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Abstract:
In the present paper one intends to demonstrate how social media can be used in different ways to create more personalized or more impersonal messages in political public relations campaigns. When everyone is awaking for the potential of social media for political communication campaigns it’s necessary to find alternative strategies to spread out our word and distinguish ourselves from our competition. In this point it’s important to define: who do we want to persuade? With whom do we want to establish public relations? How can social media help us in our public relations campaign?  Which social media are we going to use?

In the year 2009, Portuguese citizens went to polls for three kinds of elections: European Elections; National Government and Parliament Elections; and Municipalities Elections. The two main parties: PSD – Social Democratic Party (European Affiliation: European People's Party - EPP) and PS – Socialist Party (European Affiliation: Party of European Socialists) were, once again, disputing victory using different sorts of messages due to their roles: the first one as opposition and trying to win power back; the second one as the governmental party who wishes to maintain its position. 

In this paper, one will focus her attention in the Parliament Campaign, where the two main Portuguese parties have used social media, and specially, social networks in two different ways. The PSD communication strategy seems to be oriented to a global dissemination with the employment of free tools used by the e-community. PSD messages are spread into the most popular global Social Networks, with heavy use of blogging and micro-blogging, demonstrating not only the nature of catch-all party but also trying to be visible to everyone. Basically their message can’t be missed. 

On the other hand, PS have developed a more specific communication maintaining its historical message and website structure, where it has created its own social network accessed only by registered members. This way PS was able to generate consistent, continuous and exclusive relations with its followers, treating them as «special ones», and reinforcing the message: «together we can do it». 
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Introduction

«A revolution doesn’t happen when a society adopts new tools. 

It happens when society adopts new behaviors» 

(Clay Shirky, ?).
Internet, as a mean of communication, gained importance as a tool of purchase-sell (e-commerce) and as a source of easy access to information on products and organizations. Nowadays, social media have the potential to permit environments where organizations and individuals can dialogue directly with stakeholders and segmented publics without the traditional mediation of gatekeepers (Phillips and Young, 2009:7). Thus communication became porous and (sometimes) more transparent.
While emphasizing the necessity to inform about everything with transparency and in the right time, Internet contributes to the availability of a bigger volume of information, which can be turned into knowledge and lead to a bigger freedom of choice, making, consequently, the consumers who want to be informed more demanding. This way and thanks to this platform, it is possible to search for informations about an enterprise, product or service comparing prices, quality and characteristics, in a quick, constant and selective form. Thus the competition is getting stronger everyday and the enterprises are obliged to establish innovative strategies that present fewer costs, and to develop a relation of bigger proximity with the clients.
However, we must not forget than we don’t have the entire world online, that is, web consumption by generations is not similar
. Besides and thanks to digital divide, not everyone has access to Internet (income, accessibility, literacy constrains). So we need to know who our publics are, how much time they are spending online, what they’re doing and how they interact with social media, before we define our online communication strategy.

According with Matt Haig (2000:1) Internet as changed the activity of the Public Relations practitioner and we are facing a new scenario of e-PR: everything that is communicated online is a PR activity and the success of online communication depends upon the kind of relations that the organization is able to build with its online audience. So the achievement of e-PR is related to the chance and bet in maintaining close and continuous relations, started, managed and kept online, but that can be, at any moment, transferred to a presential situation, for example, to a special event promoted by the organization or brand.

A different opinion has Deidre Breakenridge. Though she agree that web 2.0 is “putting the public back in Public Relations” (with Brian Solis, 2009) she states that web is only a technological platform, that put together communication but it will always be the PR professional job to create messages and interaction with the different publics, suiting it to whatever it takes to grant their attention (2008:261). Nevertheless, social media are amplifying the value and the effectiveness of PR as a profession. This opinion is shared by Phillips and Young (2009) when they recognize the need for the PR to define the organization’s internet strategy as more than a presence/absence in a new platform, and more as a discipline in its own right with the benefits of low costing storage, maintenance and distribution of information (Phillips and Young, 2009:70-71).
On the other hand, both Public Relations and Marketing have found a home in the field of politics (Newman and Vercic, 2002). Both are related with the communicational needs of a political campaign in what concerns the candidate’s image, reputation and messages, as well as, communicational tools and its public’s adequacy. So political marketing and public relations can be seen as “lubricants that enable political machinery to run smoothly” (idem:3).
The relation between «new media» (in our study, Internet) and politics has been studied by several authors (for example: Katz, 1997; Coleman, 1999; Norris, 2000; Wilhelm, 2000; Stromer-Galley, 2000; Haas, 2001; Lax, 2004), which tried to state the importance and the limitations of these instruments to deepen the relation between citizens and the political actors.

