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Foreword  

Listening to our stakeholders has never been more important. Countries in Latin America and the 
Caribbean are experiencing continuous changes in their economic, social, and political landscape. To 
continually improve its operations, the Inter-American Development Bank (IDB) has long recognized 
the importance of listening to the diverse development partners with which it works, particularly those 
based in the IDB’s 26 borrowing member countries. In 2012, the Bank institutionalized this process 
through its External Feedback System (EFS), which collects the perceptions of IDB stakeholders 
about the Region’s challenges and the Bank’s ability to help it address them. Consistently, partners 
have ranked the Bank’s understanding of the priorities of Latin America and Caribbean as one of its 
strengths, with 90 percent of respondents reporting to be satisfied or very satisfied. One such 
challenge is gender equality, which is a crucial element of inclusive and sustainable economic 
development. Since the early 1990s, achieving gender equality has been and continues to be a key 
component of the IDB’s agenda. In fact, gender equality is one of the three key cross-cutting issues of 
the IDB’s Institutional Strategy. 

In 2015, the IDB began leveraging the EFS instruments to understand how the Region’s citizens and 
leaders regard the importance of gender equality for the development of their countries. The resulting 
gender mainstreaming study includes core EFS survey results, which we supplemented with gender-
specific questions and other data collected specifically for the analysis, including in-depth interviews 
with IDB personnel and stakeholders, reviews of relevant strategic documents (e.g., IDB Country 
Strategies), analysis of social media (Twitter, Facebook, and the blogosphere), and a variety other 
sources. 

This Technical Note details the methodology and results of the social media analysis portion of the 
gender mainstreaming study. It explains how the social media data were collected and analyzed, and 
provides summary reports for each of the countries studied: Argentina, Brazil, Colombia, Guatemala, 
and Mexico.  

The social media analysis is a pilot study that seeks to understand how social media data can support 
the IDB’s understanding of the Region and help decision-making regarding gender mainstreaming 
(e.g., through the use of a gender lens in Bank-supported activities). It also aims to show us how to 
better communicate the IDB’s work on gender. The lessons from this undertaking can help identify the 
circumstances under which communications on social media can provide important lessons for 
policymakers by leveraging other data (such as broader perception surveys) in combination with 
social media monitoring. For example, social media analysis data cannot be extrapolated to broader 
audiences, so results must be contextualized to the specific time and platform from which the data are 
obtained. That said, the overall results of this analysis are consistent with analyses of other data 
employed in the gender mainstreaming study. For example, our social media analysis identifies 
violence against women as a salient theme within the conversation about gender on social media, 
and UN Women as an important player in the conversation on gender equality. Both findings are 
consistent with findings from other sources in the mainstreaming study. 

As a qualitative research tool, social media analysis can provide insights surrounding a theme of 
interest, such as details on the importance of certain themes by country and in terms of key events or 
potential new partners who are influencing the conversation about gender on social media. Social 
media analysis thus can complement other approaches to analyzing gender mainstreaming. 

Given the richness and depth of social media data, researchers employ a variety of strategies to 
analyze and understand events. Some focus on deeply describing data within a one- or two-day 
timeframe, while others take a broader view of trends over time. For our purposes, the pilot was 
followed up by another IDB study that examined year-long data, retroactively analyzing conversations 
from October 1, 2015 to September 31, 2016 for the five countries explored in the pilot. This longer 
analysis confirms that violence against women continues to be the most recurring theme in gender 
conversations, and that the peak date of social media activity relating to gender equality content is 
November 25th, which is the International Day for the Elimination of Violence Against Women.  

https://publications.iadb.org/handle/11319/7248
https://publications.iadb.org/handle/11319/7960
https://publications.iadb.org/handle/11319/7960
https://twitter.com/UN_Women
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Introduction 

New technologies are helping make sense of so-called “big data,” transforming social media 
into a rich source of quantitative and qualitative data with the potential to help organizations 
and governments develop and implement public policies. Analyzing social media data can 
support the work of development practitioners by providing “digital smoke signals” that aid 
disaster prevention and management,1 real-time data on consumer spending,2 insights 
regarding citizens’ sentiments about implementation of policies,3 information on who is 
influencing the public online, and context and details of past and even ongoing events.4  

In contrast to traditional analysis of public opinion or influential audiences, social network 
analysis cannot be statistically representative of a specific population. Instead, social 
network analysis can be thought of as a rich description of the dynamics of an amorphous 
virtual community. Why should such a description be interesting to the Inter-American 
Development Bank (IDB)? Or to the study of gender more generally? If the analysis is not 
representative, what is it telling us?  

First, understanding online communities is important to the extent that online conversations 
affect real-world outcomes. Discussions on Twitter and Facebook are important means of 
communication, organization, debate, and advocacy for contemporary social movements. 
Tracking how and when those conversations happen is critical to understanding the 
movements themselves and how they react to institutions like the IDB. Second, while online 
networks are not representative of the population in a statistical sense, they often mirror the 
flow of ideas elsewhere in society. Studying social networks is an important tool, when used 
in conjunction with other data, to understand and monitor the origin and flow of ideas. Third, 
the Internet enables individuals to connect and express themselves as never before, and this 
connectivity and access to information profoundly changes power structures and, potentially, 
society itself.5,6,7 For example, it affects how citizens seek knowledge and how they relate to 
media. In the United States, consumers prefer learning about a new product through content 
such as an influencer post rather than through a traditional ad, so companies are spending 
$255 million in Instagram influencer-sponsored posts per month as part of their advertising 
strategies.8 In addition, those seeking information in search engines are now likely to be 
directed to social media content in addition to other kinds of sites.9 

For its part, the IDB produces a rich body of knowledge products to promote gender equality 
and mainstreaming, so understanding alternative communication strategies is crucial for 
effectively disseminating this content.  

While the study of social network analysis is relatively new and changing rapidly, there is a 
rich body of literature that employs a vast array of data collection and analysis methods that 
we use here to inform our analysis.10 Quantitative methods are used to examine everything 
from the simple ebbs and flows of information (e.g., when peaks form, and the number of 
people talking) to more complex analyses that involve, for example, time series, predicting 
events, and exploring the structure of social networks and their most influential members.11 

                                                
1 Leavey (2013). 
2 See the work of the JP Morgan Chase & Co. Institute at 
https://www.jpmorganchase.com/corporate/institute/institute.htm. 
3 Leavey (2013). 
4 Rogers (2014). 
5 Castells (2009). 
6 Rogers (2013). 
7 Hansen and Smith (2010). 
8 Rockwood (2017). 
9 Yang, Li, and Kiang (2011). 
10 Gaffney and Puschmann (2014). 
11 Dubois and Gaffney (2014). 

https://www.jpmorganchase.com/corporate/institute/institute.htm


Qualitative analysis of posts uses a variety computer-assisted content techniques, including 
overviews of frequently used words and phrases; basic data visualizations (such as 
hierarchical tree diagrams); lemmatization of character strings (i.e., shortening to word stems 
and key words in context [KWIC]); and more complex techniques like speech-act analysis. 
This last type of analysis identifies users’ intentions and tone (e.g., assertive, directive, 
authoritative, expressive, declarative, etc.) and facilitates the creation of categories by using 
existing theory or through induction and sentiment analyses.12 Social media data provide 
vast opportunities for qualitative research, including ethnographic research,13 as the data are 
naturally occurring (not motivated by research intent)14 and because social media data are 
so rich that complex studies can be of very short duration.15  

The IDB is interested in exploring how social media data can help practitioners gain a 
greater depth of knowledge about gender equality as part of an overall review of public 
perceptions of the Bank’s cross-cutting strategic priorities. While the Bank has been 
conducting cutting-edge work relating to gender mainstreaming, stakeholders are often 
unaware of these activities. To better understand how stakeholders in the region 
communicate about gender issues, we carried out a pilot social media study from November 
23 to December 22, 2015. We collected data relating to gender from Twitter, Facebook, and 
blogs in five countries: Argentina, Brazil, Colombia, Guatemala, and Mexico. The goal was to 
identify what individuals talked about on social media when referring to gender equality, 
which major campaigns (specifically hashtags) were most relevant, and who influenced the 
conversations. The broader aim was to inform knowledge-sharing dissemination strategies. 

Approximately 1 million data points were obtained from Twitter, Facebook, and blogs using a 
broad query through a paid service. The results were filtered through lexical association 
techniques that identified approximately 21 percent of the data collected as being relevant to 
gender equality issues.16 We employed a multi-step strategy combining social networking 
analyses with a manual review of content and profile content to tag the users with a location. 
For each country, we examined the most frequent gender categories (which can be thought 
of as gender topics or gender themes that group the conversations), spikes in user activity, 
and the most relevant hashtags. We also analyzed the content of the tweets generated by a 
smaller group of influential users in each country identified by network analysis. We then 
generated a list of the top 10 influencers on gender in each country by ranking measures of 
influence across platforms and culling those influencers whose content and profiles were 
primarily geared toward gender issues. 

At the end of this study are Country Profiles that summarize our findings for each of the five 
countries. We find that gender-based violence is a key gender topic across countries, and 
that the main peak for the conversations on gender during the period monitored was 
November 25th, which is the International Day for the Elimination of Violence Against 
Women. The hashtag #N25 was common across all countries, and both 
#NoalaViolenciadeGenero (“no to gender based violence”) and #16dias (a campaign to rally 
activism against gender-based violence for 16 days starting on November 25th and ending 
December 10th, which is International Human Rights Day) were common across Spanish-
speaking countries. Using the methods described above, we identified the top 10 influencers 
on social media for each country and analyzed each type of social network. Common nodes 
across countries include eight social media accounts, including UN Women.  

                                                
12 Einspanner, Dang-Anh, and Thimm (2014). 
13 Marwick (2014). 
14 Einspanner, Dang-Anh, and Thimm (2014). 
15 For example, the Dubois and Gaffney (2014) study was conducted for less than a month (from March 12-26, 
2013). 
16 The word género (gender) in Spanish is also used to refer to categories (of music, or books, for example) and 
frequently employed by Twitter users in ways unrelated to gender equality. 
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We suggest that organizations like the IDB that are interested in disseminating knowledge 

related to promoting gender equality leverage these trends. They should also take into 

account each country's Internet penetration rates, as these rates change the 

communications dynamics. For instance, in countries with lower Internet penetration rates, 

we suggest approaching traditional media, while in countries with higher Internet penetration 

rates, we suggest partnering with international organizations and their local branches, and 

collaborating with local civil society organizations. There is also an opportunity to partner 

with government officials who are championing gender in their countries, as well as with 

national mechanisms that are online, particularly those that have a higher level within a 

governmental hierarchy (according to the United Nations Gender Equality Observatory for 

Latin America and the Caribbean). Finally, we suggest that international organizations tailor 

the content of their messages by mentioning information relevant to a specific country.  

http://oig.cepal.org/en/indicators/level-within-governmental-hierarchy-national-machineries-advancement-women
http://oig.cepal.org/en/indicators/level-within-governmental-hierarchy-national-machineries-advancement-women


Methodology 

Researchers use social media data to answer a variety of questions relating to behavioral 
sciences, including polling, marketing, and development topics. Because these data are so 
rich, studies can be of very short duration, although the length ultimately depends on the aim 
of the study.17 Twitter data alone contain various levels of information: conversation flows 
between individuals (@reply, tagging), #hashtag analysis, and the organic-type communities 
that continuously appear, change, and disappear around these exchanges; the metadata, 
which include the connections between individuals and information that is provided by the 
users themselves when registering for Twitter; and the content itself of the posts, which in 
addition to text can include links, videos, and photographs.18  

Just as social media are multidimensional, there are an increasing amount of sophisticated 
analytical approaches used to make sense of those media.19,20 Temporal metrics can point 
to important events by examining spikes and lulls in user activity, detecting real-time issues, 
and even predicting event outcomes.21 Patterns within conversations are quickly constructed 
from algorithms. For instance, lexical association techniques allow unsupervised 
construction of dictionaries based on the frequency and distance between recurring words 
within a body of text22 in order to quickly and easily categorize large volumes of text.23 Other 
types of machine learning and natural language processing can identify the key themes in 
political candidates’ discourses.24 These automated, computer-assisted content analyses are 
often paired with qualitative methods such as text analyses of a smaller sample of 
conversations.25 Social media plays an important role in influencing ordinary citizens as well 
as key multilateral development bank stakeholders, and this makes it necessary to engage 
with those in social media who have influence.26  

Social network analysis metrics and qualitative methods of examining social media data can 
help define facets of an individual’s influence. Four facets of that influence have been 
determined to be measurable.27 The first is having a following, or having a wide audience, 
which positions a user to have influence, and which can be measured by the number of 
followers, eigenvector centrality, and indegree (another centrality measure). A second facet, 
being seen as an expert, assumes that being referenced by others is a reflection of 
influence, which can be measured through the number of mentions, retweets, shares, etc. 
The third facet is being knowledgeable/having expertise, which implies that content quality 
and relevance are important to being influential. One way to measure content quality is by 
calculating the ratio of posts with a specific theme of interest to other posts, and/or the good 
quality and relevance of posts as determined through qualitative analysis. The fourth facet of 
an individual’s influence, social embeddedness, is the influence relative to a specific 
location, which has been measured using the clustering coefficient.28   

Cluster analyses of social networks are also useful to identify specific communities of 
practice within large networks29 and how they use social media.30 While there are many 

                                                
17 For example, Dubois and Gaffney (2014) collected data for from March 12-26, 2013. 
18 Bruns and Moe (2014). 
19 Zimmer and Proferes (2014). 
20 For more examples of the wide array of methodologies available, see Silva (2012), and Silva and Stabile 
(2016). 
21 Weller et al. (2014). 
22 Araujo and Steimer (2016). 
23 See Princeton’s categorization of Wikipedia entries at 
http://www.princeton.edu/~achaney/tmve/wiki100k/browse/topic-presence.html. 
24 For example, MIT Media Lab’s Electome Project at http://www.electome.org/. 
25 Marwick (2014). 
26 Canhoto et al. (2015). 
27 Dubois and Gaffney (2014). 
28 Ibid. 
29 Blondel (2008). 

http://www.princeton.edu/~achaney/tmve/wiki100k/browse/topic-presence.html
http://www.electome.org/
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sophisticated methods to conduct such analysis, there is also much unchartered territory. 
Some existing challenges range from how the data are collected31 to figuring out where the 
data come from.32 While social network analysis is a nascent field, there is already an 
extensive literature on ensuring its validity.33 For descriptive, observational studies like this 
one, the key issue is to ensure that the results are consistent, representative of the 
conversation in social media for a given time, and not tool- or method-dependent. Toward 
that end, we follow the standard practices for data collection and analysis used by other 
researchers in the field. 

