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Abstract

This paper wants to verify how politicians move within different communication channels, both in traditional
networks (i.e., exploitative communications) and social network (i.e., explorational communications). The study of
the role of these two forms of communication may ameliorate the current understanding of how politicians
communicate with citizens; and also it aims at examining the relationship between traditional forms of
communication used by politicians (here intended as the use of a personal website) and the use of social network
(here measured in terms of the number of posts on Twitter) in influencing the tendency to be followed on social
networks.

This research aims to demonstrate that the choice of politicians in adopting both exploitative communication and
explorational communication is more effective and efficient than choosing to adopt a single strategy.

It is made two different study. In the study 1, we a collected data about votes by section, number elected by section,
average voters for the last legislature for each Italian party. Data were extracted from the Minister of Internal Affairs.
Five models were created and they are estimated for the most important Parties of the last legislature in which
reliable data exist for votes by section, number elected by section, average voters, Followers on Facebook, Likes
Instagram, Likes Facebook, Followers on Instagram, Facebook Profile and Followers on Twitter.

The supplementary analysis is further test of our hypothesis. We a collected data concerning traditional channels - in
particular the use of institutional websites and personal websites - and data relating to social media in particular,
were collected for each individual parliamentarian (deputies and senators).

Specifically, a moderation analysis was conducted in which followers on Twitter served as the dependent variable.
The results support our hypothesis.

This study has found important and significant results compared to the use of social media by Italian politicians.
However, it has many potentialities to explore.

Keywords: exploitative communication, explorational communication, Italian politicians, ambidexterity
1. Introduction

Since the beginning of the post-industrial society (Lyotard, 2002), the production system has focused on
“information processing, on the strategic role of theoretical knowledge as a basis for technological progress”
(Garagnani, 1987, pp. 135). In this transformation process, communication technologies have assumed a central role,
so much that the economy, until then gravitating around material goods, for the first time found itself rotating around
intangible assets (Pietrangelo, 2007).

The recent diffusion of computer-mediated communications represents the natural development of these processes of
technological transformation and, consequently, of socio-economic ones. With the growing availability of
technological tools and infrastructures, there has been a strong increase in the use of virtual places in which society
has gradually assumed the connotations of a widespread network, made up of individuals needing to find and
recognizing themselves through the frequentation of mainly virtual communities. This has contributed to the
explosion of those channels of interaction and those places of sociability that today we call “social networks”. They
represent virtual platforms within which users can introduce themselves and connect with other people, thus creating
online groups (Ellison et al., 2007). Boyd and Ellison (2007) defined sites and social networks as web services that
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allow people to create a public or semi-public profile within a bound system, thanks to the articulation of contact lists
and other users within the system itself.

The social network sites have changed and continue to change the way in which it is possible to interact with other
individuals, allowing for the use of advanced methods of communication, thanks to the development of a widespread
access and a multi-directional transmission of information, according to dynamics that provide for the possibility to
send public or private messages, share photos online, and establish and maintain connections with people, known or
unknown until then.

As can be imagined, when a society is evolving, even the disciplines studying that society, or that have — in some
way — the society as a reference object, are obliged to redefine their interpretive methodologies and paradigms. With
regard to other disciplines, also “marketing has faced the difficulty of interpreting and decoding the new postmodern
reality” (Cova et al., 2007, pp. 31), with obsolete and inadequate tools; and this because traditional marketing,
remaining strongly anchored to the old market concept (Wipperfirth, 2005), was not able to immediately consider
the social dimension and the active role of the consumer (Collesei, 2008).

New technologies have contributed to the transformation of places of socialization, as have new dynamics pushed
towards the development of concepts capable of grasping the transformations of the subjects involved in the
communication and exchange processes. And this is how the economic-relational landscape has registered the entry
of new concepts, such as that of “prosumer”, capable of giving citizenship to that evolution of the traditional figures
of “frequenters” of the market.

Communication is increasingly important for the development of knowledge, information and training. Citizens and
politicians are well aware of this, and in recent years they have been fighting through “word of mouth” on all the
channels at their disposal (exploitative and explorational communications), trying to capture as much consent from
voters as possible and encouraging the still “genuine” generations to take an interest in politics.

This study wants to verify how politicians move within different communication channels, both in traditional
networks (i.e., exploitative communications) and social network (i.e., explorational communications). The study of
the role of these two forms of communication may ameliorate the current understanding of how politicians
communicate with citizens.

2. Theoretical Background on Social Media Channels

“Social networks move on two levels”: on the one hand, they insist on aspects of “personal identity” (Menduni et al.,
2011, pp.359) on the web and on the system of relations between self and others; on the other, they modify the public
sphere lending itself to different uses ranging from political communication, to marketing, to the dissemination of
opinions, trends and fashions.

Ignoring the world of social networks means ignoring the fact that this tool is indeed used by people to learn about
products and services and to promote opinions that can endorse changes in perspective. Companies know this and
they use online word of mouth to talk about themselves, trying in some way to control the environment (Vollmer and
Precourt, 2008). Obviously, social networks favor the dynamics of word of mouth, as the social networks themselves
are a tool of hybrid promotion because they combine the characteristics of traditional communication tools
(companies that speak to their audience) and word of mouth (allowing people who compose that audience to talk to
each other) (Mangold and Faulds, 2009).