Nevertheless, and according with Phillips and Young, success in politics is now highly influenced by the online activities of political institutions. In this platform, they can exchange views on the latest political developments or hot topics, inviting the public and citizens to comment and adhere to their political programmes (2009:88). As a potential way of escaping from the «top-down» politics of mass democracy in which political parties make policy with a low level participation or citizens’ involvement, Internet provides means for high differentiation of political information and ideas and (at least) theoretical possibilities of participation and high level of involvement in negotiations and feedback between leaders and followers (McQuail, 2000:135). However, a significant limitation to this online involvement is the lack of interest of the electors (Lax, 2004:226). Even if they have access to internet that doesn’t mean that they will spend time in the political debate, because most people simply don’t bother (Gauntlett, 2004:21).
Another crucial item in the use of web in political communication campaigns is the interactivity feature. While the low cost and the wide reach of web to spread messages is important, it may be ineffective if users are not motivated or do not possess the abilities to navigate in high interactive pages and contents, that is, if we don’t engage citizens with the political messages or if we are too ambitious with the kind of web design we choose. According with Sundar et al. (2003) interactivity is usually associated with positive perception, so the user will only make an effort searching and reading the information if they are engaged with the political party or message. Besides, low interactivity websites have the advantage of departing from the non-interactive nature of the traditional mass media campaign, more familiar and easy consumed by users. 

Despite the advantages of web 2.0 in PR activities and especially in Political campaigns, PR practitioners cannot lose sight of the fact that online communication doesn’t replace offline communication. In a political campaign, the communication strategy must take into account all platforms to ensure and improve the effectiveness of the message in what concerns distribution and adhesion.

In sum, Internet has not fundamentally changed the nature of political action. It only provides tools that empower people to have a more direct, constant and personal participation in the formal political process – if they want to.

1. How can web-based Social Media be used by PR?

Web-based social media has become an integral part of modern society. There are web social solutions to just about every need and Public Relations are not an exception. Through the use of Internet, and specially of Web 2.0, we can access some tools that allow and simplify the edition, distribution and storage of information, such as: e-mail, websites, weblogs, RSS (feeds), podcasts, videocasts, instant messaging, voip, forums, wikis, social communities, search engines, social bookmarking and so on. As communication tools, social media are transforming the role and the work of PR practitioners.
In this digital context, the individuals are active and they can produce and manipulate contents in an easy and quick way. Consequently, they stop being dependent of an info-communication hierarchy, assuming the control on the contents that interest them. As producers of online contents, the active participants become, consequently, leaders of opinion and creators of noises and buzz, that is, of Word of Mouth.

In addiction and with the increasing users' number and with the diversification of the on-line activities, Public Relations find in Internet one more tool that allows them in an easy, quick and efficient way to: know the national and international markets evolution and to quickly develop secondary inquiries; know the news and activities of the competition; communicate and acknowledge the opinion of publics; test re-stylings and new concepts; fulfil their legal obligations in a quick and simple form, as well as, to know their legal situation; spread events, news and contents; between many other advantages. All these tools and online communication possibilities may allow us to identify a new kind of Public Relations professional: the Public Relations 2.0.

Even with its leverage, Web 2.0 also presents some disadvantages. Namely, it is necessary to take into account that Internet is not accessible to all individuals, and therefore, the information does not reach the whole population, due to technological and income divide. In addition, there are also the feeling of insecurity regarding the new medium; the lack of representativeness of the different opinions and the consequent need to know the profile of the public that expresses those different opinions. In some situations, the available on-line information is not credible, so any user can produce contents and alter the already existent ones. So and as noted by David Philips (2001: 6), it is important to take into account the easiness and quickness of the use of Internet to highlight and to destroy a reputation.  So we must be very careful with the kind of information (text, photos, video, sound) we put online, because this information may be easily distorted, manipulated and reproduced, and we may easily lose control of it.
In spite of the importance of computer mediated communication and of the on-line available communicative instruments, the Public Relations practitioner and organizations must not substitute or look down upon face-to-face communication, since publics are composed by persons with beliefs, values, attitudes and unpredictable and changeable behaviours. Besides, the Internet does not substitute other social media, but complements them.

