research team explicitly states that no political expediency or personal
benefit arises in the event of errors. Despite great effort, there is still a possibility
of data inaccuracies and a consequent misinterpretation, given the vast volume of
reported information.
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Findings: Social Media footprint
on electoral outcomes

he magnitude of social media constitutes a key zone of political controver-

sy. Indicatively, while the total number of social media users increased by
about 35% in three years, the number of followers of political party accounts
reached—and in some cases exceeded—a growth of 100%, as the present paper's
data reveals.

Social media platforms are undoubtedly a significant factor influencing the
political environment and, consequently, the elections. However, this study did
not reveal a direct correlation between these two parameters, namely the effect of
social media on electoral performance. In other words, a party may create more
"noise" online and have more followers, but this does not imply its corresponding
electoral performance.

The more intense or extreme positions a party has, the more provocative and
thematically targeted its speech is, the more dominant its position in the world of
social media. However, our study shows that online presence and influence do not
impact society or the election result. As an indication, anti-establishment parties
that score as high as 10% in the elections have the same or even more followers on
social media as parties that score 30%. Moreover, their reported growth on social
media does not necessarily correspond with their popularity levels in society—at
least not when the latter is reflected in the elections. They often manage to influ-
ence the public dialogue agenda, but, at the ballot box, citizens' selection criteria
remain more complex.

A typical case is that of the United Kingdom Independence Party (UKIP) in
the United Kingdom. In 2015, UKIP had almost the same number of social media
followers as the two major traditional British parties. However, in the same year's
elections, they only received 2.6% of the vote, against 30.4% of the Labour Par-
ty and 36.8% of the Conservative Party. Similarly, due to the electoral system's
particularities, UKIP ended up getting no seats in the House of Commons. In the
2017 elections, it had a larger number of followers (738,000) than it had voters
(594,000), while after it split in the last elections, it received only 22,800 votes
but maintained online relevance with 723,000 followers. This disparity suggests
that voters continue to follow digitally the party that they abandoned politically.
In less than a year of political life, the Brexit Party, formed by the UKIP ranks,
gained 644,000 votes and 466,000 followers on social media. Moreover, while
the Followers VS Voters ratio for the Conservative Party, for example, is 10%,
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the Brexit Party boasts an impressive 72%. Another interesting fact from Britain
is that while the Labour party has made impressive progress on social media, the
election result does not reflect that. In 2019 they had 656 thousand more follow-
ers than the Conservative party, but they received 3.6 million fewer votes. What
1s more, observing its course during the last few years, we find that its presence
strengthens online, but electorally it drops.

A similar picture arises in Germany. In 2015, the AfD had 10,000 more fol-
lowers on social media than the CDU, when it received 1/3 of the latter's votes.
Based on the 2017 election results, 4.4% of AfD voters followed it on social
media compared to the respective ratio of 2.4% for the CDU. Today, the AfD has
160,000 more followers than the CDU, when, in the run-up to the 2021 election,
all voter-intent polls suggest it can score maximum 1/3 of the Christian Democrat
vote, which of course remains to be confirmed by the final election result.

In Spain, in 2015, the followers of Podemos on Facebook and Twitter were
as many as the followers of the three other leading parties combined—i.e., the
People's Party, the Socialists and the Ciudadanos. Nevertheless, in the same year's
elections, they received about 1/3 of the other three's combined vote. In 2019, Po-
demos received less than half the vote in the election compared to the Socialists
who came out first, but Podemos had three times the number of online followers.
The newly formed VOX party received half the Socialists' votes but has half a
million more followers.

In the Netherlands, Geert Wilders' Party for Freedom received 866 thousand
fewer votes in the 2017 elections than Mark Rutte's People's Party for Freedom
and Democracy. However, on social media, the former had an audience almost
equal to the parliamentary parties combined.

In France, despite the peculiarities of the presidential system, there is a consid-
erable discrepancy between the number of votes and the online resonance of the
National Rally (formerly the National Front).

In Hungary, Jobbik, which polled almost 1/3 of the first party's votes (Fidesz),
has 100 thousand more followers.

This incongruity does not present itself only for the far-right, nationalist or
populist parties. It is especially noticeable in parties that have a strong thematic
identity, such as the Greens. They do not, of course, compare to the parties men-
tioned above, and in no way do they fall into the same category. Still, they attract
a much more "determined" and active audience than the traditional centre-right
or centre-left parties. They also often have a more activist character that is more
suited to social media.
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In Germany, for example, the Greens, having received 1/4 of the first party's
total votes (CDU) in the 2017 elections, had a larger number of followers during
the same period, while today their social media is even stronger. Respectively in
Austria, in the 2019 elections, having polled 1/3 of the first party's votes (the Aus-
trian People's Party), the Greens had significantly more followers.

In Finland, the Greens, while 192,000 votes behind the Social Democrats, have
26,000 more followers online.

In Portugal, the green Pessoas-Animais-Natureza, although the sixth-largest
political force in parliament, is the second most popular on social media.

In Luxembourg, the Greens, although the fourth largest parliamentary force,
have similar online presence as the first party.

In Denmark, the Green Party Alternativet shows the relatively rare phenome-
non that the number of followers is higher in absolute numbers than the number
of voters (137,000 versus 104,000).

Even when certain parties, such as UKIP, win social media battles but fail to
win elections, their internet power can ultimately affect the political dialogue, set
the tone in the public sphere, and sometimes even direct the political choices of
the majority. The reason for that is that social media have allowed anti-establish-
ment parties to communicate directly with the general public—something that
would not have been possible in a narrower media environment. Such parties
were formed, developed and in some cases boomed inside the social media green-
house, as we pointed out with Assistant Professor Antonis Klapsis in our study
entitled Euroscepticism and Nationalist Populism (Unity in Adversity, Martens
Centre, Brussels, 2017). Simultaneously, "political subproducts" of propaganda
reached their audiences unhindered, and conspiracy theories found the oxygen
they needed to grow. That is why social media has proven to be a valuable tool for
parties of populist or extremist views.

Another critical parameter to note has to do with the age of the average social
media user. All the evidence shows that there is not much disparity in the users'
social or economic status. However, there are significant discrepancies in age.
Recent Eurostat data (2019 data code: isoc ci_ac i) show that 54% of the total
adult population, but a much larger 83% of 16-29-year-olds, use social media.
Therefore, an element that can account for the differences in online and electoral
presence is the voters' age profile. The average voter of traditional parties is usual-
ly older, while younger voters gravitate towards newcomers or alternative parties.
In the case of the Greens, age is an important dimension that should be considered
when interpreting their online over-representation.
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However, as mentioned above, the issue is multidimensional. Another consid-
eration is the "digital bubble" phenomenon, in which most social media users re-
side—an "echo chamber" that primarily resonates with our views. This phenome-
non forms a digital comfort zone where timelines reflect similar or identical views
as their user. The digital environment includes mostly people with shared interests
and attitudes.

Artificial intelligence tools allow each platform to know exactly what each user
likes and to shape the feed that principally pleases her, thus increasing her stay,
ultimately ensuring more revenue for the platform. Preservation of the digital bub-
ble facilitates the platforms' commercial policy, as it enhances the accuracy of
the advertisements within that "homogenised" bubble, thus resulting in a positive
economic outcome.

The digital bubble's existence also relieves the users themselves, as paradoxical
as that may seem at first glance. It creates a more controlled environment without
particular challenges, ensuring hours of mental idleness and relaxation. Research
has shown that most users prefer the peace of mind of having their pre-existing be-
liefs confirmed, rather than a confrontation of opinions. After all, it is a fundamen-
tal brain function, a natural human tendency, to absorb and interpret new infor-
mation based on our previous knowledge and perceptions. That was the case even
before social media, when, for example, people picked what newspapers to read
based on their political beliefs. However, in social media, this trend was reinforced
not only by its magnitude but also by the immediacy and rapid feedback created
between users—something that did not exist before. Social media has also given
people an unprecedented opportunity to network with like-minded individuals, to
find each other and create dynamic communities, even if from different continents.

As much as the initial expectation was that the full liberation of news sources
and the multi-layered, two-way and direct communication would lead to greater
pluralism and that the citizen-user would come in contact with many different
points of view in order to form her own comprehensive opinion, reality has shown
otherwise.

This reality poses an additional challenge, as misinformation is endemic in
"bubble environments" given that their members are more susceptible to the infor-
mation they receive. That creates repetition and commentary dynamics that entice
even those who are more cautious. This domino effect is expanding to a critical
size within the specific communities, which makes the lie seem more credible
than the truth merely due to its digital volume. We have seen this in the various
online movements of COVID-19 deniers and the anti-vaccination social media
communities.
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The digital bubble phenomenon enables polarisation, even on a micro-scale,
and impedes the capacity to understand the other side. This division incites a
vicious circle of political disagreement by limiting the scope for dialogue and
compromise, which are valuable elements for upgrading the quality of modern
democracy.

Of course, it is worth noting that the phenomenon is often a storm in a teacup,
as the bubble itself limits its scope. To a large extent, the same people, who have
already formed an opinion, recycle the same ideas. That does not drive a decisive
political result. The fans may cheer, they may even get passionate or fanatical
about digital goals, they are definitely excited, but that does not affect the real
score. Only the digital stands are happy. The confederacy of fanatics does not act
mechanically as an election magnet. Thus, although there is an upsurge of public
debate on political issues, there is also a growing entrenchment of like-minded
internet users. The majority prefer to remain comfortable in the back, leaving the
ideological confrontation to the few zealous ones or to the paid professionals.
In the war of internet trenches, it is the mercenaries that set the tone; hence, in
the end, the imprint on society is disproportionately small compared to what the
trends show. Fake profiles clash with other fake profiles over fake news. They
may leave an impression on real users, but they do not change how they intend
to vote.
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Conclusions

W e usually evaluate the political role of social media by employing the "log-
ic of the pendulum". Between the two extremes—the absolute deification
and deprecation of social media—one can always find the Aristotelian medium. In
no way can their power be underestimated, but we must evaluate this power on the
right principles. Social media platforms have brought about new challenges, but
they have also strengthened democracy. They gave citizens a stronger voice. They
unleashed the social dynamics of activism, but also the circulation of information
itself. They increased interaction and transparency. They created new prospects
and possibilities for the promotion of political ideas, as well as unprecedented
opportunities for targeted communication of the political message. They have ac-
celerated political time, but they do not seem to determine the outcome of the
democratic process—at least not yet. They do not manage to change the voters'
opinion as much as they confirm and strengthen it; hence one of the documented
phenomena is that of political polarisation. They often act as a distorting mirror of
society and the political process, sometimes leading to erroneous assessments and
conclusions about the actual dimensions of social trends and political phenome-
na. It is also noteworthy that the increase of political discussion did not lead to a
corresponding increase in turnout in the elections, with the possible exception of
new voters, as shown by the relevant index in most countries. Of course, it is not
easy to estimate what that would have been without social media.

In effect, politics is evolving without being entirely defined by the digital pub-
lic sphere, while obviously significantly influenced by it. Popularity online can
give us a sense, but it cannot shape or predict an election result. To win an elec-
tion, one still has to go door-to-door, host holistic political campaigns and, above
all, respond to social demands.

In this sense, social media is a valuable communication tool, but it is poli-
tics itself—as a more comprehensive process—that continues to determine the
outcome. Joe Biden had almost 1/4 of Donald Trump's followers on Twitter but
received 7 million more votes in the 2020 US presidential election.

In conclusion, the fundamental issue of how to best utilise social media to
modernise democracy remains. The war on fake and deep fake news emerges as
a vital component, even though the recycling of information is more prevalent
within groups of the "already convinced" and penetration into adjacent or isolated
digital bubbles is not as extensive. In any case, these misinformation techniques
lead to confusion in public opinion, which in many instances is a political product
and can have a political effect.
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Facebook and Twitter, the largest social networking platforms at the moment,
are now reaching adulthood. This coming of age brings new responsibilities that
are to some extent taken on, such as the great effort to protect the electoral pro-
cess from outside influences, which we saw in the recent US elections. However,
self-regulation is not enough.

What is required is to place systematic constant pressure on technology com-
panies, so that they install effective user protection policies, and to utilise the cen-
tral/institutional interventionist tools provided within the European Union. The
size, the quality elements and the institutional organisation of the EU provide
healthy means of pressure and negotiation to build the required framework.

Traditional media are also becoming more valuable as a collection of credible
investigative journalism bodies that check and cross-reference every piece of in-
formation before it becomes news, creating safeguards for the quality of digital
messaging.

Furthermore, the same artificial intelligence technology used by those seeking
to manipulate public opinion and influence election results can be the source of the
solution. The goal should be to ensure the credibility of information in circulation,
to limit hate speech, to break dangerous digital bubbles, to address the negative
dynamics that often develop artificially in the world of social media. Moreover,
this should happen not episodically or separately, but in a coordinated and effec-
tive manner, if we want to ensure the shielding and strengthening of democracy.
We can achieve this by defining the necessary institutional safeguards and the
essential code of ethics, which should act as the main guarantor of developing
technologies in the 4th Industrial Revolution and in the political process. In away,
we need to safeguard the “algorithm of our democracy”. That is a key challenge
for the EU, to protect its citizens and defend its values and political culture. As a
union of some of the most advanced, well established, and oldest democracies in
the world, the EU has the duty to break ground on this.

In this context, the role of political foundations and the academic community
becomes paramount in highlighting the many dimensions of politics these days,
promoting new ideas in the public sphere, facilitating the understanding of com-
plex issues by citizens, strengthening the political dialogue and the creative syn-
thesis of different views and approaches.

Ironically enough, a key driver for this effort cannot be other than social media
itself—an effort for more accurate reflections and fewer political distortions.
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Graph structure and further content clarifications

he initial graph of each two-pager per country depicts the last elections' re-
sults in number of votes per party and the relevant total number of followers
on their social media. The columns show the final polls, with the absolute number
indicated on the left axis. The lines show the follower growth for each party on so-
cial media per year, and the absolute number of followers is set on the right axis.

Votes Followers
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The "Most Popular Medium" chart captures the most popular social media
platform. It is the average of the recordings during the years 2017, 2019 and 2020.

MOST POPULAR MEDIUM

24
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The "Followers vs Voters" graph shows each party's share of the election poll
vis-a-vis its follower share. The left pie chart depicts each party's share of the vote
during the last election. These percentage numbers do not indicate the total num-
ber of votes, but the sum of the votes received only by the reported parties, for rea-
sons of proportional comparison, hence they differ from the percentages shown
in the final results, which include all parties that participated in the elections. The
percentage number on the graph acts only as a research indicator, in order to be
able to compare the success rate of the specific parties in the elections with that
of their social media activities. The actual election performance is shown in the
final tables.

The pie chart on the right depicts the share of the followers for each party. This
is calculated by the total number of followers for all parties, on all platforms. This
indicator's relative accuracy is emphasised by the fact that a voter may not fol-
low only one party, but she only has one vote. Therefore, this indicator captures
trends, and it makes for an accurate picture. In the middle, the legend describes
the corresponding colours of each party.

-

ELECTIONS FOLLOWERS T
2019

By the same token, and in order to attempt to capture the influence of party
accounts on social media, the proportion of party followers is captured as a share
of the total number of votes. Followers are shown in green, and all voters who do
not follow the parties on social media are shown in blue.

H Followers 201¢

m Elections 2019,
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The final table summarises the data collected during the study for each country
and party (number of votes, percentage of the total vote, and number of followers
on social media per platform and year) to easily monitor the development of the
phenomenon. The absolute numbers correspond to thousands (for convenience
the data entry was done in decimal digits).

During the research, many interesting findings and conclusions emerged that
go beyond the present publication's thematic limits. They will be re-evaluated and
utilised shortly as part of the Observatory's research activity.
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Research data, in tables and graphs
Research Team Coordinator
Rosie Tsela-Drosou
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Austria
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Followers VS Voters

M Elections 201

M Followers 2019

MOST POPULAR MEDIUM

Instagram

Facebook

Reflections and Distortions

Elections | Elections | Elections | Elections a o Followers a o Followers a o Followers
Party 2017 2017 % 2019 2019 % 2017 | 2017 2017 2019 | 2019 | 2019 2019 2020 | 2020 | 2020 2020
SPO 1361,7 | 26,9% 1.011,9 | 21,20% | 541 | 133 | 67,4 115 255 | 10,4 | 150,9 1243 [ 388 | 19,8 | 182,9
ovp 1.595,5 31,5% 1.789,4 37,50% 34 2,8 36,8 60,7 26,9 n/a 87,6 65,6 28,8 23,9 118,3
FPO** 1.316,2 26,00% 772,6 16,20% 544 16,9 71,3 798 57,9 n/a 137,8 146,8 | n/a 27,6 174,4
Die n/a n/a 664,0 13,90% 63,1 17,1 80,2 67,9 25,3 48,8 142 84,4 43,4 37,6 165,4
Griinen
NEOS 223,5 4,4% 387,1 8,10% 76,8 | 18 94,8 845 | 266 |79 119 86,8 | 374 | 148 | 139

*in thousands

** Records for 2017 & 2019 refer to former president HC Strache personal accounts SM

Party
SPO

ovp
FPO
Die G.
NEOS

Abbreviation

Social Democratic Party of Austria

Austrian People's Party

Freedom Party of Austria
The Greens — The Green Alternative
NEOS — The New Austria and Liberal Forum
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Belgium
Followers
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Followers VS Voters
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Followers VS Voters

M Elections 2019

M Followers 2019

Reflections and Distortions

MOST POPULAR MEDIUM

Facebook

Twitter

Instagram

Elections| Elections | Elections| Elections|
PARTY 2014 | 2014 % | 2018% | 2018 ﬁ o Followers ﬁ O @ Followers ﬁ O @ Followers
2017 2017 2017 | 2019 | 2019 | 2019 2019 | 2020 | 2020 | 2020 2020
N-VA 1366,4 | 20,36% | 16,00% | 1086,8 | 71 38,5 109,5 193,7 | 582 | 14,3 266,2 3825 | 71,3 | 24 477,8
PS 787,2 11,67% | 9,50% 641,6 48,7 11,8 60,5 53,9 16,1 3 82,9 61,6 20,6 4,4 86,6
MR 650,3 9,64% 7,60% 512,8 26,4 17,4 43,8 31 22,7 1,6 55,3 35,7 27,6 4,5 67,8
CD&V 783,1 | 10,85% | 8,90% | 602,5 10,1 23,5 33,6 64 37 2,7 103,7 84,3 438 |57 133,8
Open 659,6 | 9,78% 8,50% | 579,3 14 29 43 72,9 36,1 |5 114 177,0 | 435 | 10,2 230,7
vid
Sp.a 5955 | 8,83% 6,70% | 455 35,5 24,4 59,9 76,6 31,1 | 2,8 110,5 107,4 | 375 | 7,01 44,5
Groen 358,9 5,32% 6,10% 413,8 57 25,7 82,7 76 36,1 10,4 122,5 103,1 | 43,1 15,5 161,7
cdH 3363 | 4,99% 3,70% | 250,9 3,8 58 9,6 6 9 0,5 15,5 9,4 12,2 | 1,1 22,7
PTB- 251,3 | 3,72% 8,60% | 584,6 (PTB) (PTB) | 40,8 76 6 2,5 78,5 144,0 | 9,2 8,7 161,9
([e]] 37 38
/PVDA+ (PVDA) | (PVDA) | 27,2 36 8 n/a 44 91,7 12,7 |73 111,7
21 6,2
VB 247,7 | 3,67% 12,00% | 810,2 64,3 8,8 73,1 351 14 12.4 365 608,4 | 257 | 51,2 685,3
Ecolo 2226 | 3,30% 6,10% | 416,5 13,5 15,1 28,6 26 3 21,2 58,2 35,6 271 |79 70,6
DéFI 121,4 | 1,80% 2,20% | 150,4 2,7 2 4,7 5 21 43 30,3 9,2 58 0,7 6,5
*
In thousands
Party Abbreviation

New Flemish Alliance

Socialist Party
Reformist Movement

Christian Democratic & Flemish
Open Flemish Liberals and Democrats

Socialist Party Differently

Green

Humanist Democratic Centre

Workers' Party of Belgium

Flemish Interest
Ecolo

Democratic, Federalist, Independent

N-VA

PS

MR
CD&V
Open Vid

Sp.a
Groen

cdH

PTBPVDA
VB
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Bulgaria
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Followers VS Voters

Reflections and Distortions

Followers 2019
Elections 2019

EKRE
H Votes 2017 1
H Followers 2017 ERP l
0 50.000 100.000 150.000 200.000
MOST POPULAR MEDIUM
pan. Elections | Ejections | Elections o o Followers 0 O @ Followers 0 O @ Followers
2014 | 2017 | 2017 | 2017 | 2017 | 2017 | 2019 | 2019 | 2019 | 2019 | 2020 | 2020 | 2020 | 2020
GERB 10725 | 11472 |32,66% |232 |13 |245 27,5 16 |n/a |291 315 | 1,8 |[n/a |333
BSP 505,5 955,2 27,19% | 1,8 nfa |18 26,1 03 nfa | 264 56,7 |03 1,5 58,5
United | 539 3185 | 930% |60,6 |n/a | 606 61,38 nfa | nja |eL8 776 |n/a | n/a |78
Patriots ’ [t ’ ! ! ! !
487
MRF 315,8 9,24% 16 nfa |16 21,7 nfa | nfa |21,7 275 |06 |08 |289
Will** n/a 145,6 4,15% 29 nfa |29 78,7 nfa | nfa | 787 1160 | nfa |21 | 1181
<t | 292
:Eg)émm 107,4 3,14 28 n/a 28 29,1 n/a n/a 29,1 n/a n/a n/a n/a
Yes, n/a
) 101,2 2,96 34 800 | 34,8 100 3 31 | 106,1 1222 (36 |4 129,8
Bulgaria!

