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Abstract: The purpose of this study is to examine the use of social media such as Facebook, 
Twitter, and YouTube by candidates running for the 2014 Greek Municipal Elections by 
addressing the following questions: (1) which factors affect social media adoption by municipal 
candidates?, and (2) whether social media usage along with the popularity of candidates’ social 
media pages influence candidates’ vote share. Results indicate that social media are not very 
popular campaigning tools among municipal candidates in Greece. This implies that Greek 
candidates still rely on traditional ways to lure their voters. Furthermore, findings reveal that 
candidates running in large municipalities are more likely to utilize social media (i.e., 
Facebook, Twitter, and YouTube) as means of political marketing. In addition, challengers 
seem to prefer Facebook and Twitter as campaign tools while males tend to focus on YouTube 
to attract voters. Despite the low adoption rate, results suggest that candidates who made use of 
social media won more votes compared to candidates who were not social media users. 
Moreover, it was found that a candidate’s Facebook page and YouTube channel popularity are 
good indicators of the candidate’s vote share. 
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1 Introduction  

Throughout the years the Internet has become an important vehicle for political 
campaign activities. In 1996 candidates incorporated websites in their election 
campaigns in order to provide top-down communication to voters; in 1998 they used 
emails for contacting with voters and in 2003 blogs became an important part of their 
online campaign activities [Cornfield and Rainie, 06]. Social media empowered by 
technologies such as Web 2.0 [Lytras et al., 15] entered the political marketing arena, 
with Facebook paving the way, during the 2008 presidential elections in the US 
[Vesnic-Alujevic, 12]. Until now, political marketers have acknowledged the value of 
social media tools as a cost-effective method of political promotion [Gueorguieva, 08; 
Williamson, 09]. According to [Pena-Lopez, 11], Social media give candidates the 
opportunity to produce and promote customized messages for their targeted voters.  
Candidates can cross-promote themselves by using different social media platforms to 
attract different types of audiences. However, less is known about whether adoption 
of different social media is affected by similar drivers. According to [Gulati and 
Williams, 11] candidates might be influenced by different factors to use different 
social media. For example, during the 2010 U.S. Congressional elections incumbents 
were most likely to adopt mature platforms such as Facebook and YouTube while 
challengers were more inclined to adopt Twitter which had just entered the social 
media arena. Thus, more research is needed to test whether adoption of various social 
media platforms by candidates is affected by similar drivers.  

Researchers have cast doubt on whether the entrance of social media to 
campaigns of politicians confirms the normalization or the equalization hypothesis. 
On one hand, normalization hypothesis suggests that the new media do not alter the 
political status quo and reinforce traditional campaigning forms where major parties 
or incumbent candidates are more likely to adopt and embrace social media [Vergeer 
et al., 13]. On the other hand, equalization deals with the democratizing effect of 
social media. Social media can equalize the competition between the different 
political actors [Strandberg, 13] with fringe parties and challengers be able to “gain 
the public attention they cannot otherwise obtain through the traditional mass media 
bottleneck” [Klinger, 13, p. 720] due to their limited financial resources. Empirical 
studies have not provided consistent results about which hypothesis prevails. 
Nevertheless, the current research has not adequately addressed a number of 
important issues. First, most of studies explore the normalization/equalization 
hypothesis for elections taking place at the national level (i.e., Parliamentary, 
Presidential, etc). And second, these studies have been conducted in the context of 
large countries (i.e., United States, United Kingdom, Australia, France, Sweden, 
Norway, Denmark, etc) [Williams and Gulati, 13; Gulati and Williams, 13; Gibson 
and McAllister, 15; Koc-Michalska et al., 14; Larsson and Kalsnes, 14; Hansen and 
Kosiara-Pedersen, 14) leaving out smaller countries like Greece. Hence, researchers 
could gain fruitful insights on whether candidates originating from a small country 
and contesting for municipal seats share common characteristics in the way they 
campaign on the social media and are affected by the same drivers as candidates from 
large countries who contest at nationwide elections.  

Thus, this study examines candidates’ use of social media (i.e., Facebook, 
Twitter, and YouTube) in the Greek Municipal elections of 2014. Specifically, the 
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purpose of the present study is twofold. First, to decipher whether characteristics of 
candidates such as gender, incumbency status, and municipality size have an effect on 
candidate’s social media use (i.e., Facebook, Twitter, and YouTube) and second to 
identify whether social media adoption by candidates along with the popularity of 
candidates’ social media platforms are important predictors of a candidate’s vote 
share. Hence, another contribution of this study is that it explores simultaneously the 
supply (candidates’ usage) as well as the demand side (voters’ usage) of the social 
media used for campaigning reasons. In addition, although the impact of social media 
popularity on candidates’ vote share has been examined by previous studies for social 
media like Facebook and Twitter, the way a candidate’s popularity on YouTube can 
predict his/her vote share has not receive the attention of researchers. Consequently, 
the present research sheds light on the importance of YouTube for winning votes.  

