


Recent studies of (Twitter and) campaigning

• Jungherr (2016) reviewed 127 studies on Twitter and campaigning
• Twitter-users are not representative but an elite of politicians, journalists and 

politically interested
• There are no clear effects of Twitter and electoral succes
• Twitter should not be the sole focus when examining cyber campaigning, but other 

social media, blogs and/or traditional media should be taken into account

1. In the Nordic countries Twitter is utilized by the young and lesser known politicians
(Strandberg, 2009; Enli & Skogerbø, 2013;Skovsgaard & Van Dalen, 2013 )

2. Well-known politicians have easy and generous access to the traditional news media 
outlets

(Skovsgaard & Van Dalen, 2013; Blach-Ørsten, 2014)



Research questions

RQ1:
• On which platforms (legacy news media or Twitter) are well-known 

politicians and lesser-known politicians most active in the 2015 election 
campaign?
• Hypothesis: Well known politicians will have generous access to legacy media, where 

lesser known will try to utilize social media to gain attention.

RQ2:
• What is the relationship between the candidates’ communications 

activities and the election results?
• Hypothesis: The well known candidates will place high in the legacy quotes and 

become elected. The lesser known will place high in the social media but not elected.



Sample

• Data sources
• Content analysis of + 9000 news items from leading legacy media, broadcast and radio
• 272.000 tweets from dominant hashtags on election

• #dkpol, #fv15, #fv2015, #ft2015, #drdinstemme etc.
• Pre-election lists for name, party, age, gender* etc.

• * gender custom coding in Excel with official gender name lists from Denmark
• External list of Twitter accounts
• Election-lists with result

• Software:
• Twapperkeeper (Now TCAT)
• Custom SQL-work in database
• Excel for gender
• Google sheets for visualization of bubble-chart

• Period: May 27 (announcement) until June 18 (election day) 2015



»Presidentialization« of the election



Results: Quotes in legacy media
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Dan Jørgensen, A (84 quotes / 75 tweets)

Özlem Sara Cekic, F (84 quotes / 274 tweets)

Peter Christensen, V (86 quotes / 0 tweets)

Martin Henriksen, O (95 quotes / 0 tweets)

Brian Mikkelsen, C (103 quotes / 67 tweets)

Karsten Lauritzen, V (107 quotes / 0 tweets)

Anders Samuelsen, I (115 quotes / 21 tweets)

Kristian Jensen, V (130 quotes / 213 tweets)

Uffe Elbæk, Å (132 quotes / 68 tweets)

Peter Skaarup, O (147 quotes / 91 tweets)

Mette Frederiksen, A (157 quotes / 0 tweets)

Søren Pape, C (174 quotes / 33 tweets)

Kristian Thulesen Dahl, O (184 quotes / 0 tweets)

Bjarne Corydon, A (195 quotes / 0 tweets)

Inger Støjberg, V (244 quotes / 0 tweets)

Pia Olsen Dyhr, F (246 quotes / 148 tweets)

Johanne Schmidt-Nielsen, Ø (273 quotes / 0 tweets)

Morten Østergaard, B (298 quotes / 93 tweets)

Helle Thorning-Schmidt, A (564 quotes / 0 tweets)

Lars Løkke Rasmussen, V (680 quotes / 13 tweets)

Top 20 quotes in legacy news media (n=7378)



Results: Party leaders on Twitter
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Stig Grenov, K (37 quotes / 13 tweets)

Anders Samuelsen, I (115 quotes / 21 tweets)

Uffe Elbæk, Å (132 quotes / 68 tweets)

Søren Pape, C (174 quotes / 33 tweets)

Kristian Thulesen Dahl, O (184 quotes / 0 tweets)

Pia Olsen Dyhr, F (246 quotes / 148 tweets)

Johanne Schmidt-Nielsen, Ø (273 quotes / 0 tweets)

Morten Østergaard, B (298 quotes / 93 tweets)

Helle Thorning-Schmidt, A (564 quotes / 0 tweets)

Lars Løkke Rasmussen, V (680 quotes / 13 tweets)

Tweets by party leader (solid = elected /  gradient = not elected)
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Andreas Albertsen, F (0 quotes / 113 tweets)

Bjarke Charlie Serritslev, Å (0 quotes / 113 tweets)

Jakob Hildebrandt Hansen, I (0 quotes / 114 tweets)

Sofie Carsten Nielsen, B (70 quotes / 115 tweets)

Jakob Engel-Schmidt, V (22 quotes / 119 tweets)

Michael Blem Clausen, B (0 quotes / 120 tweets)

Mogens Jensen, A (28 quotes / 121 tweets)

Ane Halsboe-Jørgensen, A (3 quotes / 126 tweets)