* in thousands

** Represented by President Veselin Mareshki

Party

GERB

KB/Bulgarian Socialist Party

VMRO - Bulgarian National Movement
National Front for the Salvation of Bulgaria
Ataka

Patriotic Front

DPS/Movement for Rights and Freedoms
Volya

Reformist BLOC

Abbreviation

GERB
BSP

United
Patriots

MRF

Will
R. BLOC
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Followers VS Voters

m Elections 2020

m Followers 2020

Reflections and Distortions

MOST POPULAR MEDIUM

tagram
Twitter 000

Facebook

PARTY Elections | Elections | Elections| Elections| O O O
2016 2016% | 2020% | 2020 0 Followers 0 I 0 Followers
2017 2017 | 2017 2019 2019 2019 2019 2020 2020 2020 2020
HDZ 682,6 36,27% 37,26% | 621 75,3 7,2 82,5 79,2 10,7 n/a 89,9 82,7 12,3 3,7 98,7
Coalition
Restart 636,6 n/a 24,87% | 415 46,8 9,9 56,7 68,8 13 0,1 81,9 96,4 18,7 4,7 120
Coalition
Most 186,6 9,91% 7,39% 123,1 339 4,8 38,7 53,8 6,2 1,7 61,7 79,5 7,2 4 90,8
HNS-LD | 117,2 n/a 2,30% | 37,6 157,7 | n/a 157,7 196,3 | n/a n/a 1963 | 1772 | n/a n/a 177,2
Green— n/a n/a 7% 116,4 n/a n/a n/a n/a n/a n/a n/a 93,2 51 7,2 105,6
Left
SSF 38,8 n/a 4% 66,4 n/a n/a n/a n/a n/a n/a n/a 17,4 1 4,9 18,9
DPMS n/a n/a 10,89% 181,5 n/a n/a n/a n/a n/a n/a n/a 29,7 n/a n/a 29,7
*in thousands
Party Abbreviation
HDZ-HSLS-HDS-HDSSB HDZ Coalition

SDP-HSS—GLAS—IDS—HSU-SNAGA-PGS

Bridge of Independent Lists

Enough of Robbery
Green—Left (M!-RF—NL-ORaH)
SIP-Smart—Focus
DPMS-HKS-HRAST-BzH-ZL-SU

Restart Coalition

Most

HNS-LD

Green—Left
SSF

DPMS
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Cyprus
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B Elections 2016

QISY 89%

Followers 2017

Twitter

Reflections and Distortions

Followers VS Voters

MOST POPULAR MEDIUM

m Elections 2016

m Followers 2017

Facebook

Elections | Elections o O Followers o O @ Followers o o @ Followers
Party 2016 2016 % 2017 2017 2017 2019 2019 2019 2019 2020 2020 2020 2020
DISY 107,8 30,6% 74 5,6 13 8 8 0,89 16,9 11,2 10,4 4,7 26,3
AKEL 90,2 25,6% 11,4 4,7 16,1 12 6 n/a 18 16,3 8,4 n/a 24,7
DIKO 50,9 14,4% 3,5 1,4 4,9 7,4 2,7 n/a 10,1 10 4,1 1,2 15,3
EDEK 21,7 6,1% 3 2,8 58 4,7 4 n/a 8,7 6,5 51 0,8 12,4
SYPOL 21,1 6,0% 4 1,2 52 4 2,1 n/a 6,1 4,5 3,0 n/a 7,5
KA 18,4 5,2% 3,9 06 4,5 4,5 13 03 6,1 4,7 18 04 6,9
KOsP 16,9 4,8% 5,1 08 5,9 6,5 0,9 n/a 7,4 8,3 2,8 0,2 11,3
ELAM 13 3,7% 8,2 0,6 8,8 n/a 0,7 n/a 0,7 n/a 0,4 n/a 0,4
*in thousands

Party Abbreviation

Democratic Rally DISY

Progressive Party of Working People AKEL

Democratic Party DIKO

Movement for Social Democracy EDEK

Citizens' Alliance SYPOL

Solidarity Movement KA

Movement of Ecologists - Citizens'

Cooperation KOSP

National Popular Front ELAM
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Czechia
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Followers VS Voters

m Elections 2017

H Followers 201

Reflections and Distortions

MOST POPULAR MEDIUM

Inst

Twitter

Facebook

| Llections lecti lecti 9 O Followers 9 O @ Followers 0 o @ Followers
Party 2013 2013 2017 2017 2017 2017 2017 2019 2019 | 2019 2019 2020 2020 | 2020 2020
€ssD 1016,8 20,4% | 368,3 7.2% 21,4 6,7 28,1 26,4 12,8 | n/a 39,2 28,6 17,2 | 11 46,8
ANO 927,2 18,6% | 1500,1 29.64% 102,2 n/a | 102,2 104,5 0,4 n/a 104,9 97,8 0,4 n/a 98,2
KSEM 741,0 14,9% | 393,1 7.76% 7,3 1,7 9,0 10,9 1,3 0,5 12,7 14,0 2,1 13 17,4
TOP09 | 596,4 12% | 2688 531% | 99,7 | 145 | 1142 | 1185 | 260 | 03 | 144,8 | 1224 | 365 | 11,8 | 170,7
0oDSs 384,2 7,7% 573,0 11.32% 38,7 11,4 | 50,1 58,1 21,7 | 41 83,9 66,2 31,3 | 7,8 105,3
PP n/a n/a 546,4 10.79% n/a n/a n/a 131,8 19,8 | 16,6 | 168,2 160,0 32,5 | 29,6 | 222,2
KDU-GSL | 337,0 6,7% | 293,6 5.80% 158 |53 | 21,1 | 244 |11,9 |25 |387 |276 |156 |33 | 465
FDD n/a n/a 538,6 10.64% n/a n/a n/a 18,9 n/a n/a 18,9 31,4 20,3 | 22,0 | 73,8
Stan n/a n/a 262,2 5.18% n/a n/a n/a 21,0 10,2 | n/a 31,2 32,3 14,5 | 2,2 48,9

*in thousands

Party

Czech Social Democratic Party

ANO 2011

Communist Party of Bohemia and Moravia
TOP 09

Civic Democratic Party

Czech Pirate Party

KDU-CSL

Freedom and Direct Democracy

Mayors and Independents

Abbreviation
¢ssD

ANO

KSEM

TOP 09

oDS

PP

KDU-CSL
FDD

Stan
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Denmark
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Reflections and Distortions

Followers VS Voters

M Elections 2019

M Followers 2019

MOST POPULAR MEDIUM

Instagrim

Twitter

Facebook

lecti lecti | Elections 0 o Followers O @ Followers O @ Followers
Party 2015 2015 2019 2019 % 2017 | 2017 2017 2019 | 2019 | 2019 2019 2020 2020 | 2020 2020
D 924,9 2630% | 914,9 25,9% 89,5 | 22 111,5 | 104 | 434 |52 | 1526 | 1164 | 547 | 132 | 1843
DF 741,7 21,10% 308,5 8,7% 82 7,8 89,8 102 13,9 n/a 115,9 104,3 18,6 n/a 123
Venstre 685,2 19,50% | 826,2 23,4% 657 | 203 | 86 722 | 399 |45 | 1166 | 776 291 | 105 | 1371
Enhedslisten 274,5 7,80% 245,1 6,9% 76,9 18,7 95,6 85,6 25,2 12,1 122,9 90,9 32,6 22,6 146,1
LA 265,1 7,50% 82,3 2,3% 91,3 19,9 111,2 94,2 33,0 10,4 137,6 96,5 37,7 13,9 148,1
Alternativet 168,8 4,80% 104,3 3,0% 88,5 16,9 105,4 92,6 25,1 20,1 137,8 90,1 29,9 22,0 142
Radikale 161,0 4,60% 304,7 8,6% 34,7 25,3 60 41 38,9 6,2 86,1 48,8 46,1 10,9 105,8
Venstre
SF 147,6 2,20% 2723 7,7% 331 | 16 | 49,1 416 | 221 |25 | 662 482 278 | 83 | 843
DKF 118,0 3,40% 233,9 6,6% 30 14,2 | 44,2 353 | 204 | 65 | 622 39,1 260 | 109 | 76,0
Nye n/a n/a 83,2 2,4% n/a n/a n/a n/a n/a n/a n/a 57,2 2,0 58 65,0
Borgerlige
* in thousands

Party Abbreviation

Social Democrats Socialdemokratiet

Danish People's Party DF

Venstre Venstre

Red—-Green Alliance Enhedslisten

Liberal Alliance LA

The Alternative

Danish Social Liberal Party
Socialist People's Party
Conservative People's Party
The New Right

Alternativet
Radikale Venstre
SF

DKF

Nye Borgerlige
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Estonia
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Followers VS Voters

H Followers 2019

M Elections 2019

MOST POPULAR MEDIUM

Facebook

Twitter

Instagram

Reflections and Distortions

o | © [ O oo @ [ O [ @ [ | @[ O | @ | oo
[y 2015 2015 2019 2019 | 2017 | 2017 2017 | 2019 | 2019 | 2019 2019 | 2020 | 2020 | 2020 2020
ERP 159,0 27,7% 162,4 28,8% 10,4 1,5 11,9 11,8 19 1,0 14,8 12,0 2,0 1,1 15,1
ECPK 142,4 24,8% 1206 | 231% | 27 n/a 2,7 42 | na | na 42 73 | na n/a 73
SDE 87,2 15,2% 55,2 98% | 76 15 9,1 89 | 18 | na | 107 | 91 | 18 08 11,7
n/a
Vab-EFP 499 8,7% 65 12% | 24 24 31 | nfa | 008 | 318 | 30 | na | 01 31
n/a
EKRE 49,9 8,1% 99,7 17,8% 9,5 9,5 17,0 9,8 n/a 26,8 18,1 n/a n/a 18,1
n/a
i 78,7 13,7% 64,2 11,4% 0 n/a 72 | 17 | na 89 75 | 17 03 95
*in thousands
Party Abbreviation
Estonian Reform Party ERP
Estonian Centre Party-Keskerakond ECPK
SDE-Social Democratic Party SDE
Vabaerakond-Estonian Free Party Vab-EFP
EKRE-Conservative People's Party of Estonia EKRE
Fatherland Party FP
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Followers VS Voters

M Elections 2019

M Followers 2019

MOST POPULAR MEDIUM

Twitter

Facebook

Reflections and Distortions

PARTY Elections | El El |
2015 2015 % 2019 2019% 0 O Followers ﬁ O @ Followers 9 o @ Followers
2017 2017 2017 2019 2019 2019 2019 2020 2020 | 2020 2020
KESK 626,2 21,10% 423,9 13,80% 13,9 13,3 27,2 16,8 18,5 2,8 38,1 18,6 22,3 4,1 45
Kokoomus | 540,2 18,20% 523,9 17,00% 20,8 18,8 39,6 31,9 27,8 5,2 64,8 37,1 34,3 7,2 78,6
-NC
PS 524,1 17,65% 538,8 17,50% 31,6 2,6 34,29 45 15 3,3 63,2 47,5 24,2 5 76,7
SDP 490,1 16,51% 546,4 17,73% 16,7 14,7 31,4 24 21,1 3,4 48,7 30 26,7 5,7 63,4
Vihr - GL 253,1 8,53% 354,2 11,50% 34,4 23,5 57,9 40,4 37,7 11,4 89,4 41,6 44,7 14,8 101
VAS 211,7 7,13% 251,8 8,20% 21,9 15,4 37,3 34,3 25,9 9,8 70 37,6 31,5 11,8 80,9
SFP 144,8 4,88% 139,6 4,50% 6,8 3,6 10,4 9,6 5 1,7 16,3 9,8 5,8 2,2 17,8
KD 105,1 3,54% 120,1 3,90% 3,8 52 9 6,3 6,1 1,1 13,5 7,9 6,9 1,3 15,2
*in thousands

Party Abbreviation

Centre Party KESK

National Coalition Party Kokoomus - NC

Finns Party PS

Social Democratic Party SDP

Green League Vihr - GL

Left Alliance VAS

Swedish People's Party SFP

Christian Democrats KD
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Followers VS Voters

M Elections 20

m Followers 2

Facebook

Reflections and Distortions

MOST POPULAR MEDIUM

Twitter

Instagram

Elections | Elections
PARTY 2017 2™ 2017 2" 0 o Followers 0 O @ Followers ﬁ o Followers
round round 2017 2017 2017 2019 2019 2019 2019 2020 2020 2020 2020
PS 1.032,8 5.70% 1.369 154 290,9 133,5 209 5,979 348,5 127,1 219 11,7 357,8
UMP/LR | 4.040,2 23,23% 188,1 204 392,1 196,1 268 21,6 485,7 189,5 286,3 331 508,9
DVG 263,4 0,56% n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a
DVD 306 1,68% n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a
PRG 64,8 0.36% 18 6 7,8 0,1 6 n/a 6,2 889 7,1 n/a 7,9
PRV/UDI | 551,7 3,04% 6 5,1 11,1 15 31,5 n/a 46,5 15,9 32,2 0,6 48,7
RN 1.590,8 8,75% 4485 173 621,5 456,7 | 228 2,6 678,4 442,8 257,3 20,6 720,7
REG 137,5 0.76% n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a
MoDem 1.100,6 6,06% 72,1 561* 128,2 73,3 697* 2,4 773,4 9,3 692,5*% 1,2 77
FI 884 4,86% n/a n/a n/a 135,7 68,7 n/a 204,4 208,3 109,7 10,7 328.7
PCF 217,8 1.2% n/a n/a n/a 61,7 38,8 n/a 99,9 75,2 52,4 8,5 136,1
DIV 100,5 0.55% n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a
DLF 17,3 0,1% n/a n/a n/a 12,2 28,9 n/a 41,1 361,1 226,7 11,5 599,3
LREM 78262,5 43,06% n/a n/a n/a 135,7 68,7 204,4 250,7 280,8 76,6 608,1
* refers to personal account of party’s president Frangois Bayrou

Party Abbreviation

Socialist Party PS

Union for a Popular Movement / The Republicans UMP/LR

Miscellaneous left DVG

Miscellaneous right DVD

Radical Party of the Left PRG

Radical Party/ Union of Democrats and Independents PRV/UDI

National Front RN

Regionalists and Separatists REG

Centre for France MoDem

La France Insoumise FI

French Communist Party PCF

Miscellaneous DIV

Debout la France DLF

The Republic Onwards(LREM) LREM
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Followers VS Voters

M Elections 201

m Followers 201

Reflections and Distortions

MOST POPULAR MEDIUM

Instagram

Twitter

Facebook

PARTY Elections Elections a o Followers a o Followers 0 O Followers

2017 2017 % 2017 | 2017 2017 | 2019 | 2019 | 2019 | 2019 | 2020 | 2020 | 2020 2020
cbu 12.447,7 | 26.8% 127,10 | 169,1 | 296,1 2145 | 2814 | 374 [5333 |2214 | 3246 | 718 617,8
SPD 9.539,4 20.5% 129,1 | 265 394,1 207,5 | 3590 | 32,3 [ 5988 |211,5 | 3854 |[539 650,8
AfD 5.878,1 12.6% 160,9 | 1001 | 261 468,38 | 133 432 | 645 5289 | 1625 | 86,8 778,2
FDP 4.999,4 10.7% 131,0 | 2050 | 336 1664 | 3350 | 41,2 | 5426 | 1645 | 3609 | 641 589,5
DIE 4.297,3 9.2% 1721 | 1601 | 3322 265,7 | 261 476 | 5743 [ 2679 |3026 | 903 660,8
LINKE
GRUNE | 4.158,4 8.9% 138,1 | 2960 | 4341 201,3 | 4460 | 493 [ 6966 | 2177 [5239 | 1261 | 8677
csu 2.869,7 6.2% 1510 | 1251 [ 2761 216 187 20,7 | 4237 [2235 [ 2087 4038 473

*in thousands

Party Abbreviation

Christian Democratic Union of Germany

Social Democratic Party of Germany

Alternative for Germany

Free Democratic Party

The Left

Alliance 90 / The Greens

Christian Social Union in Bavaria

Ccbu
SPD
AfD

FDP

DIE LINKE

GRUNE
Ccsu

49




Panagiotis Kakolyris

Greece

Votes Followers
2500000 500000
450000
2000000 400000
350000
1500000 300000
250000
1000000 200000
150000
500000 100000
50000
0 0

SYRIZA ND RIVER ANEL KINAL DAY25 GREEK SOL. KKE

I Elections 2019 -Votes W Elections 2015 «=@==Followers SM 2019 e=@mmFollowers SM 2020 «=@==Followers 2017

Followers VS Voters

M SYRIZA
END
ERIVER
W ANEL
ELECTIONS FOLLOWERS
2019 m KINAL SM 2019

mDAY25

B GREEK St

m KKE

m CENTER
UNION

50



Followers VS Voters

M Elections 2019

H Followers 2019

MOST POPULAR MEDIUM

Facebook
Twitter
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Reflections and Distortions

u Followers 2019

Followers 2020

SYRIZA ND

Abbreviation
New Democracy

SYRIZA

Movement for Change
To Potami (The River)
Greeks Independents
MeRA25

Greek Solution

Center Union

Communist Party of Greece

PARTY |Elections| Elections | Elections | Elections

0 O Followers 0 o @ Followers 9 o @ Followers

2015 | 2015 % | 2019 2019

2017 | 2017 | 2017 | 2019 | 2019 | 2019*| 2019 | 2020 | 2020 | 2020* | 2020
SYRIZA | 1.926,5 | 35.4% | 1.781,2 | 315% | 107 |72 | 179 1115 | 935 | 67,7 | 205 113,7 | 1004 | 92,4 | 3065
ND 15264 | 28% 22514 |398% |81 |47 |128 1002 | 112|833 | 2122 | 1065 | 1275 | 270,1 | 504,1

. | n/a n/a n/a n/a

KINAL 457,5 8,1% n/a | n/a 102 |29 132|144 |51 |22 |216
pavas | "2 n/a 194,2 3,4% na | nfa|n/a 19 4 | ™ | 232 250 |62 |49 |36
gngK n/a n/a 208,8 3,7% na | n/a|n/a 315 |38 |09 |362 396 |51 | ™ |47
KKE* 3017 5.5% 2996 5,3% n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a
ﬁffgﬁ“ 1866 | 34% 70,2 12%  [199 |1 09 197 |21 |na |28 [194 |21 |7 |25
RIVER* | 2223 | 4.9% n/a n/a 35 |23 |s8 322|254 |12 |sse | M2 |Ma |na |0
ANEL* | 2005 | 360% | "™? n/a 89 |9 179 |95 |11,3 |n/a |208 |143 |5 Ma |93

*ND and SYRIZA are being represented in Instagram by the personal accounts of their presidents;

therefore, the data refer to Mr. Mitsotakis and Mr. Tsipras official pages.