From what has been highlighted so far, it emerges, in line with Goffman’s (1986) research, how the changes in the
new media involve a change in the habits of the people who use them. The cause of such a change in communication
methods is not solely due to the creation of new networks to communicate, but rather the development of new
technology and media that cause different types of actions, interactions and social relations (Thompson, 1998). First
of all, it should be noted that we are dealing with the dynamics of redefining the concept of space and time
(Abruzzese and Mancini, 2007); in fact, in interacting through social networks eliminates the need of participants to
be in the same physical place and at the same time as the others. Thompson (1998) identifies three types of
interaction that differ from each other according to whether or not they share the same space-time environment:
face-to-face interaction, mediated interaction, and quasi-mediated interaction (Thompson, 1998). Mediated
interaction, unlike face-to-face interaction, is more ambiguous because it deprives the communicating subject of
those significant references that he/she would have in the case of a face-to-face interaction, where metalinguistic
codes intervene. In the case of mediated interaction, however, there are applications that allow for the enriching of
communication through the use of graphic symbols that replace the missing clues in non-verbal communication, such
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as emoticons (Joseph and Kyle, 2001), or a series of combinations of symbols that represent the different facial
expressions, thus enriching the mediated conversation.

Among the various research areas, there are many studies that have investigated and analyzed the behavior of the
subjects in their online interaction and communication.

The research by Charlene and Bernoff (2008) has divided people according to the profile they have on their personal
pages, identifying seven groups of personalities based on the actions they perform:

»  Creators: those who publish content on a blog or web page at least once a month;

»  Conversators: those who post and update their status on social media, stimulating discussions and
conversations;

»  Critics: are those who react to the actions of other users, commenting, voting or modifying on what others
publish;

e Collectors: those who select and keep an eye on a series of web pages or blogs, to monitor their contents,
receive updates, etc.;

»  Sociable: those who actively use social networks;
»  Spectators: those who benefit from the contents published by others;
» Inactive: those who do not participate in online activities.

This gives us a glimpse of the possibility that networks of relationships based on personality conjunctures can be
established. The panorama of virtual personality construction tools is enriched by a series of attributes coming from
the presence of a subject on various social media, including blogs and micro-blogs. Micro-blogging is a platform that
combines elements typical of blogs with features of messaging services and social networks. The leader in the field
of micro-blogging is the free Twitter platform.

The possibility of being able to create and participate in these transparent, personalized and, in any case, free online
communities is one of the advantages offered by these new applications (Urban, 2003), which opens up a new
experiential paradigm. Here the panorama opens up on what has been defined as the Web 2.0 Experience
(Constantinides, 2004).

This is the convergence of all those non-controllable factors of the web 2.0 that do not concern interactivity with
companies, but those applications and dedicated platforms that encourage the aggregation of people: e.g., social
networks, blogs, forums, communities, which are gradually being created thanks to networks able to “group”
millions of people who exchange information, opinions, news, suggestions and, therefore, influence on any subject
or experience produced. Because it is a “spontaneous” exchange of information between individuals, organizations
cannot control the flow of information generated by these exchanges that spread like a wildfire in a capillary fashion
on different sites and devices.

Social networks integrate the communication strategies offered by the website, proposing themselves as preferential
channels for informal and direct communication: talking through a social media is like “talking in front of people”
(Conti, 2010). Consequently, as Hyzlett stated, not taking care of one’s presence on social networks is like
committing commercial suicide. (Cosenza, 2012).

Some scholars (Mclnnis et al., 1989) have identified three drivers that motivate users to share their know-how:
motivation, opportunities, and skills. Motivation is defined as “the stimulus, the urgency, the desire [...] that starts a
sequence of events known as behavior” (Bayton, 1985, p. 282), this concept joins with the “concept of involvement”
(Nelli and Bensi, 2005); opportunity refers instead to the possibility to “process information” in the form of an image
to be shared with other users of the web.

From what has been analyzed up to now, at least two sets of conclusions seem to emerge: the first is socio-economic
and the second is socio-cultural. From a socio-economic point of view, the advent of social media has led to the
massification of the phenomenon of User Generated Contents (UGC) that has allowed users, prosumers and
interactors, to support the activity of traditional content providers and to produce contents for the members of their
personal networks, who — in turn — share the information received in other belonging networks, giving rise to what
Prunesti (2016, p. 134) called the “long tail of digital communication”.

From a socio-cultural point of view, the convergence of all the aforementioned components feeds the hypothesis that
the reflection on social networks has reached a point where one has the sensation of being faced with an
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extra-ordinary phenomenon, of unpredictable perspectives, a phenomenon that is self-reproducing exponentially
thanks to this very peculiar unpredictability.

The technological innovations still underway form the basis of the development of a “culture of participation”, and
consequent “participation society” in which, through the web, it is possible to participate in cultural life on a global
level, transforming ourselves and our media products in vectors of a collective intelligence that is now the basis of
our identity, and defines us far more than traditions, history, social status or even native language as Polish writer
Priot Czerski asserts in un his article published in The Atlantic journal.. Paraphrasing Jenkins (2007), it is a sort of
“socio-cultural convergence” with respect to which social media have played a facilitating and generative role,
configuring themselves both as instruments of division and as artifacts capable of objectifying, translating into
practice and spreading new cognitive, relational and organizational models made possible by these specific spaces of
the network.

The extraordinary exchange of relationships, information and communication among users of social networks,
generated by improbable interactions and unpredictable relationships, as well as giving the sensation of increasing
skill and performance, helps to dispel the sense of place and time, feeding the imagery of a man who can finally take
possession of the “gift” of ubiquity and multiple intelligence of Gardner (2011), so much as to push some to say that
the “crowd” has become “intelligent”.