Christine Antorini, A (43 quotes / 127 tweets)

Gert Lassen , Uden for partier (0 quotes / 129 tweets)

Signe Munk, F (0 quotes / 132 tweets)

Jesper Petersen, A (10 quotes / 138 tweets)

Andreas Steenberg, B (6 quotes / 140 tweets)

Liv Holm Andersen, B (9 quotes / 146 tweets)

Pia Olsen Dyhr, F (246 quotes / 148 tweets)

Laura Lindahl, I (5 quotes / 168 tweets)

Benny Engelbrecht, A (24 quotes / 172 tweets)

Ellen Trane Nørby, V (23 quotes / 182 tweets)

Sophie Løhde, V (57 quotes / 186 tweets)

Simon Emil Ammitzbøll, I (46 quotes / 192 tweets)

Helle Løvgreen Mølvig, B (0 quotes / 194 tweets)

Astrid Krag, A (17 quotes / 199 tweets)

Ida Auken, B (36 quotes / 199 tweets)

Kristian Jensen, V (130 quotes / 213 tweets)

Niko Grünfeld, Å (12 quotes / 225 tweets)

Søren Pind, V (63 quotes / 244 tweets)

Martin Geertsen, V (44 quotes / 247 tweets)

Jonas Niemann, F (0 quotes / 259 tweets)

Özlem Sara Cekic, F (84 quotes / 274 tweets)

Karen Melchior, B (5 quotes / 700 tweets)

Top 30 tweeters (solid = elected / gradient = not elected)



Results and conclusions

• Well known politicians are elected and 
present in legacy media

• Lesser known politicans try to use Twitter. 
Most are not elected

• Hybrid media politicians use both with 
success
• They are younger than the average 

MP
• They come from various parties
• They are from the greater

copenhagen area





Europe of regions
• Many ways to count regions
• Prioritized by EU: Interreg
• Transnational labour and mobility
• Research: Transnational news is limited

• What about Twitter?

RQ1:
What type of Europeanization exists on Twitter 
in the Øresund region?

RQ2:
Who are the main actors?

RQ3:
What topics are present?



Methodology

• 17 month harvest of hashtags pertaining to region (2017/2018)
• 41.740 tweets / 20.157 users
• Search words: “øresund, lund, malmø, øresundsbron, øresundsbroen, 

#greatercopenhagen, greater Copenhagen, #øresundsregionen, #öresundsregionen, 
#greatercph”

• No language og geo-disLncLon

• SoMware:
• Harvest: Twapperkeeper (Now TCAT)
• Custom SQL work
• Custom coding in PHP: Hashtag extracLon
• Coding of user-roles: ImportXML in Google Sheets
• SemanLc analysis: Wordij
• VisualizaLon: Gephi



Findings: User roles
User role Tweets Users

Others 1420 8% 149 14%

Citizens 2441 14% 216 20%

Corporate 2621 15% 145 13%

Scientists 192 1% 13 1%

NGO’s 524 3% 46 4%

Cultural 692 4% 57 5%

Media 2114 12% 91 8%

NA (Profile deleted in period) 2011 11% 176 16%

Public offices 2744 15% 88 8%

Politicians 1148 6% 44 4%

Twitter bots and -services 1891 11% 57 5%

Total 17798 100% 1082 100%

Usually:

An elitist political public sphere
(Jungherr 2016)

Here:

A corporate bureaucratic public sphere



Findings: Words and hashtags
Word Count
Connect 1.165

Sunset 1.050

Photofrommyheart 975

Vækst 642

Idkontrollerna 604

Gränskontrol 485

Startup 404

Ansvar 224

Samarbejd 220

Asyltrycket 206

Hashtag Count
#nyheter 140

#photography 130

#fmdk 110

#copenhagen 102

#photofrommyheart 97

#malmö 90

#svpol 74

#sweden 71

#fasthh 47

#dkpol 40

• Connect: The bureauratic aim

• Sunset and Photofrommyheart: Many pictures of the bridge with many international RT

• Growth: The corporate dream

• Border control and Passport control: Important issue with national interest

• However, there is almost no national political hashtags (eg. #dkpol and #svpol).

• Interest for Copenhagen higher than Malmø



Cititenzs
blogging and 

the sunset

Border 
control, 
Swedish
media, 

swedish
politics

Danish public 
offices and 
issues on 
growth, 
Danish politics

The bridge 
connec<ng the 

countries



Conclusions

• A region that speaks of it self and 
with itself
• Stronger Danish attention

• A bureaucratic public sphere
• Few policitians, many civil servants, 

active citizens

• Limited connection between issues
and actors
• Weak horizontal Europeanization