* Official site of ND has no posts, although has 3699 followers

*KINAL is a party alliance that grew out of the organization that operated until 2017 as PASOK.
Even though KINAL formed into body officially in 2018, PASOK has not been dissolved
legitimately. PASOK official accounts in SM are still active, counting 41k followers on Fb and 51k

on Twitter.

*Communist party (KKE) has not official accounts in SM

* RIVER has been dissolved
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Reflections and Distortions

Followers VS Voters

MOST POPULAR MEDIUM

Instagram

W Votes 2018
M Followers 2018

Twitter

Facebook

Votes Elections| Votes |Elections o O Followers 0 O @ F 0 O @ Followers
PARTY 2014 2014 % 2018 2018 % 2017 2017 2017 2019 2019 2019 2019 2020 2020 2020 2020
FIDESZ-
KDNP 21359 | 44,90% 2.824,5 | 49,27% 28,5 0,1 28,6k 375,2 27,8 0,8 403,8 313,2 27,5 n/a 340,7
MSZP-
M 682,6 11,91% 128,9 11 139,9 3231 12,3 2,1 337,5 345,2 11,8 n/a 357
1.246,4 | 25,60%
DK 308 5,37% 59,5 n/a 59,5 124,6 n/a 0,2 124,8 157,3 n/a n/a 157,3
JOBBIK 985 20,20% 1.092,8 19,06% 366 8 374 495,5 8,3 9,4 513,2 507,2 0,08 13,2 520,4
LMP 252,3 5,30% 404,4 7,06% 73 6 79 75,5 10,3 1,1 86,9 74 10,1 1,2 85,3

*in thousands

Party Abbreviation
Hungarian Civic Union (FIDESZ)
Christian Democratic People's Party (KDNP) FIDESZ- KDNP
Hungarian Socialist Party (MSZP)

MSZP- PM
Dialogue for Hungary (PM)
Democratic Coalition DK
Movement for a Better Hungary JOBBIK
Politics Can Be Different LMP
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Reflections and Distortions

Followers VS Voters

MOST POPULAR MEDIUM

Instagram

. Twitter
M Elections 2020

Facebook

M Followers 2020

-

Elections | Elections | Elections | Elections a o Followers 9 o Followers a o Followers
Party | 2016 2016 2020 2020 2017 2017 2017 2019 2019 | 2019 2019 2020 2020 | 2020 2020
FG 544,1 25,52% 455,6 20,90% 25,0 24,0 49,0 372,1 | 22,7 2,3 62,2 41,4 49,4 6,2 97
FF 519,4 24,35% 484,3 22,20% 24,0 25,0 49,0 36,6 28,2 2,6 67,4 41,7 46,4 59 9%
SF 295,3 13,85% | 5356 24,50% | 123,0 | 54,5 | 1775 160,8 | 50,7 | 13,8 2253 | 246,7 | 1350 | 38,7 4204
LAB 140,9 6,61% 95,6 4,40% 17,0 35,0 52,0 22,5 36,0 15,9 74,4 29,5 53,5 35,5 1186
AAAP | 84,2 3,95% 57,4 2,60% 14,0 n/a 14,0 33,0 4,5 n/a 4,3 58,5 16,9 n/a 0,0
Sb 64,1 3,01% 63,4 2,90% 7,0 11,0 18,0 9,1 12,8 0,6 37,5 10,7 24,0 2,0 754
GP 58,0 2,72% 155,7 7,10% 8,0 18,5 26,5 13,0 20,7 n/a 22,5 18,1 39,9 7,0 36,7
AON n/a n/a 40,9 1,90% n/a n/a n/a n/a n/a n/a 33,7 11,4 4,0 0,9 64,9

*in thousands

Party Abbreviation
Family of the Irish FG
Soldiers of Destiny FF

We Ourselves SF
Labour Party LAB
Independent Alliance 1A

Anti Austerity Alliance - People Before Profit AAAP
Social Democrats SD
Green Party GP
Aontu AON
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Followers VS Voters

W Elections 2018

W Followers 201,

Reflections and Distortions

MOST POPULAR MEDIUM

Instagram

Twitter

\.

Facebook

Elections | Elections ,
PARTY | 2018 2018
0 o Followers a o Followers 0 o Followers
2017 | 2017 | 2017 2019 | 2019 | 2019 | 2019 2020 | 2020 | 2020 2020
PD 6.161,9 | 18,76% | 191,0 | 205,1 | 396,1 3050 |297,0 | 53,8 |6558 |3630 |3382] 10318043
M5S | 10.732,1 | 32,68% | 977,5 | 464,1 | 1.441,6 | 1.454,7 | 656,3 | 266,0 | 2.377 | 1.541,9 | 704,2 | 347,0 | 2.593
FI 4597 14% 157,1 | 135 | 292,1 202,4 | 1500 [ 33,4 |[3858 |[2260 |160,9 | 545 |441,4
Svp 134,7 0,41% 4,1 2 6,1 3,7 0,3 nfa |4 4,0 04 |o5 |49
LN 56987 | 17,35% | 323,1 | 21,5 | 344,6 502 653 | 140,0 | 707,3 | 989,7 | 150,1 | 286,0 | 1.425,8
FDI- 14296 | 4,35% 140,1 | 251 | 165,2 1935 |438 |[383 |2756 [3306 |936 | 1420|5662
AN
leU | 11148 | 3,39% 369 |72 |441 57,4 151 | nfa | 725 59,4 162 |nfa | 756
* in thousand

Party Abbreviation

Democratic Party PD

Five Star Movement M5S

Forward Italy FI

South Tyrolean People's Party (SVP) SVvP

League North (LN) LN

Brothers of Italy — National Alliance (FDI-AN)  FDI-AN

LIBERI E UGUALI LeU
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Followers VS Voters

W Votes

M Followers

Facebook

Reflections and Distortions

MOST POPULAR MEDIUM

Twitter

Ihstagram

PARTY Elections | Elections | Elections | Elections
2014 2014 2018 2018 ﬁ O Followers o O @ Followers a O @ Followers
2017 | 2017 | 2017 2019 | 2019 | 2019 | 2019 2020 | 2020 | 2020 | 2020
Saskana 209,9 23% 167,1 19,8% 2 nfa | 2 5,3 n/a n/a 5,3 3,4 n/a n/a 3,4
KPV LV n/a n/a 120,3 14,2% n/a n/a n/a 12,9 | 0,7 n/a 13,5 12,6 | 0,7 n/a 13,2
IKP n/a n/a 114,7 135% |nfa | n/a |n/a 150 |21 |08 [179 168 |26 |11 |204
LA-KP n/a n/a 101,7 12% n/a n/a n/a 3,3 2,0 n/a 5,28 4,6 3,6 n/a 8,2
NA 15,6 | 16,6% 93,0 11,1% |13 |7 20 170 |71 [n/a | 241 180 |75 [09 |264
725 178,2 19,5% 83,7 9,9% nfa |1 1 32 [16 |nfa |48 1,9 |18 [n/a [37
Jauna 199,5 | 21,8% 56,5 6,7% 1 5 6 27 |55 |nfa |817 41 |58 |04 [102
Vienotiba
NSL 62,5 6,8% n/a n/a 0,5 0,3 0,8 1,6 n/a n/a n/a n/a n/a n/a n/a
LRA 60,8 6,6% n/a n/a n/a 0,5 0,5 3,7 n/a n/a n/a 4,0 0,6 n/a 4,7
*in thousands

Party Abbreviation

Socialdemokratiska Partija Saskana

Kam pieder valsts KPV LV

Jauna konservativa partija JKP

Latvijas attistibai LA-KP

Nacionala apvieniba (National Alliance) NA

Zalo un Zemnieku savieniba YA

Vienotiba (Unity - V) Jauna Vienotiba

For Latvia From The Heart NSL

Latvian Alliance of Regions LRA
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Followers VS Voters

M Elections 2020

m Followers 202

Reflections and Distortions

MOST POPULAR MEDIUM

Facebook

Instagram Twitter

PARTY | Elections | Elections | Elections | Elections O O O
2016 2016 2020 2020 ﬁ Followers 0 @ Followers| ﬁ (@) Followers
2017 | 2017 2017 | 2019 | 2019 | 2019 2019 | 2020 | 2020 | 2020 2020
LVZS 311,6 35,33% 23,92% 209,7 11 n/a 11 15,5 n/a n/a 15,5 17,8 n/a 0,3 18,1
TS- 247,5 28,06% | 40,21% | 3526 175 |1 18,5 215 | 15 n/a | 23 241 | 16 1,6 27,3
LKD
LSDP 114,6 12,99% 8,60% 75,6 8 5¥* 13 12,5 1,5 0,3 14,3 14,2 n/a 0,6 14,8
LRLS 70,9 8,04% 6.5% 57,7 30 n/a 30 28 23 n/a 30,3 28,3 n/a 0,7 29
LLRA- 13,5 1,53% 1,70% 14,8 n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a
KSS
Dp 25,8 2,93% 1,00% 8,1 n/a n/a n/a 13 0,18 0 13,18 13,7 182,0 | 0,3 196
FP n/a n/a 7,80% 68,6 n/a n/a n/a n/a n/a n/a n/a 15,9 85,0 5,0 106,4
LSDDP n/a n/a 3,00% 26,2 n/a n/a n/a n/a n/a n/a n/a 1,0 n/a n/a 1
*In thousands
**refer to Algirdas Butkevicius personal account on Twitter

Party Abbreviation

Lithuanian Peasant and Greens Unionv LVZS

Lithuanian Christian Democrats TS-LKD

Lithuanian Social Democratic Party LSDP

Liberals Movement of the Republic of Lithuania LRLS

Lithuanian Poles' Electoral Action - Christian Families Union ~ LLRA-KSS

Labour Party DP

Freedom Party

Social Democratic Labour Party of Lithuania

Freedom Party
LSDDP
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Followers VS Voters

M Elections 2018

m Followers 2018

Reflections and Distortions

MOST POPULAR MEDIUM

Twitter

\ Facebook

PARTY | Elections | Elections | Elections | Elections - 2 5
2016- 2016 % 2018- 2018 % 0 O Followers O @ Followers O @ Followers
Votes Votes 2017 | 2017 | 2017 | 2019 | 2019 | 2019 | 2019 | 2020 | 2020 | 2020 | 2020
csv 1.103,6 33,6% 999,4 28,31% 4,34 1,1 5,4 7,8 2,5 0,4 10,7 9,0 2,9 0,9 12,9
LSAP 664,6 20,2% 621,3 17,60% 1,98 2,01 4,0 4,4 2,7 0,8 7,9 5,6 3,2 1,0 9,8
DP 597,9 18,2% 597,1 16,91% 3,09 2 51 53 3,0 n/a 8,3 6,8 3,4 1,4 11,5
GRENG | 331,9 10,1% 533,9 15,12% 5,07 2,83 7,9 7,7 3,2 0,9 11,8 8,5 3,7 1,2 13,4
ADR 217,7 6,6% 292,4 8,28% 1,5 0,98 2,5 2,4 1,5 n/a 3,9 4,9 1,7 n/a 6,6
Pirate n/a n/a 227,5 6,45% 4,37 2,88 73 6,0 3,4 0,7 10,1 7,4 3,6 0,9 11,8
Party
LENK 161,8 4,9% 193,6 5,48% 2 1,07 3,1 3,5 1,9 n/a 5,4 4,4 2,2 0,6 7,2
*in thousands

Party Abbreviation

Christian Social People's Party csv

Luxembourg Socialist Workers' Party LSAP

Democratic Party DP

The Greens GRENG

Alternative Democratic Reform Party ADR

Pirate Party Pirate Party

The Left LENK
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MOST POPULAR MEDIUM

Reflections and Distortions

PARTY Elections Elections 0 O Followers 0 O @ Followers ﬁ O @ Followers
2017 2017% | 2017 | 2017 2017 2019 | 2019 | 2019 2019 2020 | 2020 | 2020 2020
PL 171,0 55.04% 26,0 | 7,5 33,5 43,3 10,6 2,2 56,1 54,0 11,4 6,4 71,9
PN 135,7 43.68% 20,0 | 6,0 26,0 31,3 | 7,7 n/a 39,0 33,9 | 8,6 n/a 42,5
*In thousands
Party Abbreviation
Labour Party PL
Nationalist Part
Y PN
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Reflections and Distortions

Followers VS Voters MOST POPULAR MEDIUM

B Elections 2017 | Facebook

H Followers 2017

Elections | Elections ﬁ O Followers 0 O Followers ﬁ O Followers
PARTY | 2017 2017 % 2017 2017 2017 2019 2019 2019 2019 2020 2020 | 2020 2020
VWD 2.2384 | 21,3% 86,0 | 133,1 | 219,1 89,5 | 2291 | 13,1 | 331,7 106,7 | 239,8 | 30,6 | 377,1
PW* | 13729 | 131% 212 | 811 1.023 3091 | 8156 | 9,1 1.133,8 | 399,5 | 822,1 | 151 | 1.372,6
CDA 1.301,8 12,4% 47 33,4 80,4 49,3 42,2 6,2 97,7 51 49,8 8,7 109,5
D66 1.285,8 12,2% 72 35,1 107,1 70,5 204 9,7 284,2 70,5 208 14,1 222,1
GL 959,6 9,1% 52,1 | 75 127,1 80,4 | 125 10,1 | 2155 83,2 136,5 | 22,5 | 159
SP 955,6 9,1% 47,1 39,1 86,1 84,9 53,6 2,1 140,6 87,7 58,2 51 151
PvdA | 599,7 5,7% 42,1 | 1091 | 151,2 456 | 1411 | 53 192 18 148 9,2 157,2
cu 356,3 3,4% 26 17 43 27,3 | 269 5,7 59,9 28,5 32,3 7.3 68,1
pvdD | 3352 3,2% 115 | 24,2 | 139,2 119 | 402 | 145 | 173,7 121 46,3 | 21,6 | 1889
50P 327,1 3,1% 5,1 1,2 6,3 6,2 321 | n/a 38,3 6,8 6,1 0,3 316,1
SGP 219 2,1% 12 7,2 19,2 13 10,9 1,5 25,4 13,6 14,6 3,8 32
Denk 216,1 2,1% 71,2 9,1 80,3 73,2 12 11 96,2 82,7 14,7 12,6 110
FvD 187,2 1,8% 82 18,3 100,3 181,2 | 48,6 236 | 2534 2351 74,3 30,8 | 340,2

*in thousands

* represented in social media by president Geert Wlders personal accounts

Party Abbreviation
People's Party for Freedom and Democracy VVD
Party for Freedom PVV
Christian Democratic Appeal CDA
Democrats 66 D66
GroenLinks GL
Socialist Party SP
Labour Party pvdA
Christian Union cu
Party for the Animals PvdD
50PLUS 50P
Reformed Political Party SGP
DENK Denk
Forum for Democracy FvD
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Reflections and Distortions

Followers VS Voters

MOST POPULAR MEDIUM

Twitter
M Elections 2019

Facebook

M Followers 2019

\

i i i i O Followers ﬁ O Followers 0 O Followers
PARTY 2015 2015 % 2019 2019 % 2017 2017 2017 2019 2019 2019 2019 2020 2020 2020 2020
L&) 57117 | 37,50% | 8.051,9 | 43,60% | 1770 | 73,0 | 2500 | 2204 | 171,0 | 157 | 5938 | 2877 | 2197 | 27,5 | 534,9
36615 | 24,10% 1090 | 63,0 | 172,0
C. Coalition 5.060,4 | 27,40% 2803 | 1789 | 182 | 4774 | 3698 | 2245 | 268 | 621,1
11554 | 7,60% 99,0 | 430 | 1420
1.339,1 | 8,80% 2560 | 17,0 | 2750
P.Coalition 15785 | 8,60% 3255 | 51,5 |58 |382,7 |2685 |642 |55 |3382
7799 | 510% 130 [20 |150
Confederation| n/a n/fa | 12570 | 680% | Na | n/a | n/a 456 | 31,0 | n/a | 111 5012 | 60,7 | 62,0 | 6239
The Left n/a n/a 23199 | 1256% | Ma | n/a | n/a 470 | 600 | 234 |131 1186 | 756 |372 | 2314

*in thousands

Party Abbreviation
Law & Justice L&)

Civic Platform & Modern C. Coalition
Confederation Freedom and Independence Confederation
Kukiz 15 & Polish People's Party P.Coalition
The Left The Left
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Reflections and Distortions