2 Literature Review 

Researchers point out that the use of Internet has brought changes in the way 
politicians promote themselves and voters participate in politics. [Norris, 00] has 
postulated three political campaign models using as a yardstick the most prevalent 
medium used in the campaign. The first model is known as the pre-modern campaign 
model in which parties/candidates use mainly the press and interpersonal 
communication to persuade voters. The next model is referred to as the modern 
campaign model where parties/candidates promote themselves via television news 
and commercials. The usage of new technologies by parties and candidates has given 
rise to the third post-modern model. [Vergeer et al., 13] add a fourth model to 
highlight the increasing use of social media as a medium for political campaigning. 
The fourth model is referred as the personal campaign model considering the fact that 
social media campaigns allow for personalized promotion and candidate-centric races. 
[Tops et al., 00] introduces the term cyber-democratic model of democracy to draw 
attention to the significant role of internet and electronic networks in shaping politics. 
Social networking sites such as Facebook and Twitter let candidates differentiate 
themselves on a personal basis, increasing thus their awareness to their online 
supporters [Enli and Skogerbø, 13]. What is more, social media enable candidates to 
provide “not just top-down communication, but also network-based horizontal 
communication” [Karlsen, 11, p. 6].  

Facebook campaigning has attracted the interest of researchers eager to map the 
uses of social media by politicians as well as to delineate their impact on election 
outcomes. In a number of recent studies Facebook has been found to play a significant 
role in political campaigns across the globe. For example, almost 40% of candidates 
had a Facebook presence in the 2009 Norwegian parliamentary elections [Karlsen, 
11] while 29 out of the 31 investigated candidates in the 2011 local elections in 
Norway used Facebook as a promotional vehicle [Enli and Skogerbø, 13]. In the 
context of the 2007 Australian Parliamentary elections, Chen [08] indicated that 
Facebook was the most prominent social media campaign tool. [Gulati and Williams, 
13] investigating the 2012 US congressional elections found that 97% of the 
candidates running for the Senate seats and 90% of the candidates for the House of 
Representatives had a Facebook presence. The popularity of Facebook as an election 
campaign tool could be attributed to its unique capabilities regarding (a) relationships 
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building, and (b) users interaction. Facebook can be seen by political marketers as a 
relationship management tool where candidates can connect with targeted users and 
users can support their favorite candidate by pressing the Like button. Moreover, 
Facebook offers candidates opportunities to actively interact with their supporters. 
Specifically, politicians can post political content through text, photos, videos and 
links on their public walls in order to inform and engage in dialogue with their voters. 
Facebook users can respond to the content of candidates by posting comments on 
candidates’ walls, replying to and forwarding their posts. 

YouTube on the other hand is used by political candidates as a tool for 
publicizing mainly political content from traditional media (i.e., televised political 
content) [Gulati and Williams, 10]. According to [Cortese and Proffitt, 12] YouTube 
allows candidates to disseminate videos about their speeches, meetings, and events 
that their voters wouldn’t have been able to see because some or all of them were not 
aired in traditional media. Gueorguieva [08] further notes that YouTube helps 
candidates increase the awareness of their advertisements since it can be seen as a 
cost-effective alternative advertising medium.  

Twitter also differs from Facebook and YouTube in regards to its use as a 
campaign tool. For example, while Facebook is used for the relationships a candidate 
builds with its supporters, Twitter is used for the content candidates post [Conway et 
al., 13]. Candidates tend to use Twitter mainly as a self-promotion tool [Golbeck et 
al., 10] where they can disseminate information about their activities, opinions and 
news as well as to link Twitter users to the other online platforms they use (i.e., 
website, blogs) [Conway et al., 13]. Moreover, it should be noted that through Twitter 
candidates try to attract voters as well as journalists who use Twitter as a form of a 
news outlet [Conway et al., 13].  

3 Conceptual Framework 

3.1 Factors affecting Social Media Adoption 

Adoption of social media by candidates is affected by several factors related to the 
personal characteristics of the candidate as well as other electoral system-related 
factors. For example, [Strandberg, 13] found that gender was a significant predictor of 
Facebook adoption by candidates contesting in the 2011 Finnish Parliamentary 
elections. Specifically, males were more likely to be Facebook adopters. On the 
contrary, [Evans et al., 14] revealed that women adopted to a greater extent Twitter 
compared to men who were running for the 2012 House of Representatives elections 
in the U.S.A. Hence, the following hypotheses were developed: 
H1: Gender will significantly influence candidatates‘ (a) Facebook, (b) Twitter, (c) 
YouTube adoption. 

[Williams and Gulati, 13] investigating candidates running for the House of 
Representatives in 2006 found that a candidate’s incumbency status affects the use of 
Facebook. Specifically, they report that challengers who were not holders of any 
political position were more likely to implement Facebook campaigns. [Gueorguieva, 
08] also notes that during the 2006 U.S. election cycle YouTube was mostly exploited 
by candidates characterized as newcomers. Similar results were also revealed by 
[Larsson and Kalsnes, 14] regarding the adoption of social media by Swedish and 

378 Lappas G., Triantafillidou A., Yannas P., Kavada A., Kleftodimos A. ...



Norwegian politicians. Findings indicate that challengers tend to be adopters of 
Twitter compared to incumbents. Based on the above the following hypotheses were 
formulated:  

H2: Incumbency status will significantly influence candidates‘(a) Facebook (b) 
Twitter, (c) YouTube adoption.  