2. Web Social Media and the Portuguese Social Democratic Party (PSD) and Socialist Party (PS) in the 2009 Parliament Campaign 

2.1 Methodological framework
For our purpose, we will use a website content analysis. Our main objective is to summarize its general content, usability and interactivity characteristics.

So we have identified in the websites four main parts: header, top menu, main body and social networks connection. In each of these parts we present: the main semiotics elements (leader image, slogan, symbol and colours); web tools (search, syndication, links); multimedia contents (photo and video gallery); interactivity tools and message main themes.

After the collection of the websites description, we will compare both websites and features.

· PSD – Social Democratic Party (European Affiliation: European People's Party - EPP) - website: www.psd.pt
In the campaign process of 2009, the institutional website is transformed in a secondary website dedicated to the 2009 campaigns (Parliament and Municipalities) automatically displayed whenever we try to access the main website. This main site becomes available if we link the party logo in the secondary website, inverting the natural order of site displaying.
The secondary website is called «Política de Verdade» («Truth Policy») – http://www.politicadeverdade.com/ - the main slogan used by PSD in the campaign propaganda (see tables #1 and #2; annexes #1, #2, #3 and #4).

Table #1 – Secondary website analysis
	Header
	

	Photography of the Party leader – Manuela Ferreira Leite with slogan
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	Symbol of the campaign 
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	Main logo in the right corner

(the logo redirect us to the main website)
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	Main colors
	White, orange and green

	Top Menu
	

	Search
	

	RSS
	

	Main body
	

	News 
	With links to videos, speeches, interviews, media appearance, clipping, forum, popular opinions on video and audio

	Campaign Agenda
	Mostly events with the leader

	Donations
	With the indication of payment modes

	Opinion request
	Electronic form requesting identification

	Photo gallery 
	Link to Flickr

	Social Networks
	

	Weblog

«Política de Verdade» 

(Truth policy)
	With a list of associated blogs (blog network)

. same header

. propaganda 

. short text

. pictures of the campaign

. comments

. RSS

	Flickr

«Galeria de retrato da verdade»

(Gallery of the portrait of true)

	Campaign photografy album

. used in all of the PSD on-line campaign

	Video channel (sapo)

«Política de Verdade» 

(Truth policy)
	Campaign video albuns

. used in all of the PSD on-line campaign

	Facebook 

«Manuela Ferreira Leite»
	General access profile:

. social agenda 

. video

. pictures

. campaign text

. comments

. supporters (1860 on 21st September)

	Twitter 

«a_verdade»

(The truth)
	1254 followers (21st September)

. social agenda 

	Youtube

«Canal da verdade»

(Channel of truth)
	General access:

. 26 members

. campaign videos

. created for the 2009 elections (including European ones)

	Hi5

«Política de Verdade»

(Truth Policy)
	General access profile:

. 1950 friends (21st September)

. comments

. short informations about the campaign

. photo album

. created for the 2009 elections (including European ones)

	The star tracker 


	Private network
(global Portuguese talent network)



Table # 2 - Evaluation summary (considering social media desired features)

	1. Simplicity and objectivity; 

	2. Very user-friendly, 

	3. Album organization of videos and pictures, by date with the indication of place;

	4. Hard to miss the subjects – institutional and outcomes from third sources (studies, opinion polls);

	5. Short text to present the contents;

	6. Option to share;

	7. Option to change the text appearance (increase or diminish the font size);

	8. Coherency of the contents and of the message. 


The PSD communication strategy seems to be oriented to a global dissemination with the use of free tools used by the e-community. PSD messages are spread into the main Social Networks used in Portugal demonstrating not only the nature of catch-all party but also trying to be visible to everyone. Basically their message can’t be missed. 