As noted earlier, the goal of this study is not necessarily to measure the IDB’s role in social 
media or any cause-and-effect more generally, but rather to simply describe the 
conversations surrounding gender on social media in the region as one piece of the broader 
puzzle of gender communication. Our hope is that this will contribute to better understanding 
the programming needs and demands of the region, as well as to improving communications 
about the IDB’s existing work on gender.  

Sampling 

The pilot study was conducted from November 23 to December 22, 2015 and focused on 
collecting social media data from five IDB borrowing-member countries:  Argentina, Brazil, 
Colombia, Guatemala, and Mexico. At the time of the study (November 2015), Argentina, 
Brazil, Colombia, and Mexico had the most Internet and Facebook users in the Region. 
These countries were chosen primarily for their high Internet penetration. Guatemala was 
chosen as a smaller country with relatively high Internet penetration (Table 1) to add 
variance to the sample. Together, these five countries represent 70 percent of the Latin 
American population. The study’s aim is to explore how individuals discuss gender and 
gender equality. Hypotheses were not defined a priori; rather, we used a qualitative 
theoretical framework34 to formulate the broadest query possible and develop categories 
from the data collected.  

Approaching the subject as broadly as possible, and embracing the possibility that it is a 
complex, multidimensional topic that can encompass more than just male, female, individual, 
and societal subjects,35 we began with a broad set of keywords to formulate the queries. 
These keywords in Spanish and Portuguese (Table 2) were used to collect data from Twitter, 
Facebook, and blogs using v-Tracker, a paid subscription. During the study period, v-Tracker 
submitted an automated request to the API for posts and publications containing given 
keyword(s) every 15 minutes (a standard data collection method for studies in the field) for 
length of the study. The API returned any data containing the keyword along with the author, 
link, time (of post/publication), content, how many interactions were involved, and physical 
location where the data were generated (when available).  

  

                                                                                                                                                  
30 See Bardin (2011), Fragoso (2011), Gruzd and Roy (2014) and Thompson (2016) for examples. 
31 Gaffney and Puschmann (2014). 
32 Wilken (2014). 
33 Howison, et al. (2011). 
34 Anfara and Mertz (2014). 
35 Nathansohn (2013). 



T A B L E  1 .  I N T E R N E T  A N D  F A C E B O O K  P E N E T R A T I O N  R A T E S  I N  I D B  
B O R R O W I N G - M E M B E R  C O U N T R I E S   
 

COUNTRIES  INTERNET USERS FACEBOOK USERS TOTAL POPULATION  

Brazil 109,839,979  64,850,172  202,656,788  

Mexico 59,181,034  39,694,596  120,286,655  

Argentina 32,268,281  20,651,700  43,024,374  

Colombia 28,487,103  17,573,213  46,245,297  

Venezuela 14,549,717  9,815,285  28,868,486  

Peru 12,571,689  9,948,819  30,147,935  

Ecuador 12,116,514  5,322,500  15,654,411  

Chile 11,685,901  9,723,781  17,363,894  

Dominican Republic 6,054,598  2,794,430  10,349,741  

Bolivia 4,199,437  1,807,353  10,631,486  

Costa Rica 4,027,683  1,949,646  4,755,234  

Guatemala 2,885,475  2,050,592  14,647,083  

Paraguay 2,473,724  1,273,733  6,703,860  

Uruguay 2,016,448  1,633,156  3,332,972  

Panama 1,901,643  1,046,445  3,608,431  

El Salvador 1,745,771  1,531,378  6,125,512  

Honduras 1,599,332  1,203,799  8,598,561  

Jamaica 1,582,227  58,601  2,930,050  

Haiti 1,000,000 1,219,601  9,996,731  

Nicaragua 906,539  58,486  5,848,641  

Trinidad and Tobago 780,858  48,957  1,223,916  

Guyana 294,957  14,711  735,554  

The Bahamas 293,834  16,092  321,834  

Suriname 214,418  11,466  573,311  

Belize 140,000 108,048  340,844  

Barbados 22,450  12,167  28,968  

 
Source: Internet World Stats as of November 2015.  
Note: Countries in bold are those included in the pilot program. Countries sorted by number of Internet users. 

http://www.internetworldstats.com/stats2.htm
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T A B L E  2 .  K E Y W O R D S  U S E D  F O R  V - T R A C K E R  Q U E R I E S  
 

QUERY KEYWORDS USED 

Women + Location 

• Mulher + Brasil 

• Mujer + Colombia 

• Mujer + Argentina 

• Mujer + México 

• Mujer + Guatemala 

Gender + Location 

• Gênero + Brazil 

• Género + Colombia 

• Género + Argentina 

• Género + México 

• Género + Guatemala 

Data Analysis 

As previously mentioned, the goal of this study is to identify what individuals talked about on 
social media when referring to gender equality, the main hashtags associated with the topic, 
the dates with the highest volume of conversation (peaks), and who influenced the 
conversation. The broader aim is to inform knowledge-sharing dissemination strategies. 
Through the methods described above, v-Tracker collected 1 million data points containing 
the keywords. To validate the relevance of the communications collected, we refined the 
data using lexical association techniques to categorize the information (for example, the 
word for gender in Spanish, género, can also refer to a “genre” more generally, such as a 
genre of music or literature). Approximately 21 percent of the data collected were validated 
as being relevant to gender equality issues. We eliminated data from the sample only when 
the content was unrelated to gender issues, but we left in comments that were derogatory or 
sarcastic. 

During this validation phase, we conducted exploratory linguistics analysis using AntConc36 
software and the text-mining tool IraMuTeQ. These tools facilitate qualitative analysis of the 
text being communicated through such mechanisms as lexical dictionaries, and from these 
word and keyword frequency generators, cluster and lexical bundle analysis, word 
distribution plotting, hierarchical classification, similitude analysis, and word clouds.37,38 This 
method of technology-assisted qualitative analysis of content is frequently employed in the 
field and allows a more precise and comprehensive cataloging of content compared to 
systems that are completely automated.39 

There is a growing amount of geocoded data that help identify the geographic location of 
users while they produce and post content on social media.40 Yet only a very small 
percentage of Twitter users opt to have their actual physical location data included with their 
social media communications. For the remaining users, it is difficult to extract geographic 

                                                
36 Anthony (2005). 
37 Kami et al. (2016). 
38 Justo and Camargo (2014). 
39 Canhoto and Padmanabhan (2015). 
40 Barreneche and Wilken (2015). 



data, particularly for Twitter users for whom profile details are often sparse.41 To identify the 
location of social media users, we employed a multi-step strategy based on observable user 
characteristics, including content of their posts (i.e., if the posts were queried with the name 
of the country), the information they provided in their profiles, and the location of others in 
their network (e.g., official accounts that had a clear location such as government and news 
sites). 

International organizations were included in a country’s conversation in a different way. 
Once the Facebook networks were formed, we reviewed who was in them and found that 
some of the major nodes were international organizations. For Twitter, we could identify the 
international organizations from the conversations (retweets, mentions) within a country as 
well as in the network structure. This was a finding in itself—we observed that the more 
specific posts by international organizations, possibly the more embedded and disseminated 
they were within a national network. 

Once users were geographically tagged we calculated metrics by country42 to determine the 

most frequent gender categories mentioned (based on those that had been constructed 

earlier in the validation phase) (Figure 1); the largest data spikes (Figure 2); and the most 

frequent hashtags (Figure 3)43 We then used network analysis tools to identify clusters and 

influencers in each medium within the relevant network. For Facebook, the network was 

constructed based on “follows,” while for Twitter the network was constructed using 

@replies, and for blogs it was constructed using hyperlinks.44 We generated and analyzed 

the network visualizations using the Gephi and Uberlink software packages. After 

constructing the networks and identifying clusters, we ranked users according to standard 

centrality measures (influence) in the network including eigenvector centrality, indegree, and 

by the number of followers within each cluster (see Figure 4 for an example of the cluster 

analysis of the Facebook social network, each color is a different cluster). 

 

  

                                                
41 Wilken (2014). 
42 For examples of applications of similar methodologies to peer-reviewed studies, see Ben-David and Fernández 
(2016), Devereaux et al. (2009), Freelon (2014), Gruzd, and Roy (2014), and Recuero et al. (2015).  
43 Recuero et al. (2015). 
44 Freelon (2014). 
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FIGURE 1.  FREQUENCY OF GENDER CATEGORIES FOR ALL DATA COLLECTED 

 

Note: Aggregated data for all five countries for the period from November 23–December 22, 2015. Data are not 

weighted. 

 

F I G U R E  2 .  S P I K E S  I N  U S E R  A C T I V I T Y  F O R  A L L  D A T A  C O L L E C T E D  

 

Note: Aggregated data for all five countries for the period from November 23 –December 22, 2015.  Data are not 
weighted.  



F I G U R E  3 .  T O P  H A S H T A G S  B Y  C O U N T R Y   

  

Note: Data were from November 23–December 22, 2015.    
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FIGURE 4.  EXAMPLE OF KEY INFLUENCERS BY CLUSTER OF FACEBOOK SOCIAL NETWORK, 

ARGENTINA 

Note: Network analysis links constructed for Facebook from how users follow each other. Each color represents a 
cluster from the cluster analysis. Users shown have the highest centrality measures for each cluster. Data were 
collected from November 23 –December 22, 2015. 

 

We performed a qualitative analysis of the content generated by these users to understand 
the context of each of the clusters within the network. We then compared the individuals with 
the highest centrality measures across the entire network to identify the top 10 influencers in 
each of the five countries. We ranked them by their centrality measures across all three 
platforms (most high-impact users employ at least two of the three platforms) and by the 
frequency of mentions received by other users. After generating a longer list of users, we 
culled the list by focusing only on the users whose primary focus is gender issues. Results 
are summarized in the Country Profiles. 

  



Conclusions 

While each of the countries studied faces different challenges in terms of gender equality, as 
shown by the differences in gender indicators, there are some common trends. The main 
gender theme in social media conversation is violence against women and the peak date for 
gender conversations is November 25th. The predominant hashtag across our sample was 
#25N, which was used across countries to refer to November 25th date. Spanish-speaking 
countries shared two additional hashtags: #NoalaViolenciadeGenero and #16Dias. 

Organizations like the IDB that are interested in disseminating knowledge related to 
promoting gender equality can leverage these trends but should also consider each 
country's Internet penetration rates, as these rates change the communications dynamics. 
For instance, in countries with lower Internet penetration rates, we suggest approaching 
traditional media, while in countries with higher Internet penetration rates, we suggest 
partnering with international organizations, and their local branches, and collaborating with 
local civil society organizations. There is also an opportunity to partner with government 
officials who are championing gender in their countries, as well as with national mechanisms 
that are online, particularly those that have a higher level within a governmental hierarchy.  

Across different countries there were entities, and sometimes clusters, that focus on 
disseminating gender-related content. We found that there is a rich community within each 
country, and the content of this information widely varies, from policies to art, and from 
reproductive rights to sociological studies of gender. We believe that organizations like the 
IDB can leverage these networks to disseminate content, but that they should carefully study 
the characteristics of the individuals, groups, and clusters to ensure that the messages are 
aligned. 

Finally, posts from international organizations are possibly more likely to be disseminated 
within a national network if they have content that was specific to that country.  
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Country Profiles 

Overview 

The aim of this study is to support knowledge-sharing dissemination strategies by identifying 
the key gender topics that individuals talked about on social media, the main peaks of the 
conversation, the main hashtags associated with the topic of gender, and the “top 
influencers” on the topic. The Country Profiles summarize findings for each of the five 
countries in the study. A brief background is provided here regarding Internet and Facebook 
penetration and selected gender statistics to help contextualize the results.  

The number of Internet and Facebook users in Argentina, Brazil, Colombia, and Mexico is 
the highest among the Latin American and Caribbean countries, and for this reason these 
countries were chosen to be part of the study (see Table 1 in the Methodology section). 
Guatemala was chosen as a point of reference for a smaller country with lower Internet and 
Facebook penetration (Figure 5). The 2015 Measuring the Information Society Report 
estimates that there are more female than male Internet users in the Americas, though this 
difference is small--approximately 5 percent or less in Brazil, Colombia, and Mexico.45 
Comparable gender-disaggregated indicators were not available for Argentina or Guatemala. 

F I G U R E  5 .  I N T E R N E T  A N D  F A C E B O O K  P E N E T R A T I O N  R A T E S  F O R  C O U N T R I E S  
S T U D I E D  ( P E R C E N T )  

Source: Internet World Stats as of November 2015. 

Each of the countries studied faces different challenges in terms of gender equality, as 
shown by the differences in gender indicators (Figures 6-13).46 Yet, gender-based violence 
was the most prevalent topic of social media conversation during the monitoring period, and 
the most recurring hashtags from civil society movements and other campaigns also related 
to the elimination of gender-based violence. This may be influenced by the period covered, 
which included the peak conversation date of November 25th, which is the International Day 
for the Elimination of Violence Against Women (see Figure 2 in the Methodology section). 

                                                
45 ITU World Telecommunication/ICT Indicators database, Gender ICT Statistics 2012-2015. Available at: 
http://www.itu.int/en/ITU-D/Statistics/Pages/stat/default.aspx . 
46 While the IDB’s work to advance gender equality includes incorporating a gender perspective across all of the 
Bank’s operational work (gender mainstreaming), there are a few areas that have been identified as priorities in 
the Gender and Diversity Framework: maternal mortality; economic gaps between men and women in labor force 
participation, earnings, and entrepreneurship; violence against women; adolescent pregnancy; and limited voice 
and agency of women. Indicators were chosen based on this framework. 
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http://www.itu.int/en/ITU-D/Statistics/Documents/publications/misr2015/MISR2015-w5.pdf
http://www.internetworldstats.com/stats2.htm
http://www.itu.int/en/ITU-D/Statistics/Pages/stat/default.aspx
http://www.iadb.org/en/topics/gender-indigenous-peoples-and-african-descendants/gender-indigenous-peoples-and-african-descendants,1212.html


Because of this finding, we retroactively analyzed conversations from October 1, 2015 to 
September 31, 2016 for the five countries explored in the p ilot. However, this longer 
analysis also found violence against women to be the most recurring theme in gender 
conversations.  

In the IDB’s broader gender mainstreaming study, which reviewed various sources of data 
including surveys, gender-based violence was found to be one of the priorities regarding 
gender equality for the various groups studied. Among high-level government officials in the 
region, including Ministers of Finance and Planning, 88 percent indicated that violence 
against women was one of the highest-priority gender-related issues for their country’s 
development agenda. The review of 22 national development plans in IDB borrowing 
member countries also noted that most plans (19 of them) mentioned specific activities 
related to gender-based violence.47 

Though the sample is quite small in our social media analysis (just five countries and one 
month of social media data harvesting), there are apparent relationships between some of 
the results – including the Internet usage data and gender data – that could be explored in 
future studies. For instance, in the countries with the highest numbers of Facebook users, 
the top 10 influencers have a higher number of Twitter followers and Facebook fans. Also, a 
correlation may exist between the number of Internet users and the centrality metrics of 
traditional media accounts, as Guatemala was the only country with traditional media 
channels among the top 10 influencers. On the other hand, this is a reminder to also include 
traditional media in countries with lower Internet penetration when contemplating a strategy 
to disseminate knowledge.  