The effect of the size of the candidate’s electoral district on Facebook adoption 
has been mapped by prior research. For example, [Strandberg, 13] found a positive 
effect of the urbanization level on the Facebook adoption by Finnish candidates in the 
2011 pre-election period. Significant differences were found in the level of Facebook 
usage between Greek candidates running in different peripheries in the 2010 Greek 
local elections. Specifically, candidates with a Facebook profile came from large 
peripheries and highly urbanized areas (i.e., Attiki, Central Macedonia) [Yannas et al., 
11; Lappas et al., 12]. Toward this end it is suggested that candidates running in large 
electoral districts will be active social media users compared to candidates belonging 
to small constituencies. Thus, the following hypotheses were developed: 

H3: Candidates contesting in electoral districts with high population densities will 
differ significantly in the level of (a) Facebook, (b) Twitter, and (c) YouTube usage 
compared to those in small electoral districts.  

3.2 Factors Affecting Facebook Effectiveness 

A politician’s involvement with social media can have a positive impact on his vote 
share [Effing et al., 11]. Recently, a number of studies support the fact that Facebook 
can be regarded as an important campaign activity capable of contributing to election 
success. The significant role of Facebook on the effectiveness of political marketing 
was best described by the term ″Facebook election″ used by [Johnson and Perlmutter, 
10] to refer to the 2008 presidential elections in the US when the candidate Barak 
Obama incorporated Facebook efficiently in his campaign. In the context of 2002 
Greek local elections, [Yannas and Lappas, 05] found that most of the candidates who 
implemented a web campaign won the elections. In addition, empirical evidence 
derived from the 2010 local elections in Greece suggested that candidates with a 
Facebook profile doubled their winning odds compared to non-Facebook adopters 
[Lappas et al., 12]. Twitter use also proved to be an important factor that influenced 
the election outcome during the 2010 Dutch national elections [Kruikemeier, 14]. 
Specifically, “candidates who used Twitter during the course of the campaign 
received more votes than those who did not” (p. 131). In a similar vein, [Vergeer et 
al., 13] found that the use of Twitter by candidates running for the 2009 European 
Parliamentary elections in Netherlands was clearly related to the number of votes 
candidates had received. Based on the aforementioned results, the following 
hypotheses were developed: 

H4: The number of votes received is influenced by (a) Facebook, (b) Twitter, and 
(c) YouTube adoption.  

Several studies have claimed that a candidate’s popularity on social media 
platforms reflects his/her popularity on the voters. For example, [Williams and Gulati, 
07] investigating the 2006 U,S, Congressional elections found that the number of a 
candidate’s Facebook friends is a significant indicator of his relative vote share. Other 
studies point out that the “like” feature of Facebook posts can reflect the “real” vote 
share of candidates. For example, in the 2009 Greek National elections the winning 
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party PASOK outpaced the other parties in the number of the “likes” received by its 
Facebook friends [Lappas et al., 10]. Similar results were found in the context of the 
Finnish national election where the winning party (Finns party) came first in the 
number of Facebook “likes” received [Leskinen, 12]. The Prime Minister Julia Gillard 
who won the Australian election in the 2010 was also the winner in the Facebook 
liking arena [Macnarama and Kenning, 11]. In regards to Twitter, [Kruikemeier, 14] 
found that the number of followers a candidate has on his/her profile closely 
resembles the amount of votes received. In a similar vein, it is herein argued that the 
number of views of uploaded videos on a candidate’s YouTube channel will be 
related to his vote share. Based on the aforementioned, the following hypotheses were 
developed:  

H5: The number of votes received by a candidate is significantly related to the 
number of (a) Facebook page likes, (b) Twitter followers, and (c) YouTube video 
views. 

Figure 1 summarizes the proposed hypotheses that will be tested by the present 
study. 
 

 

Figure 1: Conceptual model of the study 

4 Greek Municipal Elections and Social Media 

This study deals with candidates usage of social media during the 2014 Greek 
municipal elections. Municipal elections in Greece are held every four years along 
with the prefectural elections. Internet made its first appearance in local Greek 
elections on the 2002 election cycle, where candidates started creating websites in 
order to disseminate personalized information to their citizenry. Back then, websites 
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were used primary for the provision of top-down communication while interactive 
features were not exploited by Greek candidates [Yannas and Lappas, 05]. Moreover, 
voters chose a municipal candidate based more on his/her personality and less on 
his/her party affiliation. Hence, the Internet fulfiled candidates’ need for a more 
personalized campaign. In the 2010 Greek local election a critical number of 
candidates had presence on Facebook (26.4%) whereas YouTube (9.4%) and Twitter 
(7.4%) were exploited as campaign platforms by a small number of early adopters. 
Four years later, it remains to be seen whether Greek candidates have become 
adopters of social media platforms or have remained laggards in social media usage.  