Followers VS Voters

MOST POPULAR MEDIUM

Instagram

m Votes 2019 Twitter

m Followers 2019

Facebook

Votes Votes Votes Votes 0 O Followers 0 o (@) [Followers 0 O @ Followers
PARTY
2015 | 2015% | 2019 | 2019% | 3017 | 017 | 2017 2019 | 2019 | 2019 | 2019 | 2020 | 2020 | 2020 | 2020
1.4205 | 27,90% | 134 17 146,7 | 33,5 | 12,4 1544 | 437 | 181
PA 2.074,9 | 38,60% 188 244,2 286,2
216,4 4,25% 28 9 33,8 14,7 3,1 40,8 22,0 7,2
SP 1.747,6 | 32,30% | 1.866,4 | 36,65% 51 16 66 76,8 30,5 7,7 115,0 95,1 41,6 16,6 153,3
LB 550,9 10,20% 492,4 9,67% 55 15 70 75,8 21,3 7,6 104,7 111,5 35,6 26,4 173,5
ubnc 445,9 8,20% 329,1 6,46% 11 0,5 11,5 13,8 15 0,8 16,1 17,8 33 3,0 24,1
PAN 75,1 1,40% 166,8 3,28% 123 1 124 153,6 3,4 13,5 170,5 166,7 73 30,2 204,2
n/a n/a n/a n/a
Chega n/a 66,4 1,30% 20,7 8,2 19,9 48,7 129,3 16,0 23,8 169,1
n/a n/a n/a n/a n/a
IL 65,5 1,29% 26,0 14,7 18,9 59,6 97,3 27,9 27,6 152,8
n/a n/a nfa |nfa |n/a
Livre 55,6 1,09% 11,9 9,2 3,2 24,4 30,5 18,2 6,6 55,5

*in thousands

Party Abbreviation
Portugal Ahead (Social Democratic Party + CDS-People's Party) PA

Socialist Party sp

Left Bloc LB

Unitary Democratic Coalition ubcC
People-Animals-Nature PAN

Chega Chega
Iniciativa Liberal IL

Livre Livre
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Romania
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Followers VS Voters

MOST POPULAR MEDIUM

Reflections and Distortions

8%
B
Votes 2016 Facebook
m Followers 2017 Instagram
Twitter

Elections | Elections o O Followers 0 O @ Followers a o @ Followers
PARTY | 2016 2016 2017 2017 2017 2019 2019 | 2019 2019 2020 2020 2020 2020
SDP 3.204,8 45.48% 68 2 70 73,5 2,6 n/a 76,1 1349 | 3 0,6 138,5
NLP 1.412,3 20.04% 255 n/a 255 286,5 | 0,2 1,4 288,1 448,7 | 0,5 4,2 453,4
USR 625,1 8.87% 67 1 68 117,6 | 1,7 4,5 123,8 156,6 | 4,1 16,3 177
UDMR | 436 6.19% 42 1 43 49,9 0,91 1,5 52,3 66,5 0,96 3,3 70,7
ALDE 396,3 5.62% 46 n/a 46 51,4 0,1 0,8 52,3 56 0,2 1,1 57,3
PMP 377 5.35% 45 n/a 45 47,4 n/a n/a 47,4 58,7 n/a 0,8 59,5

*in thousands

Party
Social Democratic Party

National Liberal Party

Save Romania Union

Democratic Union of Hungarians in Romania
Alliance of Liberals & Democrats

People's Movement Party

Abbreviation

SDP
NLP
USR

UDMR

ALDE
PMP
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Followers VS Voters

m Followers 20

Reflections and Distortions

MOST POPULAR MEDIUM

Twitter

Facebook

PARTY ::Jelc;inns ::::;i;ns ::Jezc(t)inns i:;:;i‘;:s 0 o Followers ﬁ O @ 1l a O @ Followers
2017 2017 2017 2019 2019 | 2019 2019 2020 2020 | 2020 2020

DSD 737,5 | 28.28% | 527,2 18,3% 31 n/a 31 436 | 04 | 01 44,1 70,1 | 05 2,9 73,5
F&S 315,6 12,1% 179,2 6,2% 121 2 123 1253 | 1,8 3,9 131 1253 | 1,8 | 12,6 139,6
OLANO | 287,6 | 11.02% | 721,2 25% 63 n/a 63 1139 | 25 48 | 1188 |231,8 | n/fa | 354 | 2671
SNP 225,4 8.64% 91,2 3,2% 30 n/a 30 733 | n/a 1,0 74,2 82,7 | nfa | 16 84,2
KOS 209,8 | 8.04% | 2297 8% 80 | n/a 80 11,9 | n/a | 02 | 122 83 | 06 | 03 9,2
WaF 1729 | 6.62% | 2375 82% | 61 | n/a 61 82,2 | 46 | 59 | 881 | 120 | n/a | 173 | 1376
mgsb 169,6 6.50% 59,2 2,1% 9 n/a 9 12,3 202 0,2 12,7 14,1 0,2 0,8 15,1
1
SPOLU n/a n/a 200,7 6,9% n/a n/a n/a n/a n/a n/a n/a 40,1 1,7 17,8 59,7
Za Ludi n/a n/a 166,3 5,8% n/a n/a n/a n/a n/a n/a n/a 18,5 2 13 33,5

Party Abbreviation

Direction-Social Democracy SMER-SD

Freedom & Solidarity SAS

OLANO OLANO

Slovak National Party SNS

Kotleba - Our Slovakia L'SNS

We are Family SME

Progressive Slovakia—SPOLU SPOLU

Most-Hid Most-Hid

Za Ludi Za Ludi
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Followers VS Voters

Vot

es 2018

H Followers 2018

Reflections and Distortions

MOST POPULAR MEDIUM

Twitter

Instagram

PARTY Votes | Votes Votes | Votes 0 O Followers 0 O @ Followers 0 O @ Followers
2014 | 2014% | 2018 | 2018% | 2017 | 2017 2017 | 2019 | 2019 | 2019 | 2929 | 2020 | 2020 | 2020 2020
PMC | 301,6 | 34.49% | 86,9 | 9.75% | 2,0 1,0 3 42 2,9 3,2 10,3 45 5,0 nfa |95
SDP 181,1 | 20.71% | 222,0 | 24.92% | 120 | 11,0 | 33 204 | 136 |29 36,9 239 [ 187 [34 |46
DPPS | 89,0 | 10.18% | 43,9 | 4.93% | 0,2 0,5 0,7 2,2 0,5 nfa |28 3,4 03 nfa |38
SD 522 [598% | 885 [993% |50 6,0 11 7,9 83 0,5 16,6 11,7 [ 113 |11 24,1
uL 522 [ 597% | 831 |933% | 130 | 40 17 189 | 6,6 2,1 27,6 29,1 | 104 |49 24,4
NS 488 [ 559% |638 |7.16% |90 5 14 131 |76 1,1 21,7 179 | 104 | 14 29,7
AAB 383 | 438% | 455 | 511% | 1,0 0,5 1,5 4,1 1,6 0,2 59 9,3 2,6 0,6 12,5
LofM n/a n/a 112,3 | 12.60% | n/a n/a n/a 4,8 1,4 0,4 6,5 9,3 4,4 0,7 14,4
SNP* n/a n/a 37,2 4.17% n/a n/a n/a 21,5 1,2 n/a 22,7 71,6 4,5 4,5 80,6
*represented by party’s president’s personal social media accounts

Party Abbreviation

Party of Modern Center PMC

Slovenian Democratic Party SDP

Democratic Party of Pensioners of Slovenia DPPS

Social Democrats SD

United Left uL

New Slovenia NS

Alliance of AlenkaBratusek AAB

List of Marjan Sarec LMS

Slovenian National Party SNP
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Followers VS Voters

W Elections 201

W Followers 201

Facebook

Reflections and Distortions

MOST POPULAR MEDIUM

Instagram

Twitter

LLuns 2016 2016% | 20191 | 2019% 37 10017 FOI;%Y;W 1‘039 20019 ;;% Fouz‘:)v;;rs 1'030 g, 2(0% Fnlzlgroers
PP 7.9412 | 33,01% 5.047 1670% | 172 6051 | 7771 | 2035 | 712 73 9885 | 2657 | 8025 | 1160 | 11842
PSOE 54438 | 22,63% 67922 | 28,68% | 142 4981 | 6401 | 1823 | 689 698 |941,1 2225 |8044 |111,0 |1.137,9
P-IU-EQUO | 3.2271 | 13,42% 31194 | 11,95% | 1.10L1 | 11705 |2271,6 | 12555 | 1390 | 172 | 28175 | 1421 | 1500 |2650 | 3.186
C's 31416 | 13,06% 16503 | 1586% | 277 3661 | 6431 | 340 529 102 |91 3363 |517,8 | 1090 | 9631
vOX n/a n/a 3.657 1026% | n/a n/a n/a 3179 | 261 305 | 8839 5872 |421,3 |58 | 15935
23;'}{:;0" 659,8 2,74% 582,3 0,66% n/a n/a n/a 80,6 90,9 146 |1861 |85 |951 |209 | 2015
ERC-CATS | 639,7 2,63% 880,7 3,91% 115 209 324 1811 | 365 657 |611,8 1807 [376 |767 |6334
EAIPNV | 287,0 1,19% 379 1,51% 8 19,9 27,9 15,5 291 35 8 195 (382 |62 59,9
EHB 184,7 0,77% 277,6 0,99% 34 48,1 82,1 42,7 52,9 6,2 10,8 |536 |688 |168 |1392
CCAPNC | 783 0,33% 1243 0,53% 79 71 15 10,3 9,8 12 21,2 109 |16 |18 24,3
Sum
Navarre n/a n/a 99,1 0,41% n/a n/a n/a 4,4 4,4 0,6 4,9 1,9 2,5 1,4 58
(NA+)
*in thousand

Party Abbreviation

Partito Popolare Pp

Partito Socialista Operaio Spagnolo Psoe

Unidos Podemos P-lu-Equo

Ciudadanos C's

Vox Vox

Compromise Coalition Comp. Coalition

Sinistra Republicana Di Catalogna Erc-Catsi

Partito Nazionalista Basco Eaj-Pnv

Euskal Herria Bildu Ehb

Coalizione Canaria Cca-Pnc

Sum Navarre

Sum Navarre (Na+)
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Reflections and Distortions

Followers VS Voters
MOST POPULAR MEDIUM

Instagram

Twitter
M Elections 2018

EFollowers 2018

Facebook

Elections Llectiuns Elections | Elections o 0 Followers 0 o @ Followers| a o @ Followers

Party | 2014 2014 2018 2018 2017 2017 2017 2019 2019 2019 2019 2020 2020 2020 2020
SSD 1932 31% 1830,4 28% 137 65, 202 240,9 84,9 30,8 356,6 240,6 95,7 38,2 374,5
MD 1453 23,30% | 1284,7 19,84% 82 78,0 160 112,4 106,0 38,1 256,5 116,7 118,1 47,3 282

SD 801 12,80% | 1135,6 17,53% 136 43,0 179 301,9 74,0 94,9 470,8 3281 90,3 121,8 540,2
GP 429 6,80% 285,9 4,41% 63 65,0 128 67,6 86,4 19,7 173,7 67,8 90,8 26,8 185,4
cp 380 6,10% 557,5 8,61% 38 40 78 60,1 56,3 18,6 135 60,1 61,4 19,3 140,7
LP 356 5,70% 518,4 8,00% 77 54 131 117,4 69,5 51,4 238,3 136,0 77,6 58,9 272,5
LPP 337 5,40% 355,5 5,49% 22 58 80 33,5 70,6 14,0 118,1 34,4 75,4 15,0 124,7
cD 284 4,50% 409,4 6,32% 16 33 49 36,8 49,5 19,8 106,1 39,7 56,7 21,8 118,2

*in thousands

Party Abbreviation
Swedish Social Democrats SSD
Moderate Party MD
Sweden Democrats SD
Green Party GP
Centre Party cpP
Left Party LP
Liberal People's Party LPP
Christian Democrats CcD
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Followers VS Voters

Reflections and Distortions

Conservative 42,4% 43,6% 5,9% 7,8%
Party
Sinn Fein 0,7% 0,6% 74,1% 143,7%
UK
Independence 1,8% 0,1% 124,2% | 3301,0%
Party
M Followers 2019
M Elections 2019
MOST POPULAR MEDIUM
Twitter
PARTY Elections |Elections |Elections | Elections a o Followers 0 o @ Followers ﬁ o @ Followers
2017 2017 % | 2019% | 2019 ror | 2017 | 27| 2019 | 2019 | 2019 | 2% | 2020 | 2020 | 2020 |
7
CcP 13636,7 42,4 43,6 13966,5 | 565 235 800 640,2 | 371 84,75 | 1095,9 753 503,7 | 174 1430,7
LP 12877,9 40 32,1 10295,9 540 373 913 1022 666 64,6 1752,6 1094,7 | 886,7 208 2189,4
LD 2371,9 7,4 11,5 3696,4 153 162 315 183 248 9,9 440,9 203,6 324,5 | 30,5 558,6
SNP 977,6 3 3,9 1242,4 | 272 171 443 281 223 17,4 | 5214 3282 | 290,4 | 45,8 664,4
GP 525,7 1,6 2,7 865,7 277 | 186 463 293 238 8,9 539,9 3058 | 301,4 | 46,9 654,1
DUP 292,3 0,9 0,8 244,1 7 18 25 18 37,2 55,2 21,6 43,8 1,3 66,7
PC 164,5 0,5 0,5 153,3 25 25 50 30 37,7 0,24 67,94 38,4 50,1 7,9 96,4
Sinn 238,9 0,7 0,6 181,9 123 | 54 177 160 87,9 135 | 261,4 247 135,1 | 38,38 420,9
Fein
SD&LP | 95,4 0,3 0,4 118,7 3 15 18 6 23,5 n/a 29,5 9,8 30,3 n/a 40,1
uupP 83,3 0,3 03 93,1 3 14 17 5 19,1 n/a 24,1 6,6 21,7 | n/a 28,3
UKIP 594,1 1,8 0,1 22,8 584 154 738 544 208 1,2 753,2 513,2 208,7 1,2 723,1
*in thousands
Party Abbreviation
Conservative Party CcpP
Labour Party LP
Liberal Democrats LD
Scottish National Party SNP
Green Party GP
Democratic Unionist Party DUP
Plaid Cymru PC
Sinn Fein Sinn Fein
Social Democratic & Labour Party SD&LP
Ulster Unionist Party uupP
UK Independence Party UKIP
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AVTIKOTOTTPIGUOL KOL TAPUNOPPDCELS

ENoP

To Evponaikoé Aiktvo IToAtikav [dpvopdtov (ENoP), pe £é6pa tig Bpu&éiec,
amotelel o TAATEOPUO OLIAOYOL Kot OVTUAAOYTG 10DV HETAED TV EVPOTAI-
KOV TOMTIKOV 10PLHATOV, TOV OPYOVIGUAOV AT TNV KOWV®OVIN TOV TOATOV TOL
elval evepyol 6Tovg Topeig TG evioyvong g dnpokpatiog kot e frociung avé-
TTVENG, OAAG Ko TV Becpav g EE.

Muepa, To Alktvo amoteAeitar amd 54 péEAn - Wpovpata, ond 23 ydpeg kol 6
noMTIKEG opddeg 610 Evpomaikd Kowvofodio: Evponaiké Adiké Koppa, [Tpoo-
devtikn Zvppoyio ZoctoAotov kot Anpokpatov, [Ipdoivol, Evponaiot Xvvimpn-
Tcol kot Metappudiotéc Opada e Aprotepdc GUE/NGL kar Renew Europe.

To uéAn tov Aktoov €yovv mapovsia oe Teplocotepeg and 100 ydpec Tpow-
OdVTOg TNV EKTOIdEVOT, TNV LTOCTNPIEN TOV ONUOKPATIKMV OUOTKAGIOV KO TNG

BN avaATTLENG LEGM TNG GLVEPYOCING TOVG UE TNV KOWMVIN TV TOMTOV
KOl TOVG TOMTIKOVG OPMVTEC.
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[Movayuwtng KakoAvpng

KeAEITOA

To Kévtpo Aebvoig & Evpomaikng [Tolrtikng Owovoptog & AtakvBépynong —
(KeAEITOA) givon enionpo gpevvntikd kévipo tov [avemomuiov Ilelortovvicov
(Tuqpa [MoMtikng Emotiung kot Atebvav Xyécemv). [6pudnke tov Avyovsto tov
2015 (®EK 1812, 21 Avyovctov 2015). KbOpiog okomog tov KeAEITOA givor va amo-
TELECEL EVOV EMCTNHOVIKO Kol EYKVPO QpOPEN SEEAYWDYNC TPWOTOYEVOVS EPELVOG, LLE-
AETNG KoL AvVATTLENG TNG EMOTNUOVIKNG YVAOTG.

To avtikeipevo tov KeAEIIOA givar 1 epappoyn kot n tpo®@dnon tov mo cbvy-
YPOVOV EMGTNUOVIKOV HeBOd®V ota media TG AteBvoug kot Evporaikng [ToAtikng
Owovopiag kot Atakvpépvnong.

Ot dpaotnprotreg tov KeAETIOA cuvoyilovior otnv KAALYT EPELVITIKMOV Kol
EKTTALOEVTIKAOV OVOYKDOV GE TPOTTLYLOKO KOl LETATTUYIOKO eminedo TOG0 Tov Tun-
patog [Holtikng Emotiung kot Atebvav Zyéoewv ko g ZyoAng Kowvovikdv kot
[ToAtikadv Emotnudv, 6co kot tov [ovemompiov [lehomovvicov yevikotepa, otV
EKTOVIOT £PEVVOC, KOONDE KOl GTNV TTOPOYT| VINPESIOV CLUPBOVAEVTIKNG Kol KATAPTL-
ong ota Bépata SpacTNPLOTNTAG TOL GE SNUOGIOVG 1)/KOL WIWTIKOVS POPELS.

To KeAEITOA oteleydveral and péEAN tov Awdaktikov kot Epevvntikov [Ipocwm-
KoV, Tov E1duot Adaxtikod Epyacstnprakov I[pocwrikov, tov Eidwkon Teyvikon
Epyaompilaxov [Tpocomikoy kot Tov Aourol EXGTNHOVIKOD Kol S10IKNTIKOD TPOGM-
mkov tov Tuquatog [MoAtikhg Emotung kot Atebvav Xyécewv tov [avemotpion
[Tehomovvicov, KaBmg Kot amd e£mTEPIKOVG GUVEPYATEC-EIOIKOVS EMIGTILOVEG.

Amd 10 TpMTO £10G TG AEttovpyiag Tov, To KEAEITOA givor cuvdedepévo péLog pe
10 Evponaixd Aiktvo [Toltikav [dpvpdtov (ENOP) ue £dpa tig BpuEédies.

Katd ™ dudpkea g Aettovpyiog tov, 10 KeAEITOA €yt dtopyovdcet deKAdES
dnuocteg cLNTNOELS, EVE PETAED TOV EPELVNTIKMV TOV dPAGEMV VAOTOLEL TO d1adl-
Kktvakd [Todtikd ko Exhoywd Tapatnpntipro electionsnet.org. [Ipdkerton yia éva
KOLVOTOUO TTPOYPOLLLLOL, Lol STYAMGON SLOSTKTLOKT TAATEOPLO EPEVLVOC, EVIIUEPMCNG
Kot gvasOnrtomoinong ywo Bépata ekAoydv Kot OnpoKpatiog e EULEACN GTY| GULU-
HETOYN T®V TOMTOV 6T Kowvd. H mapovoa épguva yio TV EKAOYIKY ETPPOTN TMV
HEG®V KOWMVIKNG dikThmong otnv Evpdnn viomomnke oto mAaicio [apoatnpn-
piov electionsnet.org, To omoio vAomoleital LE TN cvvepyacia Tov ['pagpeiov Tov
Evponaikov Kowvopoviiov otnv EALGSa kot tng Deutsche Welle.
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Aopm gpgvvntikng opdioag IoArtikov kot Exioyikov
[Mopapnmpiov www.electionsnet.org

Emxepaing
[Tavayinng KakoAdpng

2OVTOVIOTPLO EPEVVITIKTG ORAOUS
K01 VAOTTOIN 661G £pYoV
PoG Toéha- Apocov

Epegvvntég
Avopéag Apocog
Katepiva Nikordov

AdOKipol gPpEVVNTES
Baoilelog Aehog
Maoapia Bopxa

Ayyéha Anuntpomodiov
Evdyyehog Apériiag
AMEEavOpoc KarvPag
lodvva Katcopa
Maopia Kpovotailion
AAKn Kootdkn

Avva Meplovoo
Mnéon EAnida
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O Iavayiotng Kakoiopng sivor avotepog ovp-
BovAOg GTPATNYIKNG KO ETIKOVOVIAG.