Another potential relationship is the level within the governmental hierarchy of national 
mechanisms to advance women, and whether those mechanisms are influential on social 
media, considering the country’s Internet penetration. In our sample, two of the three 
national mechanisms that have a high level within the governmental hierarchy (according to 
the UN Gender Equality Observatory) were also among the top 10 influencers (Table 3). If 
such a relationship exists, many opportunities may arise; national mechanisms that are at a 
high level within their government and are not taking full advantage of social media should 
consider doing so, particularly in countries with high Internet penetration. It also begs a 
larger question of whether a more effective organization (or an organization perceived to be 
effective) is more likely to be influential on the Internet. One other potential relationship that 
we see is women’s participation in government (Figure 10) and the number of influencers in 
the country. Those countries where women had a modest share of seats (over 20 percent) in 
Parliament had as many as six influencers in the top 10 who were government officials.  

T A B L E  3 .  L E V E L  W I T H I N  G O V E R N M E N T A L  H I E R A R C H Y  O F  N A T I O N A L  
M E C H A N I S M S  F O R  T H E  A D V A N C E M E N T  O F  W O M E N  
  

COUNTRY LOW MEDIUM HIGH 

Argentina X   

Brazil   X 

Colombia  X  

Guatemala   X 

Mexico   X 

 

                                                
47 Betts, Castillo Páez, and Kearney (2016). 

https://publications.iadb.org/handle/11319/7960
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Source: Economic Commission on Latin America and the Caribbean, United Nations Gender Equality 
Observatory for Latin America and the Caribbean. 

There were some common trends across the five countries in addition to the top theme 
being violence against women and the peak date for gender conversations on social media 
being November 25th. These included #25N being used across countries to refer to this 
date, and Spanish-speaking countries sharing two additional hashtags: 
#NoalaViolenciadeGenero and #16Dias. The former is translated as “no to gender-based 
violence,” and the latter makes reference to a specific campaign to mobilize individuals to 
participate in 16 days of activism from November 25th through December 10th (Human 
Rights Day) to help eliminate violence against women. Table 4 lists the Facebook pages that 
had high centrality measures in all countries (although not all of them made it to all of the top 
10 influencer lists).  

T A B L E  4 .   F A C E B O O K  P A G E S  R E F E R E N C E D  I N  A L L  F I V E  C O U N T R I E S ,  2 0 1 5  

 

 

 

 

 

 

 

 

 

 

 

 

 

Note: Facebook likes as of December 2015. 

  

FACEBOOK PAGES LIKES 

Human Rights Watch 2,000,000 

Comisión Interamericana de Derechos Humanos 

(Inter-American Commission on Human Rights) 

322,000 

ONU Mujeres (UN Women) 309,000 

Comisión Económica para América Latina y el Caribe (CEPAL)  

(Economic Commission for Latin America and the Caribbean - ECLAC) 

225,000 

Global Fund for Women 176,000 

Estudios de Género en América Latina  

(Gender Studies in Latin America) 

142,000 

Campaña por los Derechos Sexuales y Reproductivos  

(Campaign for Sexual and Reproductive Rights) 

32,000 

Publicidad Sexista  

(Sexist Publishing) 

30,000 

Cenicientas 3.0  

(Cinderellas 3.0) 

15,000 

El Comité de América Latina y el Caribe para la Defensa de los Derechos de 
las Mujeres (CLADEM)  

(Latin American and Caribbean Committee for the Defense of Women’s 
Rights) 

6,000 

http://oig.cepal.org/en/indicators/level-within-governmental-hierarchy-national-machineries-advancement-women
http://oig.cepal.org/en/indicators/level-within-governmental-hierarchy-national-machineries-advancement-women
https://www.facebook.com/HumanRightsWatch/
https://www.facebook.com/HumanRightsWatch/
https://www.facebook.com/HumanRightsWatch/
https://www.facebook.com/HumanRightsWatch/
https://www.facebook.com/HumanRightsWatch/
https://www.facebook.com/CIDH.OEA
https://www.facebook.com/onumujeres
https://www.facebook.com/cepal.onu
https://www.facebook.com/GlobalFundforWomen
https://www.facebook.com/GlobalFundforWomen
https://www.facebook.com/GlobalFundforWomen
https://www.facebook.com/GlobalFundforWomen
https://www.facebook.com/estudiosdegenero
https://www.facebook.com/abortolegal
https://www.facebook.com/Publicidad-Sexista-113967632025872
https://www.facebook.com/CenicientasTV/
https://www.facebook.com/REDCLADEM/


 

Gender Glossary and Indicators 

 

  

BOX 1.  GLOSSARY 

 

Gender refers to the behavioral characteristics and roles that are socially attributed to women and men in a 

given historical, cultural, and socioeconomic context, beyond their biological differences, and that help 

shape the responsibilities, opportunities, and barriers encountered by women and men. 

Gender analysis identifies the gender dimensions of any given issue or intervention to mainstream gender 

by assessing the differences in gender roles, activities, needs, and available opportunities of men and 

women. 

Gender equality means that women and men enjoy the same conditions and opportunities to exercise their 

rights and reach their social, economic, political, and cultural potential. 

Gender equity is the process of being fair to men and women which implies providing and distributing 

benefits and/or resources in a way that narrows the existing gaps, while recognizing that these gaps can 

harm both women and men. 

Gender indicators are quantitative or qualitative factors or variables that reflect changes in gender-related 

results. 

Gender mainstreaming is the process that seeks to have gender equality and the needs of women and 

men be identified, heard, and addressed in the design, implementation, monitoring, and evaluation of the 

Bank’s interventions. 

A gender-related result is defined as an output, outcome, or impact that contributes towards gender 

equality or women’s empowerment. 

Sex-disaggregated data refers to data (statistics, interview results, and other basic information) that clearly 

distinguishes between data applicable to women and data applicable to men. 

Women's empowerment is understood to mean expanding the rights, resources, and capacity of women to 

make decisions and act independently in social, economic, and political spheres. 

 

Source: IDB’s Implementation Guidelines for the Operational Policy on Gender Equality in 

Development. 

http://www.iadb.org/en/topics/gender-indigenous-peoples-and-african-descendants/operational-policy-on-gender-equality-in-development,2980.html
http://www.iadb.org/en/topics/gender-indigenous-peoples-and-african-descendants/operational-policy-on-gender-equality-in-development,2980.html
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F I G U R E  6 .  U N I T E D  N A T I O N S  G E N D E R  I N E Q U A L I T Y  I N D E X  

 

Source: United Nations Development Program. 
Note: 2014. The lower a country’s score on the index, the less the gender inequality. 

 

F I G U R E  7 .  P R E V A L E N C E  O F  V I O L E N C E  A G A I N S T  W O M E N  B Y  I N T I M A T E  
P A R T N E R  ( L I F E T I M E )  ( P E R C E N T )  

 

Source: United Nations, The World's Women 2015: Trends and Statistics. Data obtained from UNstats.org. 
Note: Data not available for Argentina. Data not available for Brazil at the country level. The data provided for 
Brazil were available only for the city of São Paolo and the state of Pernambuco. Note that each country 
calculates this indicator differently; refer to notes within source data for details.  
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http://hdr.undp.org/en/composite/GII
http://unstats.un.org/unsd/gender/chapter6/chapter6.html


F I G U R E  8 .  M A T E R N A L  M O R T A L I T Y  R A T I O ,  
2 0 1 3  

 
 
Source: United Nations Development Programme. 
Note:  Deaths per 100,000 live births in 2013. 

F I G U R E  9 .  A D O L E S C E N T  B I R T H  R A T E  

 
 
Source: United Nations Development Programme. 
Notes: Births per 1,000 women ages 15-19 for the annual 
average of projected values for 2010–2015. 
 

F I G U R E  1 0 .  P E R C E N T  S H A R E  O F  S E A T S  I N  
P A R L I A M E N T  H E L D  B Y  W O M E N ,  2 0 1 4  

 
 
Source: United Nations Development Programme. 
 

 
F I G U R E  1 1 .  M O N T H L Y  G E N D E R  W A G E  G A P  

 
 
Sources: International Labour Organization; Economist 
Intelligence Unit calculation. Data obtained from 
NoCeilings.org. 
Note: Latest year available (2009/2011). Monthly wages of 
women divided by the monthly wages of men.  

 
F I G U R E  1 2 .  S A V E D  A T  A  F I N A N C I A L  
I N S T I T U T I O N  I N  T H E  P A S T  Y E A R , 2 0 1 1   

 
Source: Global Findex. Data obtained from NoCeilings.org. 
Notes: Percentage share of individuals age 15+ who saved at 
a financial institution in the past year.  

 
F I G U R E  1 3 .  E A R L Y - S T A G E  
E N T R E P R E N E U R I A L  A C T I V I T Y ,  2 0 1 3  

 
Source: Global Entrepreneurship Monitor. Data obtained from 
NoCeilings.org. 
Notes:  Percentage of persons ages 18-64 who are either 
nascent entrepreneurs or owner-managers of a new business.  
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https://github.com/fathominfo/noceilings-data/blob/master/indicators.md
https://github.com/fathominfo/noceilings-data/blob/master/indicators.md


INSIGHTS FROM SOCIAL MEDIA ON GENDER IN LATIN AMERICA 

25 

 

Argentina 

 
Argentina is among the most economically developed countries in the region, with the 
second-highest GDP per capita of the five countries included in the sample (only Brazil is 
higher). It is also the most urbanized of all the countries. The high level of development and 
urbanization is reflected in Argentina’s level of Internet penetration: 75 percent of the 
population are Internet users and nearly 48 percent are Facebook users. Politicians and 
activists in Argentina frequently employ Twitter as a means of communicating with the 
public. Indeed, during the monitoring period, the run-off election for president between 
Mauricio Macri and Daniel Scioli was a frequent topic of tweets by users. 

The high level of economic development and urbanization is reflected in Argentina’s 
progress on gender issues. Argentina has among the lowest rankings in the region on the 
UNDP’s Gender Inequality Index (GII) at 75th in the world (Mexico has the best GII ranking 
among the five countries studied here, at 74th in the world). Argentina also ranks relatively 
well in terms of measures of women’s health such as the maternal mortality rate and 
adolescent births. Argentina is similarly progressive in terms of women’s involvement in 
government. In 1991, Argentina was the first country in Latin America to adopt a quota law 
(the ley de cupo) requiring 30 percent of the legislative candidates submitted by each party 
be female.48 Argentina recently had a female head of state49 and presently has a legislature 
composed of 36.8 percent women, the highest share among the five countries studied here. 
 
However, Argentina also poses a variety of challenges for women. The country’s wage gap, 
as estimated by the International Labour Organisation (ILO), is 0.76, among the highest in 
our sample and the region. Prominent female politicians such as Elisa Carrio have criticized 
the depth of the representation of women’s issues in the country’s political parties, claiming 
that while the ley de cupo has succeeded in promoting the representation of women, few 
female legislators occupy influential positions within the very powerful political party 
structures. 

Overview of Data 

Between November 23 and December 22, 2015, we collected 71,444 social media 
conversations on the subject of gender from Argentina. As is the case in many of the other 
countries, a small percentage of users focus on gender issues throughout the year, but 
gender-related traffic spikes surrounding a few salient events. In Argentina, the International 
Day for the Elimination of Violence Against Women (November 25th), the discussion of a bill 
in the Congress addressing violence against women (December 5th), and the transfer of 
power from Christina Kirchner to Mauricio Macri (December 10th) all coincided with large 
volumes of discussion of gender issues on social media (Figure 14). 

  

                                                
48 Argentina employs a closed-list electoral system in both chambers. The law governs the overall percentage of 
women from both houses and requires that women have equal chances of being elected (i.e., the parties cannot 
simply allocate all the women candidates to the bottom of the lists or to provinces where they are not 
competitive).  
49 Christina Kirchner was prevented by term limits from running in the most recent election for president. 
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F I G U R E  1 4 .  P E A K  D A T E S  O F  C O N V E R S A T I O N S  R E L A T I N G  G E N D E R  O N  S O C I A L  
M E D I A  I N  A R G E N T I N A ,  N O V E M B E R – D E C E M B E R  2 0 1 5  

 
Note: Peaks observed in our sample of 71,444 gender mentions collected from November 22–December 23, 
2015. 

Gender Topics on Social Media 

As noted in the introduction to this study, we analyze the content of social media posts using 
two main strategies: (1) examining the hashtags created by users, and (2) grouping the 
content of posts ourselves to measure the topics of discussion.  

Looking first at the topics discussed on social media, we see that by far the most discussed 
topic was gender-based violence (Figure 15). This is also reflected in hashtags: we can see 
that #NiUnaMenos and #NoalaViolenciadeGenero were by far the most predominantly used 
hashtags on gender (Illustration 1). The topics discussed by users reflect this usage: nearly 
53 percent of tweets related to gender specifically addressed the issue of violence against 
women. The content of tweets on violence against women (including the hashtags 
mentioned above) covers a variety of topics, including sharing stories of women affected by 
violence, promoting specific policy proposals to address violence, and describing political 
meetings or rallies on the issue of violence. 

The second major salient issue area in Argentina was gender equality, representing around 
7 percent of the conversations on gender. This issue also generated some of the most 
popular hashtags such as #AntiPrincesa, a reference to a collection of children’s stories 
where women defy stereotypes. Conversations on gender equality included both personal 
stories of experiencing discrimination or triumphing over adversity, as well as political 
campaigns such as the effort to improve the gender balance of the Argentine Supreme 
Court. 
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F I G U R E  1 5 .  T O P  G E N D E R  T O P I C S  I N  A R G E N T I N A ,  N O V E M B E R – D E C E M B E R  2 0 1 5  

 
 

Other topics mentioned less by users but still important included discussions about gender 
identity, women’s health, and reproductive rights. One important caveat to these findings is 
that the timing of the study may have an impact on the findings: the prevalence of hashtags 
related to the International Day for the Elimination of Violence Against Women shows the 
extraordinary effect that day had on social media conversations. The relative dearth of 
conversations on these other issues does not necessarily indicate they are less important, 
but simply that they were discussed less during the period in question. 

Users and Groups on Social Media 

Network analysis shows clear patterns of communication and association between users 
discussing gender. Illustrations 2 and 3, respectively, help visualize the connections between 
users on Twitter (connections here are retweets) and Facebook (connections here are 
follows). On Twitter, the major groupings very clearly coincide with support for the major 
national political party and their candidates in the presidential runoff election that coincided 
with our sampling period. High levels of partisanship on Twitter are unsurprising given the 
timing of the study. These conversations can be useful for identifying changes in public 
policy relating to gender in conjunction with other research methods. 