5 Methodology and Results  

The analysis presented in this paper is based on a sample of 1,318 candidates who ran 
for the May 2014 Greek Municipal elections. The data for this study came from 
sources such as official state records and various online platforms. For each candidate 
data were collected regarding the size of the municipality in which he/she was 
contested, the number of votes he/she received, the gender, the incumbency status of 
the candidate. Then researchers examined whether each candidate had an official 
Facebook page, a Twitter acount and a YouTube channel. Moreover, data regarding 
candidates’ social media popularity were collected. Specifically, the variables of the 
study were operationalized as follows:   

 Size of Municipality: number of inhabitants in a given municipality.  
 Gender 
 Incumbency Status: coded 0 if the candidate was holder of a political 

position and 1 if the candidate had no prior political experience. 
 Usage of Facebook: coded 0 if the candidate did not have a Facebook page 

and 1 if the candidate had an official Facebook page.  
 Usage of Twitter: coded 0 if the candidate did not have Twitter account and 

1 if the candidate had an official Twitter account. 
 Usage of YouTube: coded 0 if the candidate did not have a YouTube account 

and 1 if the candidate had an official YouTube channel. 
 Facebook Page Popularity: number of Page Likes. 
 Twitter Account Popularity: number of Twitter Followers. 
 YouTube Channel Popularity: number of views of videos uploaded to the 

Channel.  
 

Figure 2 provides a screenshot of the dataset used for the statistical analysis. 
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Figure 2: Screenshot of dataset 

Following data collection, the statistical package for social sciences SPSS 17.0 
was utilized in order to test the research hypotheses. Based on the analysis, almost 
30.2 percent of candidates (398 candidates) had a Facebook page. A closer look at the 
social media pages of the candidates indicates that an average Facebook page of 
candidates running for the municipality seats received 1,159.52 “page likes”. 
Regarding, Twitter and YouTube usage, only 9.5 percent of the candidates (125 
candidates) had an official Twitter account while 14.2 percent of them (187) had a 
YouTube channel. On average, candidates with a Twitter account had 1.947.32 
“followers” while candidates with a YouTube channel had 5.861,41 views on their 
upoloaded videos. 

Most of the candidates were males (89.7%) while only 10.3% of them were 
females. Table 1 shows how social media usage is differentiated between male and 
female candidates. Based on the findings, Facebook was adopted by 31% (367 
candidates) of males and 22.8% (31 candidates) of females. In addition, 10% (118 
candidates) of males were present on Twitter whereas the percentage for females was 
5.1% (7 candidates). In a similar vein, 14.9% (176 candidates) of male and 8.1% (11 
candidates) of female candidates created a YouTube channel. However, it should be 
noted that male candidates were overrepresented in the sample.   

 
Gender Facebook Twitter YouTube 

No Yes No Yes No Yes 
Males 815 367 1064 118 1006 176 
Females 105 31 129 7 125 11 

Table 1: Social Media Usage Between Male and Female Candidates 
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Regarding, the incumbency status of candidates, 68% were regarded as 
incumbents and 32% as challengers. As Table 2 shows 26.6% (239 candidates) of 
incumbents had a Facebook presence while the percentage of challengers was 37.9% 
(159 candidates). In regards to Twitter, 7.7% (69 candidates) of incumbents were 
users of Twitter compared to 13.4% (56 candidates) of challengers who were active 
Twitter users. YouTube attracted the interest of 13.0% (117 candidates) incumbents 
and 16.7% (70 candidates) of challengers. 
 

Incumbency 
Status 

Facebook Twitter YouTube 
No Yes No Yes No Yes 

Incumbents 660 239 830 69 782 117 
Challengers 260 159 363 56 349 70 

Table 2: Social Media Usage Between Challengers and Incumbents 

In order to test whether a candidate’s gender and incumbency status predicts the 
use of social media three binary logistic regressions were performed. Binary logistic 
regressions were used to answer the hypotheses H1 and H2. This type of regression 
was used since the dependent variables of interest - Facebook; Twitter; YouTube use - 
are dichotomous categorical variables. The results of the regression analyses are 
shown in Table 3.  
 

 
 

Facebook Twitter YouTube 
Exp(B) Sig. Exp(B) Sig. Exp(B) Sig. 

Constant 0.324 0.000 0.092 0.000 0.235 0.001 
Gender 0.701 0099 0.532 0.116 0.521 0.046 
Incumbency  1.659 0.000 1.805 0.002 1.301 0.110 
-2Log Likelihood 1,594.61 813.48 1,068.66 
Chi-Square 20.007 0.000 13.154 0.001 7.788 0.020 

Table 3: Binary logistic regressions results for social media use 

Regarding the regression model about the use of Facebook, the -2Log-likelihood 
value of the model was 1,594.61. Moreover, the significance level of the chi-square 
statistic is small (χ2= 20.00, p = 0.000), thus, it can be concluded that the model is 
significantly better than the intercept only model. Hence, the model explains well the 
variations in the Facebook usage. The regression model was also evaluated by using 
the goodness-of-fit test proposed by Hosmer and Lemeshow. The chi-square value of 
the Hosmer and Lemeshow test was insignificant (χ2= 0.013, p= 0.994) indicating a 
good fit for the data. As Table 3 shows only the incumbency status coefficient is 
statistically significant. Exp (B) for incumbency status is 1.659 which means that a 
candidate is 1.659 times more likely to have a Facebook page if she/he is a challenger. 
Hence, H1a is rejected while H2a is accepted. 

