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ABSTRACT: This article secks to understand the relationship between voter preferences and both
media consumption and attention to political advertising during the last presidential election in
Mexico. To do this, I discuss some statistical models where the dependent variables are the vote
for each candidate and the change or stability in their preferences, and the independent variables
are the intensity of media consumption, measured through weekly exposure to news about the
campaign, and individual recollection of the candidates’ political ads. These models do not show
a significant relationship between media consumption and electoral preferences. Contrary to the
belief that social media helped the winning candidate, this study finds no empirical support for
such claim, in line with the literature that finds that the media has little or no effect on voter pref-
erences.
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Medios de comunicacion tradicionales y redes sociales en la eleccion presidencial de 2018

RESUMEN: Este trabajo busca conocer la relacion entre las preferencias de los electores y su consumo
de medios y atencién a la publicidad durante la pasada eleccion presidencial en México. Para ello,
se discuten modelos estadisticos donde las variables dependientes son el voto a cada uno de los
candidatos y el cambio o estabilidad en las preferencias por éstos, y las independientes son la inten-
sidad en el uso de medios, medida a través del consumo semanal de noticias sobre la campaiia, y la
recordacion de la publicidad politica de los candidatos. Estos modelos no muestran una relacion
significativa entre el consumo de medios y las preferencias electorales. Frente a la creencia de que
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las redes sociales ayudaron al candidato vencedor, este estudio no encuentra apoyo empirico para la
misma, en linea con la tradicion que sostiene que los medios tienen efectos minimos o nulos en las
preferencias de los votantes.

PALABRAS CLAVE: eleccion 2018, medios de comunicacion, efectos de medios, redes sociales.

INTRODUCTION

eliberation on the offers and merits of politicians is a central element of the

democratic exercise. Electoral campaigns are highlights of this exercise. Parties
and candidates compete to convey their messages to an audience from which they
expect to obtain a favorable decision and more concretely, the necessary number of
votes to win the election. More than ever, political actors have intensified their com-
munication with voters —within the legal framework that regulates it. This conver-
sation between politicians and the public reaches voters through the media, either
through the coverage of campaign events by the news media or through political
advertising, in such a way that campaign effects are, ultimately, media effects.

In the 2018 presidential election, media attention to the candidates’ campaigns
was intense and all of them spread their publicity in the time slots marked by the
law. LLikewise, all had a notable presence in social networks.

T'he academic literature regarding the media-driven relationship between poli-
ticians and voters has a long tradition in advanced democracies and, over time, has
presented opposing views. Early studies supported the idea that the media had
“minimal effects” on voters’ electoral preferences because electoral choice was
shaped by individuals’ belonging to broad social groups with common characteris-
tics and because media supply was limited to only a few outlets (Katz and Lazars-
feld, 1955; Klapper, 1960). A second wave of studies supported the idea of
significant media effects on preferences. The literature of this period attributed
enormous influence to political marketing on voter preferences, from which it in-
ferred a manipulated and even corrupted electoral competition, particularly be-
cause of the decisive influence of television on election results (Manin, 1997;
Sartori, 1989, among others).!

"T'he forms and means of access to information have dramatically changed during
the last two decades. On the one hand, the media supply has become much broader
and diverse, with the emergence of exclusive news channels, some with explicit
political and ideological orientations. In many countries, state networks and chan-
nels compete with private channels. On the other hand, the emergence of the In-
ternet has given way to new instruments of information consumption, such as social
networks, where the public is informed directly, without editors who classify and

""T'he literature on this subject is very extensive. LLong and detailed reviews can be found in Benett
and Iyengar, 2008 and 2010.
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order the news. Public access to information is increasingly individualized due to a
massive and sometimes ideologically oriented supply as well as to new forms of
person-to-person, unedited information exchange. All these changes force us to
review our previous conclusions about the media effects on voting. T'he media in
Mexico has undergone a similar process of change that is said to have played an
important role in the 2018 presidential election.

Media consumption can have three effects on voter preferences; First, the infor-
mation acquired during the campaign confirms the preferences the voter had at the
beginning of the campaign, 7.¢. her candidate preferences do not change; second,
the voter drops the candidate she preferred at the beginning of the campaign, z.e.
the candidate loses the voter’s preference; and third, the voter changes her prefer-
ences in favor of another candidate, 7.e. the latter gains the voter’s preferences. The
central purpose of this study is to determine if any significant relationship can be
identified between the voter’s information sources and how vote preferences
moved during the campaign.