Eivat kxoprog epevvntig oto Kévrpo Atebvoig & Evpomaikng [ToAttikng Owovo-
plog & AwakvBépvnong tov [avemommpuiov [Mehorovvicov (tpuqpa ITIEAIY) kou
EMKEPAANG TOV OLOOIKTLOKOV EPELVNTIKOV TTPOYpappatog [ToAtticd kot Exdloyicd
[Mopatnpntpio electionsnet.org.

Etvon exdeypévo péhog tov Arotkntikov Xvppoviiov tov Evpomaikod Atktdov
[ToMtikav [dpoudtov, pe €dpa tic Bpu&éideg, Emucepaing e Onadag Epyaciog
vy 0 MéXhov g Evponng kot Emikepaing Aebvov Zyéoewv oto Ivotitovto
Anpokpartiog Kovortavtivog Kapopoving.

ABAoKeL YnElokn emkovmvia, dloyeiplon ONUNG, EVEVEIG GYECELS KOt EVPMTOL-
ikd Oépata ota petamtuylakd Tpoypaupate tov Evponaikod Ivetitovtov Emt-
kowoviag (ECI) ko tv EMinvoapepikavikn Evoon (tuquo Digital Marketing),
eva glval eMoTHOVIKOG cuvepydtns oto [avemotiuo Nedmolg [Tagpov (Digital
Marketing Lab).

‘Exet epyacBei og dnpooctoypdpog oe edinvikd kot o1ebvry Méoa Malikng Evn-
pépwong onmg n epnuepida The European, o padiopwvikdc otaduodg Flash 96,
0 tieontikdg otafuog Alpha, to protagon.gr k.a.. Yrnpée eniong Emkepaing
['pageiov Tomov ota Yrovpyeioo Metavdotevong, Metagpopmv, [Tepifdriovtog
kot [ToAtiopov.

O IMovayuwn g Kakoidpng £xel 6movddoel Onpocloypagio Kot yneloka HEco oTnv
EXLGoa kot to Hvopévo Bacideio (MA in International Broadcast Journalism,
University of Central England, Birmingham).

To 2020, mapovciace po KOvoTOUO TPOGEYYIoT] TNG EMKOWVMVINKNG Bempiog Kot
TPAENC: TIG «EVQVELG GYECEIG). M1a vEa - TPp@THTLTN BEDPNOT| TOL TEPLYPAPEL TN
Swdkacio, TNV €EEMEN, TIC TPOKANGELS KO TIG EVKOLPIEG TOV YNPLOKOD LETAGYT-
HOTIGUOV GTNV ENKOVAOVIA, KATA TNV €m0y TS 4ng Biopunyoavikng Eravactaong.

www.intelligent-relations.org
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Evyoprotieg

H épevva ko éxdoon avtn dev Ba pmopovcee va vAomomBel ywpig v apépiom
eumotoovvn tov Kadnynm IHoavtedn Zxhd, v Eumpoktn, ToAOTIUN Kol dtop-
kN ompiEn Tov Emikovpov Kabnynt Avieovn KAdyn, ™ courpaén g epgovn-
TIKNG opdoag, tpotictmg g PO Toéha-Apodcov, v efaipetikny cvvepyacio
¢ Extedeotikng Atevboviplog too ENOP Mana Livardjani, g AtevBoviprog
[ToMtikng Tov ENOP Alina Garkova kot uoikd TG HETOPPAGTPLOG AYYEMKNG
Bovpddx.

Tovg gvuyoplotd etkpva 6GAoVG, KaB®OG eniong Toug yoveic pov, v AleEavdpa,
v Avaotacia, tTnv Avtiyovn, v EAévn, v Kevetavtiva, tov Tepiavopo kot
OA0VG eKeivovg OV pe evBAppLVAY LE TOV TPOTO TOLG VO TPOYWPNG® OTOV TOL
EUTOdIL £0eLYVaY avLTTEPPANTOL.
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Iepreyopeva

Ewaywyn — To okentikd e Epevvag

Amo tov Iovdo Bepv, oty emoyn g peta-aindeiog -

O pbdrog TV social media otnv e£EMEN TOL LOVTEAOL EMIKOIVOVING
H pebodoroyia g épevvag

To copnepdopata omd v Eépevva - To eKAOYIKO amoTOT®N

TOV LECOV KOWVWOVIKNG OIKTOMOOTNG

Eniloyog- Avtipetomnilovtog Tig TapapopPdceElS

Aopn ypaenudtmv Kot EneENynon TEPLEYOUEVOV EPEVVAG

Avalvtikd ototyeio ko Tivakes TG £pevvog
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Ewsayoyn - To okenTIKO T1)C £pEVVOC

Howdh)csn TOV TOMTIKOD (QOLVOUEVOL GTNV EMOYN MOG, OV UTOPEl va yivel
Yopig vo AneBovv vTdyv o1 TeXVOAOYIKEG eEEMEEIC TNV TANPOPOPIKN, M
TEYVNTH VONUOGHVI), 01 OPOL Kol Ol GLVONKEG SLOUOPP®CNS TNS YNOLOKNG On-
poowog opaipac. Tig tehevtaieg 600 dekaETiES, TO HECH KOWVOVIKNG SIKTOMGCNG
£Youv cLUPAAEL GTNV AVASIOUOPO®OT| TNG oXEoNG TOALTY - ToATIKNG. Exouv aA-
MGl TOV TPOTO e TOV OTOI0 EMKOWVMVEITAL TO TOATIKO TTEPIEXOLEVO KO OVTO
emnpealel cuvemaxOAovOa TV Bt TNV TOAMTIKN AErToLPYia. KOl TOV TPOTO TOL
01 TOAITEG KATAVOOUV TOVG TOMTIKOVG dPAOVTES. AV TPOKELTOL EMOUEVMG LOVOV
vy T HO TOMTIKNG emKotvaviog, oAAd kot ToAtikng ovsiag. H kwduwomoinon
oVTNG TS GLUPOANG elvarl TOALOAGTATY KO OC EK TOVTOL SVGKOAO Vo OploTel
T pws. EEdALov, Tapd To 0Tt vVdpPYOLV VITEPPOALKE TOALA S1aBEcI dEdOUEVO,
dgv vtdpyel akdpa T€To1o BAB0C aviAvoNg TOV PAVOUEVOD Yia Vo, uropel va a&t-
oAoynOet TApwe, Aappdvovtag HdAioTo VITOYIV OTL 01 TEXVOAOYIKES SLVATOTNTES
aAhalovv pe KoToylotikd puouo.

[Tépav dpmg TG Yevikng avtiinymg, TEpay ToL Yynelakob buzz to omoio dnut-
ovpyeital, o0 £lval TO OTO EKAOYIKO ATOTEAECLO TV LECOV KOWVMVIKNG OIKTV-
®oNG Kol 1060 0VTO popet va mocotikonomBet; [Towo givor To cuvolikd ToMTikd
tovg amotomopa; Eivor wovd ta social media va dtopop@dcovy Eva eKA0YIKO
OTOTELECUOL 1) ATOTEAOVV OTAMG £VOL OKOLLOL LEGOV TOMTIKNG EXIKOIVOVING, KIVT)-
TOOINONG TOV YNPOPOP®V KL TPOGEAKVGNG (PN LATOSOTNONG, L0 YNOLOKN KO1-
VOTNTO GYOALGHOD KOl KPITIKNG 1) TOMTIKNG EKTOVM™ONG; Mmopel 11 a&loddynon
TOVG VO AELTOVPYNGEL OG OEIKTNG YL TNV TPOPAEYT TG EKPOoNS Lo EKAOYIKNG
uayme;

Emyepdvtog vo tpoceyylofovv anavticels 6€ aVTa To EpMTIUATO GUVTOYON-
Ke M mopovsa £kdoon Tov Evponaikod Awktvov [Toltikdv [dpvpdtov (ENOP)
kot Tov Kévrpov Aebvoig & Evpomaikng [Toltikng Owovopiog & AwakvBép-
vnong tov Iavemompiov [Tehomovvioov (Tpuqua Tloltikng Emothung kot At-
ebvav Lyéoemv) 610 TAOIGI0 TOV SLOOIKTVOKOD EPEVLVNTIKOD TPOYPAULOTOS TOV
KeAEIIOA electionsnet.org.

216)0G ™G €KO00MG €lval VO TOPOLGLAGEL VEN EPELYNTIKA GTotyeior Tov Oa
SUUPBAAAOVY BTNV AVAJELEN KAVOUPYI®V SOGTAGE®V, GTNV AVAALGT) Kol A&LOAO-
YNGN TOL POVOLEVOL GE KOO UOTKO KOl TOAMTIKO MIMESO KO OTNV TEKUNPI®ON
TOV GYETKOV ONpoGiov dtaddyov otnv Evpdmn.
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Amo6 tov lovAo Bepv, atnyv emoy] ¢ petaai0grog
O polog twv social media atnv e€éliln tov povredov emkorvamviog

ocv{ton yw ta social media, cuvnBwC avaEEpeTal 6To TAPOV KOl KLPIWGS

010 pEAMOV, KaBmg emyelpeitan va kodkomombel 1 vPIGTALEVT KATAGTOON
AL kot vo ekTiunBel n peAlovrikn e£EMEN. Tomg axpiPag yu avtdv tov Adyo Ha
elye vonua va emnyyeypndel o avoatponn. Na Eekwvnoet avt n avédivon ond to
wapeABOv. Zvykekppuévo omd to 1889: Exeivn tn ypovid, o lovAtog Bepv Eypaye
éva omynua vd tov titho «H nuépa evog apeptkavod dnpocoypdeov to 2889.
Xe avtd t0 omynua o lovAog Bepv pavtdomnke v e£éMEn g avBpmmvng emt-
Kowvmviag yila xpovia HETE. TV TPayUATIKOTNTA OUMG, TPoEPAeye -6€ peydlo
Babuod- 6ca teAucd £ytvay oG Alyo mapomdve and Evav aiova apyotepa. O Bepv
610 PAo Tov, TEPEYpAYE TO «TNAEPOTO» OC M0 KOVOTORO HEB0OO EMKOV®-
viag. Empdketto yio éva cvotnuo apeidpounsg HETAO00NS YOV KOl EKOVAG TOV
potadet pe TG moAAES EQapLOYEG TUTTOL SKype, Zoom K.AT. TOL GNUEPA ATOTEAOVV
éva Bacikd pécov emkotvaviog, Wk ev pEcm e mavonpiag. O Bepv mpoéfreye
EMIONG GLOKEVES 01 OTOiEG LOLALOVY TOAD LE TOVG OMUEPVOVS VITOAOYIGTEG. 'Eypa-
ye Yo peydieg aibovoec chvtadng, pe ekatoviades OMNUOGLOYPAPOLS, OOV G-
YKEVIPAOVOVTAY KOl OVOLETOOIOOVTAY Ta VEQ ad OA0 ToV KOGHo. 'Eyxet evolapépov
OTL 6TO S YNUA, OAESG OL EIONCELS, EKTEUTOVTOL OO Eva KEVTPO. L& OAO TOV KOGLO
vapyel povo pa nyn ewnocsmv: n «Earth Herald». e avtd 1o onpeio o Bepv dev
KATAQEPE VoL TPOPAEYEL COCTA. TNV TPAYUOTIKOTNTO 1] TANPOPOpia amodeiyOnke
aveEEdeyKTn. Zuyva OooTpePAOUEVN, OAAL TPOKTIKE aveEEAEYKTY, OTMOG OMESEL-
Eav mepitpava ko too Wikileaks. Zipepa, Oyt LOVO 0V VITAPYEL LI TNYN TANPO-
@oOpNnoNG, aALd Kupimg N emkovovia dev eivan povodidotarr. Ta social media
EMEPEPOLV LLLOL TPALYLLOTIKY] EXOVAGTOON.

270 TOPASOGLOKO LOVTELD TG EMKOWVMVING, OTMG TO TEPIEYPOUYE KOl OPLGE TO
1948 o apepikavog Claude Shannon - 6to fifiio Tov «Mia pabnuatikn Bedpnon
NG EMKOVMOVINGY, KOOKOTOLEITAL Lt S10OIKAGI0 TOV AELITOVPYOVGE £l AldVEG. To
pvope Eektvovoe omd v Tyn (tov Tound), HEc® tov dtavrov (ty T MME) kot
£€QTOVE GTOVC ATOJEKTES (TO KOWO), HEGH amd pio. povodldotatn dadikacio. XTo
TAPOd0cIaKO LOVTELD aVTO, dEV VINPYE N duvoTdTNTA AAANAETIOpaoNG I AUEONS
avatpo@odotnone. H mopeio tng mAnpo@opiog ftav YPoppiKn Kot Hovodlaotat).

Ta social media avétpeyav TApwg avt ™ cuvinKn. Exovv avadiapoppmacet
TN GLVOMKT €1KOVA NG emkowvoviag. H kabe aveldptntn povdda tov ynelokov
LLOG GLGTHLATOG, O KAOE ypNoTng, Exel TAEOV TOV O1KO TOL dlowAo AAAG KoL TO S1Kkd
Tov kowo. Exet dnpuiovpynOet pia oyéon dtopkovs aAinAemidpaong Kot LOAGTO GE
evpeia KAipaxo. Eipocte 6A01 -tovtOYpOVo- TOpay®YOol Kot KOTUVOAMTEG UNVULLA-
TOV GTO GUYYPOVO Yynelokd TeptBaAlov.
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Avtdg 0 mhovpalopdg Bewpndnke otnv apyr TG ELEAVIONG TOV UECHV KOL-
VOVIKNG SIKTO®ONG OTL O £pepve GTNV ETQAVELN VAV EVEPYD, EVILEPOUEVO KOl
ocvveldnToromuévo toltn avaPaduioviag v modtnTe TS dNUOKpaTioG, EVi-
oYVOVTOG TNV KOTOVONOT) TOV TOALTIKOD QOIVOUEVOL, OAAG KOL T1] GUUUETOYN OTN
SLOUOPP®OT) TOV, 6TO TAUIGLO LG OOUECOAAPNTNG AUPIOPOUNG GYESNC TOAITN
— TOATIKOD KOl KOT® EMEKTACTY TOATIKTC.

e évav Pabpd avtd cuvéPn. Ot TOMTEG AMEKTNOOV TLO 1GYVPT] POV LEGH TNV
YNOLOKT «0yopa», 6TO TPOTLTO TNG apyoiog AOnvaikng Ayopdc. EvioydOnke n
Aoyodocia og 6Aa Ta emineda. H amokévipmon g mAnpopopiog oxeddv eapdvice
N SVVATOTNTO EAEYXOV TNG, YO TPMTI POPA TNV 10Topi. AVTOG O EKONUOKPOL-
TIGUOG TNG EMKOWVMVING dNUIOVPYNCE LI O OVOIKTH Kowvevio petacynporifo-
vTog TN dnuocta ceaipo 6mwg v oploe o Xaumeppoc. H dnuocia ceaipa, mov
avadvonke oty Evpdnn tov 180 aidva mg ydpog kpitiknig culnTnong, avorytog
o€ OAOVG, OOV 01 TOMTEG GLYKPOTOVGAV £VO KOWVO TOV 0010V 1| ONIdG1o AOYIKN
EVEPYOVOE G EAEYYOG Y10 TNV KPOTIKN €£0VGI0 TPOGAPUOGTNKE GTO VEQ TEYVOLO-
YiKd dedopéva.

Ao v avOion tov epnuepid®V, TOV TEPLOSIKAOV, TOV OUAI®V OVAYVOOTG Kot
TV Kapé tov 180v awwva oty Evpodmn etdoape oto Facebook xat to Twitter.
Oeg ot épevveg cuvteivouy 6to OTL TAéoV Ta social media amotelobv 10 Pacikd
LEGO TANPOoPOpNoNG TV ToMTAOV. Ta dedopéva Kot o pey€dn aiiatov. H dudvon
™¢ TANpoopiag £yve oyeddv amdAvTn kot dpeot. Oyt dpwg pdvov e aindvnig,
TANPOPOPIOG KO TNG EUTEPICTATMUEVIG YVOUNG, OTMG amodeiyOnke mold chvtopa.

Q¢ amOTEAEG LA KOL GTNV YNPLOKT ONUOGLO CQOipa, £YOVUE OVTIGTOL(O GUUTTO-
HaTo EKQELAMGLOD, OTTMG Ta Oploe 0 Xaumeppos. ‘Eyovpe dnioadn eumopevpoto-
moinom Kot 6TPEPAMOT TOL TEPLEYOUEVOV, EVD TO KPITIKO KOO YiveTonl 0Aoéva
o TaONTIKO, TaPA TO OTL AVEAVETAL dLOPKADS O YPOVOG TOL TapapévovLe online.
Awopopemdnke éva tomio mov cuvvtifetal o€ onuavtikd Pabud amd TayEmg oKt
vovpuevo fake news, alternative facts, astroturfing pe eiovikodg Aoyoplacpong Kot
o wpdseata deep fake news mov pe m ypnon eEEMYUEVOV AOYIGUIKOV KAVOLV
ATOADTOG GLYKEYVUEVO TO OP10 LETAED TPOYUOTIKOD KO EIKOVIKOD, 0poh TAEOV TO
yépo potdlet To oo agidmioto pe v adnbeta. Tavtdoypova dg, ) aicOnon avovo-
piog evioyvoe v emBeTikdTTO TOL AOYOL INANTNPLALOVTAC TOV ONUOGLO SLAAO-
YO KOl ONILLOVPYDVTAG GLYVE TNV aicOnon mePIoCOTEPO LING YNPLOKNG POUATKNG
apEVOGS, TOPE APYOLOEAANVIKNG 0lYOPAEG.

To Topoamdve EULOIKA, G€ Koo TEPITTMOT, OEV AKVPMVOLY TNV TPOYLOTIKN
EMOVACTOOT OV £pepay Ta social media oty avBpdmivn emtkovovia, oAAL Kot g
KOW®VIKEG Aertovpyies. ATAMG TPOocHETOVY EMTAEOV SLOCTAGELG TOV OPEIAOVY VL
GUVUTTOAOYIGTOVV AVOIEIKVDOVTOG TIG TPOKANGELS TNG EMOYNG. Aev pmopel dniadm
va mapayvoplotel 6t To Social media £yovv pio KATOAVTIKT) GUVEIGPOPH TAOVPOL-
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Mo LoD, OAANAETIOPOONS, ETIKOVOVING, TANPOPOPTONG KOl GUUUETOYNC, TOV TOPE
TIC SLOKOAIES, TPOGHETOVY BTN ONUOGLO GPAIPO CIUAVTIKA ~TTPOTOYVOPO, TTOLOTIKE
YOPOKTNPLOTIKAL.