In the case of Twitter usage, the -2Log-likelihood value of the regression model 
was 813.48 while the chi-square estimate was 13.154 and significant at the 0.05 level 
of significance. Thus, the model seems to explain the variation in Twitter use since it 
performs significantly better than the intercept model. Based on the chi-square value 
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of the Hosmer and Lemeshow test (χ2= 0.030, p= 0.861) it can be assumed that the 
data fit the model well. Based on the regression coefficients, the incumbency status 
was found to be a significant (p<0.05) predictor of Twitter usage. Specifically, as the 
Exp(B) value indicates, a challenger is 1.805 more times likely to have an account on 
Twitter compared to an incumbent. Gender did not influence significantly (p>0.05) 
the adoption of Twitter. Thus, H1b was accepted while H2b was rejected. 

H1c and H2c tests whether YouTube usage is predicted by the gender of the 
candidate and his/her incumbency status. Results of the binary logistic regression for 
YouTube usage are shown in Table 3. The -2Log-likelihood value of the regression 
model was 1,068.66 and the chi-square was 7.788 (sig=0.020). Hence, the model 
explained well the variation in YouTube use and it performed significantly better than 
the intercept model. The chi-square value of the Hosmer and Lemeshow test was 
insignificant (χ2= 0.160, p= 0.689) which indicates a good fit for the data. Results of 
the regression analysis suggest that a candidate’s gender is a significant driver 
(p<0.05) of his/her usage of YouTube. However, the Exp(B) value indicates that the 
strength of the association between gender and YouTube adoption is weak since a 
male candidate is 0.521 times more likely to have a YouTube account compared to a 
female counterpart. On the other hand, YouTube usage is not significantly (p>0.05) 
influenced by his/her incumbency status. Thus, H1c is accepted while H2c is rejected.  

H3 assumes that candidates running in electoral districts with high population 
densities are more likely to use social media such as Facebook, Twitter and YouTube 
as campaigning tools compared to candidates who run in small municipalities. In 
order to test H3, independent samples t-tests were performed. Results of the tests are 
shown in Table 4.  
 

 Mean number of a 
municipality’s inhabitants 

T-Statistic/ 
Significance 

Candidates with a Facebook Page 69,037.92 3.747/ 
0.000 Candidates without a Facebook Page 46,135.58 

Candidates with a Twitter Account 137,028.93 10.062/ 
0.000 Candidates without a Twitter Account 44,171.55 

Candidates with a YouTube Channel 112,029.94 8.648/  
0.000 Candidates without a YouTube Channel 43,526.29 

Table 4: Independent samples t-tests for social media use and district population 

Findings indicate that significant differences (p<0.05) exist between Facebook 
candidates and non-Facebook candidates in regards to the population density of the 
municipality in which they contest (t=-3.747, sig=0.000). Specifically, candidates 
with a Facebook page contest in larger municipalities in terms of inhabitants 
(M=69,037.92) compared to candidates who do not make use of Facebook as a 
campaigning tool (M=46,135.58). Thus, it can be argued that candidates running in 
large electoral districts are more likely to use Facebook in order to get noticed and 
communicate with their citizenry compared to candidates who contest in small 
districts. Hence, H3a is accepted.  

Candidates with a Twitter account also differed significantly (p<0.05) from those 
who did not use Twitter in the mean number of inhabitants in the districts in which 
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they contested (t=10.062, sig=0.000). Specifically, Twitter candidates contested in 
municipalities with larger population (M=69,037.92) compared to non-Twitter 
candidates (M=46,135.58). Thus, Twitter is exploited by candidates who wish to 
appeal to larger audiences. H3b is accepted.  

In regards to YouTube usage, significant differences at the p<0.05 level were 
found between candidates who are users of YouTube and those who are not in the 
mean number of inhabitants of their districts (t=8.648, sig=0.000). In particular, 
candidates with a YouTube channel contested in larger districts (M=112,029.94) 
compared to candidates who did not utilized YouTube during their election 
campaigns (M=43,526.29). Similar to Facebook and Twitter, YouTube is used by 
candidates who desire to build their reputation on a large scale. As a consequence, 
H3c is accepted.  

H4 examines whether social media usage (i.e., Facebook, Twitter, and YouTube) 
can influence the vote share of a candidate. Independent samples t-tests were used 
again to test H4 (Table 3).  
 

 Mean Number of Votes T-Statistic/ 
Significance 

Candidates with a Facebook Page 5,895.16 8.267/ 
0.000 Candidates without a Facebook Page 3,569.58 

Candidates with a Twitter Account 8,493.03 10.252/ 
0.000 Candidates without a Twitter Account 3,859.48 

Candidates with a YouTube Channel 7,547.88 9.947/ 
0.000 Candidates without a YouTube Channel 3,761.41 

Table 5: Independent samples t-tests for social media use and number of votes 

Based on Table 5, significant differences (p<0.05) were found between Facebook 
candidates and non-Facebook candidates in terms of vote share (t=8,267, sig=0.000). 
In particular, the mean score of votes for candidates with a Facebook page 
(M=5,895.16) is higher compared to candidates without a Facebook page 
(M=3,569.58). Hence, it can be argued that the usage of a Facebook page could be a 
factor that might exert an influence on the vote share of candidate. H4a was 
supported. 