Facebook follows, which are more stable over time, show a different pattern. Groupings in 
the network correspond to community mobilizing (including grassroots magazines and radio 
shows), and advocacy groups, such as those associated with international organizations, the 
Spanish-speaking international feminist movement, the national legal abortion movement, 
and the national reproductive rights movement. It also has a strong presence from 
international organizations, particularly the United Nations (ONU Mujeres). 

Much of the activity at the center of each of the issue groups, both on Facebook and Twitter, 
is connected by a small number of individuals. Table 5 shows the top 10 most influential 
social media users in Argentina, identified by a combination of quantitative analysis and 
qualitative selection.  

Illustration 4 is a visualization of how blogs and websites link to each other. One of the main 
clusters for this network focuses on information and knowledge dissemination. A further 
examination of these sites could help determine if there is a good alignment between the 
knowledge dissemination focus on these blogs and sites and what the IDB wants to 
disseminate. 

Note: Frequency of categories of gender content collected from November 23–December 22, 2015. Only those 
categories with a frequency of over 1 percent are shown.  
* The word “disablism” is not found in formal dictionaries but is frequently used to describe discriminatory, 
oppressive, or abusive behavior arising from the belief that disabled people are inferior to others. 
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Lessons for Policymakers 

• Main themes. Violence against women and gender equity are the most important 
gender issues in Argentina. 

• Peaks. For communicating with the community, timing matters, as discussions on 
issues are centered on a small number of peak days. In our sample, peaks occurred 
on the International Day for the Elimination of Violence Against Women (November 
25th), the day of discussion of a bill in the Congress addressing violence against 
women (December 5th), and the day of the transfer of power from Christina Kirchner 
to Mauricio Macri (December 10th). 

• Hashtags. The hashtags #NiUnaMenos, #NoalaViolenciadeGenero, and #16Dias 
were the most predominantly used hashtags on gender in Argentina. 

• Top 10.  Influencers in Argentina are very diverse and include government officials 
and representatives from civil society and international organizations. 

• Network clusters. Participants in the discussion of gender issues are a diverse 
group, so understanding and engaging the various issue networks is critical. Twitter 
conversations pointed to some of the changes in public policy relating to gender. 
Clusters in the Argentine social media networks included some that specialize in the 
dissemination of gender knowledge and information, including gender-focused media 
(magazines, radio). International organizations (particularly ONU Mujeres) are strong 
nodes in the Argentine Facebook network. 
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I L L U S T R A T I O N 1 .  T O P  H A S H T A G S  R E L A T I N G  T O  G E N D E R  I N  A R G E N T I N A ,  N O V E M B E R – D E C E M B E R  2 0 1 5  

 

Note: Frequency of hashtags related to gender content collected from November 23–December 22, 2015.  

“#Antiprincesas [antiprincesses]: a 

collection of children’s books 

challenging female stereotypes” 

“March and act against violence 

against women. #NiUnaMenos [not 

one less] November 25, Rosario. 

Argentina.” 

“1 out of 3 women has suffered or 

suffers of gender-based violence. Tell 

us #NoalaViolenciadeGenero [no to 

gender-based violence] #NiUna 

Menos [not one less]” 
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T A B L E  5 .  T O P  1 0  I N F L U E N C E R S  I N  A R G E N T I N A ,  N O V E M B E R  2 3 – D E C E M B E R  2 2 ,  
2 0 1 5  

 

 ORGANIZATION/NAME TWITTER FACEBOOK 

 
Amnistía Internacional 
Argentina 

9,935 followers  
@amnistiaar  

55,440 fans 
facebook.com/Amnistiainternacionalargentina  

 Cynthia García 
103,484 followers 
@cyngarciaradio  

27,137 fans 
facebook.com/347896875299550/  

 Congressman Sergio Massa 
629,748 followers 
@SergioMassa  

902,325 fans  
facebook.com/SergioMassaOK  

 Derechos en Zapatillas 
122,071 followers 
@dzapatillas  

18,225 fans  
facebook.com/dzapatillas  

 Dra. Alcira Pignata* 
378,273 followers 
@drapignata 

 

 Fundación FEIM 
2,234 followers 

@FundacionFEIM  

7,864 fans 
facebook.com/feim.org.ar  

 Lorena Martins 
5,751 followers 
@Low_Martins  

1,539 fans  
facebook.com/lorena.martins.1675  

 

Malena Galmarini Massa, 
Secretary of Sanitation and 
Human Development Policy of 
the Tigre Municipality 

44,482 followers 
@MalenaMassa  

33,273 fans  
facebook.com/MassaMalena  

 Ni Una Menos 
1,507 followers 
@NiUnaMenos_  

146,793 fans 
facebook.com/Ni-una-menos-
351635908360931  

 Revista Furias 
1,971 followers 
@RevistaFurias  

7,864 fans  
facebook.com/RevistaFurias  

 
Legend 

 
  Civil society organization/Nonprofit organization 

  International organization 

  Government official/Official politician/Political staff 

  Political party 

  Journalist/Commentator/Blogger/Activist 

  National machinery for gender equality 

  Other government entity 

  Media outlet 

  Artist 

* Profile content ironic or comic 

 
Note: Fan/follower data as of December 22, 2015, listed in alphabetical order. 

https://twitter.com/amnistiaar
https://www.fb.com/Amnistiainternacionalargentina
https://twitter.com/cyngarciaradio/
https://www.facebook.com/347896875299550/
https://twitter.com/SergioMassa
https://www.facebook.com/SergioMassaOK
https://twitter.com/dzapatillas
https://www.facebook.com/dzapatillas
https://twitter.com/drapignata/
https://twitter.com/FundacionFEIM
https://www.facebook.com/feim.org.ar
https://twitter.com/Low_Martins
https://www.facebook.com/lorena.martins.1675
https://twitter.com/MalenaMassa
https://www.facebook.com/MassaMalena
https://twitter.com/NiUnaMenos_
https://www.facebook.com/Ni-una-menos-351635908360931
https://www.facebook.com/Ni-una-menos-351635908360931
https://twitter.com/RevistaFurias
https://www.facebook.com/RevistaFurias
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I L L U S T R A T I O N  2 .  M A I N  T W I T T E R  N E T W O R K  C L U S T E R S  A N D  N O D E S ,  A R G E N T I N A

 
  

Critical of Government 

Legal News 

“The l ady to  whom in  12 years  NO 

ONE EVER sa id  no t o ,  someone 

sa id  NO to  someth ing and she 

th inks  i t s  gender -based v io lence.  
Come on,  lady. . . ”  

 Sarcasm 

“#NoalaV io lenc iadeGenero  

[NotoGenderBasedVio lenc e]  fo r  that  

fem in is t  teacher  who takes  out  he r  h ate  

on the boys  in  the c lass  who haven ’ t  

sa id  anyth ing to  he r . ”  

Government/Pro-Government 

“Gender -based 

v io l ence:  l ega l  

ass is tance 

guaranteed…”  

“ In  favo r  o f  the  

budget  p roposed  

by lawyers  for  

v ic t ims  o f  gender -

based v io lence . ”   

“Th rough a  new nat i ona l  law,  ‘ a  

body o f  lawyers  i s  c reated, ’  to  

g ive  f ree serv ices  in  cases  o f  

gender -based v i o lence. ”  

#NiUnaMenos  [not  one les s ]  

https://twitter.com/dzapatillas/status/669830352366649344
https://twitter.com/ElContraDTodo/status/673647727822168067
https://twitter.com/CasaRosadaAR/status/669887442426703877
https://twitter.com/juanabalmedina/status/676063695152246784
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I L L U S T R A T I O N  3 .  M A I N  F A C E B O O K  C L U S T E R S  A N D  N O D E S ,  A R G E N T I N A

   

International Organizations 

and Civil Society 

Fundac ión pa ra Es tud io  e  

Inves t igac ión de l a  Muje r  

(FEIM)  

Globa l  Fund fo r  W omen  

ONU Mujeres *  

PNUD [UNDP]  

UN W omen*  

UNiTE to  End V io lence Agains t  

W omen 

 

Sexual/Reproductive Rights  

Campaña Nac iona l  po r  e l  derecho 

a l  Abor to  Lega l  y  Seguro y  

Gratu i to  

Conse jer ía  Abor to  PreYPos t  Oes te   

Docentes  po r  e l  Derecho a l  Abor to  

Lega l  Seguro y  Gratu i to  

Revis ta  Fu r ias  

 
Knowledge Dissemination 

(International Content) 

Cenic i entas  3 .0   

Estud ios  de Género en 

Amér ica Lat ina  

P ikara  Magazine  

Proyec to  Kahlo   

Community Mobilizing 

At revete!  Buenos  A i res  Hol laback  

La Garganta  Poderosa Magazine  

Lavaca MU Rad io  

Radio  la  Col i f a ta  

 

Note: ONU Mujeres and UN Women are listed separately as they are two different Facebook accounts. 

 

http://bit.ly/2lNwNYB
http://bit.ly/2lNwNYB
http://bit.ly/2lNwNYB
http://bit.ly/2lh7O2L
http://bit.ly/2lh3792
http://bit.ly/2kHtd22
http://bit.ly/2knQ06I
http://bit.ly/2kuOw5G
http://bit.ly/2kuOw5G
http://bit.ly/2lexsFH
http://bit.ly/2lexsFH
http://bit.ly/2lexsFH
http://bit.ly/2lNqHHA
http://bit.ly/2knJSLD
http://bit.ly/2knJSLD
http://bit.ly/2l5VtfD
http://bit.ly/2lh60H7
http://bit.ly/2lh2CvG
http://bit.ly/2lh2CvG
http://bit.ly/2l5Ds1a
http://bit.ly/2leksA4
http://bit.ly/2l5LZB2
http://bit.ly/2leif7I
http://bit.ly/2knGz7t
http://bit.ly/2lNoPys
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I L L U S T R A T I O N  4 .  M A I N  B L O G / S I T E  C L U S T E R S  A N D  N O D E S ,  A R G E N T I N A

  

Information/Knowledge  

Fundac ión pa ra Es tud io  e  

Inves t igac ión de l a  Muje r   

(FEIM)  

La Casa de l  Encuent ro  

Red In f ormat iva  de Mu je res  de 

Argent ina (RIMAweb)  

Community 

Mobilizing  

Campaña po r  e l  Derecho 

al  Abor to  Lega l ,  Seguro y  

Gratu i to   

Cató l i c as  por  e l  Derecho 

a  Dec id i r  

La Revuel ta  

Red Nosot ras  en e l  

Mundo  

http://bit.ly/2kQum9O
http://bit.ly/2kQum9O
http://bit.ly/2kQum9O
http://bit.ly/2kuPsr7
http://bit.ly/2kuPsr7
http://bit.ly/2lh5ngo
http://bit.ly/2lh5ngo
http://bit.ly/2kQyFSr
http://bit.ly/2kQyFSr
http://bit.ly/2kQyFSr
http://bit.ly/2kQyFSr
http://bit.ly/2kHxToy
http://bit.ly/2kHxToy
http://bit.ly/2l5PUxK
http://bit.ly/2lh6XPq
http://bit.ly/2lh6XPq
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Brazil 

Brazil is the largest country in the sample and has the highest GDP per capita.50 Brazil’s 
population is also very urban, with 85.7 percent of the population living in cities.51 Both 
Internet (42 percent) and Facebook (32 percent) penetration are relatively low for the 
sample. Relatively low Internet penetration given the country’s level of economic 
development may be linked to high levels of poverty in Brazil. Facebook penetration is linked 
to low levels of Internet access, while Twitter has emerged as a popular platform for social 
movements in Brazil, with social media messaging playing an integral role in the protest 
movements surrounding the 2014 World Cup, the 2016 Summer Olympics, and the 2016 
corruption scandals (the initial stages of which occurred during our sampling period). 

In general terms, Brazil lies near the middle of the sample with respect to gender equality 
indicators. Brazil is near the regional average in terms of the UNDP’s Gender Inequality 
Index (GII) at 97th in the world. (Mexico has the best GII ranking among the five countries 
studied here, at 74th in the world). Brazil also ranks in the middle of the sample for 
measures of women’s health such as maternal mortality and adolescent births. Despite an 
electoral quota of 30 percent of candidates (by party) for the lower house of the Brazilian 
legislature, women remain under-represented, holding only 10 percent of the seats. The 
lower house in Brazil employs an open list proportional representation system, which 
explains the disconnect between the number of female candidates and the number of 
females elected.52 Brazil also has the largest pay gap of all the countries included in the 
study. 

Brazil is among the countries that have had a female head of state, although President 
Dilma Rousseff was impeached and removed from office in 2016 shortly after beginning her 
second term. Overall, despite progressive national politics and institutional support for 
gender equality in Brazil, many challenges remain ahead. 

Overview of Data 

Between November 23 and December 22, 2015, we collected 222,448 social media 
conversations on the subject of gender from Brazil. As is the case in many of the other 
countries, a small percentage of users focus on gender issues throughout the year, but 
gender-related traffic spikes surrounding a few salient events. In Brazil, the International Day 
for the Elimination of Violence Against Women (November 25th), the airing of an episode of 
a popular journalistic television program (Profissão Repórter on the O Globo network) on 
feminism in Brazil (December 16th), and International Human Rights Day (December 10th) 
all coincided with large volumes of discussion of gender issues on social media (Figure 16). 

  

                                                
50 Source: World Bank, World Development Indicators, 2015 (GDP per capita, constant 2010 U.S. dollars).  
51 Source: World Bank, World Development Indicators, 2015 (Urban population, percent of total).  
52 The open list system means that voters have the option to vote for individual candidates, and the individual 
candidate totals determine which candidates from each party’s list are elected. Parties are required to nominate 
30 percent women, but if voters favor the men fewer women will be elected. 
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F I G U R E  1 6 .  P E A K  D A T E S  O F  C O N V E R S A T I O N S  R E L A T I N G  T O  G E N D E R  O N  
S O C I A L  M E D I A  I N  B R A Z I L ,  N O V E M B E R – D E C E M B E R  2 0 1 5  
 
 

 
 
Note: Peaks observed in our sample of 222,248 gender mentions collected from November 23–December 22, 
2015.  
 

Gender Topics on Social Media 

As noted in the introduction to this study, we analyze the content of social media posts using 
two main strategies: (1) examining the hashtags created by users, and (2) grouping the 
content of posts ourselves to measure the topics of discussion. 