Tnv o wpa, ta social media dev kabopilovv poVO TV EOHPU TOV UNVOUOTOC,
@TAVOVV Vo ETNPEAGOVV Kal TO 1010 TO TEPLEYOUEVO TOL unvopotoc. [pdkettal yio
po axopo emiPePainon g Bewpiag tov Marshall McLuhan, o omoiog vroot-
pile 0TL T0 «péco glvar to uRvopoy oto PiAio Tov «Media: Ot TPOEKTAGELS TOV
avOpamov» to 1964. Avti 1 Bewpia giye drapopembel pe Bdon v avamToén g
TAEOPAONG, OGTOGO JMIGTMOVETOL 1 SLOYPOVIKOTNTA TG Kol 1] SuVATOTNTO TTPO-
COPLOYNG TNG KOt oTa, VEQ péEaa. o mapadery o To YneloKo Pnvopo yivetol oroé-
va Ko pkpotepo g€attiog Tov pécov. Eivat xapaktmpiotikd 10 Tdg SIopopeOvETaL
TO TOMTIKO pvopa Yo va xopa otovg 280 yapaktipeg evog tweet. ATAomoteiton
KOl GUPPIKVAOVETOL DGTE Vo, Toplalel otn eopua tov social media. Amoktd nepio-
00TEPEC ALYUES Y10 VO Egympioel omd To TEPAOTIO H1001KTVLOKO buzz. I'veTon Tepio-
00TEPO EMBETIKO Y10, VO OTOKTNGEL AOYO Vrapéng 6° Eva ymelakd TeptBAALoV Tov
AmOKTA S10PKMOG YOPOKTNPLOTIKA VYNANG Evtaons. Ocot NAmTlay ot S1opdpemon
€VOG TEGTOV YOVILOV S10AOYOL oV Ba TPONYaye T SNUOKPATIO TOPATPOVY TAEOV
QTOYONTEVUEVOL TOV «TTOAEWO T®V trollsy.

Xe moALéC meputTdoelg To social media dev amoTEAOVLV TAUTPOPLEG TOV TTPO-
®Bovv T Aoywn N ™ peTpromddeia. Aatpedovy ta GKpa Kot TIG ATAOVGTEVGELS,
NV £VTOoN Kot TNV TOAMOT. AVTN 1) APVNTIKE QOPTIGUEVT] AVOTPOPOSOTIKY GYECT
HEGOL KoL INVOLLOTOG, ONIOLPYEL Evay GAOA0 KOKAO E ONUOVTIKEG TOMTIKES EML-
TTMOGELS.

Ta pésa KovoviKng SiktHmong, amodeiydnkoyv 1Wavikd Kavaiio Tpo®Onong tov
AOIKIGOV. ALOTL TO PIVOUOL TOV AATKIOTOV Eivol GVVINO®ME AmTAOVGTEVTIKO, GVVTO-
po ko eEayprmpévo, av oyt eaypetopévo. Ot AaiKioTég OV xpelalovtal Ydpo yio
VoL oVOTTTOEOLY LaL 10€0L Lol TOALTIKY, 010TL cuvnBag glte dev BENoLVV, elte —kupi-
G- 0ev umopovv. Teivouv va edayiotomolovy peydio Ko covleta (ntmuata, OoTe
va yopovv péca 6° éva tweet. H 100medmTIKN avTIANYn «OVTIGLOTNIUK®OVY TPO-
oeyyiocewv dvBioe 6to véo avtd ynoerokd mepiParrov 6mov to Tapdroyo gival o
EAKLOTIKO KOl GLYVE ONUOPIAEG ATtd TO AOYIKO.

Ta social media £€dmcav povn kot pdAoTo WYVPN 6 amoyelg Tov Teplfwpiov
OV UEYPL TPOTIVOG NTAV OMOUOVMUEVEG O HKPEG KOWOTNTEC. XNUEPO, AVTEG Ol
HIKPEG KOWVOTNTEG, EMKOWVMVOVUV EVKOAITEPA LETOED TOVG, d10didoVV To Opyo-
VOUEVO TOL UNVOUATA TOVG KOt YIVOVTOL OAOEVOL LEYOADTEPEG, AMOKTMVTAG KLplop-
YO YOPOKTNPIOTIKA OpIopEVEG Qopéc. Ta PEcH KOV®VIKNG SIKTOMONG £XOVV Evay
GLYKOAAMTIKO POLO OMOUOVOUEVOV HOVAd®Y. Mg avTtdv ToV TPOTO 01 PEXPL TPO-
oQOTO «TAPIESH ATOKTOVV VITOGTUCT AOY® awTol Tov afporldpevou peyéboug, pe
OMNUAVTIKEG KOWVOVIKESG KO TOMTIKEG GUVETELEC.

96



AVTIKOTOTTPIGUOL KOL TAPUNOPPDCELS

Me0Boooioyia TG EpEVVOC

10£€00 TNG GLYKPITIKNG KOTAYPOPNG KOl TOPOVGIOCTS TOV EKAOYIKMY OTOTE-

Aecpdtov Kol TG mopovsiog Tov moMTik®v koppdtov g EE ota péca
KOWMVIKNG OKTV®woNG yevviiinke to 2015 kot mopovcidotnke 6to 20 Taktikd
Xuvedpro tov Tunpartog [olrtikng Emomung kot Atebvav oyéoewv tov Tlave-
motpiov [Hehomovvncov. Xtoyoc ftav va donpovpyndel po akdpo yneida mwov
Ba cvvéPadre ot SLAUOPPOGT TNG GLVOAIKTG EIKOVOS G TPOG TO TOATIKO KO
arotOmoua Tov social media. tn cuvéyela, 1 €pEVVO. GLGTNLOTOTOMONKE Kot
eviaynke 010 SOIKTLOKO EPELVNTIKO TPOYPOULA VIO TNV Titho [ToAtTiko Ko
Exhoywd Tapoatmpntipro electionsnet.org. 6to mAaiclo Tv dpdoemv tov KeAE-
[TOA tov ITavemomnpiov Ilehomovvricov (Tunua ITEAIY).

H mapovca ékdoon meprhappdvel otoyeio mpmToyevols Epevvog yia Tig 27
xdpeg ¢ Evponaiknig Evoong kot to Hvopévo Baciielo. [To cvykekpipéva, n
épevva Kotaypdeet Tov fabid GLOYKETICUOD TOV 0KOAOVO®V GTO HEGO KOWVMVL-
KNG OIKTVMONG LE TOVG YNPOPOPOLS TV KOUUdToV 611G BovAsutikég exhoyés.
Y10 mhaicto avtd, dnuovpyndnke évag tocootioiog deiktng avoroyiag TV dio-
SIKTLAK®OV 0KOAOVLOWOV EVOVTL TOV YNOOQOpmV.

H pebBodoroyio GuAAOYNG Kot KaTarypoens TV oToEImV £Y1ve ¢ aKoAoVO®G:
v kGO ydpo KoToypaenKoy To KOUUOTO KO TO, ATOTEAECUATO TOV TEAELTOIMV
EKAOYIK®OV AVOUETPNOEDV Yo To, €BVIKE KOtvoPovAla Kol €V cuveyeio TPy LOTO-
momOnke Kataypaen twv akoAovBwv ota social media wov drotnpel kdbe kKOO
H ovlhoyn tov otoyeiomv éyve katd KOplo AGYo Yo KOPUOTO TOV KATAPEPAY VL
EKAEEOVV EKTTPOCAOTOVS TOVS. AVTO EMNPEACE T OLAUOPPMOCT) TOV TOGOGTMOV TOV
KOUUATOV oTo ovykpitikd ypagpnuota “Followers vs Voters” ota omoio vmwdp-
YOLV OTOKMGELS G€ OYEOT LLE TO TOCOGTA TOV TAPOVCIALOVIOL GTOVG TIVAKES
TOV EKAOYIK®OV OTOTEAEGUATOV OTTOL AAUPAVOVTOL VTTOYIV KOt TO LIKPATEPOL KO-
pata. Q6t000 0 £peLVNTIKOG - TocooTioiog oeiktng “Followers vs Voters” mov
ONUoVPYNONKE Yo TN CLYKEKPIUEVN LEAETT) OITOCKOTTOVGE UOVO GTNV OVOAOYIKY
GUYKPION TNG EMPPONG TOV KOUUAT®OV Kol Oyl 6TV omoADT®S akplfr] EKAOYIKN
KOTOYPOPT] TOVG, 1] OTTOL0L ATOTLIIMVETOL TAY|PMG KO GE TOCOGTA KOt LLE TOV ap1-
Lo TOV YNPOV GTOVS GYETIKOVG TIVAKEC.

H épevva mpaypatomombnke o€ TPEIS YPOVIKEG TEPLOSOVE TPOKEUEVOD VOL KO-
taypagel N eEEMEN TOV EAVOUEVOV, VO EVIOTIGTOUV £vOeYOUEV LOVTELD dlo-
LOPO®ONG TAGEMY GUGYETIGUOV TOV OEOOUEVMV TOV TOMTIKOV TEPPAALOVTOG [E
oVTO TOV HECOV KOWMVIKNG OIKTOMONG, LE GTOYO 1) £PELVA VO amoTeEAEGEL Bdiom
TEPALTEP® AVAAVONG 6TO HEAAOV LE CUYKPLON TOV avTioTory®v ototyeiov. [
v €pguva mov 01e&nyon 10 2017, n cuykévipwon TV oTotyeimv EAafe xdpa TG
Vo mpdteg efdopnades Tov Ampidiov. o v épevva tov 2019 ta otoyeia ov-
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ykevipoOnkav T1g 000 televtaieg efdopnadeg tov Maiov kat yio TNV €pevva TOL
2020 n katoypagn tov akolovbwv Tpoypoatomodnke Tig dvo TehevTaisg efoo-
pédeg tov ZemrepPpiov. Kat’ egaipeotv, yio v épevva tov 2020, katoypdenkoy
GUUTANPOUATIKA KOl 01 EKAOYIKEG AVAUETPNOELS OV £yvay Tov OkTdPpro (At-
Bovavia, IpAavoia, XhoPaxia, Kpoatia) Tpokeipévon va cuykevipwBoiv TAnpmg
emKopomompéva ototyeior Kot va etvar axpiBéotepn 1 avdAvon TV CYETIKOV
oLYKpIGE®V.

H xataypaer Tov apifpod tov akolobwv yive pe v e&ng dadikacio: Kata-
ypdonkav ot followers oTovg emionpovg AoyaplacoHS TOV KOUUATOV GTO HECH
KOW®VIKNG SIKTOMONS, OTMG TPOKVITOVV OO TOLG GLUVOEGHOVS TOV EMICNU®V
10T00eAd®V Tovg. H kataypaen agopovoe Loyapracuovg oe Facebook, Twitter
Kot Instagram. H emloyn T@V GUYKEKPIUEVOV HECOV £YIVE KOOMG OMOTEAOVV TIG
ONUOPILESTEPEG TAATPOPLEG KOVOVIKNG SIKTHMONG, OTIS OTTO1ES d1oTnpovV Aoya-
pPLOGHOVG T TEPlocoTEP KOppata. Katd v kataypaen tov 2017 ta otoyeio
yw. to Instagram Ntav Wwitepa meplopiopéva kot dev EANEONcay voyy, KAt
OV €YVE GTI GLVEYELN KOOGS TEPIOCOTEPOL YPNOTEG UINKAY GTNV £Qapuoyn. To
emopevo dtotnuo Ba eavel Kotd tocov Ba tpénet va a&lohoyn0el kot n avepyo-
pevn epappoyn Tik Tok omnv épevva ekAoyikng emppons, Kabdg n dvvatotnta
TPOGEYYIoNG VE®V YNeoedpwv Bo pumopodoe va amodetybel molvtio epyaieio
TOAMTIKTG KO EMKOVOVIOGC.

Oplopévo KOUUOTO OV OVEYPAPOY TOVS ETICTLOVS AOYUPLUGLLOVG KOVMVIKTG
SIKTHMONG TNV 16TOGEAIDO TOVG, e amoTELEGHA VO avalnTNOoVV EVOALOKTIKEG
0001 oV va emPBePardvouy v a&lomioTio TV OTOLYEI®V. L€ KATOEG TEPUTTOCELS
oL Oev Ppédnkay emionuo cLVOESEUEVOL AOYOPLOCHOT KOUUATOV EVTaYONKaY o1
Aoyoplacuol tTov apynyov tovs. Emione, oe opiouéveg mepintmaoelg ol Aoyapio-
opol TOV KOpUAT®V glval TavTOYPOVO TPOCMOTIKOL AOYOPLUCUOL TV apynydV
TOVG. XTOVG OVTIGTOLYOVE TIVOKEG VITAPYEL ) GYETIKY] EMIGTLLOVOT).

To 6Ovoro TV akoAoVOwV KAOE KOUUATOS apopd 6TO AOPOIGHLA TOV TPLOV -
GMV KOWMOVIKNG OIKTOmonG. To oyetikd dfpoispa dev odnyel otov axpifr] opiopd
oV apfpol TV aKoAoVO®V, KABMG VITAPYOVY dEGOUEVEG AAANAOETIKAADYELS LE
0edoUEVO OTL £vOg YNPopOpog Umopel vo, okoAovBel To KOLLLLO TOV G TOPOTAV®D
and éva pécov. Qo1000, pe dedopévo OTL 1 1010 LEBOSOAOYIKT TPOGEYYIGN OKO-
AovOnOnke oe 6A0 TO delypa, Bewpeitor OTL TAPEYEL IKAVOTOMNTIKY] ATOTOTMOGT)
TOV TACEOV Kol Uopel voL 00NYNOEL GE AELOTIGTO GUUTEPACUOTOL.

Koppata ta onoia £govv d1advbei ] £xovv avacteiiel v Aettovpyia ToVg dev
GLUTEPIANPON KAV GTNV €pELVAL.

To ekhoyikd amoteAéopata Kataypaenkay pe Paon emionueg 10t06eMOEG N
onuocleg TyEs.

98



AVTIKOTOTTPIGUOL KOL TAPUNOPPDCELS

Koatd ™ dudpkela g épeguvag Kataypaenke Evag taitepa LeyaAog aplpog
dedopévov kabmg evtomiotnkav teptocotepeg and 240 16T0GEMOEC TOMTIKOV
KOUUATOV Kot avTioToiymg 750 oelideg HEcmV KOWmVIKTG 01kTuwonG. Ta pevotd
TOMTIKA 0E00UEVA, 01 EKAOYIKES 1O10UTEPOTNTEG TG KADE YDPAG, N LETOVOUAGIOL
KOUUAT®V, Ol KOUUOTIKEG OLUCTIAGELS KO 1) GUYKLPLOKT ONUIovPYio EKAOYIKMV
GUVOOTICU®OV GE OPIGUEVEG TEPIMTMOELS OMOTELECOV EMMPOSHETA EUTOOIOL OTN
KOTOYpapn Kol avAaALGT TV OEO0UEVMV.

H gpevvntikn opdda dnidver pntd OTL OVOEUIO CKOTHOTNTO 1] TPOCHOTIKO
OPELOG TPOKVTTEL GE TEPITTM®ON VIAPENS SPAAUATOV. AedOUEVOL TOV TEPAGTION
OYKOV TOV TANPOPOPLOV TOL KATAYPAPNKAY, TAPd TN UEYAAN TPOOTAOELD TOV
KkatafAnnke, n tepintmon un akpPois amroTHTMONG GTOYEIWY, TOGOGTAOV K.AT.
Kot 1) cuvemakoAoVON AavBaopévn a&loAdynon dev Umopel vo oamoKAEIOTEL.
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To cvprepdopata amé TV Epevva — To ekhoyko
OTOTOTONE TOV MECOV KOLVOVIKIS OIKTVOONG

noadudtra tov social media opilet €va kaiplo medio moMTikng avtimapdOe-

ong. Etvat evoektikd 41t evd cuvolkd o aplBpdg Tmv xpnoToOv ToV HEGHV
KOW®VIKNG 01KtV ™o avénonke katd mepimov 35% oe pa tpietia, n avénon tov
aKOAOVO®MV TOV KOUUATOV GE VT EPTOUCE -KOL GE OPIGUEVEG TEPMTMGELS EEME-
pace- to 100%, dnwc tpokdntel amd ta oToryEin TG TaPoVCAS EPELVIC.

To péoa KOW®VIKNG OIKTOMONG OmMOTEAOVV avoueifoAia éva onUAvTIKO mo-
payovta mov enNPeAlel To TOMTIKO TEPIPAAAOV Kol KAT  EMEKTOGIV TIG EKAOYEG.
Q061060 amd TNV £PELVO OEV TPOEKLYE £VOG AUEGOC GLGYETIGUOS TV OVO VTOV
TOPOUETPOV, ONANOT| TNG EMPPONG 6T0 TEdio T®V social media Kot TG EKAOYIKNG
amodoons. Mmopel oOnhadn Eva KOUO VoL KAVEL TEPIGGATEPO YNELoKSO «BOpLo»
KOl VoL EYXEL TEPLOCOTEPOVS AKOAOVOOVS, AAAGL VTO OEV GUVETAYETOL TNV ALVTIGTOL-
AN EKAOYIKN TOL 0mdS0oT).

Ooco mo évtoveg 1 axpaieg BEcelg xet Eva KOPUA, 0G0 TO TPOKANTIKOS Kot Oe-
potikd oToyxeLpévog tvar 0 Adyog Tov, Tdco mo Kupilapyn eivar n B€om Tov oTOV
Kkoopo Tov social media. H dradiktvokn mapovsio Kot EXppor) ORMG, 08V GLUVOEETL
L TV emidpaion otV Kowvmvio Kot Kuping Le To ekAoyiko amotéheopa. Evogwrtikd,
SOMOTOONKE OTL OVTIGVOTNIIKG KOLWOTO TTOL KATOYPAPOLV OTIS EKAOYEG TOGO-
ot ™G TaENS Tov 10% &yovv avtiotoryo M Kot peyadvtepo aplipd akorovbwv ota
social media pe koppoto tov 30%. Emiong, n Kataypoaeopevn avéntikn taomn e
mapovciog Toug ota social media dev eivatl amapaitnTo avtioTolyn TS TOPOLGING
otV Kowvavia, £T61 OTMG TOLAGIGTOV CVTI ATOTVTIMVETOL GTIC EKAOYEC. ZUYVA Ko
TOPEPVOLY VAL ETNPEAGOVV TNV aTlEVTO TOL ONUOGIOV SHAOGYOL, GALL TV OPO TNG
KAATNG TO KPLTHPLL EMAOYNG TV TOMTAV TOPAUEVOVV TTLO GUVOETA.