In addition, candidates with a Twitter account differed significantly (p<0.05) 
from candidates who did not use Twitter in regards to the mean number of votes 
received (t=10.252, sig=0.000). Specifically, Twitter candidates received more votes 
(M=8,493.03) compared to non-Twitter candidates (M=3,859.48). Therefore, it can be 
suggested that the use of Twitter is an important driver of a candidate’s vote share. 
H4b was accepted. In a similar vein, significant differences at the p<0.05 level were 
found between YouTube candidates and non-YouTube candidates in the mean 
number of votes received (t=9.947, sig=0.000). Candidates who created a YouTube 
channel received more votes compared to candidates who did not utilize YouTube. 
Thus, H4b was accepted.  

In order to test H5, which implies that a candidate’s popularity on social media as 
reflected in the number of Facebook “page likes”, Twitter “followers”, and YouTube 
“video views” is an important factor that influences his/her vote share, a correlation 
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analysis was conducted using Pearson’s coefficient. Pearson’s correlation coefficient 
was utilized since the variables under scrutinity were continuous and Pearson’s 
coefficient measures the strength and direction of relationship between two 
continuous variables. Moreover, the values of Pearson coefficient range between -1 to 
+1.  

Results indicate that there is a significant (p<0.05) positive correlation between 
the number of Facebook “page likes” and the number of vote share of candidates 
(r=0.583). The significant correlation found could be characterized as moderate since 
the value of Pearson’s coefficient was below 0.70. Hence, one can conclude that as 
the number of a candidate’s Facebook “page likes” increases then his/her vote share 
will increase as well, in a moderate level. In other words, as citizens become aware of 
a candidate’s Facebook page and support it by pressing the “page like” button then 
the chances that citizens might vote for that candidate might increase as well. H5a 
was supported.  

No significant correlation (p>0.05) was found between the number of followers 
in a candidate’s Twitter profile and his/her vote share (r=0.091). It seems that a 
candidate’s popularity on Twitter is not an indication of his/her electoral performance. 
Thus, H5b is rejected. On the contrary, the YouTube popularity of a candidate as 
reflected in the number of views of his/her uploaded videos is significantly (p<0.05) 
correlated with the vote share (r=0.383). This significant association proved to be 
moderate. As a result, as the number of views a candidate receives on the uploaded 
videos of his/her YouTube channel increases then the candidate’s vote share increases 
as well in a moderate degree. Similarly to Facebook, a candidate’s popularity on 
YouTube could be regarded as an indicator of his/her real offline reputation. H5c was 
accepted.  

6 Conclusions 

The present study examined the use of social media (i.e., Facebook, Twitter, and 
YouTube) by Greek candidates running for the 2014 local elections. Moreover, the 
factors that affect social media implementation by candidates were investigated. 
Finally, the impact of social media adoption on candidates’ vote share was assessed.  
Exploitation of social media during the municipal election was pretty low since the 
majority of candidates were not present on Facebook,Twitter and YouTube. Only 
30.2% of candidates owned a Facebook page,  9.5% had a Twitter account, and 14.2% 
a YouTube channel. Small increases in the use of social media were found in the 2014 
elections compared to the municipal elections of 2010 in which 26.4% of candidates 
utilized Facebook, 7.4% Twitter, and 9.4% YouTube [Lappas et al., 12]. Evidence 
suggests that candidates of the local elections are moving towards the implementation 
of social media campaigns, albeit slowly.  

Facebook was found to be the dominant social media platform used by candidates 
as a campaign tool followed by YouTube and Twitter. These levels of social media 
usage are in line with the popularity of each of the aforementioned social media 
platform among the Greek internet users. Based on Alexa rankings1, Facebook was 
the 2nd most popular page in Greece while YouTube was ranked as the 4th most 
                                                           
1 http://www.alexa.com/topsites/countries/GR 
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popular and Twitter took the 9th position. A closer look at the use of Facebook 
indicates that candidates might have not utilized extensively Facebook as a tool for 
election campaigning due to the fact that the majority of Greek citizens are not using 
Facebook. Facebook penetration in Greece is 41% while 26% of social networking 
sites’ users access social media via their smart-phones [European Digital Landscape, 
14]. Other possible reasons for this low exploitation of social media tools could be 
attributed to the fact that Greek municipal candidates continue to rely on traditional 
forms of campaigning such as face-to-face communication. 

The present study also shed light on the drivers of social media usage. 
Specifically, a candidate’s prior political experience was found to be an important 
predictor of the adoption of Facebook and Twitter. In agreement with our 
expectations that challengers might be more inclined to incorporate social media in 
their campaigns in order to overcome the advantages of incumbents who have 
established supporters and contacts [Williams and Gulati, 13] the present study found 
that challengers are paving the way in Facebook and Twitter usage. This finding 
could be attributed to the fact that challengers try to build their reputation based on 
campaign tools that are cost-effective and are capable of reaching mass audiences. 
Moreover, gender proved to be an important indicator of YouTube usage with male 
candidates characterized as adopters. Perhaps, the increased adoption of YouTube by 
males could be explained by the fact that YouTube in general is used by more males 
compared to females2.  