"T'his article main draws from the ciDE-CSES 2018 National Election Study. This
study consists of a national panel survey of the same individuals in four waves. The
first wave was conducted between May 22 and June 3, the second between June 22
and 28, and the third —the first post-election wave— between July 12 and 18. The
last wave was conducted in January 2019, with the new government in place. In this
article I use only the first three waves. The survey strategy allowed us to interview
the same 1237 individuals in each of the first three waves. For the fourth wave,
recollected six months later, 221 participants were lost —an attrition of 18 per cent.
T'he methodology of these surveys is described in detail in Annex 1.

NEWS COVERAGE
As in any presidential election, campaigns were prominent in the news media. Table
1 shows the results of the news coverage analysis carried out by students of the
uNaM’s Faculty of Political Science in 2018 on the INE’s behalf (INE, 2018b). The
news coverage of the candidates’ activities was mostly neutral. When the media goes
evaluative, the marks usually lean “negative”; it is critical-oriented information. Ta-
ble 1 shows that Lopez Obrador was the candidate who received slightly more media
coverage, especially during the pre-campaign, but also that he was the candidate
with the highest number of negative notes, eleven per cent compared to an average
of five per cent for the other two leading candidates. That is, contrary to expecta-
tions, the candidate with the most negative coverage was the one who increased his
vote preferences the most during the campaign and ended up carrying the election.
For the primary source of voter information, the ciDE-csES 2018 National Elec-
tion Study includes a set of questions asking participants to indicate how often they
heard campaign news on radio, television, print media, Facebook, Twitter and What-
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TABLE 1. Precampaign and campaign qualified news coverage™

Precampaign (percentage) Campaign (percentage)
Total Positive Negative Total Positive Negative
mentions mentions
Andrés Manuel Lépez Obrador  37.80 1.60 14.10 28 1.90 11.00
José Antonio Meade 34.60 2.10 7.60 23 1.30 5.10
Ricardo Anaya 27.50 1.20 9.60 21 1.50 4.80
Margarita Zavala ND ND ND 15 0.70 5.50
José Luis Rodriguez ND ND ND 12 1.40 11.20

Source: INE (2018a). *1 did not directly include the proportion of mentions that the evaluators qualify as neutral
because this can be inferred from the other two percentages.

sApp.? There are other networks available to the public, but several accounts indi-
cate that these three are the most used by candidates and parties to spread political
messages (Vazquez, 2018).°

"T'he data reveal marginal voter attention to news information, except for televi-
sion broadcasting (see Figure 1). Only 30 per cent of our sample seek news infor-
mation between four times a week and almost daily on any news source. As usual,
the role of television as the most used source of information stands out: 51 per cent
of interviewees consult news about the campaign on television, 26 per cent on Face-
book, 24 per cent on radio, 20 per cent on WhatsApp, 16 per cent on print media and
only 6 per cent on Twitter. If we remove the two most extreme channels —televi-
sion and "Twitter—, only an average of 24 per cent of people sought information
about the campaign more than four days a week.

ADVERTISING

Political advertising in mass media is another central instrument for any political
campaign. While the consumption of news through any source —however broad it
may be— hits a limited and usually friendly public that is probably less susceptible
to changes of opinion and preference, advertising reaches a much larger audience
and is directly produced by the candidates themselves, so that it directly conveys
the messages with which they want to win the vote. This is the reason why most
campaign funding is used for political advertising,.

2 “Thinking about last week, please tell me how often you heard news about the campaign from the
(media source), never, almost never, once a week, twice, three times, four times a week or almost daily?
*>"The most widely used is Facebook, followed by WhatsApp, Youtube, Instagram, Twitter and the rest. See
www.statista.com/statistics/449869/mexico-social-network-penetration.See Social networks on Election
Day. https:/[www.forbes.com.mx/las-redes-sociales-durante-la-jornada-electoral/ [accesed on: July 8, 2020].
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FIGURE 1. Information source of the campaign: Usage frequency per week
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Source: National Electoral Study cipe-csEs 2018 (Beltran, Ley and Castro Cornejo, 2020).