All this has helped to define, what Chieffi et al. affirm (2013) is the “visual drift of the web” that consecrates video
as the most widespread media object on the Internet and that meets the maximum interest from users. It is, therefore,
possible to obtain discrete popularity by uploading videos to platforms, a measurable feature in terms of views,
comments, interactions, shares, insertion in playlists and the possibility to appear among the first search results.

3. Explorational Communication

In this study, explorational communication is defined as the ability to communicate through new digital channels,
explore the new social media and be able to innovate with them. Social channels such as Facebook, Twitter and
Instagram are studied as examples of this. Only these social networks have been taken into account instead of other
social networks like LinkedIN, Snapchat etc., since the former are the most used by Italian users (Global Digital
Report, 2018).

3.1 Facebook

One of the most famous and popular social networking sites is Facebook, created in 2004 by Mark Zuckerberg, then
a student at Harvard University, along with some of his college mates, with the aim of “giving people the power to
share and make the world more transparent and connected” (Facebook, 2011a, p. 1).

In the scientific field, Facebook has captured the attention of researchers and analysts since its creation. The
exorbitant attractiveness that this site has gradually registered, has contributed to baptizing Facebook as a founding
instrument of the modern dynamics of social interaction, as well as an unavoidable reality integrating the everyday
life of over a billion people (Facebook, 2013b). Despite the current state of Facebook as a site frequented by the most
diverse groups of users, recent studies have highlighted a prevalence of young and very young users, even below the
minimum age of 13 required by administrators to be able to register on the site, and they even spend more than 2
hours a day on it (Lenhart et al., 2010; Panek et al., 2013; Ryan and Xenos, 2011). The motivations that push so
many people to access Facebook have been analyzed, which made it possible to identify in first place among the
motivations, the possibility of keeping in contact with other people, especially those that are part of the user’s life
even in the offline world (Baltaretu and Balaban, 2010; Saleh et al., 2011). Facebook has been able to satisfy many
other needs, such as that of belonging (Kim and Lee, 2011; Nadkarni and Hofmann, 2012), increasing the share
capital (Ellison et al., 2007; Gonzales and Hancock, 2011; Tazghini and Siedlecki, 2013), meeting new people
(Lewis and West, 2009), seeking emotional support (Joinson, 2008), self-presenting and expressing one selves
(DeWall et al., 2011; Pempek et al., 2009).

Numerous other researchers have investigated the way in which users present their identity, the disclosure of
personal information and aspects related to privacy, also and above all in consideration of the possible risks related to
behavior that is considered irresponsible given the situation (Gross and Purchases, 2005; Young and Quan-Haase,
2009).

The exponential implementation of the number of members and visitors has decreed the awareness of Facebook as a
socio-economic phenomenon of global reach. This has stimulated the start of much research, among other things
aimed at investigating the effects of Facebook on the individual. The latter line of research has, in fact, fueled a
debate on the positive effects and possible negative outcomes of Facebook. The scholars are divided among those
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who consider Facebook a means to develop a new form of internet addiction, the “Facebook addiction” (Karaiskos et
al., 2010), with negative consequences such as a departure from the world and “real” interactions (Sheldon et al.,
2011) and those who underline the positive impact that its use can have on people, in terms of increasing social
capital (Burke et al., 2010; Ellison et al., 2007; Steinfield et al., 2008) and self-esteem (Bargh et al., 2002; Helliwell
and Putnam, 2004), diminishing loneliness and emotional distress that some people experience in ‘true’ interactions
(Burke et al., 2010; Clayton et al., 2013; Sheldon, 2008b; Skues et al., 2012).

The literature shows that Facebook has a very significant influence on some of the most important evolutionary tasks

typical of that age, such as the development of one’s identity or the need to approach and be in contact with peers
(Lenhart and Madden, 2007; Reich, 2010; Valkenburg et al., 2005; Valkenburg and Peter, 2008).

It should also be noted that by the end of the first month after the launch of the program, more than half of the
college population, who witnessed the birth of Facebook, had registered on the site (Phillips, 2007). Since 2006,
Facebook has been open to the public (Sheldon, 2008a; Urista et al., 2009) and has continued to record spectacular
success. In terms of usability and access, he notes that through the Facebook platform it is possible to communicate
with everyday friends, keep in touch with family and with friends who live far away, find old schoolmates or old
childhood friends, meet new people or maintain contacts and relationships with people who share common interests
(Buckman, 2005); you can send a message to another user containing a friend request (Kolek and Saunders, 2008).

Another peculiarity of Facebook is the flexibility and versatility of the platform that allows third parties to develop
applications of a wide range of genres, such as games, surveys or quizzes that can be downloaded by other members
of the network (Nash, 2011; Ries, 2010). This is configured as a real change of status highlighted by a series of
public messages that appear on their bulletin board, within which photographs, music, video or links both by the user
himself and his “friends” can also be uploaded (Grimmelmann, 2009). Moreover, private messages can be sent to
any other user, a function similar to sending an email but without the need to know the recipient’s email address
(Golder et al., 2007; Pempek et al., 2009). At the same time, Facebook sends the user information about the activities
of friends (Cheung et al., 2011; West et al., 2009). Having become an integral part of the daily lives of hundreds of
millions of people, as well as a central and indispensable means of social interaction (Gosling et al., 2011), the
attempt to monitor the positive and negative impacts that Facebook can have on people and society in general, as
with other social networks, such as Twitter, Instagram, etc. can not leave us surprised.