A significant impact of urbanization on the adoption of all the three social media 
platforms was also found. These results are similar with those reported by the study of 
[Strandberg, 13] in the context of Finnish elections. Specifically, candidates in the 
2011 Finnish Parliamentary elections who contested in large districts were more 
likely to be adopters of social media. Male candidates in Finland were also more 
inclined to incorporate in their campaigns social media tools. However, as in our 
analysis, the association between gender and social media use was weak. Thus, in the 
Greek context social media such as Facebook, Twitter, and YouTube are becoming 
important platforms for targeting voters in densely populated urban areas. On the 
contrary, candidates originating from small districts continue to rely on other 
traditional forms of communications like door-to-door campaigns. 

Web 2.0 tools such as Facebook are considered as political marketing tools used 
by candidates to send messages to potential voters [Andersen and Medaglia, 09], to 
interact with them, to influence their thoughts and attitudes and finally to win their 
votes [Utz, 09]. The present research revealed significant relationships between social 
media use and vote share. Hence, Facebook, Twitter and YouTube were identified by 
the present study as powerful political marketing tools that can boost a candidate’s 
vote share. Politicians can win votes if they are active users of the three platforms.  

Moreover, a candidate’s popularity on Facebook and YouTube as reflected in the 
amount of “page likes” and “video views” received can also be regarded as an 
indication of his/her ability to reach voters offline. This study found that Greek voters 
will connect on Facebook with the candidate that they will vote. Therefore, the more 
“page likes” a candidate receives the wider its offline impact would be in terms of 

                                                           
2http://www.huffingtonpost.com/2012/06/20/social-media-by-gender-women-
pinterest-men-reddit-infographic_n_1613812.html 
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vote share. The above findings are consistent with the earlier study of [Williams and 
Gulati, 07] which found a significant relationship between a candidate’s Facebook 
supporters and his/her vote share.The positive link found in the present study between 
the number of “page likes” and the number of votes could be attributed to the content 
posted on the Facebook pages of candidates. Perhaps, candidates with higher scores 
than their opponents on the number of “page likes”, succeeded in engaging their 
followers by publishing interesting content. As a consequence Facebook engagement 
was then transformed into offline support.  

For example, in the municipality of Piraeus, the candidacy of Yannis Moralis 
(“page likes”: 14,524), who won the elections differentiated his Facebook campaign 
from his main competitor Michaloliakos Vasileios (“page likes”: 7,048). Specifically, 
Yannis Moralis posted content regarding his priorities focusing on young people, 
athletics and sports. His posts also included photos with children as well as young 
volunteers. In addition, a number of the posts published were photos and information 
about one of his municipal candidate councilors Evangelos Marinakis who is a 
famous shipping magnate and president of Piraeus football club Olympiacos. Hence, 
Yannis Moralis used his candidate councilor as an endorsement for his campaign. 
However, one of the most important features of his Facebook campaign was the 
communication style he used. Most of the posts were “we messages” with positive 
tone that aimed to build relationships with users. Furthermore, a number of posts 
prompted users to share the messages with other users while Yannis Moralis engaged 
in dialogue with his users by replying to their comments. On the contrary, Vasileios 
Michaloliakos provided mainly one way information to his Facebook users. 
Specifically, his posts informed users about his appearances and interviews in 
television, his speeches, and his meetings with professional groups and candidates.  

Another example of Facebook campaign strategy differentiation was that of 
Patoulis Georgios who contested in the municipality of Marousi against his 
competitor Vlachos Konstantinos. Patoulis Georgios was an incumbent (“page likes”: 
6,719) and won again the 2014 elections. The majority of his posts on Facebook 
included information about his proposed social policies towards the poor and elderly.  
Moreover, his Facebook campaign focused on profiling his candidate councilors as 
well as his accomplishments as a mayor. On the other hand, his competitor Vlachos 
Konstantinos (“page likes”: 386) concentrated on publishing posts about his speeches, 
meetings with citizens and associations. Another important feature of his Facebook 
page was negative campaigning since a large number of posts referred to the negative 
aspects of the main opponent Mr. Patoulis Georgios. Hence, it can be concluded that 
the way a candidate promotes his/her self on Facebook could affect the awareness 
users have of his/her Facebook page which in turn would influence the number of 
votes received.  

Furthermore, this study showed that the number of views a candidate receives 
about his/her videos uploaded on his/her YouTube channel could be a proxy for his 
offline success. As a consequence, voters actively use YouTube to watch the videos 
of their favorite candidate. Thus, YouTube could be characterized as a social media 
site that enhance voters‘ political engagement since their decision to vote for a 
particular candidate is based on their active involvement with the online content 
created and publicized by the candidate. On the contrary, a candidate’s popularity on 
Twitter did not impact on his/her vote share. Possible reasons could be that (a) only a 
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small number of candidates are users of Twitter, (b) those candidates who use it have 
not fully exploited the real potential of Twitter for attracting voters but rather use it as 
a complementary medium in conjuction with Facebook and YouTube, (c) Twitter 
activity of candidates is limited to sharing the posts created on the Facebook and 
YouTube platforms, (d) candidates use Twitter only to provide top-down 
communication while they do not try to interact with their online followers, and (e) 
voters do not use Twitter either for political reasons or to get informed and interact 
with candidates in times of elections.    