The elections where candidates spend the most on political advertising are proba-
bly those in the United States, because of the characteristics of its electoral system
and the cost of broadcasting, and yet there is no strong evidence indicating that
advertising has a significant effect on voter preferences. The literature considers
that the eftect of political advertising on preferences is limited because candidates
invest similar amounts to disseminate such advertising, surely under the assump-
tion that if they do not do so they expose themselves to likely defeat (Iyengar and
Simon, 2000: 151; Brox y Shaw, 2006; Zaller, 1996). The result is that these conflict-
ing messages nullify each other’s possible effect on voter preferences.

In Mexico, the rules of party access to mass media for the circulation of electoral
propaganda changed radically in 2008. The reforms passed that year prohibited
political parties and any other civil organization from directly buying slots on broad-
casting networks to transmit any type of election-related message. To broadcast
parties’ and candidates’ advertisements, as well as various INE announcements on
the electoral process, the government granted free access to 12.5 per cent of the
advertising slots that a previous law already granted, slots that the INE now distrib-
utes among the participating political parties for institutional broadcasting (DOF,
2018).* From then on, access to advertising time for electoral propaganda became
markedly inequitable, since the law assigns 30 per cent of the time available to each

*The reform was approved at the end of 2007 and published on 14 January 2008. A detailed descrip-
tion of this electoral reform can be found in Buendia and Aspiroz (2011).
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of the registered parties and the remaining 70 per cent is distributed based on party
votes collected in the previous election.

For the 2018 federal and local elections, the INE had access to nearly 30 million
hours of airtime on all radio and television stations between December 14, 2017
and Election Day. This is equivalent to 48 minutes per day in media that were dis-
tributed in two and up to three minutes per hour of transmission on each radio sta-
tion and television channel between 6:00 AM and 12:00 AM. Of these 48 minutes,
the parties and candidates daily received 18 minutes on each radio station and tele-
vision channel. In states with concurrent local elections, the INE allocated 15 min-
utes per day for local campaigns on each radio station and television channel with
coverage in the state. The remaining time was available to the INE.S Each party may
freely decide how to distribute their messages in their corresponding time in both
local and federal elections.

"T'his change in parties’ and candidates’ access to airtime for the distribution of
their political communication messages represented an enormous change com-
pared to the time they used for the same purpose in the 2006 election. In that elec-
tion period, 142358 ads were broadcast; in 2018, parties and candidates broadcast
just over 41 million ads (INE, 2018b).

For the 2018 presidential election, the coalition 7odos por México that nominated
José Antonio Meade received 39 per cent of the total airtime available to broadcast
its ads from the beginning of the pre-campaign until the election; the coalition Por
México al Frente that nominated Ricardo Anaya received 37 per cent, and the coali-
tion Juntos Haremos Historia that nominated Andrés Manuel L.opez Obrador re-
ceived 23 per cent.® As noted, Ricardo Anaya and José Antonio Meade received
similar amounts of airtime (37 and 39 per cent in total), while the winning candi-
date, L.épez Obrador, received approximately 16 per cent less time and therefore a
fewer amount of viewers.

5 The commercial value of this space in the media is enormous and meant a significant increase in
campaign resources for the parties, even though the nominal value of the direct funding they receive
decreased.

®The real measure of access to the media is the so-called “Gross Rating Points” (Grps), which indi-
cates the proportion of the audience that each channel has per minute; that is, they consider the audi-
ence reached with the assigned space. In this case, the second measure is important because, given that
the INE assigns the specific spaces in which the announcements are broadcast based on the time corre-
sponding to each party and not the audience at that moment, it could be that some parties obtain a
greater audience due to the moment in which the ads are broadcast. This does not occur. Every week,
the INE rotates the order of the ads of each party and thus manages to assign a proportional audience that,
if not exactly equal, is very similar between the assigned times. Todos por México reached 35 per cent of
the audience, Por México al Frente 39 per cent and Juntos Haremos Historia 26 per cent (INE, 2018b). Audi-
ence data come from the audience measurement agency Nielsen. [ am grateful to José de la Rosa Mede-
ro, General Director of Nielsen Mexico, and Olivia Pérez, Data Science Business Leader Media Latam
for providing this information to me.