Facebook is one of the most popular and famous sites in the world, especially among teenagers and young adults
(Boyd, 2007, Valenzuela et al., 2009). In particular, the age range that is most associated with the use of Facebook is
between 19 and 25 (Facebook, 2013b). According to numerous authors, Facebook is the main social networking site
used by university students (Educause, 2006; Golder et al., 2007; Stutzman, 2006). In this regard, more than 90% of
college students in the United States have an account on Facebook (Ellison et al., 2007; Stutzman, 2006; Wiley and
Sisson, 2006), while in England the percentage rises to 95% (Madge et al., 2009).

The studies presented so far have shown how Facebook is a daily experience (especially for young people) (Pempek
et al., 2009). In this regard, Pempek and colleagues (2009) found that the students reported spending about 30
minutes on Facebook every day. Overall, the results of the surveys that analyzed the percentage of time spent daily
on the site ranged between 10 and 60 minutes (Christofides et al., 2009; Ellison et al., 2007; Joinson, 2008; Lampe et
al., 2006; Muise et al., 2009; Orr et al., 2009; Ross et al., 2009; Valenzuela et al., 2009). More recent surveys have
shown slightly higher daily times (Kalpidou et al., 2011; Panek et al., 2013). For example, the survey conducted by
Junco (2012) documented a daily average of time spent on Facebook of just over 100 minutes, while Ryan and
Xenos (2011) found that 17% of participants reported to spend up to 2 hours a day on Facebook and 19% even more
than 2 hours. It is possible that the recent dissemination and availability of the internet connection on the mobile
phone, which allows users to access the site at any time through the Facebook application, is the cause of this greater
incidence of daily time spent on the site (Arestivo, 2013).

In association with the amount of time spent on Facebook, the age of the users may affect the use of Facebook. In
particular, younger users tend to spend much more time on the site than older ones (Joinson, 2008; Kolek and
Saunders, 2008; McAndrew and Jeong, 2012; Pempek et al., 2009; Valenzuela et al., 2009).

Another stream of literature has analyzed the motivation of the use of this platform. It should be noted, first of all,
how the use of Facebook allows and facilitates interpersonal relationships (Ellison et al., 2007; Lenhart and Madden,
2007; Wiley and Sisson, 2006). Other reasons, although less relevant and frequent than the previous one, concern the
possibility of using Facebook to meet new people in order to develop new friendships or a romantic relationship
(Charnigo and Barnett-Ellis, 2007; Lenhart and Madden, 2007; Lewis and West, 2009); its use for entertainment and
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entertainment purposes, to kill time or to distract oneself in moments of boredom (Lampe et al., 2007; Pempek et al.,
2009; Sheldon, 2008a).

In addition, other motivations for using Facebook emerge: as a means to seek emotional support (Ellison et al., 2006;
Joinson, 2008), to search and share information (Kim et al., 2011; Lampe et al., 2006; Lin and Lu, 2011), or to
express oneself and to introduce oneself, through changes in status and contents published on one’s profile (Joinson,
2008; Pempek et al., 2009). The authors who deepened these aspects were motivated by some concerns about the
potential risks that may be related to the disclosure of their information on a Social Network site, such as the
violation of privacy, the possibility of identity theft, the vulnerability to possible offenders or pedophiles, or the use
of data by third parties (Gross and Purchases, 2005).

Furthermore, a substantial range of studies has investigated the effects that Facebook can have on psychological
well-being and on the interpersonal relationships of its users (Clerkin et al., 2013; Hayes et al, 2015; Jin, 2015; Hu et
al., 2017). In this regard, some authors have advanced the hypothesis that such a phenomenon could produce a drift
towards a new form of internet dependence, thus representing a powerful risk factor for the individual (Griffiths,
2000; Young, 2004) that it could gradually lead him/her away from the genuine face-to-face interactions typical of
the “real world” (Sheldon et al., 2011). Nevertheless, although in general the impact that Social Networks can have
on interpersonal relationships has been the subject of a long and articulated scientific debate (Nie, 2001;Baym et al.,
2004; Caplan, 2007; Mazer et al., 2007;), most of the studies that have taken Facebook into account have
documented how users report perceiving time passing on-line as an extension, rather than a substitution, of daily
face-to-face interactions of the off-line context (Cheung et al., 2011; Kujath, 2011). The interaction created between
users and social networks is considered to be a mediated interaction (Thompson 1998). In line with these studies,
other authors have supported the possibility that this tool may have a positive impact on the individual, facilitating,
for example, the connection between people and thus responding to some social needs of individuals (Ellison et al.,
2007, Mathwick et al., 2008; Steinfield et al., 2008).

3.2 Twitter

The use of Twitter is based on four-key concepts generally shared by all its members, as Prunesti (2016) points out,
namely:

*  maximum openness of online conversations: the conversations that are generated are generally visible to all
users;

. instantaneous communication: it is possible to condense in 140 characters a public message including text,
hyperlinks and mentions of other Twitter users or it is possible to send a private message to a specific user;

«  the principle of following: Twitter is an asynchronous social network, as it allows users to follow the flow of
tweets generated by other users without these users necessarily being obliged to follow theirs;

»  the possibility of aggregating tweets by keywords: conversations on Twitter are aggregated by topics thanks to
the use of a specific corresponding hashtag. In Italy, the use of hashtags is used in a significant way to aggregate the
discussions generated by television broadcasts.