To sum up, the current research contributes to the growing body of knowledge on 
e-campaigning in a number of ways. First, the differential effect of various drivers on 
the adoption of three different social media platforms was confirmed. Specifically, 
incumbency status affected only adoption of Facebook and Twitter while gender 
influenced only YouTube usage by candidates. These findings suggest that not all 
candidates treat the different social media platforms in the same way and decisions on 
whether to utilise the various social media depends on the type of plaform and the 
characteristics of candidates. Second, findings of this study point towards the 
equalization perspective since challengers were most likely to adopt new media such 
as Facebook and Twitter. Until now the equalization hypothesis dominated for 
campaigns of candidates during European elections at the national level such as the 
2012 French Presidential elections [Koc-Michalska et al., 14], the 2011Danish general 
elections [Hansen and Kosiara-Pedersen, 14], and the 2010 UK general elections 
[Southern, 15]. The present study proved that the equalization effect of social media 
on election campaigns can emerge in smaller countries like Greece as well and for 
election taking place at a local level. The dominance of equalization on the case of 
Greece could be attributed to a macro-economic factor that of the economic crisis. 
This conclusion could be further supported by the fact that in the context of counties 
outside the European zone and not facing the devastating impact of economic crisis 
such as the United States and Australia the normalization and not the equalization 
hypothesis seems to prevail on e-campaigning [Williams and Gulati, 13; Gulati and 
Williams, 13; Gibson and McAllister, 15]. Thus, our findings can be valued from 
another perspective since they highlighted the importance of macro-economic factors 
(i.e., economic crisis) on the way electoral competition is formulated. Thus, the 
economic crisis can act as an important driver that can alter the existing power 
relations and political status quo encouraging “outsiders” and disadvantaged 
candidates to try and find alternative and cost-effective ways to become visible to the 
public by incorporating the new interactive technologies. Third, the current study 
deals not only with the supply side of e-campaigning but also with the demand side by 
confirming the significant impact of social media campaigning on the winning odds 
of candidates. Lastly, our study enhances the limited knowledge about the potential of 
YouTube as a campaigning tool for increasing the awareness of candidates and 
increasing their vote share.  

Several practical implications arise from the study’s findings. Political marketers 
should take serious consideration on the current impact of  social media such as 
Facebook, Twitter, and YouTube on election campaigns and underscore to their 
clients the crucial role of maintaining a social media presence. Since voters prefer 
candidates who are on social media, it seems imperative for politicians to include 
Web 2.0 tools on their campaigns. However, simply maintaining a profile on social 

389Lappas G., Triantafillidou A., Yannas P., Kavada A., Kleftodimos A. ...



media do not quarantee an election success.Politicians need to attract online 
supporters by building Facebook relationships as well as to engage voters by 
uploading interesting content on YouTube that increases viewership. In other words, 
creation of a large Facebook network and increase of YouTube viewership should be 
the primary objectives of the social media campaigns of candidates who desire to win 
more votes.   

7 Future Work 

What was the aftermath of social media campaigns following the 2014 Greek 
Municipal elections? Answering this question is not a simple task since Facebook, 
Twitter and YouTube are only three out of the many campaign tools Greek candidates 
used to lure their voters (i.e., TV ads, speeches) and voting decision is affected by 
other micro and macro factors as well (i.e., political ideology, economic climate). In 
the present study, the impact of social media usage on voting share was assessed 
without taking under consideration other indicators that might influence voters. 
[Jungherr et al., 12] highlights the danger of reporting biased results by excluding 
certain variables from the models that predict voting share. In addition, our claim 
regarding the impact of social media on voters’ decisions should be interpreted with 
care since we focus only on the Greek municipal elections in a specific time period. 
Hence, future research should continue to test the impact of social media alongside 
with other traditional and online media. 

This study tested the impact of Facebook page likes, Twitter followers, and 
YouTube views on vote share. Fruitful insights could be yielded by testing the impact 
of other social media metrics such as social media activity (i.e., number of Facebook 
posts, Tweets, and YouTube videos) and engagement (i.e., number of comments on 
Facebook posts, users‘ replies on Twitter, and comments on YouTube). This way a 
more holistic quantitative model could be tested regarding which specific social 
media factors impact on voters‘ preferences.  

The current research could serve as a preliminary analysis about the relationships 
between a candidate’s social media popularity and his/her vote share. Results indicate 
that a candidate’s number of ‘page likes’ and ‘YouTube video views’ can act as 
proxies of his/her relative offline strength as well as predictors of vote share. Thus, 
based on the findings of the study a decision support system could be designed that 
would accurately predict the votes received by candidates using quantitative metrics 
such as the number of ‘Facebook page likes’ or “YouTube video views” as well as 
more qualitative measures like the types of “Facebook posts” or “YouTube videos”. 
This way a decision support system could be developed that can viably aid political 
marketers and candidates in determining which social media strategy and content 
would best match their voters’ preferences in order to increase their social media 
popularity and finally their winning odds. 
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