VOLUME XXVII - NUMBER 2 - Il SEMESTER 2020 ePYG1277 Politica y gobierno



TRADITIONAL MEDIA AND SOCIAL NETWORKS IN THE 2018 PRESIDENTIAL ELECTION

FIGURE 2. Audience reached (Grps, Nielsen México) and ad recollection
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Source: National Electoral Study cipe-csgs 2018 (Beltrdn, Ley and Castro Cornejo, 2020). Nielsen Media
Report.

Despite L.épez Obrador’s disadvantage in accessing airtime for the dissemination
of his messages due to electoral law, his campaign was very efficient since, as Figure
2 shows, his ads were remembered the most by the population.

In sum, the candidate who received the highest proportion of negative notes on
the news coverage of his campaign and who had the least relative media airtime to
transmit his ads, Andrés Manuel LLépez Obrador, was the one who obtained the
highest proportion of votes.

CHANGES INVOTER PREFERENCES

"T'he electoral process officially began on December 14, 2017 with the start of what
the law defines as the pre-campaign period, where parties and coalitions had to
select their candidates, and independent candidates had to meet the requirements
for registration. The period ended on February 11, 2018 (INE, 2017). In Novem-
ber 2017, several polls showed that electoral preferences were largely distributed
among four candidates: Andrés Manuel LLépez Obrador with 35 per cent of pref-
erences, Ricardo Anaya with 20 per cent, Miguel Osorio Chong with 30 per cent
and Margarita Zavala with 12 per cent. As shown, the preferences for the two po-
tential candidates from the paN added up to 32 per cent, a similar number to that
of L.opez Obrador, who was leading the polls. In other words, during the 2018
electoral process, vote preferences for Lopez Obrador grew by nearly 18 percent-
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TABLE 2. Electoral preferences and change between the start of the campaign in
May (first panel wave) and the post-election survey taken one week after the
election (third panel wave)

Candidate May (%) July (%) Change (%)
Ricardo Anaya 25.0 22.1 -2.9
José Antonio Meade 16.1 18.2 2.1
Andrés Manuel Lépez Obrador 38.6 458 7.2
Margarita Zavala 0.6 0.0 -0.6
Jaime Rodriguez Calderén 32 2.0 -1.2
None 9.4 10.0 0.9
Other 0.0 0.4 0.4
Does not know 7.1 14 -5.8

Source: National Electoral Study cipE-csEs 2018 (Beltrin, Ley and Castro Cornejo, 2020).

age points, while preferences for Ricardo Anaya fell by 11 points and those for
José Antonio Meade by seven. The following analyses begin in May because the
first wave of the panel survey —which is its empirical basis— began on that date.
"Table 2 shows the changes in electoral preferences between May and the July
post-election survey.

These changes in preferences may seem small. However, in reality almost 60
per cent of the panel participants changed their preferences between the first and
the third wave, a very significant proportion of people, while the remaining 40 per
cent maintained their preferences during the campaign.

"To analyze what happened to voters’ preferences during the campaign between
the first wave in May and that of July, I estimated three variables that identify
whether the preferences for the candidate did not change, whether the candidate
gained or whether he lost the voter’s preference. In Table 4, I present the percent-
age of panel participants who fall into each category for each candidate. It is impor-
tant to note that this set only includes panelists who expressed preferences in May
and July. One should also note that L.6pez Obrador was by far the candidate who
retained or gained the most preferences compared to the other two: 46 per cent
versus 22 per cent for Anaya and 26 per cent for Meade.

ANALYSIS

Electoral preferences and media consumption

The candidates’ campaign activities are ultimately known to the general public
through their presence in mass media and social networks. The most common as-
sumption about this relationship in the previous campaign is that social networks
played an important role, particularly in the case of Andrés Manuel L.6pez Obrador,
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TABLE 3. Changes in preferences between May and the July post-election survey
(percentage)

Change Changed to

between

May and

July
Candidate Preferences Anaya Meade AMLO Other None
in May

Anaya 25 65 35 16 37 2 11
Meade 16 58 15 42 32 2 10
AMLO 38 40 17 13 60 1 8
Other 4 82 10 10 45 18 18
None 17 82 26 16 38 2 18
Total 100 22 19 45 2 11

Source: National Electoral Study cipE-csEs 2018 (Beltrin, Ley and Castro Cornejo, 2020).