Twitter, with its 330 million active users worldwide, of which 8 million represent Italian users (Global Digital Report,
2018), is one of the most used channels by Italian politicians. This social network connects anonymous users from all
over the world, offering them the opportunity of a space in which to break and contextualize the news (Hermida,
2010) and this feature makes it one of a kind. Twitter users can follow people or organizations based on the topic or
their specific interest (Jansen et al., 2009) also for this reason, our politicians are predisposed to use Twitter as a tool
of connection between themselves and the citizens (Castells, 2013) but also as cross-talk between parliamentarians
on hot topics with the possible generation of heated debates. However, a study by Velasquez (2012) suggests that
politicians, journalists and officials are producers of information, while the non-traditional politician is considered a
consumer of information. However, in regard to this study, it is necessary to consider the composition active and
non-active Twitter users. There are many members on this social media, but about 90% of them limited their activity
to observing and tweet very little compared to the 10%, instead, who are considered very active (Bruns and Stieglitz,
2012).

The elements that characterize this particular social media are many, from the possibility of having a “digital track”
(Freelon, 2014); through hyperlinks and retweets it is possible to analyze the activities of a user. These elements also
allow us to know which topics a user is more interested in, as the user demonstrates their interest in a certain content
(De Maeyer, 2013). It should also be noted that retweets represent a system of shared conversations, without the
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retweeter necessarily being a contributor of personal information (Boyd et al., 2010). Also, many retweets of the
same post, give more visibility to the original issuer of the post (Ausserhofer and Maireder, 2013).

3.3 Instagram

Instagram is a particular social media based on sharing photos and videos online. Since its launch in 2010 to date
there are 1 billion users worldwide, while in Italy it is used by 16 million Italians (Global Digital Report, 2018). The
fact that it is easy to use is due to the technological supports it uses, in fact it is a social media that is based on the
downloadable phone app, from which you can take pictures and videos directly, with the integrated possibility to edit
images; in short allowing the user to be a professional photographer for a moment.

All photos and videos made on Instagram can easily be posted not only on your Instagram social profile but also
simultaneously on other social networks like Facebook and Twitter. This is a very interesting feature for a social
network. For the rest, the features are similar to those offered by Twitter. Ultimately, even in this social media there
is a continuous flow of information that can be considered, as for all other social networks of this kind, a stream of
social awareness (Naaman et al., 2010).

4. Exploitative Communication: Focus on Interactions

Thompson (1998) identifies the types of interaction that stand out from each other depending on whether or not they
share the same space-time environment, namely: interaction face-to-face, quasi-mediated interaction, and mediated
interaction. The most common interactions are face-to-face and quasi-mediated interaction, while mediated
interaction is part of the characteristics of exploitative communications.

Face-to-face interaction is that between two individuals present in the same physical place and at the same time, that
is, they share the same reference system. This allows for a dialogic interaction that allows those who are interacting
to enrich their communication with non-verbal language made up of expressions, tones, gestures, etc.

The quasi-mediated interaction (Thompson, 1998) refers to those interactions where the contents of the message
conveyed are produced for a set of undefined potential receivers. This is the case, for example, with books,
newspapers and radio, which are instruments of mass communication that give rise to a new type of social interaction
(Horton and Wohl, 1956). In this case, the flow of communication is almost completely unidirectional, that is from
the source to the recipients, and for this reason it is called “quasi-interaction”.

The aforementioned research by Charlene and Bernoff (2008) shows how the vast majority of users read online
content, even if you do not actively participate with comments, references or shares. However, even if there is no
active participation, these people are influenced by the content they find online.

The web site is the first step that an organization carries out within the network, in order to be present on the web.
The site is the ideal place to synthesize and tell institutionally what the company is dealing with, the services it offers,
its eventual location, and the modalities of the contract. Also, the site represents the “home” and the reference to
which the corporate communication strategies are supported, by the various social networks, blogs and
micro-blogging (i.e., explorational communication).

5. Hypothesis

In this study the definitions of Thompson (1998) were considered and a distinction was made between the analysis
variables: exploitative and explorational communications, while making only a slight change in the author’s original
definition. Indeed, the only difference present is seen in that face-to-face interaction is considered to be an
exploitative communication strategy, rather than an explorational communication strategy. This difference was
intended with reference to the context of study, that is, with respect to politics and politicians, one thinks of the
rallies or face-to-face meetings that a politician makes during the electoral campaign. During these meetings it is
always the politician who holds the conversation and his interlocutor is more attentive to listening and is almost
influenced by the very presence of the same.

Therefore, the research hypothesis is as follows:

H1: Explorational and exploitative forms of communications interact thereby influencing the effectiveness of
communication for politicians?

6. Method and Procedure

We collected data about votes by section, number elected by section, average voters for the last legislature for each
Italian party. Data were extracted from the Minister of Internal Affairs. In particular, three variables were considered:
(1) votes by section, which refers to the number of votes the party received in that section, (2) elected by section,

Published by Sciedu Press 7 ISSN 1923-4007 E-ISSN 1923-4015



http://ijba.sciedupress.com International Journal of Business Administration \Vol. 11, No. 3; 2020

which indicates the number of parliamentarians elected for that party in that section, and (3) average voters, which
indicates the average value of voters that any parliamentarians of any party obtained in each section, this a complex
variable and this value is equal to the number of voters by section divided by the number elected by section.