This strategy can be explained by the need of votes from this opposition party that wishes to conquer power and be elected as the main political force in Portugal. That’s why its message is so wide-ranging and universal: everyone seeks the truth. On the other hand, its political communication sets in the value of transparency present on their on-line tools where we find free information access (especially to statistical data and opinion polls), openness, information sharing, engagement, collaboration (interactivity tools) and user generated content.

· PS – Socialist Party (European Affiliation: Party of European Socialists) - website: www.ps.pt
The political communication of the Socialist Party is quite different from the one of the main opposition party - PSD. For instance the PS maintains its institutional blog with historical background, affiliations, party members and achievements (see annexes #5 and #6).

News are related with campaign moments but also with government policies and measures. So current information is used as propaganda, but somehow clouded as facts in a viewpoint like: «see we are doing this, it’s not only talking». 
The main differences are:

1. The use of the leader’s image and name in a secondary website that was displayed in a pop-up window - http://www.socrates2009.pt/; 
2. The creation of MyMov a private social network, reserved to registered members sympathetic and followers of the party;

3. Special content generated to mobile devices: Socrates2009 mobile http://m.socrates2009.pt/. 
4. PS slogan («Avançar Portugal» - Portugal moving forward) used in street campaigns (leaflets, outdoor and other print media) is only present in the Government Program website section.

	Header
	

	Photography of the Party leader – José Sócrates with slogan
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	Main logo in the right corner

(the logo redirect us to the main website)
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	Main colors
	Red and white

	Top Menu
	

	MyMov
	Registration and login

	Search
	

	Programme
	Important events in the previous government programme (2005/2009)
Programme to 2009/2013

	Campaign Agenda
	

	MovTV
	Campaign videos
TV spots

	News 
	Of the campaign specially referring to the leader

	Downloads
	Photos
Videos

Documents

Widgets and bottoms

Wallpapers and Screensavers

Leaflets and other printable elements

	MyMov
	(see social Network below)

	I participate

(October 12th)
	Forum (not presented in the traditional thread way but as sequencial messages similar to posts in weblogs):
      . Ambition for Portugal (140 messages)

      . Volunteers (54 messages)

      . New Opportunities (22 messages)

      . General forum (921 messages)

Chat

TV broadcasts

	Main body
	

	News 
	With links to videos, speeches, interviews, media appearance, clipping, forum, popular opinions on video and audio

	Campaign Agenda
	Mostly events with the leader

	Photo and Video
	Important moments of the campaign

	Volunteer Movement
	Registration

	Social Network
	

	Public Area
(21st September)
	Mural messages (total: 260) 
Links (news and weblogs) (total: 53)

Videos (total: 48)

Campaign Photos (total: 257)

	Profile
(21st September)
	Personal information (age, residential area)

Links to profile in hi5 and Facebook 
List of subscribed groups

News to comment (or ignore)

Friends

Upload content area (video, photo, messages and links)

	Groups
(Total 13 groups)

(21st September)
	Environment (246 followers – 7 posts)
Culture (234 followers – 26 posts)

Companies and Jobs (312 followers – 52 posts)

Energy (166 followers – 10 posts)

Science and Technology (217 followers – 8 posts)

Europe and World (217 followers – 13 posts)

Defence (93 followers – 5 posts)

Security (136 followers – 11 posts)

Justice (141 followers – 6 posts)

Education and Qualification (299 followers – 20 posts)

Health (157 followers – 23 posts)

Regional Development (227 followers – 29 posts)

New Opportunities (73 followers – 3 posts)


Table # 3 - Evaluation summary (considering social media desired features)

	1. Simplicity and objectivity; 

	2. Very user-friendly, 

	3. Images: of the campaign especially focused on the leader;

	4. Hard to miss the subjects – usually institutional information;

	5. Short text to present the contents;

	6. Option to share;

	7. Coherency of the contents and of the message. 


We may state that the PS use of Social Network is professionalized and innovative. It was totally dedicated to its usual supporters, active in the search for information and willing to register and supply personal information; and been disturbed to receive information about the campaign (see Annex#7). After the registration in MyMov, members were able to freely discuss their ideas on the website, they received mobile sms with invitations to dinners, debates, public presentation and other campaign actions and e-mail newsletters with news and incentives to participate in the campaign.