The most common topic of discussion on Brazil’s social media (encompassing 11 percent of 
the conversations) was gender equality (Figure 17). The main focus of these conversations 
was the gender wage gap in Brazil, with specific references to a report published by the 
Organization for Economic Cooperation and Development (OECD) during the sample period 
that found Brazil to have a gap larger than that of any OECD country. Twitter users reacted 
to the report directly, as well as to subsequent journalism inspired by the report that delved 
into greater detail on the issue. Brazil’s results are idiosyncratic, as the main topic of social 
media conversations encompassed just 11 percent of the entire gender conversation, while 
in other countries the main topics dominated a good portion of the conversation (from 29 
percent in Mexico to 53 percent in Argentina). This may be because compared to the other 
countries studied the content of Brazil’s social media presence is very strong – there is a lot 
of original local content.  

The second major salient issue in Brazil was gender-based violence (9 percent). Twitter 
users recounted individual stories about violence against women using the 
#meuamigosecreto hashtag and by sending out pictures and stories about the November 
25th marches in conjunction with the International Day for the Prevention of Violence Against 
Women. Activists used Twitter to highlight government statistics about violence against 
women and to advocate for programs aimed at reducing violence, such as a collaboration 
between UNDP and Brazil’s penitentiary system to establish more effective protective orders 
against aggressors. Users also discussed a question on feminism and gender-based 
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violence in Brazil’s annual national high school exams (Exame Nacional do Ensino Medio - 
ENEM). 

While gender-based violence ranked second in our topic groupings, we consider it to be the 
most salient in Brazil given the range of topics grouped under gender equality. This is 
reflected in the peak conversations surrounded November 25th, and in the fact that all the 
major hashtags referencing different campaigns about gender-based violence –  
#ENEM2015, #meuamigosecreto, #minhaamigasecreta, and #Ligue180 – were the most 
commonly used tags discussing gender (Illustration 5). Users discussed the recently 
established women’s hotline “Ligue 180,” and the publication of the Facultade Latino-
Americana de Ciências Sociais (FLACSO) “Mapa de Violencia,” a yearly mapping of crime 
and violence statistics that in 2015 focused on female homicides in Brazil. Beyond social 
media, the results of the report were discussed by Congresswomen Eliziane Range and 
Conceição Sampaio on national television, and featured in Glamour Magazine.  

F I G U R E  1 7 .  T O P  G E N D E R  T O P I C S  I N  B R A Z I L ,  N O V E M B E R – D E C E M B E R  2 0 1 5  

 

Other topics mentioned less by users but that were still important included discussions about 
sexuality, racism, gender identity, and fat-shaming. One important caveat to these findings is 
that the timing of the study may have an impact on the findings: the discussions surrounding 
the International Day for the Elimination of Violence Against Women and the OECD statistics 
on the pay gap show the extent to which social media conversations reflect current events. 
The relative dearth of conversations on these other issues does not necessarily indicate they 
are less important, but simply that they were discussed less during the period in question. 

Users and Groups on Social Media 

Network analysis shows clear patterns of communication and association between users 
discussing gender. Illustrations 6 and 7 are visualizations of the connections between users 
on Twitter (connections here are retweets) and Facebook (connections here are follows). On 
Twitter, the major groupings very clearly coincide with the major national political parties 
(e.g., either for or against the Workers’ Party or Partido dos Trabalhadores – PT) and the 
corruption scandal in the news at the time when the president was implicated, as well as the 
very popular #meuamigosecreto campaign.  

Facebook follows, which are more stable over time, show a different pattern. Groupings in 
the network correspond to advocacy groups, such as those associated with international 

Note: Frequency of categories of gender content collected from November 23–December 22, 

2015. Only those categories with a frequency of over 1 percent are shown.  

 

11%

9%

8%

3%

3%

2%

2%

1%

1%

Gender Equality

Gender-Based Violence

Sexuality

Racism

Gender Identity

Fat-Shaming

Trans-Feminism

Economic Empowerment

Abortion

http://revistaglamour.globo.com/Lifestyle/Must-Share/noticia/2015/11/violencia-contra-mulher-no-brasil-67-dos-assassinatos-sao-cometidos-por-parentes.html
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organizations, feminist activism in Brazil, progressive politics more generally in Brazil, and 
the national reproductive rights movement.  

Much of the activity at the center of each of the issue groups, both on Facebook and Twitter, 
is connected by a small number of individuals. Table 6 shows the top 10 most influential 
social media users in Brazil, identified by a combination of quantitative analysis and 
qualitative selection. In Brazil, the government agency widely perceived as effective 
(Secretaria Especial de Direitos para Mulheres – SPM) is among the top 10, along with 
several NGOs and individuals. Many of the top 10 influencers are highly prominent nodes 
across networks, including blogs and websites (Illustration 8), and focus on the 
dissemination of gender content. 

 

Lessons for Policymakers 

• Main themes. Violence against women and gender equity (particularly regarding the 
gender wage gap) are the most important gender issues in Brazil. 

• Peaks. Large volumes of discussion of gender issues occurred on the International 
Day for the Elimination of Violence Against Women (November 25th), on the day of 
the airing of an episode of a popular journalistic television program (Profissão 
Repórter on the O Globo network) on feminism in Brazil (December 16th), and on 
International Human Rights Day (December 10th). 

• Top 10.  Social media influencers in Brazil are very diverse and include government 
officials, and representatives of civil society and international organizations as well as 
the national machinery for advancing gender equality (Secretaria Especial de 
Políticas para as Mulheres). 

• Hashtags. #ENEM2015, #meuamigosecreto, #minhaamigasecreta, and #Ligue180 
were the predominant hashtags in Brazil. 

• Network clusters. Brazil has a rich presence on social media compared to the other 
countries studied. All of the networks have clusters that range from politics to art 
activism, and feature gender information and knowledge dissemination that includes 
specialized media outlets. 
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I L L U S T R A T I O N  5 .  T O P  H A S H T A G S  R E L A T I N G  T O  G E N D E R  I N  B R A Z I L ,  N O V E M B E R – D E C E M B E R  2 0 1 5  
 
  

     

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Note: Frequency of hashtags related to gender content collected from November 23–December 22, 2015.

“#MeuAmigoSecreto [MySecretFriend] 

says he’s a feminist, but doesn’t respect 

a trans woman. Get to know our 

program: ebc.com.br/trans 

youtu.be/1yRdtDZgePM” 

“The call is free of charge and everyone 

can inform. #Ligue180 [Call180]. Watch 

the video. Goo.gl/3T3eSO” 

“#minhaamigasecreta [mysecretfriend] 

is acting like an antifeminist just to look 

cool to the guys and to get their 

attention, she thinks she’s hot” 
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T A B L E  6 .  T O P  1 0  I N F L U E N C E R S  I N  B R A Z I L ,  2 0 1 5  
 

 ORGANIZATION/NAME TWITTER FACEBOOK 

 Camila Pitanga 
352,571 followers 
@CamilaPitanga  

114,540 fans  
facebook.com/caiapitanga  

 Clara Averbuck  
27,451 followers 

facebook.com/averbuck  

 
Geledés Instituto da 
Mulher Negra 

10,881 followers 

@geledes  

368,905 fans 

facebook.com/geledes  

 Lola Aronovich 
24,722 followers  
@lolaescreva  

25,765 fans 

facebook.com/EscrevaLolaEscreva  

 Maria Clara Araújo 
9,057 followers 

@BlogNegras  

20,052 fans 
facebook.com/mariaclaraaraujodospassos  

 PNUD Brazil 
71,204 followers 

@PNUDBrasil  

81,886 fans  
facebook.com/PNUDBrasil   

 Sara Winter 
1,564 followers 

@_SaraWinter  

52,808 fans 

facebook.com/oficialsarawinter/  

 
Secretaria Especial de 
Políticas para as Mulheres 

39,950 followers  
@spmulheres  

61,238 fans  
facebook.com/SPMulheres  

 Think Olga 
15,055 followers 

@thinkolga  

84,288 followers 

facebook.com/thinkolga  

 ONU Mulheres Brasil 
857 followers 
@ONUMulheresBR   

31,510 fans  
facebook.com/onumulheresbrasil  

 
Legend 

 
 
 
 
 
 
 

 

 

 
Note: Fan/follower data as of December 22, 2015, in alphabetical order.  

 

  

  Civil society organization/Nonprofit organization 

  International organization 

  Government official/Former government official/Politician/Political staff 

  Political party 

  Journalist/Commentator/Blogger/Activist 

  National machinery for gender equality 

  Other government entity 

  Media outlet 

  Artist 

* Profile content ironic or comic 

https://twitter.com/CamilaPitanga
https://www.facebook.com/caiapitanga
https://www.facebook.com/averbuck
https://twitter.com/geledes
http://bit.ly/2l5aQ87
https://twitter.com/lolaescreva
https://fb.com/EscrevaLolaEscreva/
https://twitter.com/BlogNegras
https://www.facebook.com/mariaclaraaraujodospassos/
https://twitter.com/PNUDBrasil
https://www.facebook.com/PNUDBrasil
https://twitter.com/_sarawinter
https://www.facebook.com/oficialsarawinter/
https://twitter.com/spmulheres
https://www.facebook.com/SPMulheres
https://twitter.com/thinkolga
https://www.facebook.com/thinkolga
https://twitter.com/ONUMulheresBR
https://www.facebook.com/onumulheresbrasil
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I L L U S T R A T I O N  6 .  M A I N  T W I T T E R  N E T W O R K  C L U S T E R S  A N D  N O D E S ,  B R A Z I L

Activism  

Gender pol icy news  

Crit ical  of  gender 

movement associated with  

PC (poli t ical party)  

Pop Culture  

“Any person can inform. #Ligue180 

[Call180] goo.gl/Omb9p6”  

“Don’t accept violence against women. 

Call us.” 

“Yesterday I unfriended a bunch of 

feminists from Facebook. I called this, 

operation dish washer.” 

“I loved Emma Watson’s speech about 

feminism for the United Nations” 

“MeuAmigoSecreto [mysecretfriend] 

preaches about feminism on social 

media, because it is trendy, because 

it’s cool. And makes mom the maid. 

Doesn’t wash a single dish that was 

used.” 

https://twitter.com/portalbrasil/status/675027374694490112
https://twitter.com/BolsonaroZuero/status/668916033458184193
https://twitter.com/albu_dri/status/669505343400108033
../../../../../../../../Downloads/v
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 I L L U S T R A T I O N  7 .  M A I N  F A C E B O O K  N E T W O R K  C L U S T E R S  A N D  N O D E S ,  B R A Z I L  

 

Activism  

Bloguei ras  

Fem in is tas  

Bloguei ras  Negras  

Geledés  Ins t i tu to  

da Mulher  Negra  

O Mach ismo Nosso 

de Cada Dia  

Th ink  Olga  

Institut ions  

 

An is t ia  In ternac iona l  B ras i l  

 

D i re i tos  Humanos  Bras i l  

 

ONU Bras i l  

SPMulheres  

Liberal Networks  

Bras i l  de  Fato  

Car t a  Capi ta l  

Deputado Fed.  Jean W yl lys  

Mães de Maio  

Movimento D i re i to  para  

Quem   

Leonardo Sakamoto  

Ponte  Jorna l i smo  

 

Reproductive Rights  

Abor to  é  um Di re i t o  

Cató l i cas  Di re i to  de Dec id i r  

Cfemea Femin is ta   

Art istic Act ivism  

Caro l  Rosset t i  

Magra de Ruim  

Mulhe res  nos  Quadr i nhos   

Negahamburgue  

http://bit.ly/2kHi9lx
http://bit.ly/2kHi9lx
http://bit.ly/2lMt7a6
http://bit.ly/2l5aQ87
http://bit.ly/2l5aQ87
http://bit.ly/2ldWdSx
http://bit.ly/2ldWdSx
http://bit.ly/2lNdGgZ
http://bit.ly/2le76DF
http://bit.ly/2lHEP9m
http://bit.ly/2lMHZW6
http://bit.ly/2le3T79
http://bit.ly/2lgQc7e
http://bit.ly/2lHLsbJ
http://bit.ly/2knBWdw
http://bit.ly/2lN0KIj
https://www.facebook.com/direitoparaquem/
https://www.facebook.com/direitoparaquem/
http://bit.ly/2kulgvU
http://bit.ly/2lHHxf5
http://bit.ly/2lMU6mb
http://bit.ly/2lgNYVq
http://bit.ly/2l5uTDw
http://bit.ly/2kHj5WT
http://bit.ly/2kQ6ymy
http://bit.ly/2kPWgTs
http://bit.ly/2l5nLqN
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I L L U S T R A T I O N  8 .  M A I N  B L O G / S I T E  N E T W O R K  C L U S T E R S  A N D  N O D E S ,  B R A Z I L  

Gender,  Race, and 

Gender-Based 

Violence  

Bloguei ras  Negras  

Geledés  –  Ins t i tu to  da 

Mulhe r  Negra  

Mapa da V io lênc ia  

(FLACSO)   

Community 

Organizing/ Information 

and Knowledge 

Dissemination  

Chega de F iu  F iu  

Lugar  de Mulhe r  

Revis ta  Capi to l ina  

Think  Olga  

http://bit.ly/2knHx3x
http://bit.ly/2lNneso
http://bit.ly/2lNneso
http://bit.ly/2kHzw5F
http://bit.ly/2kHzw5F
http://bit.ly/2knUWZh
http://bit.ly/2kHyruo
http://bit.ly/2kQgE6I
http://bit.ly/2l5ws49
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Colombia 

While Colombia’s history is fraught with armed internal conflict, the country has recently 
experienced strong economic growth and has moved towards long-term peace with the 
Fuerzas Armadas Revolucionarias de Colombia (FARC). GDP per capita is in the lower half 
of the sample, higher than Guatemala but lower than the other three countries, and 76 
percent of Colombia’s population is urban. Internet penetration is 62 percent and Facebook 
penetration is 38 percent. Political candidates and parties actively use social media as a tool 
in Colombia, and in 2015 there was extensive discussion of the ongoing peace talks with the 
FARC on Twitter. 

Colombia is in the middle of the sample in general measures of women’s rights. The UNDP’s 
Gender Inequality Index ranks Colombia 92nd in the world, and the wage gap in Colombia is 
0.85, the lowest in our sample. Like many countries in Latin America, Colombia has a quota 
law, which it adopted in 2011. The quota requires that 30 percent of all candidates be female 
and provides extra funding according to the proportion of female candidates on a party’s list. 
The legislature currently has 21 percent female membership, with the lower number being 
because of the party-list proportional representation (PR List) system.53 The 30 percent 
quota applies to offices at all levels and to the Colombian civil service as well. 

Despite progress on gender inequality in Colombia, challenges remain. The long-term armed 
insurgency in rural parts of the country has both reinforced traditional gender roles and 
enabled perpetrators of domestic violence. Mitigating the harm done by this conflict will be a 
challenge for many years. The Congress has taken several steps in recent years to address 
domestic violence, such as Law 1275, which improves access to the courts for victims of 
domestic violence. 