Data about “Followers” on Facebook, “Likes” on Instagram, “Likes” on Facebook, Followers on Instagram,
Facebook Profile and Followers of Twitter for the last legislature for each Italian party have been acquired from the
social page of every parliamentarian. The Followers on Facebook variable indicates the number of followers that any
parliamentarian has on Facebook. We have two variables for Instagram. The first variable, Likes, indicates the
numbers of likes that every politician received for his post; the second variable is Followers on Instagram that
measures the number of followers that each parliamentarian has on his Instagram Profile. With regard to Facebook,
we considered a dummy variable; this variable is equal to 1 when the politician has a Facebook Profile, otherwise
this value is equal to 0. The last variable is the Followers on Twitter. This variable indicates the number of followers
that each parliamentarian has on his Twitter Profile (Table 3).

Table 1. lllustrates sources of data

Source of data Data acquired Time period Area of study

Voters by section

INTERIOR MINISTER  Elected by section

Average voters

Follower on Facebook

Like on Instagram

- Last legislature
Like Facebook Italy
(2012-2017)

Follower on Instagram
SOCIAL PAGE

Facebook Profile

Follower of Twitter

Insured Value (1,000 €)

Total Premium (1,000 €)

7. Results and Discussion

Five models were created and they are estimated for the most important Parties of the last legislature in which
reliable data exist for votes by section, number elected by section, average voters, Followers on Facebook, Likes
Instagram, Likes Facebook, Followers on Instagram, Facebook Profile and Followers on Twitter. We analyzed the
cross section data for the last legislature through the OLS technique as it was the only time span for which all the
variables were present. The OLS estimator chooses the regression coefficients so that the regression line estimated
falls as close as possible to the observed data, where proximity is measured by the sum of the squares of errors that
are committed in predicting Y X data.

Five analyses were conducted to verify the robustness of empirical results. In this case, we have five independent
variables for Average voter one for each principal party, for each model they were regressed on independent
variables, i.e. Followers on Facebook (FollowF), Likes Instagram (Likeinsta), Likes Facebook (LikeFace), Followers
on Instagram (Followl), Facebook Profile (FaceP) and Followers of Twitter (FollowT).

AverageVortesM5S;, = a; + piFollowF;, + B,Likelnsta;, + fs;LikeFAce;; + 4 Followl;,
+psFaceP;, + BsFollowT;, + &1,
AverageVortesLega;, = a; + BiFollowF;, + p,Likelnsta;, + B3LikeFAce;, + ByFollowl;,

+psFaceP;, + BsFollowT;, + &,
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AverageVortesPD;, = a; + fiFollowF;, + f,Likelnsta;, + fsLikeFAce;; + B Followl;,
+psFaceP;, + BsFollowT;, + &,

AverageVortesPDL;, = a; + p,FollowF;, + p,Likelnsta; + f3LikeFAce;, + B,Followl; ;
+psFaceP;, + PgFollowT;, + &,

AverageVortesSEL;, = a; + piFollowF;, + B,Likelnsta;, + fsLikeFAce;; + f4Followl;,
+psFaceP;, + BsFollowT;; + &,

The previous table shows five different models. Each model shows the impact of the variables analyzed on the
dependent variable AverageVoters for every party. The model (1), present in Table 2, demonstrates the impact of
independent variables on the dependent variable AverageVot for the Movimento 5 Stelle party.

Table 2. Summary statistics (movimento 5 stelle)

Variables Mean Standard deviation Minimum Maximum
FollowF 3.259,21 1,44 0 172.201
Likelnsta 991,79 212.359,36 0 27.167
LikeFace 57.510,33 0,41 0 2.112.431
Followl 18.10 0,29 5.50 457.010
FaceP 0,79 35480,20 0 1

FollowT 6.856,22 190.596,87 0 545.944

The second model (2), present in Table 3, shows the effect of independent variables on dependent variable
AverageVot for the Lega party.

Table 3. Summary statistics (lega)

Variables Mean Standard deviation Minimum  Maximum
FollowF 7.207,11 36326,40 0 243.956
Likelnsta 1.361,867 244107 0 12.161
LikeFace 84743,422 480701,1 0 32.34.355
Followl 22.500 133993,16 0 901.044
FaceP 0,84 0,37 0 1

FollowT 20.035,97 127133,09 0 853.711

The third model (3), present in Table 4, evaluated the impacts of the independent variables on the dependent variable
AverageVot for the PD party.
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Table 4. Summary statistics (partito democratico)

Variables Mean Standard deviation Minimum Maximum
FollowF 1.107,68 3.357,44 0 39.732
Likelnsta 1.514,26 3791,88 0 43.658
LikeFace 9220,783 24560,89 0 195.223
Followl 18.956,36 77.634,15 0 635.660
FaceP 0,71 0,45 0 1

FollowT 817,67 3.680,76 0 54.593

The model (4), that is present in Table 5, shows the impact of the independent variables on the dependent variable

for the PDL party.

Table 5. Summary statistics (Popolo Della Liberta

Variables Mean Standard deviation Minimum Maximum
FollowF 715,65 3.568,95 0 41.215
LikeFace 13.721,013 78.783,45 0 1.059.973
Likelnsta 875,48 3.790,98 0 38.044
Followl 13.757,45 53.054,07 0 562.847
FaceP 0,60 0,49 0 1

FollowT 1.518,14 11341,46 0 154.000

The last model (5), that is present in Table 6, underlines the impact of the independent variables on our dependent

variable for the SEL party.

Table 6. Summary statistics (Sinistra Ecologia e Libertd

Variables Mean Standard deviation Minimum Maximum
FollowF 963,62 2.639,93 0 16.923
Likelnsta 845,31 5.025,57 0 36.950
LikeFace 9.119,61 39.835,80 0 291.143
Followl 19.544,33 116.578,78 0 859.353
FaceP 0,66 0,47 0 1

FollowT 548,46 2.751,10 0 20.200

The columns labeled (1), (2), (3), (4) and (5) included in Table 7, report the results of the five separate pooled OLS
regressions. The values in the table are the coefficients, standard errors (in parentheses), their p-values, and summary
statistics, as indicated by the description in each row.