Muo yapaxtnprotiki nepintwon eivat avt tov United Kingdom Independence
Party oto Hvopévo Baciiero. To 2015, to UKIP &giye oxedov tov ido apfud
aKoAoVO®V 6TO HECH KOWVAOVIKNG OIKTOMOONG HE TO 000 UEYAAN — TOPOOOGLOKA
Bpetavikd koppato. XTig ekhoyEég Opms EAafe 2,6% tov yhioewv évavtt 30,4% twov
Epyatikadv kot 36,8% tov Zovtnpntikadv, eved Adym TG 1010UTEPOTNTAG TOL EKAO-
YKoV cuoTnpaTog dgv EAafe kapia £dpa otn Bovin tov Kowottmv. Xt exho-
véc tov 2017 elye peyardtepo apBud axorlovbwv (738.000) mapd yneoedpmv
(594.000), eved petd ) d1domact) Tov oTig TeEAevTaieg eKA0YEC EAafe ot 22.800
YNEOVS dATNPOVTOS OH®G £vo. VYNAO dtadiktvakd kowvd 723.000 akolovBmv.
Av16 10 oTOoYElD GLUVNYOPEL GTO OTL OL YNEOPOPOL GuVE)ILoVY EVKOAD VO 0KO-
AovBovv dradiktvakd £va KOPUa Tov eykatéAetyay moAtikd. To o€ Brexit Party
ov oynuatiotnke ond 11§ Taéelg Tov UKIP, og Aydtepo amd Eva xpdvo moAtti-
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kNG Long ovykévipwaoe 644.000 yneopdpovg kat 466.000 axorovBove 6to Méca
KOW®VIKNG OkTowong. Otav, yio Tapddelypo, 6To KOUUN TOV ZUVTNPNTIKOV O
delktng «axodAovBot Evavtt yneoeopmvy gival 10% oto Brexit Party ¢tévet oto
eviummaotokd 72%. Mia akopa evolapépovsa Bpetavikn mopapuetpog ivor kot
10 0Tl VO TO KOUUO TV Epyatikdv onueudvel pior EVIVTOGLOKT TOPEio. GTOV
x®po tov social media, ot dEV AMOTLIOVETAL GTO EKAOYIKO amotédeopa. To
2019 &iye 656 y1Madeg mEPIGGOTEPOVG AKOAOVOOVE OO TO ZVVINPNTIKO KOUUAL,
oAAG oTIg eKAOYEC TOV €lofe 3,6 ekatoppvplo yreovg Aryotepeg. [lapatnpaoviog
dg, TNV mopeia TOV TEAELTOI®V ETAOV SOTICTOVOLUE OTL EVO EVIGYVEL TIC SUVAUELS
TOV OLAOIKTLOKA TG YAVEL EKAOYIKA.

M avtictoym swdva Prémovpe ot eppoavia. To 2015 to AFD eiye 10 y1-
MAdec TEPIGGHTEPOVS AKOAOVOOVE GTO LEGH KOWVMOVIKNG dikTO®onG amd To CDU,
otav avtiotorya eAdupave o 1/3 tov ynewv tov. Me Bdon ta eKAOYIKA amoTeAs-
opato Tov 2017 10 4,4% TtV yneopopmv tov AFD 10 akolovBovce ota social
media évavtt 2,4% tov CDU. Znuepa, to AFD éyet 160 yihbdeg meptocdTEPOLS
axoAovBovg amd To CDU, v dpa Tov 01 OAEG 01 ONIOCKOTNGELS TOV divouy Tpo-
Beon ynoeov oto 1/3 tov Xp1oTiovodnHokpotav, eV OyeL ToV ekAoy®mv tov 2021,
kat Tov PePfaing Oa mpénet va emPeforwbel Kot T1g KAATES.

>tV lomavia, o 2015, ot axkdAovbor twv Podemos e Facebook kot Twitter
ntav 660t 10 dBpolcpa TwV aKoAOVO®Y Kot TV TPLOV GALOV LEYAA®Y KOWUA-
v poli, Tov Aoikod KOUUAToG, TV XocstoAotdv Kot Tov Ciudadanos. Qotdco,
oTIG EKAOYEG NG 1010 Ypovids EAafav mepimov to 1/3 o€ oyéon Le T0 AvTiGTO(O
dBpoopa tov yrewv. To 2019 ot Podemos érafav otig exhoyég AMydtepeg amd
TIG JMGEG YNOOVG GE GYECN LE TOVS LOCIOAMOTEG oL Pynkav Tp®TOl, aAAd &i-
YOV TPUTAGG10 aplOud SLOOIKTLOKOV aKOAOVOWV. AVTIGTOLO TO VEOTAYES KOLLLLOL
VOX éhafe Tig lGEC YOOGS 0O TOVG LOGIOAMGTES, AALA EYEL GO EKATOUUDPLO
TEPLGGATEPOLG AKOAOVOOLG,.

v OMavdio o koppa ™ EdevBepiag tov Geert Wilders élafe 866 y1-
Madec Mydtepeg yneovg otig ekhoyég Tov 2017 amd 1o Adikd Koppa yuo v
Elevbepia kar ) Anpokpatio oo Mark Rutte. Q061660 6T00 pHéGH KOWVOVIKNG
JIKTVONG £lxe Tapovsio oyxeddv ion pe 6Aa ta kKowvoBovievtikd kKoppota poali.

>t FoAlio, mopd T1c 1ontepdTNTEG TOL £YEL TO TPOESPIKO GVGTNLOL EVTOTI-
Ceton po tepdotion ovovTioTotyion LETOED YNO®VY KOt SLOTKTVOKNG OITYNoNS TNG
EBvikng Zvoneipoong (mpdnv EOvikd Métwno).

2tnv Ovyyapia, o Jobbik evd £xet 6yed6v 10 1/3 TV YNO®V TOL TPOTOV KO-
patog (Fidesz), £xel 100 yiA1doeg meprocdtepovg akolovhoug.

Ouwg dev etvar povo ta axpodetid, eOVIKIGTIKA 1 A0IKIGTIKA KOUUOTO TOV
enpaviovv avt v avavtietoyyio. [dwaitepa asbnrn ivor kot o KOPUATO TOL
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&yovv o évtovn Bepatikn tovtotnta 0nwg ot [pdotvol. Aev cuykpivovtal @u-
GG e GAAL KOUUOTO TTOV avapEPONKOV Tapamdve Kol og Kapio tepintmon oev
gumintovv otV 010 Karnyopio pe ta TpoavapephEvTa. ZuYKEVIPOVOLV OGTOGO
€V, KOO TOAD O «OTTOPOGIGHEVO» KOl EVEPYO GE GYECT LE TO TOPASOCIOKA
KeVTPoOeEid 1 kevipoapiotepd koppata. Eyxovuv o cuyvd évav mo axtiiotikd
YOPOKTAPO TOV TOUPLALEL O TOAD OTO HEGO KOWVMVIKNG SIKTOMONG.

Mo mapaderypa otn Fepuavia ot [pdowvor, €govtag Adfet o Y4 tov yewv og
oyxéon ue 1o tpmto koppa (CDU) otig ekhoyég tov 2017, v id1a mepiodo siyav
UEYOADTEPO aPlOUO aKOAOVO®V, EVA CTUEPA 1] SUVOLIKT] TOVS GTO HECH KOVMVL-
KNG OIKTOMONG EYEL EVIGYVOEL TOAD TEPIGTOTEPO.

Avtiotoya otnv Avotpia, otig ekhoyéc Tov 2019, €yovtac to 1/3 twv ymeo-
POPWV TOV TPMTOL KOUHATOG (TOL Adikov), ot [Ipdotvol Exovv onUavVTIKE TEPLO-
60TEPOVE OKOAOVOOVG.

2 Owiavdia, ot [Ipdovotl eved voieimovion 192 yAddec yipovg amd Toug
20G1OAONUOKPATES £XOVV 26 Y1IAMAEG TEPICCOTEPOVS KOAOVOOVG.

Yv [optoyaria o mpdoivo Pessoas Animais Natureza av kot eivot ékn mo-
Mt dvvapun KotvoBovAenTikd givat 0e0TEPO GE EMIMESO KOVWOVIKTG OIKTOMOT|G.

210 AovEeppovpyo ot Ilpdovor av kot tétaptn KOWOBOLAELTIKY dVVOUN
£€YOVV aVTIGTOLYT O1SIKTVOKTY] TOPOVGIO LE TO TPDTO KOLLLLOL.

>t Aovia o mpdowvo koupa Alternativet epeavifel T0 GYETIKO GTAVIO OL-
vopevo o apBpds tov akoAovBmv va gival peyoldtepog oe amdAvto apldud oe
oxéon pe Toug yneoeopovg (137 yilddeg Evavtt 104 yiliddmv).

Axopa Opmg kot 6tav cvuykekpipéva koppata, 6mmg to UKIP yio mapdderypa
KkePOIlovv TIg payec Tmv social media, aAAd amoTLYYAVOLVY VO KEPIIGOLV TIG EKAO-
Y€C, M O10OTKTVOKN TOVG 10YD UTOPEL VO EMNPEAGEL TEAMKA TNV TOMTIKT cv{ftnon,
Vo 0OGEL TOV TOVO OTN ONUOGLO GOAIPO, OKOUO KOl OPIGUEVES POPES VO KOTEV-
Bhvel moMTIKEG EMAOYEG TG TAEIOYMOTOG. ALOTL TO LEGO KOVMVIKNG OIKTOMOMNG
£0MO0V G€ OVTIGVOTNIKA KOUUOTO TN duvaTdtnTo o’ evbeiog emkovoviag pe
TO EVPVTEPO KOO, KATL TOL G £val To 61evO mediakd mepiPdAiov dev Oa ftav
dvvatdv. Tétowo kOppata yevwhonkav, avartdiydnkov kKol o€ OpIoUEVEG TTEPL-
TTOGCELS YIYovTOONKOV HEGOH GTO BEPUOKNTIO TOV UECHV KOWVMOVIKNG OIKTVMONG,
omm¢ emonuavape pe tov Erikovpo Kabnynt Aviovn Kiaym ot perén pog
vrd tov titho «Euroscepticism and Nationalist Populism» (Unity in Adversity,
Martens Centre, Brussels, 2017). Tovtoypova, TOAMTIKE VTOTPOLOVTO TPOTOLY (V-
d0G £QPTOGOV AVEUTOSIGTO GTO KOV TOVG KOl CUVOUOCIOAOYIKESG Bempieg fprkav
T0 amapaitnTo 0&VYovo Yo va efamAmbovv. ' avtd ko ta social media amoodei-
Oy TOAOTIHO epyaAEio Yio KOUUATO AXTKIGTIKOV 1) 0KPAi®V OVTIAYE®DV.
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M emiong oNUOVTIKY] TAPAUETPOS TOV TPEMEL Vo EMONULOVOEL £xEL VoL KAVEL
LLE TNV NAIKL0KT] S10(pOPOTOINCT) TOV YPNOTOV TOV HEGMV KOWVMOVIKNG SIKTOMOTG.
OMla ta otoryeia deiyvouv OtL dev LVTLAPYEL LEYAAN dLOLPOPOTOINGT TOV TOGOGTOV
TOV YPNOTAOV AVALOYO LE TNV KOWVOVIKT 1] OIKOVOULKT] TOVG KOTAGTOGN. Y TapyEL
OUMC CNUOVTIKN d1opopd ova nAKlakn opdda. Tehevtaio otoryeio g Eurostat
(2019 data code: isoc_ci_ac 1) 0giyvovv 0Tl EV® GTOV GLVOMKO EVIAIKO TTANOV-
OUO M XPNON TOV HECOV KOWMVIKNG OIKTV®WGNG £lval oto 54%, oTig nAikieg 16-
29 1o mocootd avtd avePaivel 610 83%. Tuvendc o TOPAUETPOS OVTMOV TOV
SPOopPOTOMGE®V HETAED OLOOTKTVOKNG KOl EKAOYIKNG TOPOVGIaG EYEL VO KAVEL
KOl LE TO OLOLPOPETIKO NMMKIOKSO TPOPIA TV YNeoedpwv TV koppdtov. [oapa-
doctokd Koppoto £xovv cuvnBmg peyolvtepo pEco Opo NAkiog, eved veorayn M
EVOAOKTIKGE KOppoTa yaunAotepo. o v mepintwon tov [pacsivov n nAkiokm
elval g onuovtiky dtdotaot tov o mpémel vo Anebet vidyy oe oxéomn pe v
epunveia TG SLOOIKTLOKNC VITEPEKTPOCAOTNONG TOV KATAYPBEPOLV.

Opwg, 6mmg mpoavagépbnke, to {ftnua givor moAvdidotato. Mo akopa at-
OCTMUEIMTN TOPAUETPOG OPOPA GTO PULVOUEVO TNG KYNPLOKNG POVCKAC) LEGH
oV omoia {oOUE 01 TEPIGGATEPOL YPNOTEG TOV HECHV KOWMVIKNG OIKTH®ONG,
évav 0dAapo mov avrnyetl Katd kopto Adyo Tic andyelg pog. Ilpdkettan yuo pio
Lovn ymoewakng dveong (digital comfort zone) id1wv 1 avticTol®V ATOYEDY GTO
timeline tov k@B ypnom. 'Eva ynowokd mepifdriov mov mepthapPdvel kopimg
avOpAOTOVG LE KOVA EVOLOPEPOVTO KOl TOTODETNGELG.

Me ) ypnon TOV EPYOAEIDV TEXVNTNEC VONUOCSVVNG 1| KAOE TAATEOPLO YVOPi-
Cer mAéov axpiPac Tt apéoel oTov Kb ¥pNoTn Kot ePOVTILEL VO TOV SIOUOPPDVEL
1o feed mov g onuavTko Pabud tov evyopiotel, avéavoviag £161 ToV ¥POVo To-
papovie tov, eEacearilovrag teMkd mepiocdTepa £6oda. H dratipnon g ynm-
QLOKNG POVOKOG SLIELVKOAVVEL TNV EUTOPIKT] TOALTIKT TOV HEGMV, KAODS EVIoYLEL
TNV €V0TOY {0 TV SLOPTUICEDV LEGO TNV COLOYEVOTONIEVT YNPLOKT) POVOKOL,
OLVETMG KATOANYEL Ko TAA 6° Eval BETIKO OIKOVOUIKO OOTEAECUA Y1 OQVTAL.

H Ymapén g ynoelokng eovokos avakoveilel Kot Toug 10100 Tovg ¥pNoTES,
0660 KL av ovtd Qaivetal Tapddoso oe TpOTN avayvmon. Tovg dnuovpyel Eva
mo eheyyouevo mepIaiiov ympic dtaitepec TPokANcels eac@aiiloviog dpeg
TVELUATIKNG pabvpiog kot yoldpwong. ‘Epevveg £xovv dei&el 6tL 1 o1 TEPIGGo-
TEPOL YPNOTEG TPOTILOVY TNV NPERia TOV TOVG dtacPaiilel n emPePainon pHog
TpovTapyovsag Tiotng mapd n avtitapdbeon Béoewv. [IpoKertar eEdALOL Yo piia
Baowm eyke@aikn Aettovpyia, pia LGIKT avOpamivn tdon vo tpocAappdvovpe
Kol vo epunvedovpe Ty Kabe véa mAnpopopio pe fAcN T TPONYOOUEVES YVAGELS
KoL OVTIAMYELG LG, AVTO GLVEROIVE KOt TPV TO, LEGO KOWVMOVIKTG SIKTOMONG, Yo
TOPAdEYIO e TNV Oyopd EQENUEPIO®V OOV 1 EMAOYN TOL KAOE EVIVTOL Ao
TOV OVayVAOOoTN Yivetal pe BAomn v onTiKn TV EW0NGEMV Tov BEAEL va St dcet.
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Q61000 6TO LEGH KOWVMOVIKNG OIKTOMONG 0T 1) TAoT evioyvOnke Oyl poévov amd
™ padidTnTo, 0AAG Kot omd TV apesdTNTO Kot TNV ToyEio avatpopoddTnGn Tov
onovpyeiton HETAED TV YPNOTAOV, KATL TOL eV LN PYE Taiaotepa. Eniong, Ta
social media £é0wcav (o TPOTOPAVY SLVATOTNTA SIKTVMGCNG GTOVG AVOPMOITOLG
Wiov avtiMyyewnv. Evkapia va evtomicovy o évag tov dALOV Kot vou O1povpyn-
GOLV OLVOLUKESG KOWVOTNTES, OKOMO KL oV BpioKovTal GE S10POPETIKES NIEIPOVG.

0Oco k1 av 1 apykn Tpocdokio NToV OTL 1] TANPNG OTEAEVOEPMOOT TOV TNYDV
KOL 1] TOAVETIMESN, QUEIOpOUN Kol GUEST) ETIKOWVOVIO TOV HECOV KOWMOVIKNG
SkTO®OoNG Bo 0dNyoHoE 68 PHeYOAVTEPO TAOVPAAGUO Kot O TOAITNG — ¥p1oTng Ha
gpyovtav o€ emAQN Ue TOAAEG SLUPOPETIKEG OMOYELS TPOKEUEVOD VO, SIOUOPPD-
o€l T 01K TOV EUTEPICTATOUEVT] YVOUN, N TPOYUATIKOTNTA £EEATYONKE dropo-
PETUKAL.

Avt N TpaypaTikdTNTo OUMG amoTeAEl pol emmpdcOetn TPOKANGN, KOOMC
ot «TEPIPAALOVTO POVOKOCH EVONUEL M TOPATANPOPOPNCT UE OEOOUEVO OTL
vdpyel WitePa TPOGPOPO £60POG 6TO KOO va amodeybel Omoto TANpopopia
dgyOel. Anpuovpyeitan £T61 piot SLVOLIKT AVOTOPOY®YNS KOl GYOAACUOD TOV GL-
UTOpOGUPEL OKOUO KL EKEIVOLG OV givar o emipuAakTikoi. To o€ vidpvo avtd
OTOKTA £va. KPIoHO O1aOIKTVOKO HEYEDOC OTIC GVYKEKPIUEVEG KOWVOTNTES TOL KO-
Vel 1o yéua va potdletl iomg Kot o a&lomoto and v aAndsio povo kot povo
amd TOV YNe1oKo Tov 0YKo. To SlomeTAOGAUE aLTO Kol 0TO S1APOPa SLOOTKTLOKA
Kwvnuoto apyntov Tov COVID-19 kot otic aviietfoAMocTiKEG KOWOTNTEG TV
UECOV KOWMVIKNG SIKTOMOTG.

To @ovopevo TG YNOLaKNG POVCKAG EVIGYVEL TV TOAW®GT, £6T® KOl GE U1-
KpokAMpakeg, kot meplopilel ™ dvvaTdtnTo Kotovonong g GAAng mievpag. O
YOG oG TPOKAAEL Evay PadA0 KOKAO ToMTIKNG avTimapdfeong mepropilovtog Ta
neplidplo S1addyov Kot cuuPiacpon, mov givor ToAdTipa Yoo TV avapfadpon
NG TOLOTNTOG TG GVYXPOVIG ONUOKPATIOG.