Overview of Data 

Between November 23 and December 22, 2015, we collected 17,198 social media 
conversations on gender from Colombia. As is the case in many of the other countries, a 
small percentage of users focus on gender issues throughout the year, but gender-related 
traffic spikes surrounding a few salient events. In Colombia, the International Day for the 
Elimination of Violence Against Women (November 25th), the 16 days campaign aimed at 
mobilizing individuals to combat domestic violence for 16 days starting on November 25th, 
got additional traction from the online support it received from the U.S. Embassy in Colombia 
(November 30th), and the release of a UNDP report on gender inequality on Human Rights 
Day (December 10th). These events coincided with large volumes of discussion of gender 
issues on social media (Figure 18).  

  

                                                
53 In Colombia parties choose whether to make their lists open (i.e., voters choose candidates) or closed (i.e., 
voters choose only the party). 



  

44 
 

F I G U R E  1 8 .  P E A K  D A T E S  O F  C O N V E R S A T I O N S  R E L A T I N G  T O  G E N D E R  O N  
S O C I A L  M E D I A  I N  C O L O M B I A ,  N O V E M B E R – D E C E M B E R  2 0 1 5  

 
 
Note: Peaks observed in our sample of 17,198 gender mentions collected from November 23 –December 22, 
2015.  

Gender Topics on Social Media 

As noted in the introduction to this study, we analyze the content of social media posts using 
two main strategies: (1) examining the hashtags created by users, and (2) grouping the 
content of posts ourselves to measure the topics of discussion. 

Looking first at the topics discussed on social media, we see that by far the most discussed 
topic was gender-based violence (Figure 19). This is also reflected in the hashtags: the 
#NoalaViolenciadeGenero and the #16Dias hashtags were by far the most predominantly 
used hashtags on gender (Illustration 9). The topics discussed by users reflect this usage: 
nearly 43 percent of tweets related to gender specifically addressed the issue of violence 
against women. The content of tweets on violence against women (including the hashtags 
above) focused both on violence related to the conflict with the FARC (the FARC specifically 
was the third most common topic, representing 2.3 percent of the tweets), but also more 
generally. One focus of many tweets was the ongoing effort to stop the disturbingly common 
acid attacks on women in Colombia. Others were more general in promoting national-level 
policy changes to address the problem, as was the case of the approval of Law No. 171 of 
2015 that increases sentences for attackers using acid or other chemical agents with similar 
disfiguring effects that aim to inflict greater psychological pain on women. Another example 
was the campaigns to reduce domestic violence, such as those mentioned above as well as 
#TuFirmaPuedeSalvarUnaMujer (your signature can save a woman), a campaign to 
publicize a petition by the nongovernmental organization Casa de la Mujer presented to the 
President of Colombia to request various reforms to address levels of violence against 
women in the country. 

The second major topic related to gender in Colombia was gender inequality, with 15.1 
percent of the tweets referring to inequality in some way. Many of the conversations on 
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gender equality were driven by international organizations that promote gender issues, such 
as a video released by Fabrizio Hochschild, UN Colombia Coordinator, presenting data on 
the gender employment gap, and by female domestic political leaders promoting social 
change. The content of conversations on gender inequality focused on highlighting statistics 
showing the wage and employment gap, promoting specific policy proposals to address the 
problem, and highlighting existing laws that can be used to address gender inequality. 

 

F I G U R E  1 9 .  T O P  G E N D E R  T O P I C S  I N  C O L O M B I A ,  N O V E M B E R – D E C E M B E R  2 0 1 5  

 

Note: Frequency of categories of gender content collected from November 23–December 22, 2015. Only those 

categories with a frequency of over 1 percent are shown.  

Other topics mentioned less by users but that were still important included discussions about 
pregnancy and abortion, gender identity, and economic empowerment. One important 
caveat to these findings is that the timing of the study may have an impact on the findings: 
the prevalence of hashtags related to the International Day for the Elimination of Violence 
Against Women and the 16 Dias campaign shows the extraordinary effect that day and the 
subsequent campaign had on social media conversations. The relative dearth of 
conversations on these other issues does not necessarily indicate they are less important, 
but simply that they were discussed less during the period in question. 

Users and Groups on Social Media 

Network analysis shows that, overall, the Twitter network in Colombia is much sparser than 
the networks in Argentina and Brazil. Illustrations 10 and 11 are visualizations of the 
connections between users on Twitter (connections here are retweets) and Facebook 
(connections here are follows). Twitter shows very small clusters around national media 
outlets and some prominent national figures. This indicates that Twitter users in Colombia 
use the platform to receive and react to national news in a narrow way, but have not formed 
broader thematic communities of interest that discuss issues. 

Facebook has more defined communities, likely because the platform has been popular in 
Colombia for a longer period. While most of the major nodes in the networks on Facebook 
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include international organizations and civil society organizations from abroad, they also 
include a rich group of domestic feminist activism groups, and domestic political groups.  

On Twitter, conversation is driven almost exclusively by the media outlets or users at the 
center of each cluster. Table 7 shows the top 10 most influential social media users in 
Colombia, identified by a combination of quantitative analysis and qualitative selection. 

In comparison, the networks on blogs and websites (Illustration 11) are formed by a small 
group of local actors (nodes), the subtopics are more diffused, and the largest node, 
Fundación Ideas para la Paz, focuses on peace topics but they do not focus specifically on 
gender. 

Lessons for Policymakers 

• Main themes. Violence against women and gender are the most important gender 
issues in Colombia. 

• Peaks. Large volumes of discussion of gender issues occurred on the International 
Day for the Elimination of Violence Against Women (November 25th), the day 
marking support from the U.S. Embassy in Colombia for the 16 days campaign 
(November 30th), and day of the release of a UNDP report on gender inequality on 
Human Rights Day (December 10th). 

• Top 10.  Social media influencers in Colombia are very diverse and include 
government officials, artists, representatives from civil society and international 
organizations, and the U.S. Embassy in Bogota. 

• Hashtags. #NoalaViolenciadeGenero and the #16Dias, and 
#TuFirmaPuedeSalvarUnaMujer were the predominant hashtags. 

• Network clusters. News and politics have a strong presence on the Colombian 
Twitter network. The clusters on Facebook are more varied and include International 
organizations, art and culture, and women’s rights (including sexual and reproductive 
rights), and are related to peace news networks. 
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“At @SENAComunica we are 

advancing gender equality by 

improving women’s employability 

#NoALaViolenciaDeGenero” 

“Gender-based violence costs over 

1.6% of GDP in Latin America 

#NoEsHoraDeCallar” 
“#16días of activism against gender-based 

violence. Share and join the campaign @CEquidad” 

“#TuFirmaPuedeSalvarUnaMujer sign 

to protect them 

#NoalaViolenciadeGenero” 

Note: frequency of hashtags related to gender content collected from November 23–December 22, 2015. 
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T A B L E  7 .  T O P  1 0  I N F L U E N C E R S  I N  C O L O M B I A ,  N O V E M B E R – D E C E M B E R  2 0 1 5   

 
 ORGANIZATION/NAME TWITTER FACEBOOK 

 Andres Cepeda 
2.5 million followers 

@andrescepeda  

2.4 million fans 

facebook.com/andrescepedaoficial  

 
Carlos Alberto Baena, 

Former Senator 

18,000 followers 

@Baena  
 

 Casa de la Mujer 
9,100 followers 

@casa_la  

17,300 fans 

facebook.com/CasaMujerColombia  

 Diana Muñoz Castellanos 
16,400 followers 

@DianaMunozC  
 

 
Governor Dilian Francisca 
Toro 

11,200 followers 

@DilianFrancisca  

37,729 fans 

facebook.com/DilianFranciscaT  

 La Mesa por la Vida 
839 followers 

@mesaporlavida  

10,130 fans 

facebook.com/mesaporlavida  

 
Mar Candela Castilla, 

Feminista Artesanal 

3,394 followers 

@femi_artesanal  

15,381 fans 

facebook.com/MovimientoInternacionalFeminismo
Artesanal 

 Mujeres Farianas 
10,400 followers 

@mujerfariana  
 

 Red Nacional de Mujeres 
3,181 followers 

@RNMColombia  

10,130 fans 

facebook.com/RedNacionaldeMujeresColombia 

 U.S. Embassy in Bogota 
119,000 followers 

@USEmbassyBogota  
 

 

Legend 

 
  Civil society organization/Nonprofit organization 

  International organization 

  Government official/Official politician/Political staff 

  Political party 

  Journalist/Commentator/Blogger/Activist 

  National machinery for gender equality 

  Other government entity 

  Media outlet 

  Artist 

* Profile content ironic or comic 

 
 
Note: Fan/follower data as of December 22, 2015, in alphabetical order. 
 

 

 

  

https://twitter.com/andrescepeda
https://www.facebook.com/andrescepedaoficial
https://twitter.com/Baena
https://twitter.com/casa_la
https://www.facebook.com/CasaMujerColombia
https://twitter.com/DianaMunozC
https://twitter.com/DilianFrancisca
https://www.facebook.com/DilianFranciscaT
https://twitter.com/mesaporlavida
https://www.facebook.com/mesaporlavida
https://twitter.com/femi_artesanal
https://www.facebook.com/MovimientoInternacionalFeminismoArtesanal/
https://www.facebook.com/MovimientoInternacionalFeminismoArtesanal/
https://twitter.com/mujerfariana
https://twitter.com/rnmcolombia
https://www.facebook.com/RedNacionaldeMujeresColombia
https://twitter.com/USEmbassyBogota
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I L L U S T R A T I O N  1 0 .  M A I N  T W I T T E R  C L U S T E R S  A N D  N O D E S ,  C O L O M B I A

 

News Clusters  

Polit ics  

“Women who 

have been 

attacked by 

chemicals, 

parade against 

gender-based 

violence 

bit.ly/1I9kgc7”  “Gender-based violence costs over 

1.6% of GDP in Latin America…via 

@ELTIEMPO” 

“[Women 

should not be 

touched] even 

with a Rose 

Petal, the 

festival that 

promotes no 

violence 

against 

women 

ow.ly/UYvKR” 

https://twitter.com/ELTIEMPO/status/668826428151066625
https://twitter.com/NoticiasRCN/status/677239325818425344
https://twitter.com/IvanCepedaCast/status/669486589463130112
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I L L U S T R A T I O N  1 1 .  M A I N  F A C E B O O K  C L U S T E R S  A N D  N O D E S ,  C O L O M B I A  

 

International 

Organizations / 

Campaigns 
ONU Mujeres 

UN Women 

UNICEF 

United Nations 

SayNO – UniTE to End 

Violence Against Women 

Women’s Rights  
Association for Women’s 

Rights in Development 

(AWID) 

Campaña por los 

Derechos Sexuales y 

Reproductivos 

Comisión Interamericana 

de Derechos Humanos 

Global Fund for Women 

La Mesa Por la Vida y la 

Salud de las Mujeres  

Art/Culture Scene 
CIMA – Asociación de 

Mujeres Cineastas y de 

Medios Audiovisuales  

Publicista Feminista  

Peace Coverage 
Colombia Informa 

Congreso de los 

Pueblos  

teleSUR 

http://bit.ly/2lh3792
http://bit.ly/2knQ06I
http://bit.ly/2lKQkge
http://bit.ly/2kSH7AN
http://bit.ly/2kuOw5G
http://bit.ly/2kuOw5G
http://bit.ly/2l8dCt8
http://bit.ly/2l8dCt8
http://bit.ly/2l8dCt8
http://bit.ly/2kQyFSr
http://bit.ly/2kQyFSr
http://bit.ly/2kQyFSr
http://bit.ly/2kpUgTq
http://bit.ly/2kpUgTq
http://bit.ly/2lh7O2L
http://bit.ly/2kpZ1fr
http://bit.ly/2kpZ1fr
http://bit.ly/2lPduik
http://bit.ly/2lPduik
http://bit.ly/2lPduik
https://www.facebook.com/PublicistaFeminista/
https://www.facebook.com/ColombiaInforma/
http://bit.ly/2lL3WrV
http://bit.ly/2lL3WrV
http://bit.ly/2lQD0TD
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I L L U S T R A T I O N  1 2 .  M A I N  B L O G / S I T E  C L U S T E R S  A N D  N O D E S ,  C O L O M B I A  

 

Activism  

Sisma Mujer   

Red Nac iona l  de Mujeres  

Humanas  Co lombia  –  Cent ro  

Regiona l  d e Derechos  

Humanos  y  Jus t ic ia  de Género  

Reproductive/Sexual Health 

and Family Well -being  

Ins t i tu to  Colombiano de B ienes ta r  

Fam i l ia r  

La Mesa Por  la  V ida y  l a  Sa lud de 

las  Mu jeres  

Or iéntame  

Peace  

FiP  –  Fundac ión I deas  para la  Paz  

http://bit.ly/2kSL1JO
http://bit.ly/2kqe499
http://bit.ly/2l8nt28
http://bit.ly/2l8nt28
http://bit.ly/2l8nt28
http://bit.ly/2ljQkm7
http://bit.ly/2ljQkm7
http://bit.ly/2ljD3dq
http://bit.ly/2ljD3dq
http://bit.ly/2kqbYpB
http://bit.ly/2lPo4Wt
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Guatemala 

Guatemala is the least economically developed, the most rural, and the smallest of the 
countries included in the sample. Only 52 percent of the population of Guatemala lives in an 
urban setting. As a result, access to the Internet in Guatemala is far more limited than in 
other countries in the sample: only 19.7 percent of Guatemalans are Internet users and only 
14 percent are on Facebook. While most of the major political campaigns and news 
organizations use Twitter and Facebook, these platforms do not hold the same national 
status and importance as vehicles for discussion and debate that they do in Argentine and 
Brazil. 

Guatemala’s limited economic development has meant limited opportunities for women in 
many parts of the country. Its ranking on the UNDP’s Gender Inequality Index is the highest 
in the sample at 119th in the world, although the pay gap is small compared to other 
countries in the sample. Women’s health also suffers because of low economic 
development: maternal mortality is more than twice the rate in Argentina, Brazil, and Mexico. 
Unlike the other countries in the sample, Guatemala does not have any sort of gender quota 
for candidates for political office. However, several of the parties have adopted voluntary 
internal quotas as part of their campaign platforms. Only 13 percent of legislators are 
women, although it should be noted that that number is higher than in Brazil, where quotas 
have been in place for many years. 

Women in Guatemala face many challenges. Violence against women is a significant 
problem that has been partially linked to the recent internal conflict. Gender activists may 
face retribution both from the military and from violent members of other conservative 
groups. Indeed, international news about the high levels of gender-based violence in 
Guatemala was among the most tweeted-about subjects during the study period. 