Then again, there is a latent assumption that the citizens know what the party has done in government, they know that they can trust PS policies no matter what kind of presence on the Internet. After all, PS had a majority of votes in 2005 elections, and the party bet in maintaining its existing supporters leaving to the PSD strategy the urge to conquer more followers.

Nevertheless and analyzing available data up to October 11th (last elections for municipalities), we realize that PS Social Network didn’t grant much success among its followers. On one hand, we verify that the general forum had less than a thousand messages posted by less than a hundred followers. On the other hand, in the social network only the group of «companies and jobs» had a few more than three hundred followers and fifty two posts. This fact may be caused by several reasons, among which one would like to emphasizes: the innovative proposal in the use of social networks which implies a new registration and a rupture with the traditional ways in Portuguese political communication; the lack of interest in the pre-created groups (registered members could not create new groups); the overwhelming number of campaign actions and the normal lack of involvement of Portuguese citizens in political campaigns.
Then again, all the personalized mobile sms and e-mail newsletters cease with the end of the 2009 campaign. This is an evidence that Public PR weren’t used as a continuous activity, but only for a time-limited purpose.

3. Discussion

Comparing the two parties on-line websites with messages oriented to the Parliament campaign we realized that their structure and contents are not very different. The main differences are related with menu informations and interactivity features (see table #5). On the PS website menu informations are mainly about the party historical and stuctural existence; while the PSD adds to the institutional information, data about the country situation, as well as, direct links to social media PSD profiles. Finally, and regarding interactivity features, the PS offers the possibility of a collaboration based in the updating of information about its followers.

Then again, while the PSD is promoting their general slogan, informing the country with statistical data that denounce its economical, financial and social situation, in a clearly opposition campaign, the PS is spreading information about its policies and main results trying to contradict the opposition campaign and to maintain Portuguese citizen’s trust. 

On one hand, we verify a total bet of PS on its leader – José Socrates – despite its former arrogant attitude and supposed past involvement in corruption actions. We must not forget that the PS leader is a highly media man, with a carefully managed image and presentation, a nice smile and a preachy speech tone. While on the other hand, the PSD tries to avoid its less mediatic leader image described by citizens as: an old lady, austere, rigid, unpleasant, and obsolete. 

Table # 5 – Comparison PS and PSD website contents and features

	
	PS
	PSD

	Structure
	Hierarchical
	Hierarchical

	Party identification
	All pages and sections
(header)
	All pages and sections

(header)

	Search feature
	On top
	On top

	Content promotion (banner)
	Central
	Central

	News (central and highlighted)
	Campaign
	Campaign

	Menu                                                         Horizontal (top)
	Institutional
	Institutional

	Vertical
	Institutional
	Outcomes

	Horizontal (bottom)
	Institutional
	Social Media

	Visual Identity
	Logo.
Colors: blue, red, black and white.
	Logo and slogan.
Colors: orange, blue, black and white.

	Speech style
	Few and objective words.
Low use of images (leader in most of them).
	Few and objective words.

High use of images (campaign with several candidates)

	Interactivity                           Direct contact / comment
	MyMov / contact form
	Comments / contact form

	Service subscription
	Newsletter / RSS
	Newsletter / RSS

	Collaboration
	Subscriber update info
	

	Social Media (official)
	MyMov
(private)
	All
(public)


Final Considerations
Although similarities can be found in the PS and the PSD website contents and features, we realise that PSD generates and controls all the contents that are spread in its social media. This eases the burden on journalists and citizens in searching for information but it also uniformizes the message of the party, in what we will call a «massive bullet campaign».
Alternatively, the PS chooses to inspire its messages and acting as in «Obama’s campaign». So its strategy was based on targeted audiences, voluntary followers, and in the leaders image. Even the slogan used in sms and e-mail communication had comparable slogans: «I participate» (eu participo), «togheter we can do it» (juntos conseguimos). 
Despite the PS’ victory in Parliament Campaign, its Social Networking campaign can be classified as a failure due to the feeble participation of Portuguese citizens and party followers.

This data may be evidence that the technological progress do not change the way Portuguese people feel about politics. Following Quan-Haase and Wellman (2002) insight on positive civic engagement, it’s not the web interactivity, costs, speed, features and «omnipresence» that motivates citizens’ political participation, but the message, acts and actors, and previous offline involvement, in the very end, the essence and structure of the Portuguese politics.
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