Table 7 illustrates the results of the five separate pooled OLS regressions.
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Table 7. Results

AverageVot (M5S) (1)  AverageVot (Lega) (2) AverageVot (PD) (3)
Constant 97917,1%** 7849,08 76359,1***  6760,20  49393,2***  3682,56
FollowF —-0,460609**  0,232218 -0,482091 0,874739 0,141158 0,428875
Likelnsta 0,155729** 0,0741934 0,136353 0,129758 0,0226256 0,127114
LikeFace —1,22454***  0,444977  2,92039** 1,23970  —-0,502415*** 0,187177
Followl —-0,514916* 0,274785  —2,57547*** 0,962757 —0,0446141 0,0399593
FaceP 3560,11 8001,06 —7383,95 7453,74  —8859,05**  4127,13
FollowT —0,233445**  (0,123920  1,59091 1,32695  1,28074* 0,770950
Summary Statistics
SER 35099,38 16326,40 30704,75
R? 0,062706 0,255995 0,041292

AverageVot (PDL) 4) AverageVot (SEL) (5)

Constant 67803,6*** 2721,30 20094,8*** 2823,14
FollowF —0,613411* 0,323810 —1,59965 1,28579
Likelnsta 0,0403648 0,0788972 1,04811 0,737290
LikeFace 0,554003* 0,294101 -1,31215 0,969497
Followl 0,0526912* 0,0282560 —0,387568* 0,201049
FaceP 8926,25** 4290,93 16806, 7** 7034,63
FollowT —2,67171** 1,03518 —2,84086 4,24440
Summary Statistics
SER 28510,62 20295,59
R? 0,049694 0,132797

The first column of labeled regression results (1) in the table consider a linear relation between the dependent
variable AverageVot (M5S). Results of the first regression analysis show how all the variables taken in consideration
are significant, which is expressed by the p-value that for each variable is equal to (< 0.001, 0.005, 0.01).

The analysis shows how the politicians of the 5-star movement are the most active on social channels, in the model
(1) the variables are significant, but such an impact significantly changes according to the type of social network.
The independent variable has a positive relationship with the variable Likes on Instagram, but has negative
relationships with other social pages, such as Facebook and Twitter. In the second model we have only a single
significant independent variable, this variable is Likes on Facebook and this variable has a positive relation with our
dependent variable. In model (3) the analysis shows a close negative relation between the use of communication and
the Averagevot for the PD party. The last two models describe the relationship between our independent variables
and our dependent variable for the PDL and SEL party. For the first party the results indicate that there is a positive
significant relation between the use of the social Facebook and our dependent variable; instead, the last model shows
that for this party the use of Facebook is the most important because this is the only significant variable.

Focusing on the summary statistics of regression, it is possible to notice the value assumed by R2, quantifying the
extent to which the explanatory variables explain the variation on the dependent variable.
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8. Supplementary Analysis
8.1 Methodology and Procedure

In order to test our research hypothesis, in this section the possible interaction between exploitative and explorational
communication and how it impacts the effectiveness of communication was verified.

This analysis aims at examining the relationship between traditional forms of communication used by politicians
(here intended as the use of a personal website) and the use of social network (here measured in terms of the number
of posts on Twitter) in influencing the tendency to be followed on social networks.

This study aims to demonstrate that the choice of politicians in adopting both exploitative communication and
explorational communication is more effective and efficient than choosing to adopt a single strategy.

In order to achieve this objective, data concerning traditional channels - in particular the use of institutional websites
and personal websites - and data relating to social media in particular, were collected for each individual
parliamentarian (deputies and senators). This data collection was carried out over a period of six months.

8.2 Results

A moderation analysis (Model 1) was conducted using the SPSS PROCESS Macro by Hayes (2013) can be seen in
Figure 1, in which followers on Twitter served as the dependent variable.

45000
38973
40000
35000
30000
25000
20000 17648

15000

Followers on Twitter

10000 6132
5000 1161

0 I

Low number of tweets High number of tweets

m Without personal website With personal website

Figura 1. Followers on Twitter as a function of the presence of personal website, the number of posts and their
interaction

This was expressed as a function of the presence of personal website (measured as a binary variable coded as -1
when politicians do not have a personal website and 1 when they have a personal website), the number of tweets
(measured as a continuous variable and mean-centered), and their interaction.

The results revealed a main effect of the presence of a personal website on the dependent variable that was positive
significant (b = 6574.05, t(1004) = 2.75, p = 0.01), indicating that politicians having a personal website have a
greater probability to be followed on Twitter. There was also a positive significant effect of the number of posts on
Twitter on the number of followers (b = 1.4, t(1004) = 4.37, p = 0.00). The interaction effect between the presence of
the personal website and number of posts on Twitter was, instead, non-significant (b = 0.46, t(1004) = 1.45, p = 0.15).
The effect of the participation in working commissions was also controlled and found to have a negative significant
effect (b = -3421.01, t(1004) = -2.86, p = 0.00), suggesting that politician’s effort to produce laws has detrimental
consequences in terms of followers on social networks.