Overview of Data 

Between November 23 and December 22, 2015, we collected 6,333 social media 
conversations on the subject of gender from Guatemala. As is the case in many of the other 
countries, only a small percentage of users focus on gender issues throughout the year, but 
gender-related traffic spikes surrounding a few salient events. In Guatemala, the 
International Day for the Elimination of Violence Against Women (November 25th), 
International Human Rights Day (December 10th), and the publication of a BBC investigation 
entitled “Why Is It So Dangerous to Be a Woman in Guatemala” (December 15th) all 
coincided with large volumes of discussion of gender issues on social media (Figure 20). 
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Note: Peaks observed in our sample of 6,333 conversations with gender mentions collected from November 23–
December 22, 2015.  

Gender Topics on Social Media 

As noted in the introduction to this study, we analyze the content of social media posts using 
two main strategies: (1) examining the hashtags created by users, and (2) grouping the 
content of posts ourselves to measure the topics of discussion. 

The topics discussed by users reflect the deep problems with gender-based violence in 
Guatemala: nearly 47 percent of content related to gender specifically addressed the issue 
of violence against women (Figure 21). The content of conversations on violence against 
women, as reflected in hashtags, focused primarily on international campaigns such as the 
Dia Naranja campaign organized by the UN to end violence against women, the International 
Day for the Elimination of Violence Against Women, reaction to the BBC story on gender-
based violence in Guatemala, and reaction to a Venezuelan news story about violence in 
Guatemala (Illustration 13). In contrast to other countries there were relatively few 
conversations that focused on sharing experiences.  

The second major salient issue area in Guatemala was gender equality, representing around 
11.3 percent of the conversations on gender. Once again many of the conversations were 
references to campaigns such as the #HeForShe initiative, which organized artists from 
around the world to support gender equality. In contrast to some of the other countries where 
Twitter has larger penetration, there was less personal interaction and sharing of stories 
about gender inequality. One specific focus was promoting the campaign to adopt gender-
based quotas for political candidates in Guatemala. 

Other topics mentioned less by users but that were still important included discussions about 
sexual and gender identity, and male support for gender equality. One important caveat to 
these findings is that the timing of the study may have an impact on the findings. The 
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prevalence of hashtags related to the International Day for the Elimination of Violence 
Against Women shows the extraordinary effect that day had on social media conversations. 
The relative dearth of conversations on these other issues does not necessarily indicate they 
are less important, but simply that they were discussed less during the period in question. 

F I G U R E  2 1 .  T O P  G E N D E R  T O P I C S  I N  G U A T E M A L A ,  N O V E M B E R – D E C E M B E R  
2 0 1 5  

 
Note: Frequency of categories of gender content collected from November 23–December 22, 2015. Only those 

categories with a frequency of over 1 percent are shown. 

Users and Groups on Social Media 

Network analysis shows clear patterns of communication and association between users 
discussing gender. Illustrations 14 and 15 are visualizations of the connections between 
users on Twitter (connections here are retweets) and Facebook (connections here are 
followers). Given the relatively low level of penetration, the networks are extremely sparse 
compared to Brazil, Mexico, and Colombia. For Twitter, news organizations (including 
international ones) are clearly the most central, indicating that people use Twitter largely for 
following news updates and less for interactive communication. Indeed, the most central 
user is the BBC Mundo. Several clusters exist around the type of news, but are only loosely 
grouped. 

Despite its sparse usage, Facebook displays a far denser network in Guatemala. As in other 
countries, the Facebook clusters are organized around communities of interest, with the 
largest one focusing on the international women’s movement and including groups such as 
UN Women and Amnesty International (Table 8). Other groups include national political 
organizations and national feminist organizations. 

In Guatemala, much of the discussion on Twitter and Facebook is driven by mainstream 
domestic and international news organizations. Activists and civil society groups have 
adopted Twitter as a means of communicating with the public, but due to relatively low 
penetration and limited access to the Internet in the country, much of the interactive 
communication still appears to take place off line. The effects of a smaller audience and 
participation may be reflected in the small blog and website network (visualized by 
Illustration 16), and the fact that much of the social media content observed originated from 
international organizations (but is often tailored by the local social media profiles).  
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Lessons for Policymakers 

• Main themes. Violence against women is a highly prevalent issue in Guatemala’s 
social media. 

• Peaks. Large volumes of discussion of gender issues occurred on the International 
Day for the Elimination of Violence Against Women (November 25th), International 
Human Rights Day (December 10th), and upon the launch of the publication of a 
BBC investigation entitled “Why Is It So Dangerous to Be a Woman in Guatemala” 
(December 15th). 

• Top 10.  Social media influencers in Guatemala are less varied than in the other 
countries in our sample and are comprised mostly of civil society organizations and 
individuals, as well as a few media outlets. 

• Hashtags. #NoalaViolenciadeGenero and the #16Dias, and #HeforShe were the 
predominant hashtags. 

• Network clusters. Much of the activity on Twitter is still driven by traditional media, 
while on Facebook there is a strong international scene. The blogs have more local 
actors embedded. Overall, social media in Guatemala acts more as a one-way 
communication tool than as a place for conversation, with few exceptions (local 
influencers).  
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I L L U S T R A T I O N  1 3 .  T O P  H A S H T A G S  R E L A T I N G  T O  G E N D E R  I N  G U A T E M A L A ,  N O V E M B E R – D E C E M B E R  2 0 1 5  
 

 
 
 

 

“#DesafiosLaborales [LaborChallenges] 

oppressive inequality and gender 

inequality at work are still obstacles for 

#desarollohumano 

[humandevelopment]” 

“#SFViolencia de Genero 

[SFGenderBasedViolence] 

 

Gender-based violence 

goes beyond physical 

abuse, lack of access to 

opportunities is also a form 

of violence” 

 

 

“Let us continue fighting to conquer the 

spaces that women deserve 

#NoalaViolenciadeGenero  

[NotoGenderBasedViolence] 

j.mp/21fZGNf” 

 

 

“Interview with Superpoderoas, the 

Guatemalan Superwomen who fight to 

eradicate …bit.ly/1XQ7hxj #feminismo 

[feminism] #cultura [culture]” 

 

Notes: Frequency of hashtags related to gender content collected from November 23–December 22, 2015.  
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T A B L E  8 .  T O P  1 0  I N F L U E N C E R S  I N  G U A T E M A L A ,  N O V E M B E R – D E C E M B E R  2 0 1 5  
 

 
 ORGANIZATION/NAME TWITTER FACEBOOK 

 Andrea Ixchíu 
3,049 followers 
@Andreakomio  

 

 
Asociación de Mujeres de 
Guatemala 

2,552 followers 
@mujeresdeguate 

3,276 fans 
facebook.com/MujeresdeGuatemalaAMG 

 Brenda Hernandez 
1,202 followers 

@BrendaH2O66  
 

 Fer Espina 
199 followers 
@fespinab  

 

 
Fondo Centroamericano 
de Mujeres (FCAM) 

831 followers 
@fcmujeres  

3,935 fans  
facebook.com/fcmujeres 

 
Fondo de Población de las 
Naciones Unidas 
Guatemala 

2,152 followers 
@UNFPAGuatemala   

2,860 fans 
facebook.com/UNFPA.Guatemala 

 
Iniciativa Mesoamericana 
de Mujeres Defensoras de 
Derechos Humanos 

2,718 followers 
@IM_Defensoras  

2,457 fans  
facebook.com/IM-Defensoras-
445371165543920 

 Plaza Pública 
28,800 followers 
@PlazaPublicaGT  

24,780 fans  
facebook.com/PlazaPublicaGT  

 Prensa Libre 
790,000 followers 
@prensa_libre  

1.7 million fans  
facebook.com/prensalibregt  

 
Unión Nacional de Mujeres 
Guatemaltecas 

889 followers 
@unamgt  

2,309 fans  
facebook.com/UNAMGT 

 
Informe Nacional de 
Desarrollo Humano 

457 followers 

@indh_guatemala  

3,208 fans 

facebook.com/desarrollohumanogt  

 
Legend 

 
  Civil society organization/Nonprofit organization 

  International organization 

  Government official/Official politician/Political staff 

  Political party 

  Journalist/Commentator/Blogger/Activist 

  National machinery for gender equality 

  Other government entity 

  Media outlet 

  Artist 

* Profile content ironic or comic 

 
 
Note: Fan/follower data as of December 22, 2015, in alphabetical order. 

 

  

https://twitter.com/Andreakomio
https://twitter.com/mujeresdeguate
https://www.facebook.com/MujeresdeGuatemalaAMG/
https://twitter.com/BrendaH2O66
https://twitter.com/fespinab
https://twitter.com/fcmujeres
https://www.facebook.com/fcmujeres
https://twitter.com/unfpaguatemala
https://www.facebook.com/UNFPA.Guatemala
https://twitter.com/IM_Defensoras
https://www.facebook.com/IM-Defensoras-445371165543920/
https://www.facebook.com/IM-Defensoras-445371165543920/
https://twitter.com/PlazaPublicaGT
https://www.facebook.com/PlazaPublicaGT
https://twitter.com/prensa_libre
https://www.facebook.com/prensalibregt
https://twitter.com/unamgt
https://www.facebook.com/UNAMGT/
https://twitter.com/indh_guatemala
https://www.facebook.com/desarrollohumanogt
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I L L U S T R A T I O N  1 4 .  M A I N  T W I T T E R  C L U S T E R S  A N D  N O D E S ,  G U A T E M A L A  

 

 

Information/News  

Activism  
“Woman on the street beaten. Avenue 

6 Rout 7 zone 4. PMT Guatemala 

coordinated and helped enter San 

Juan hospital according to #TraficoGT” 

“#NoalaViolenciadeGenero during the 

international day against gender-based 

violence @chicola and @fespinab talk 

about #SFViolenciaDeGenero” 

https://twitter.com/amilcarmontejo/status/679134199341645824
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I L L U S T R A T I O N  1 5 .  M A I N  F A C E B O O K  C L U S T E R S  A N D  N O D E S ,  G U A T E M A L A  

 

Organizat ions 
AW ID W omen’s  Rights  

Global  Fund fo r  W omen  

Pikara Magazine  

UN W omen 

SayNo-  UNiTE to  End V io lence Aga ins t  

W omen 

National  

Organizat ions/  

Local  Branches 
Guatemala  Human 

Rights  Commiss ion   

Plaza Públ ica  GT  

Prensa L ib re   

UNFPA Guatemala  

OHCHR – Guatemala  

ONU Mujeres  

Activism  

Marcha Ind ígena Campes ina y  Popula r  

P la ta forma 51 Guatemala  

Prensa Comuni ta r ia   

Un ión Nac iona l  de Muje res  Guatemate lcas  

Grassroots and 

Esoteric Feminism  
Energ ia  D iv i na Fem in ina  

Ginecolog ia  Natura l  

Moon Ins ide You  

Proyec to  Kahlo  

Trece Lunas  

http://bit.ly/2l8dCt8
http://bit.ly/2lh7O2L
http://bit.ly/2l5Ds1a
http://bit.ly/2knQ06I
http://bit.ly/2kuOw5G
http://bit.ly/2kuOw5G
http://bit.ly/2kxVze3
http://bit.ly/2kxVze3
http://bit.ly/2lPgVp0
http://bit.ly/2l8zF36
http://bit.ly/2kxQDWF
http://bit.ly/2kK6QZQ
http://bit.ly/2lh3792
http://bit.ly/2lLmjNn
http://bit.ly/2lLh8Nj
http://bit.ly/2kSZ0Q4
http://bit.ly/2kT6sut
http://bit.ly/2leksA4
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I L L U S T R A T I O N  1 6 .  M A I N  B L O G / S I T E  C L U S T E R S ,  G U A T E M A L A  

Guatemalan Organizations  

Comis ión In ternac iona l  con t ra  la  

Impunidad en Guatemala   

Organ ismo Jud ic ia l  

Un ión Nac iona l  de Muje res  

Guatemate lcas  

Civi l  Society 
Actores  de Cambio  

Prensa Comuni ta r ia  

http://bit.ly/2ljVBKC
http://bit.ly/2ljVBKC
http://bit.ly/2ljSbY9
http://bit.ly/2kqcvYU
http://bit.ly/2kqcvYU
http://bit.ly/2lQLIRw
http://bit.ly/2kqfMYb
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Mexico 

Mexico is among the most economically developed countries in the region, with the third-
highest GDP per capita among the five countries in the sample (below Argentina and Brazil), 
but well above the mean. The population is also relatively highly urbanized, with 79 percent 
of the people living in cities. Internet penetration is relatively low given the level of 
development: only 49 percent of Mexico’s population are Internet users and only 33 percent 
are Facebook users (compared to over 80 percent for the United States). Despite Mexico’s 
lower penetration rate than Argentina and Brazil, Twitter is a popular platform among 
politicians and other public figures in Mexico and is used extensively throughout the country 
(possibly because of its proximity to the United States). 

Among the countries in the study, Mexico has the best UNDP Gender Inequality Index 
ranking at 74th in the world. Mexico also has one of the lowest wage gaps in the region and 
very good gender-specific health indicators. Like many countries in the region, Mexico has a 
quota law requiring 40 percent of candidates from each party to be women. In reality, 37 
percent of the legislature is comprised of women, slightly lower than what the law requires 
because (1) parties with open primary elections are exempted, and (2) 300 of the 500 seats 
are chosen by single-member district elections, so if the women lose disproportionally they 
remain underrepresented. Indeed, some women have accused parties of putting up female 
candidates in elections where their party is not competitive. 

Mexico is a large and diverse country and presents a range of challenges for gender 
equality. Gender-based violence is a serious problem, particularly in the border area and in 
regions plagued by violence connected to drug and human trafficking. In many of the urban 
parts of the country women are considerably less at risk, but nonetheless face issues related 
to gender inequality. 

Overview of Data 

Between November 23 and December 22, 2015, we collected 61,837 social media 
conversations on the subject of gender from Mexico. As is the case in many of the other 
countries, a small percentage of users focus on gender issues throughout the year, but 
gender-related traffic spikes surrounding a few salient events. In Mexico, the International 
Day for the Elimination of Violence Against Women (November 25th) and a speech on 
gender-inequality-related regulation by Congresswoman Mariana Benitez to support for 
more female participation in politics (December 12th) spurred an online conversation on the 
topic.  There were also social media discussions around the approval to expand the Gender 
Violence Alerts to six municipalities of San Luis Potosí, and around Secretary of the Interior 
Miguel Ángel Osorio Chong’s tweet regarding the specific activities conducted to eradicate 
violence against women along with UN Habitat Mexico (November 30th) (Figure 22). 
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F I G U R E  2 2 .  P E A K  D A T E S  O F  C O N V E R S A T I O N S  R E L A T I N G  T O  G E N D E R  O N  
S O C I A L  M E D I A  I N  M E X I C O ,  N O V E M B E R – D E C E M B E R  2 0 1 5  

 

Note: Peaks observed in our sample of 61, 837 conversations with gender mentions collected from November 
23–December 22, 2015.  
 