TABLE 4. Proportion of voters with stable vs. moving preferences between May

and July

Preferences Anaya Meade AMLO
Lost 16.4 8.1 8.8
Gained 13.5 19.7 224
No change 8.5 6.5 234
Total 385 343 54.5

Source: National Electoral Study c1pe-cses 2018 (Beltrin, Ley and Castro Cornejo, 2020).

who was allegedly very successful among these media sources. The same is ex-
pected of advertising. As mentioned earlier, in the survey we asked about the con-
sumption intensity of each source and we also asked if the interviewee remembered
any of the candidate’s advertisements. In the three waves of the panel, respondents
were asked to state their preferences for the candidates of that time. The third
wave was conducted the week after the election and, having asked if the respon-
dent participated the election, he or she was asked to specify for whom he or she
voted. Based on this information, I constructed three dichotomous variables —one
for each candidate— that have a value of one if the respondent voted for the spe-
cific candidate and zero if he or she did not. "To identify the relationship of prefer-
ences with media and advertising, I ran logistic models in which the dependent
variable is the dichotomous variable of preference for each candidate and the inde-
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TABLE 5. Preference for each candidate and media consumption as a source
of information for the campaign (data from the third wave of the cIDE-CSES
Study) (Logistic models)

Anaya Meade AMLO

B Sig. B Sig. B Sig.
Radio 0.00 N.S. -0.00 N.S. 0.00 N.S.
Television -0.00 N.S. 0.01 N.S. -0.01 N.S.
Print -0.01 N.S. 0.00 N.S. 0.02 N.S.
Facebook 0.01 N.S. 0.02 N.S. 0.00 N.S.
Twitter -0.02 N.S. -0.00 N.S. 0.00 N.S.
WhatsApp 0.01 N.S. -0.01 N.S. -0.02 N.S.
Sex -0.10 N.S. 0.34 il -0.11 N.S.
Age -0.09 N.S. 0.29 *rx 0.01 N.S.
SEL 0.02 N.S. -0.07 ** 0.04 N.S.
Schooling 0.02 wx -0.01 N.S. -0.01 N.S.
Constant -1.08 Frx -2.48 Frx -0.14 N.S.
N 1237 1237 1237
Pseudo R? 0.01 0.03 0.01

Source: National Electoral Study ciDE-csEs 2018 (Beltrin, Ley and Castro Cornejo, 2020).

pendent variable is the consumption intensity of each media source’ and the recol-
lection of the candidate’s advertising.® In all models, I include sex, age, socioeconomic
level (seL) and years of schooling of the interviewee to discount their possible ef-
fects on the relationship between electoral preferences and both media consump-
tion and advertising. 'Table 5 shows the results.

In no case does the consumption intensity of the different media sources show a
statistically significant relationship with the preferences for any of the candidates.
"T'he idea that the use of social networks was particularly associated with the prefer-
ences for the winning candidate does not seem to hold.

Electoral preferences and voters’recollection of candidate ads

The enormous amount of resources invested in political advertising, namely
through the value of airtime usage for dissemination, assumes that candidates’
advertising encourages changes in voters’ preferences and has significant effects
on their preferences in the desired sense. In order to reveal the relationship be-

7 “Thinking about last week, please tell me how often you heard news about the campaign from the
(media source), never, almost never, once a week, twice, three times, four times a week or almost daily?

8 “During the presidential campaign that just took place, did you see or hear any political ads of
(name of candidate) on the radio, television or movies?
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tween advertising recollection and candidates’ preferences, I ran two logistic
models in which the dependent variable is the same one I used to analyze the

effects of media attention and the independent variables are to recall political ads
(see 'Table 6).

TABLE 6. Preference for candidates and recollection of candidate advertising.
Logistic models

Anaya Meade AMLO

B Sig. B Sig. B Sig.
Anaya ads -0.00 N.S. -0.00 N.S. 0.00 N.S
Meade ads 0.00 N.S. -0.00 N.S. -0.00 N.S
AMLO ads 0.00 N.S. 0.00 N.S. -0.00 N.S
Sex -0.09 N.S. 0.34 Frx -0.12 N.S
Age -0.10 N.S. 0.27 wxx 0.02 N.S
SEL 0.02 N.S. -0.07 ** 0.04 N.S
Schooling 0.02 wr* -0.01 N.S. -0.01 N.S
Constant -1.08 Frx -2.39 Frx -0.16 N.S
N 1237 1237 1237
Pseudo R? 0.01 0.03 0.01

Source: National Electoral Study ciDE-csEs 2018 (Beltrin, Ley and Castro Cornejo, 2020).