Although the interaction effect was non-significant, the conditional effects revealed that, in absence of a personal
website, the effect of the number of posts on Twitter does not significantly affect the number of followers (b = 0.94,
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p = 0.10); whereas, in the presence of a personal website, the effect of the number of posts on Twitter significantly
affects the number of followers (b = 1.86, p = 0.00), thus supporting the research hypothesis. Such a result suggests
that using a personal website increases the efficacy of the posts published on Twitter, thus providing evidence for the
“ambidexterity effect”.

9. Discussions and Conclusions

This work aimed at investigating how politicians use various sources of communication (explorational and
exploitative) and the impact of these two forms of communication on the effectiveness of communication. So the
attention fell on Facebook with its 34 million subscribers, a figure that makes it the most widespread and used social
media in our national context. Subsequently, the study focused on Twitter with its 8 million users, which grow day
by day and on Instagram with 16 million subscribers, data that always refers to the Italian territory (Global Digital
Report, 2018). These three social media represent a model of reference especially for the younger generations, which
has inspired the advent of new forms of relationships.

It was amply highlighted how Facebook has had and continues to have a huge impact on the social life of hundreds
of millions of people (Bargh and McKenna, 2004; Zickuhr, 2010) and how a large number of scholars have
dedicated themselves to the investigation of this phenomenon, analyzing various aspects related to the use of this
Social Network.

There are numerous social and psychological advantages related to the use of these social media. Among these, in
particular the possibility of increasing the share capital was highlighted (Burke et al., 2010; Ellison et al., 2007;
Gonzales and Hancock, 2011; Steinfield et al., 2008; Tazghini and Siedlecki, 2013).

The most evident risks of this communication phenomenon are linked to a possible dependence on them, but also to
the diffusion of personal data, to the exposition of confidential information, to the possibility of compromising one’s
image and, again, to the risk of being the object of the phenomena of cyber bullying (Gross and Purchases, 2005;
Kwan, and Skoric, 2013; Miller and Hufstedler, 2009).

Besides the negative effects, literature shows that Facebook has positive effects on the aim of facilitating
communication and keeping in contact with friends. In fact, Facebook as Twitter would represent an effective way to
achieve this goal by facilitating the sense of belonging, communication and contact with friends (Yu et al., 2010).

Factors related to privacy, rather than the sphere of image ownership, must also be taken into due consideration. In
fact, all the material shared on Facebook, including images, once placed on the network, both from a legal point of
view and from a practical point of view, no longer belong only to the user, but can spread without the author being
able to stop its dissemination or its elimination (Brown et al., 2009). Nevertheless, the planetary users of Facebook
users do not seem to be particularly persuaded by the idea of putting a stop to the sharing of personal content on this
social network.

The exploitative communication part of the study focused on identifying the use of each parliamentarian and the
parties of institutional websites, such as for example the websites of the Senate and the Chamber and the websites of
the parties. In this analysis, the presence and use of personal websites for each politician were considered as
traditional channels, while the other traditional means of communication, such as for example rallies, leafleting etc.,
were taken for granted. This because, during the data search it was highlighted that all politicians used traditional
channels in their campaign path, but it was not possible to collect data more precisely. As a consequence, each
politician analyzed has the same way of using traditional channels, but not the same way of using the three social
channels analyzed.

The results of the first step of analysis show that there is a correlation between the use of social networks, and
political performance but it is not the same for every single party. The various linear regressions allow us to affirm
that not all political parties have the same feedback on the different channels of communication. A possible
explanation for this can be given by the different age groups that make up the passive electorate of every single
passive. The only party where the Instagram channel has shown a significant positive relationship with this result is
Movimento 5 Stelle, this likely stems from the fact that the electorate of Movimento 5 Stelle is predominantly
composed of young people; while for parties that have existed for a long time whose electorate is mainly composed
of people with a higher age group, there is a positive correlation with the use of the social network Facebook. These
results demonstrate how the phenomenon called communication ambidexterity exists within the Italian political
landscape. Even if this analysis must be deepened by further scientific research to improve two aspects: The first
aspect concerns the dependent variable. In order to improve the analysis, it should be more precise. The second
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aspect is the temporal misalignment between the communicative variables and the independent variable, as these
variable refer to a time span that goes from 2012 to today, but there are no data for all years.

Subsequently, after the first phase of analysis, a second phase was carried out, in which all the data concerning the
Twitter social network were analyzed — as far as explorational communication is concerned — and the presence and
use of institutional and personal sites for every single member of the XVII legislature — regarding the exploitative
communication.

The results of this second step of analysis show that using a personal website increases the efficacy of the posts
published on Twitter, thus providing evidence for the “ambidexterity effect”. Consequently, the use of both strategies,
exploitative and explorational communications — are more effective than the choice of using only one of these,
confirming the starting hypothesis.

This study has found important and significant results compared to the use of social media by Italian politicians.
However, it has many potentialities to explore. For example, the individual political profiles could be analyzed in
more detail year by year, in order to see the progress of their exploitative communication. In addition, a
cross-comparison between the activities and the active discussions on their social profiles on sustainability issues
could be made and compared with the acts that each parliamentary approved or presented in the Chamber of
Deputies rather than the oppositions to completed bills in the Senate. Or again, it would be interesting to evaluate
how effectively a politician is not only active on social networks but how effectively in real life (off-line) and how
often he is active in the parliamentary context, evaluating their presence or missions. to For example they may be
good with discussions on social media, but maybe in Parliament they are considered ghosts. Finally, it would be
interesting to study how and if their activities in Parliament and online continue in today’s legislature. In short, there
are many ideas to expand this research work and the results would be useful to politicians and citizens, as well as a
giving a broader vision to all organizations operating in the Italian market.
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