A&iler BePaimg va emonpovOel 0Tt TOALES POPEG TO PAVOLEVO aoTELEL TPLKD-
pia ev motnpim, kabdg N 101a 1 povoka meplopilel TNV EKTAGT TOL. ZE GNUAVTIKO
Babuod, ot 1d1eg 10€eg AVOKLKADVOVTAL GTOVG 101006 avOp®OTOLS, 01 0Toiot £XoVV
NON SHOPEOCEL [io. ddopEVN dmowT). AvTtd dev Tapdyetl amapaitnta Eva Kabo-
PLoTIKO ToMTIKO amotéhespa. Ot omadol epyvymdvovtal, icmg kot Tabidlovto 1
eavotilovtat pe ta ynelakd YKo, otyovpa evBovcidlovat, aALd TO TEAKO GKOP
dev enmmpedletat. Movov yaipetar 1 dtadiktvaxn kepkida. H cuoneipmon tov mo
QOVOTIKOV 0V AEITOVPYEL UNYOVIOTIKA MG EKAOYIKOS payvntng. ‘Etot, moapd to
Ot dmioTOveTaL aHENGT TG dNUOGLaG GLETNONG TOMTIKOV (NTNUATOV KaTo-
YPAPETOL OAOEVE KO LEYOADTEPN TTEPLYOPAKMOT TOV OUOIOEATMV YPNOTMOV TOV
dwdktvov. H mietoynoio mpotid va mtapapével dveto oto LETOMGOEY, apnvo-
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VTOG TNV 10€0A0YIKY| avTumapdfeon oe Alyovg TablacLEVOLg 1 TOVG ETOYYEAUOTIEG
TOV €100VG. XTOV TOAEUO TOV SLUOIKTLOK®V YOPAKOUAT®OV TOV TOVO TOV divouv
o1 HioBo@dpot €€ 0V KoL TEAIKA TO OTOTOTTOO GTNV KOvmVvia gival avavtictotyo
TEPLOPICUEVO GE GYEON e aVTO Tov dglyvel ota trends. Yevtucol Aoyaplacuol
KOVTOPOYTLTOVVTOL HETAED TOVG e YEVTIKES €101 0€lG. Mmopel va dnpovpyovv
EVIVITAGELS GTOVG TTPOLYLLOTIKOVG YPNOTES, AALE OEV TOVG AAALALOVY TOV TPOTO L
ToV omoiov potifevion va ymeicovv.

105



[Movayuwtng KakoAvpng

Enmiloyog — AvTiueTOTILOVTOS TIS TUPUUOPPDCELS

Ha@okéyncn TOL TOMTIKOD POAOL TOV HECHOV KOWMVIKNG OKTOMOONG
yivetal cuyva pe TV AOYIKY] EKKPEROVS. Avapesa ota dVvo dKpo, HeTald
g amoivtng Beomoinong kot anatioong tov social media vrapyst whvto M
aploToTEMKN pecdTo. e Kopio mepintmon dev umopel va vrotiun el n 1oyvg
TOoVG, OAAG €xel onuacia N a&loAdynon avThg TS 1oYVOG Vo YIVEL OTI GMOOTY|
Bdon. Ta péca KOWMVIKNG OIKTLMOONG evioyvoav TN Onuokpotio, oAAE Kot
™V €pepay avTILETOTN HE vEEG TpokAncels. Edwoav o ioyvpn eovhn 6Ttovg
TOATEG. ATEAEVOEPOGAV KOWVOVIKES OVVOUIKEG OKTIBIGHOD, OAAG KoL TNV 1010
™ dwkivnon g TAnpogopiag. AvEncav v oAANAETIdpaoT Kot TN OLPAVELD.
Anpovpyncav véeg ukapieg Kot SuvatdTNTES TPOMONONG TOV TOMTIKAOV 10DV,
OAAG Ko TPOTOQOVEIS dVVOTOTNTES GTOYELUEVNG EMIKOVAOVIOG TOV TOATIKOD
unvopartog. Emréyvvay tov moltikd xpdvo, aArd 0nwg aivetat dev kabopilovv
Vv €kPoaon g ONUOKPOTIKNG S10dKaGToS, AKOUO TOVAGYIGTOV. AV KATAPEPVOLY
0G0 Vo AAAEEOLY TNV YVO LN TOV YNPOPOpmV, 0G0 KLpiwg vo TV emPePaidcovy
KOl voL TNV €VIoYOG0LY, €& 0V Kot £vo amd To KOTOYPOPOUEVO QOVOUEVA Elvorl
KO 1] EVIoYLONG TNG TOMTIKTG TOAMONC. AEITOVPYOVV GLYVA OC TAPUUOPPDOTIKOG
KaBpEPTNG ™S KOV®VING KOl TNG TOMTIKNG SlodKaGioG, 00MNYDVTAG EVIOTE OE
AovOOOUEVEG EKTIUNCELS KOl GUUTEPACUOTO Y10 TIS TPUYHOTIKEG OLUCTAGELS
KOWOVIKOV TAGEMV Kot TOMTIK®OV gotvouévayv. Eltvat eniong yapaktnpiotikd 0Tt
1N aENOM TOL OYKOL TNG GLENTNOMNG Y1 TNV TOALTIKT 0EV EQEPE avTioTOLYO AOEN O
NG CLUUETOYNG OTIS EKAOYEC, pe e€aipeon {omG TOVG VEOLS YNPOPOPOLS, OTTMG
delyvel n mapoatpnon ™ eEEMENG TOL GYETIKOD OEIKTN OTIC TEPICGOTEPESG YMDPEC.
Ddvokd, dev eivar edkoAo va ektiun el mowa Ba YTav n Tdom av dev vANPYAV TA
social media.

SOUTEPACUATIKA, TO TOMTIKO @avopevo eEedicoetor yopis va opiletan
AmoAVTOG amd TNV YNeuK Onuocta oeoaipa, oAAE Tpoeavadg emnpealopevo
onuavtikd amd ovtinv. H dadiktvakn onpoeidios uropei vor dmGEL pio Gepd
ototyelov, ®oT000 dev amotelel Ol KOVO VO SIUHOPPAOGEL 1] V. TPOPAEYEL
éva ekhoykd amotédeopa. Ot exhoyég cvveyilovv va kepdiloviat mdpta — topTa,
HE OMOTIKEG TOMTIKEG KOUTAVIEG KOl TPOTICTMG OMOVINGES OTO KOWVOVIKA
oLTNLOLTOL.

Y@’ avt) v €vvola, To UECH KOWVOVIKNG OIKTVMOGONG OTOTEAOVY TOADTIO
gpyareio emkovaoviog, oAAG 1 1010 1) TOAMTIKN — G HL TLO GUVOALKT] O10.01KOGT0-
etvar ot ov ovveyilel va kabopilel to amotéreopa. O Joe Biden eiye oyeddv
10 Y4 TV axolovbwv tov Donald Trump oto Twitter, aAld EhaPe 7 exotoppidplo
TEPLGGOTEPES YNPOVS GTIC AUEPTKOVIKES TPOEIPIKEG EKAOYEG TOL 2020.
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Ev kataxieidy, kevrpikd (ntovpevo mapapével o fEATIOTOG TPOTOG 0&10moinong
TV social media yio Tov ekauyypoviopo g onpokpatiog. O mdiepogtmv fake ko
deep fake news avadeikvieTol o€ 1O10ATEPQ OTLLOVTIKOG, TOPE TO OTL SOTICTMOVETOL
TEPIOCOTEPO 1] OVOKVLKAMOT EVIOE TOV KOWOTNTMV TOV MO TEMEICUEVOV KoL
AMyotepo M dleicdvon og OLOPES N KLUPIWS OMOUAKPVGUEVEG YNOLUKEG POVOKEG,.
Y khBe TEPITTOON OUWMS AVTEG O TEYVIKES TOPATANPOPOPTONG GUVIEIVOVV OTN
dNUovpYia GVYYLONG GTNV KOIVI| YVAOUT KATL TOL GE TOAAEG TEPIMTMOGELS ATOTEAEL
TOMTIKO TTPOIOV KOl UTOPEL VO ETPEPEL TOAMTIKO OTOTEAEGLLAL.

To Facebook kot o Twitter, ot peyaddtepes TAATPOPUESG KOVMVIKNG SIKTOMGNG
OTY| TN GTLYUN, eTAvoLY TAEOV 6€ NAKia evnAkimong. Avth 1 evnlkioon eépvet
véeg guBuveg o1 omoieg og évav Pabud avorappdvovtal, Onwg Yo Tapdostypa
N HeYAAn mpoomabelo mPooTaciag TG EKAOYIKNG O0dKaGiog amd eEMTEPIKES
EMPPOES, MOV €ldape oTIC TPOSPATEG apePKAVIKES ekhoyés. H avtopubuion
OLmG dev apket.

ATOTEITOL GUGTNUATIKY OlOPKNG TESN GTOVG TEYVOAOYIKOVUS OPYOVIGHOVG
Yo TV TPOo®ONCN OTOTEAEGUOTIKOV TOMTIKOV TPOCTUGING TOV YPNOTOV
Kot M a&lomoinomn TV KEVIPIK®OV - OecpiK®v duvatotntov mapéufacng mov
dnuovpyovvror 6to mhaicto g Evponaiknig Eveoong. To péyebog, ta molotika
otoyeio ko  Becpikn opydvaoon g ‘Evoong divouv 1oyvpd péoa mieong kot
dlmpayrdtenong yio T SIHOPP®GT] TOL OTOLTOVUEVOV TAULGIOV.

Avadvetan eriong n a&ia tov mapadocsiak®v Mécov Malikng Evnuépwong og
QOPE®V 0ELOTIGTNG EPEVVITIKNG ONHUOGLOYPAPIOGTOV EAEYYOVV KL ILAGTOVPDVOLV
v KaOe TAnpoopia Tptv yivel idnom, dnuovpydvog dikieides acpaieiog Kot
TOLOTNTOG TOL YNPLKOD UNVOLOTOC.

Tovtoypova, N 1010 TeYVoroYio, TS TEXVNTNG VONUOoLYNG Tov alomoteital
am’ GGOVG EMOMKOVYV VO YEPAYDYNGOLY TNV KOWT| YVOUN Kol Vo, ETNPEAGOVY
eKAoYIKA amoteAéopato pmopel va aglomombel kol yio TNV OVIHETOTION TOL
eovopévov. I'otn dtacediion g aE1omoTiog TV SLUKIVOOLEVOV TANPOPOPLDV,
TOV TEPLOPIGUO TNG PNTOPIKNG HIGOVE, TO GMAGILO TOV ETKIVOLVOV YNOLUK®OV
(QOVOK®MV, TNV OVTIUETOMTION TNG OPVNTIKAG OLVOUIKNG 7OV OVOTTUCCETOL
ovyva TeEYVNEVTOG 6ToV KOO Twv social media. Kot avtd Oa mpémner va copPet
Ol GLYKVLPOKA 1 UEHOVOUEVA, OAAL GUVIOVIGUEVO KOl OTOTEAEGUATIKG Yol
va dacpolotel n Bwpdakion kot 1 gvioyvon g dnuokpoatiag. Méoa and Tig
amopoitnTeg OeopKéc OKAeldeg aoPaAElNG Kol TOV amapoitnTo NOKd KdOKA
0 omoiog Oa mpémel va etvar Bacikdg yyunTIG TS AVATTLUENG TOV TEXVOAOYLDV
™m¢ 4n¢ Blropmyovikne Eravdotaong kot otnv moAtikny dadikacio. Xpetdleton
L &vay TpOTO VO TPOGTATEVCGOVLE TOV «aAyOp1Oo TG dnuokpatiog pocy. Avty
elvar ko po Bacikn tpoxkAnon yia v EE wpokeipévon va tpootatehoel Toug
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TOATEG TNG, V. TTpoaoTicel TS a&ieg Kot ToV TOMTIKO TG TOAMTIGHO. AmoTtehel
eEaAlov (o évoon omg TV To cVYYpoveV, Becuikd eEeMYUEVOV OALL Kot
TOAOTEP®V ONUOKPATIOV TOV KOGHOL KOl 0§ TETOLN £XEL VITOYPEWST Vo ynOel
aTNG TNG TPOoTAOELNC.

Ye avtd 10 TAOiC0, 0 POLOG TOMTIKMOV 1OPLUAT®V Kol TNG OKOSNUOTKNG
KOWOTNTOG £Vl GNUOVTIKOG OC TPOG TNV OVASEIEN TOV TOAADY SIOCTAGEDY TOV
€xel T0 MOMTIKO QUIVOUEVO, TNV TPOo®ONoN vedV 1BE®V 6T dNUOCLO GEAipa,
™ OtevKOALVON NG KaTovONoNg ovvieTtwv (ntnudtev ond Tovg moiiteg, v
evioyvomn Tov TOALTIKOD S10AGYOL Kol TNG ONUIOVPYIKNHG GUVOEST|G SLOPOPETIKMV
OTOYEMV KOl TPOCEYYICEWDV.

Ex tov mpaypdtov, éva acikd medio avtng g Tpootadelag dev Umopet vo
glval GAA0 amd ta idw ta. péoa Kovmvikng diktbmong. Mg mpoondfeiag yio
aKPPECTEPOVE AVTIKATOTTPIOUOVS KOl AYOTEPEG TOATIKEG TAPULOPPDCELS.

108



AVTIKOTOTTTPIGUOL KOL TAPUPUOPPDCELS

Ao YPOONUATOV Kol ETEENYNON TEPLEYOUEVOV EPEVVOS

2 TO OPYIKO YpapNUa KAOE SIGEAMOOV ava YDpa, TaPOoLSLALOVTOL TO ATOTEAE-
OLOTO TV TEAELTAI®V EKAOYIKMV OVOUETPTICEWV GE aPlOUO YOOV 0vE KO-
Lo Kot To avtiotoryo dfpoicua Twv akoAovBmy Tovg 6To LEGH KOWVOVIKNG OIKTV-
®ong. Ot eKAOYIKES OVOUETPNOELS OTOTLIIMVOVTOL GE GTHAEG Kol 0 aplOpoc TV
YNEIoAVTOV AVAQEPETAL 0T APLOTEPE. ME TN LOPPT) TOV YPUPNUATOV YPOLULUDV
OTOTLTMOVOVTOL Ol 0KOAOLOOL KAOE KOUUOTOG OTO HEGO KOWVOVIKNG OIKTOMONG
avd £€tog Kot 0 apBuodg Toug opiletar ota 0e€id.

Votes Followers
2000000 200000
1800000 180000
1600000 160000
1400000 140000
1200000 120000
1000000 100000
800000 BOD0D
600000 60000
400000 40000
200000 I 20000
0 0
Die Griinen FP NEDS v sPO

To ypaoenua «Most Popular Medium» amotuondvel 10 ONUOPIAEGTEPO HEGO KO1-
VOVIKNG OIKTV®ONG. AToteLel TOV HEGO Opo TOV Kataypaedv kotd to £t 2017,
2019 xon 2020

MOST POPULAR MEDIUM

Instagram

Twitter i
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Y10 yphonua Followers vs Voters mapovstdaletol 0 GUGYETIOUOG TV EKAOYIKMV
OTOTEAECUATOV KOl KOAOVO®V GE TOGOGTA. TNV apIGTEPY| TITO OTOTLITMVOVTOL
T0. TOGOGTA oL EAaPav To KOUUOTO KOTE TV TeEAELTAlN EKAOYIKY avauETpn-
o1. ZNUEUDVETOL OTL TO, TOGOGTA ALTE OEV OVOPEPOVTUL GTO GUVOAO TOV YN P®V,
aAAd 01O ABpoloua TOV YNE®V oL EAABOV LOVOV TO KOTOYPOPOUEVO KOLLUOTO,
yio Adyovg avaAoyikng cOykpiong, €€ ov Kot S1opopPOTOIOVVTOL GE GYECT LE TO
TOGOGTO OV EUPOIVOVTOL GTO. TEMKE OTOTEAEGUOTA TO OTTOio TEPIAALUPAVOLY
OAOL TOL KOLLLLOTOL TOV GUUUETETYOY OTIG EKAOYEC. XTN CUYKEKPIUEVN TTEPIMTOGT TO
TOGOGTO TOV YPUPNUATOS Eivar LOVOV €vag epeLVNTIKOG EIKTNG TPOKEYEVOL VL
umopel va cuykpldei 1 EKAOYIKN ETPPOT TOV CLYKEKPIUEVOV KOUUATOV [LE OVTN
ot HEGO KOWVOVIKNG OkTtvmone. H axpifg amotdinwon tov eKA0YIKOV amote-
AEGUATOV KOl TOV TOGOGTAOV ENL TOL GLVOAOL, YIVETOL GTOVS TEMKOVG TIVOIKEG,
210 ypaenuo ota 0e€ld OmOTLIMVOVTOL T0 TOGOGTA TV aKOAOVO®V Kdbe KO-
patoc. To mocootd TpokHmTel amd To Afpoiouo TV akoAovbwv. Yoypoappiletot
Og M GYETIKN akpifelo VTOL TOL OEIKTN HE OEOOUEVO OTL EVOL YNPOPOPOS UTOPEL
Vo v akoAovBel Lovo Eva KOpp, 0AAL £xel LOVO Lot YNeo. Q¢ €K TOVTOV O GL-
YKEKPEVOC SEIKTNG AMOTLIMVEL TAGELS Kol Oivel akpiPn amekovion. Zin pecaio
OTNAN avaypAEoOvVToL Kot EXEENYOVVTOL e SLOUPOPETIKO YPDUO TO, KOUUOTO TOV
epeavifovrol oty mita.

]

u IVF
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2018
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2019

e laronen

w Team Sronach

W MEQS

Elections 2019

M Followers 2019
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2ty 1010 AoyiKn Kot TPOKEWEVOL Vo emtyelpnOel | amotdinwon g 1oxHog TV
KOUUOTIKOV AOYOPLICGUADV GTO LEGO, KOWVOVIKNG OIKTOMONG OMOTUTDOVETOL GE TTO-
00070 1 6YE01 LETAED TV AKOAOVO®MV TOV KOUUATOV €V GLYKPIGEL LE TO TAN00G
TOV YNeoeopmv. Me Tpactvo amoTumt®vovTol ot okolovbot kot pe yorallo to
GUVOAO TOV YNPOPOP®V TTOL OV AKOAOVOOVV T KOUUOTO GTO LEGO KOWVMOVIKNG
JKTOMOOTG.

O teh6g Tivakag TephapPavel GLYKEVTPMTIKA TO, GTOLYELD TO, OOl EXOVV KO-
TaypaQel KaTd TN SLIpKELD TNG £pELVOG Yo KAOE ydpa Kot kKOppo (aptpuog ym-
PLOAVTOV, TOGOGTO €L TOV GLVOAOL Kol apPlBHdc akolovOBwv ota social media
vl TAATEOPUO KoL £TOG) TPOKEIUEVOL VO Elval EDKOAN 1) TOPAKOA0VONGN TG
e&EMENG Tov eavopévov. Ot amdivtotl aptBpol aviietoyovv e YIAddeg (Tpog
d1evkdAVVOT N ATOTOTTOOT £YIVE GE dEKAIKE ynia).

Katd ) dielaymyn g £peuvag Tposkuyay TOAAN EVOLOPEPOVTO EVPTLLOTO, KOl
CLUTEPACUATO TO OTOI0, EKQEVLYOLV TOV BeaTIKAOV opimV TG Tapohoos £pev-
vag. Oa erava&loroynBovv kat aglomomBobv 610 Gpeco PEALOV 6To TANIGLO TNG
gpeuvNTIKNG dpactnprotrag Tov [Hapatnpnmpiov.

AVOADTIKG 6TOLYEl0 KOL TIVOKES TNG EPELVOG
«XeMdeg 27 — 83»
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