As with media attention, it is not possible to identify any significant relationship
between voters’ attention to candidates’ political advertising and their preferences.

"T'he results of these models are compelling and completely consistent with the
finding arguing that it is not possible to find any effect of media consumption or
political advertising on electoral preferences.

MEDIA AND ADVERTISING CONSUMPTION AND CHANGES IN PREFERENCES

DURINGTHE CAMPAIGN

In the previous section, we analyzed the relationship of media and advertising with
voter preferences in a cross-sectional manner. The National Electoral Study is a
panel survey that allows us to know the changes in candidate preference for each
participant. Based on the preferences expressed in the first and third waves of the
panel, I constructed a variable that shows how voter preferences evolved. The vari-
able has a value of 1 if the candidate lost preferences of voters between May and
July, 2 if he won them and 3 if the preferences he obtained in May did not change
during the campaign. To estimate the effect of media consumption intensity and
advertsing recollection over voter’s preference stability during the campaign, I ran
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multinomial logistic models where the dependent variable is for each candidate
whether he kept support, lost voters or won them between May and July, and the
independent variables are media consumption intensity —measured by the times
that the voter found out about the campaign through the media source in question
per week— and the recollection of the candidates’ advertising. That is, the esti-
mates show under what conditions the candidate lost or gained votes compared to
those citizens whose vote did not change between May and July. Table 7 shows the
results of the corresponding models.

"T'he results are remarkably consistent regarding traditional media: radio, televi-
sion and print. Models fail to report a statistically significant relationship between
voter media consumption intensity and changes in voter preferences. In this sense,
these results are also consistent with the broad literature that has found minimal or
no effects between information sources and electoral preferences. The same could
be said about social networks, if it were not for the visible relationship between
their usage as a source of information and the change in preferences for Ricardo
Anaya. However, the result is somewhat ambiguous, as it seems that the use of
Twitter as a source of campaign information was associated with both favorable and
adverse preferences for Anaya. T'hese results are probably consistent with the na-
ture of this network. As is well known, 7witter is a space where the greatest confron-
tation between opposing views occurs, some of them with the use of “professional”
or even automated participants, the so-called bots.

"T'his is a relevant finding that also brings into question the belief even expressed
by L.6pez Obrador on several occasions about the positive role of social networks in
his campaign. The results of the models reveal that there is no statistically signifi-
cant relationship between the use of social networks as a source of information and
the changes in preferences for Lopez Obrador during the campaign.

"To identify the possible effects of advertising on the change or stability of pref-
erences, [ ran multinomial logistic models where the dependent variable is the
change or stability of preferences as described above and the independent vari-
ables are dichotomous variables that have the value of one if the interviewee re-
called the candidate’s advertising and zero if he or she did not. The results can be
seen in Table 8.

Advertising recollection does not show a statistically documentable relation-
ship with the change or permanence of the voter’s preferences in the campaign
either.

CONCLUSIONS

"T'his article analyzed the relationship between media consumption and political
ads recollection and vote during the 2018 presidential election in Mexico. Its main
finding reveals that neither media consumption nor political advertising seemed to
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TABLE 7. Intensity of media consumption and change in preferences between
May and July. Multinomial logistic model. “No change”is the reference

category
Anaya Meade AMLO

B Sig. B Sig. B Sig.
The candidate lost preferences
Radio -0.03 N.S. -0.00 N.S. -0.00 N.S.
Television -0.00 N.S. 0.04 N.S. -0.02 N.S.
Print 0.04 N.S. 0.02 N.S. 0.03 N.S.
Facebook -0.07 N.S. -0.04 N.S. -0.05 N.S.
Twitter 0.17 *r* 0.01 N.S. -0.08 N.S.
WhatsApp -0.08 N.S. 0.05 N.S. 0.14 N.S.
Sex -0.16 N.S. -0.41 N.S. 0.23 N.S.
Age 0.02 N.S. -0.23 N.S. 0.12 N.S.
SEL 0.16 Fx 0.04 N.S. -0.14 **
Schooling -0.12 il -0.17 wx% -0.13 **
Intercept 0.93 N.S. 1.67 i -0.61 N.S.
The candidate gained preferences
Radio -0.00 N.S. 0.02 N.S. -0.02 N.S.
Television 0.00 N.S. 0.10 N.S. -0.04 N.S.
Print 0.07 N.S. 0.05 N.S. 0.06 N.S.
Facebook -0.09 N.S. -0.03 N.S. -0.04 N.S.
Twitter 0.16 ** -0.03 N.S. 0.04 N.S.
WhatsApp -0.03 N.S. 0.06 N.S. -0.00 N.S.
Sex -0.25 N.S. -0.17 N.S. -0.00 N.S.
Age 0.06 N.S. -0.16 N.S. -0.10 N.S.
SEL 0.30 Fax 0.08 N.S. 0.07 N.S.
Schooling -0.02 N.S. 0.01 Hx 0.02 N.S.
Intercept -0.50 N.S. 0.75 N.S. -0.03 N.S.
N 476 424 675
Pseudo R? 0.10 0.07 0.06

Source: National Electoral Study cIDE-cSEs 2018 (Beltrdn, Ley and Castro Cornejo, 2020).
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TABLE 8. Advertisement recollection and change in preferences between

May and July

Anaya Meade AMLO

B Sig. B Sig. B Sig.
Lost preferences
Anaya ads 0.00 N.S. -0.01 N.S. -0.01 N.S.
Meade ands -0.00 N.S. 0.00 N.S. 0.00 N.S.
AMLO ads 0.00 N.S. 0.00 N.S. 0.00 N.S.
Sex -0.19 N.S. -0.36 N.S. 0.22 N.S.
Age 0.06 N.S. -0.21 N.S. 0.11 N.S.
SEL 0.16 xxx 0.04 N.S. -0.13 **
Schooling -0.13 *HX -0.17 *HX -0.11 N.S.
Intercept 0.79 N.S. 1.84 Fxx -0.60 N.S.
Gained preferences
Anaya ads 0.01 N.S. -0.01 N.S. -0.00 N.S.
Meade ands 0.01 N.S. -0.00 N.S. -0.00 N.S.
AMLO ads -0.01 N.S. -0.00 N.S. 0.00 N.S.
Sex -0.27 N.S. -0.17 N.S. -0.04 N.S.
Age 0.15 N.S. -0.15 N.S. -0.07 N.S.
SEL 0.32 *EX 0.08 0.22 0.07 N.S.
Schooling -0.02 N.S. 0.01 0.71 0.02 N.S.
Intercept -0.70 N.S. 1.41 Frx 0.14 N.S.
N 1237 1237 1237
Pseudo R? 0.42 0.52 0.21

Source: National Electoral Study cIpE-cses 2018 (Beltrin, Ley and Castro Cornejo, 2020). ***p<.001, **p< .01,
*
‘p<.05.

have a significant effect on the changes in preferences for any of the three major
candidates. In this sense, this essay rules out the idea that the use of social networks
was a decisive factor in the definition of voters’ electoral preferences in the 2018
presidential election. The same holds for the voters’ recollection of the candidates’
political advertising. These findings go well with the academic literature claiming
that the media has minimal or no effect on voter preferences —not only traditional
media, but the so-called social networks as well. B,
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ANNEX

National Electoral Study cipe-cses 2018

Methodological Note

The services of the company Ipsos (https://www.ipsos.com/es-mx) were hired to
carry out the panel.

Interviews were conducted to men and women over 18 years of age who were Mex-
ican residents and who had voter credentials. For this purpose, the CIDE provided
Ipsos with a nationally representative probability sample, following a phased sam-
pling design using the latest list of electoral sections available as a framework. The
sample selection method is described below.

Before starting the fieldwork, some sections where logistical difficulties were
encountered (e.g., insecurity issues, weather, etc.) were replaced. The replace-
ments were made under the same probabilistic selection methodology.

1. First survey (wave 1), from May 27 to June 4, 2018: In this first stage, 2600 peo-
ple were contacted. In the interview, all participants were asked if they would be
willing to be interviewed again later in exchange for a MXN$150.00 payoff.
1540 people agreed.

2. Second survey (wave 2), from June 22 to 28, 2018: In this and the following
wave, the 1239 individuals recruited in the first wave were interviewed and
given the proposed payoff.

3. 'Third survey (wave 3), from July 12 to 18, 2018: T'he same process described
above (wave 2) was repeated and the same 1239 interviews were obtained.

4. Fourth survey (wave 4), from January 26 to February 5, 2019: the same process
described above (wave 2) was repeated, starting with the search for respondents
who participated in the previous stages, managing to interview 1018 panel par-
ticipants, 66 per cent of the original sample.

Sample selection procedure: Surveys were conducted on a probability sample of
electoral sections applying ten interviews per section. In order to have more precise
estimates, a stratified sample was made by dividing the territory into four strata:
a) states governed by the AN, 4) northern states governed by the pri, ¢) southern
states governed by the Pri and #) states governed by the PrD. Each stratum was in
turn divided into strata of political competition according to the results of the 2015
federal deputy election. Within each stratum, sections (primary sampling units)
were chosen through systematic sampling with probability proportional to section
size (pps), where size is defined by the 2015 nominal list.
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Sections form clusters of individuals so the sampling corresponds to a multi-
stage cluster sampling, where the primary sampling unit is the section, the second-
ary unit is the block, the third unit is the household and the final sampling unit is
the interviewee. The electoral sections are chosen within each domain-stratum
with probability proportional to the nominal list. Once the sections have been cho-
sen, the selection of blocks and households is carried out during the fieldwork
through systematic random sampling. In each section, the interviewer makes a list
of the blocks that comprise it, assigning them a consecutive one from which he or
she obtains the total number of blocks within the section (k). Within each section,
two blocks must be chosen, so the interviewer divides the total number of blocks
per section (k) by 2 to determine the “skip” between blocks. The interviewer then
randomly chooses a number that is contained between 1 and the “skip” using a
random number table and the number chosen is the first block to be selected. To
choose the second block, the “skip” is added to the first number selected.

Once the blocks have been selected, we proceed to select the households. The
process of selecting households is very similar to the one used to select the blocks.
The interviewer lists all of the households on the block and divides the total by five
(skips) since five households must be chosen on each block. Then the interviewer
randomly chooses a number between 1 and the “skip” and that is the first house-
hold selected, the second household selected is the first number selected plus the
skip, the third household is the second number selected plus the skip and so on for
the fourth and fifth households.

"The last stage of selection is that of the interviewee. In each home selected, the
interviewer lists all the residents of the home with their respective birthday and
chooses the person whose birthday is the most recent. In case the selected person
is not home, the interviewer must conduct a checklist to contact the selected per-
son, if the interview could not be conducted even with the checklist, then it is re-
placed with the adjacent household, moving clockwise.

Under this sampling scheme, all Mexican citizens have a non-zero and known
probability of being selected. This constructed sample additionally allows us to
generate precise estimates of the variables of interest, to make comparisons be-
tween subgroups of the population, to find out if there are differences between
them and, above all, to formulate or verify hypotheses about their causes.

Given the sampling design, it is necessary to use expansion factors (o), which are
calculated as the inverse probability of interviewee selection. Once the survey has
been carried out, non-response adjustment factors are calculated, as well as adjust-
ment factors for deviations from the population parameters of sex and age.

1
n:

P (individual in sample)
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The sample size and design guarantee a 95 per cent confidence level and a theo-
retical margin of error () of 2.8 points overall.
"T'he calculation of this margin of error is presented below.

N
I

n

<z2 *P(1-P) *efd>% 100

_[[@96y*0501-05%2 )
2400

=2.8

Where,

d = the margin of error associated with the estimation of the proportion P.

p = the population parameter (proportion) that we seek to estimate. The calcula-
tion of the margin of error 1s made assuming a proportion of 0.5 because this is the
value that maximizes the error, that is, any other proportion will have a smaller mar-
gin of error.

t = the percentile of the normal distribution associated with the desired confi-
dence. A confidence level of 95 per cent is assumed for the calculation of the error.
N = sample size.

efd = design effect.

V(p) Under the sampling design

¢fd (p) =
V(p) = Under simple random sampling
A N—-
V(p)= !
(N-1)(n-1)

N': the size of the population.
7 : the sample size.
p : proportion of interest

g=1-p
The design effect must be incorporated into the error calculation because it is a

complex sampling scheme. On account of the clustering nature of the sampling
(electoral sections), a design effect of approximately 2 is considered.
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