Gender Topics on Social Media 

As noted in the introduction to this study, we analyze the content of social media posts using 
two main strategies: (1) examining the hashtags created by users, and (2) grouping the 
content of posts ourselves to measure the topics of discussion. 

Looking first at the topics discussed on social media, we see that by far the most discussed 
topic was gender-based violence (Figure 23). This is also reflected in the hashtags: we can 
see that the #Oaxaca, #16Dias, #DiaNaranja, and #NoalaViolenciadeGenero hashtags were 
all widely used hashtags on gender (Illustration 17). The topics discussed by users reflect 
this usage: nearly 29.4 percent of content related to gender specifically addressed the issue 
of gender equality. Many of these conversations involved prominent national political 
debates including tweets between candidates in the national presidential elections about 
allegations of sexism and tweets regarding a major change that would incorporate gender 
parity into the state constitution of Oaxaca.  

The second major salient issue area in Mexico was gender-based violence, representing 
around 27.3 percent of the conversations on gender. This issue generated a variety of 
commentary, including national-level discussion of gender-based violence alerts issued by 
the national government about the levels of violence in some states. Others discussed ant-
violence campaigns conducted by NGOs and a campaign called #RompeElSilencio involving 
altered pictures of celebrities that encouraged victims of violence to speak out. 

Other topics mentioned less by users but that were still important included discussions about 
male support for feminist causes, economic empowerment, and women’s health. One 
important caveat to these findings is that the timing of the study may have an impact on the 
findings. The prevalence of hashtags related to the International Day for the Elimination of 

-
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Violence Against Women shows the extraordinary effect that day had on social media 
conversations. The relative dearth of conversations on these other issues does not 
necessarily indicate they are less important, but simply that they were discussed less during 
the period in question. 
 
F I G U R E  2 3 .  T O P  G E N D E R  T O P I C S  I N  M E X I C O ,  N O V E M B E R – D E C E M B E R  2 0 1 5  

 

Note: Frequency of categories of gender content collected from November 23–December 22, 2015. Only those 
categories with a frequency of over 1 percent are shown. 

Users and Groups on Social Media 

Network analysis shows clear patterns of communication and association between users 
discussing gender. Illustrations 18 and 19 are visualizations of the connections between 
users on Twitter (connections here are retweets) and Facebook (connections here are 
follows). On Twitter, the major groupings very loosely coincide with a community of people 
discussing the national political issue of gender-based alerts and another grouping 
discussing national political issues. Overall, the communities are less connected and less 
concentrated compared to other countries in the study. Nonetheless, there are some 
important feminists at the center of several of the clusters. 

Facebook follows, which are more stable over time, show a different pattern. Groupings in 
the network correspond to advocacy groups, such as those associated with international 
organizations, the Spanish-speaking international feminist movement, the national legal 
abortion movement, and the national reproductive rights movement. 

Much of the activity at the center of each of the issue groups, both on Facebook and Twitter, 
is connected by a small number of individuals. Table 9 shows the top 10 most influential 
social media users in Mexico, identified by a combination of quantitative analysis and 
qualitative selection. Of the five countries studied, Mexico had the largest number of 
government officials among the top 10 influencers. Mexico has a very active Twitter network 
(as visualized in Illustration 18) and various clusters center on this group of individuals. Their 
tweets are informative about current gender news in public policy in the country and have a 
relatively large audience. Engaging them in the conversation would be crucial for successful 
content dissemination on social media, particularly Twitter. 

During the monitoring process, over 2,800 blogs and websites with gender content were 
identified for Mexico alone. Illustration 20 is a visualization of how blogs and websites link to 
each other. Most networks are highly diffused, with the exception of a few nodes that look 
like they have high centrality metrics, including CIMAC and CIMAC Noticias, which 
specifically focus on the dissemination of gender information and knowledge,  

1 %

1 %

1 %

1 %

2 7 %

2 9 %

Sexual i ty

W oman´s Heal th

Economic Empowerment

Male Support  ( for  gender 
causes)

Gender-Based Vio lence

Gender Equal i ty

http://www.cimac.org.mx/
http://www.cimacnoticias.com.mx/
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Lessons for Policymakers 

• Main themes. Gender equality and violence against women are critical issues in 
Mexico. 

• Peaks. Large volumes of discussion of gender issues occurred on the International 
Day for the Elimination of Violence Against Women (November 25th), International 
Human Rights Day (December 10th), and upon the launch of the publication of a 
BBC investigation entitled “Why Is It So Dangerous to Be a Woman in Guatemala” 
(December 15th). 

• Top 10.  Of the five countries studied, Mexico had the largest number of government 

officials in the top 10 influencers; their tweets are informative about current gender 

news in public policy in the country and have a relatively large audience. The national 

governmental entity in charge of gender (Instituto National de las Mujeres) is among 

the top 10 influencers, representing a potential partner for disseminating content for 

Mexico. 

• Hashtags. #NoalaViolenciadeGenero and the #16Dias, and #HeforShe were the 
predominant hashtags. 

• Network clusters. Twitter clusters include political content, but also gender news. 
On Facebook, clusters include activism, international clusters, and links to more 
general news. Blogs have more local clusters that include gender information and 
knowledge information topics.  
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I L L U S T R A T I O N  1 7 .  T O P  H A S H T A G S  R E L A T I N G  T O  G E N D E R  I N  M E X I C O ,  N O V E M B E R – D E C E M B E R  2 0 1 5

“Let’s join forces against gender-based 

violence. Tomorrow as well 

#NoalaViolenciadeGenero  

[NotoGenderBasedViolence] 

@CEAVmex” 

 
“Let’s make the right to a life free of 

gender-based violence worth its value. 

Let’s continue promoting @inmujeres 

#DiaNaranja [orange day]” 

 

“The course on ‘Equal Rights and 

Gender Equity in Indigenous Legal 

Systems’ facilitated by Teacher Roselia 

Bustillo. #Oaxaca” 

 

“#16days of activism against Gender-

Based Violence #únete [join] 

#PrevenciónSocial [Social Prevention 

#JuntosCuidamosTabasco 

[TogetherweCareforTabasco]” 

 

Note: Frequency of hashtags related to gender content collected from November 23–December 22, 2015. 
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T A B L E  9 .  T O P  1 0  I N F L U E N C E R S  I N  M E X I C O ,  N O V E M B E R – D E C E M B E R  2 0 1 5  
 
 

 ORGANIZATION/NAME TWITTER FACEBOOK 

 
Amnistía Internacional  
México 

13,9016 followers 
@AIMexico  

321,441 fans 
facebook.com/amnistiamexico 

 
Claudia Ruiz Massieu, 
Former Secretary of Foreign Affairs 

21,964 followers 
@ruizmassieu 

11,719 fans  
facebook.com/ClaudiaRuizMassieu  

 
Congresswoman Carolina Monroy 
del Mazo 

63,145 followers 
@CarolinaMonroy_  

30,357 fans  
facebook.com/CarolinaMonroyDM  

 
Congresswoman Mariana Benitez 
Tiburcio 

21,059 followers 
@marianabenitezt  

56,509 fans  
facebook.com/MarianaBenitezT 

 Fondo Semillas 
16,368 followers 
@FondoSemillas  

20,982 fans  
facebook.com/Fondo-Semillas-
309520537353 

 Instituto Nacional de las Mujeres 
45,935 followers  

@inmujeres  

17,719 fans  
facebook.com/InmujeresCDMX  

 ONU Mujeres México 
13,719 followers 
@ONUMujeresMX  

 

 
Partido Revolucionario 
Internacional (PRI) 

18,6164 followers 
@PRI_Nacional 

281,586 fans  
facebook.com/PRI oficial 

 
Rosario Robles, 
Secretary of Social Development 

203,970 followers 
@Rosario_Robles_  

18,409 fans  
facebook.com/rosarioroblesberlanga  

 Senator Ana Lilia Herrera Anzaldo 
69,878 followers 
@AnaLiliaHerrera 

20,869 fans 
facebook.com/analilia.herreraanzaldo 

 Senator Diva Gastélum 
27,350 followers 
@DivaGastelum 

53,870 fans 
facebook.com/DivaGastelumB/   

 

Legend 
  Civil society organization/Nonprofit organization 

  International organization 

  Government official/Official politician/Political staff 

  Political party 

  Journalist/Commentator/Blogger/Activist 

  National machinery for gender equality 

  Other government entity 

  Media outlet 

  Artist 

* Profile content ironic or comic 

Note: Fan/follower data as of December 22, 2015, in alphabetical order.

https://twitter.com/aimexico
https://www.facebook.com/amnistiamexico/
https://twitter.com/ruizmassieu
https://www.facebook.com/ClaudiaRuizMassieu
https://twitter.com/CarolinaMonroy_
https://www.facebook.com/CarolinaMonroyDM/
https://twitter.com/marianabenitezt
https://www.facebook.com/MarianaBenitezT/
https://twitter.com/FondoSemillas/
https://www.facebook.com/Fondo-Semillas-309520537353/
https://www.facebook.com/Fondo-Semillas-309520537353/
https://twitter.com/inmujeres
https://www.facebook.com/InmujeresCDMX
https://twitter.com/ONUMujeresMX
https://twitter.com/PRI_Nacional
https://www.facebook.com/PRIoficial/
https://twitter.com/Rosario_Robles_
https://www.facebook.com/rosarioroblesberlanga
https://twitter.com/AnaLiliaHerrera
https://www.facebook.com/analilia.herreraanzaldo
https://twitter.com/DivaGastelum/
https://www.facebook.com/DivaGastelumB/
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I L L U S T R A T I O N  1 8 .  M A I N  T W I T T E R  C L U S T E R S ,  M E X I C O  

  

Crit icism of  Public Statements  

PRI Clusters  

“W i th  @UNHab i ta tMex we are  

erad icat ing gender -based 

v io l ence wi th  spec i f i c  ac t ions .  

#únete  [ jo i n  us ]  wi th  fac ts . ”  

 

Gender News  

“Get  to  know more about  

@ONUMuje res  [UNW omen]  Gender  

Equal i t y  fund which wi l l  inves t  US D 

$7.26 Mi l l ion  to  boos t  economic  

empowerment  ow. l y /W 4ES1”  

 

“Gender  a l er t  i n  San Lu is  i s  

accepted by  the Segob 

[Secreta ry  o f  S ta te ] ”  

“A  woman should  not  appeal  to  

gender  to  ‘defend ’  he rse l f  and a t tack  

her  adve rsar i es .  I f  we a re  l ook ing f or  

equa l i t y ,  we s hou ld  ente r  as  equals .  

W e are  wor th  a  lo t . ”  

https://twitter.com/BBeatrizGM/status/669538098166919168
https://twitter.com/osoriochong/status/671425633977696256
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I L L U S T R A T I O N  1 9 .  M A I N  F A C E B O O K  C L U S T E R S ,  M E X I C O  

  

General News  

Canal  22 México   

E l  Un i vers a l  Onl i ne  

La Jornada  

 

Internat ional  

Networks  

Cenic i entas  3 .0  

Fak tor i a  L i la   

Fem in is tas  S iempre  

P ikara  Magazine  

Activism 

E-cards  Fem in is tas  

Ímpetu  Cent ro  de 

Es tud ios  

 

Civi l  Society/  

Internat ional  

Organizat ions  

Fondo Semi l las  

Global  Fund fo r  W omen  

Gut tmacher  Ins t i tu te  

Ipas  ( In te rnat iona l  

Pregnanc y Adv isory  

Serv ices )  

ONU Mujeres    

http://bit.ly/2lmF3SB
http://bit.ly/2loyn6h
http://bit.ly/2lmWhz9
http://bit.ly/2lh60H7
http://bit.ly/2lXPw3t
http://bit.ly/2kOC5CP
http://bit.ly/2l5Ds1a
http://bit.ly/2lowKVW
http://bit.ly/2lY7Utb
http://bit.ly/2lY7Utb
http://bit.ly/2lcgVzP
http://bit.ly/2lh7O2L
http://bit.ly/2lownus
http://bit.ly/2loBg77
http://bit.ly/2loBg77
http://bit.ly/2loBg77
http://bit.ly/2lh3792
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I L L U S T R A T I O N  2 0 .  M A I N  B L O G / S I T E  C L U S T E R S ,  M E X I C O  

Information/  

Knowledge  

CIMAC  

CIMAC Not ic ias  

Grupo de In fo rmac ión 

en Reproducc ión 

E leg ida (GIRE)  

Ins t i tu to  de L ide razgo 

S imone de Beauvo i re  

( ILSB)  

Activism  

Nues t ras  Hi j as  de Regreso  

a  Casa  

Mujeres  s in  Miedo  

Comi té  Digna  

 

http://bit.ly/2kKpS2a
http://bit.ly/2lPNLq4
http://bit.ly/2kKuZ2f
http://bit.ly/2kKuZ2f
http://bit.ly/2kKuZ2f
http://bit.ly/2l8CiSh
http://bit.ly/2l8CiSh
http://bit.ly/2l8CiSh
http://bit.ly/2kKE8YL
http://bit.ly/2kKE8YL
http://bit.ly/2lLCrOF
http://bit.ly/2kTbFCD


  

70 
 

References 

 

Anfara Jr., V.A., and N.T. Mertz (editors). 2014. Theoretical Frameworks in Qualitative Research. 

Thousand Oaks, CA: SAGE Publications. 

Anthony, L. 2005. AntConc: Design and Development of a Freeware Corpus Analysis Toolkit for the 
Technical Writing Classroom. In IPCC 2005: Proceedings. International Professional 
Communication Conference (July). IEEE. 

Araújo, R., and D. Steimer. 2016. Análise da Informação. In Monitoramento e pesquisa em mídias 
sociais: metodologias, aplicações e inovações, edited by T. Silva and M. Stabile. São Paulo: 
Uva Limão. Available at: http://www.ibpad.com.br/o-que-fazemos/publicacoes/monitoramento-
e-pesquisa-em-midias-sociais-metodologias-aplicacoes-e-inovacoes/ 

Bardin, L. 2011. Análise De Conteúdo. Sâo Paulo: Edições 70. 

Barreneche, C., and R. Wilken. 2015. Platform Specificity and the Politics of Location Data 
Extraction. European Journal of Cultural Studies 18(4-5): 497–513. 
doi:10.1177/1367549415577386. 

Ben-David, A., and A.M. Fernández. 2016. Hate Speech and Covert Discrimination on Social Media: 
Monitoring the Facebook Pages of Extreme-right Political Parties in Spain. International 
Journal of Communication 10(27). 

Betts, T., P. Castillo Páez, and M. Kearney. 2016. Mainstreaming Gender in Latin America and the 
Caribbean: Mixed Methods Analysis of Policies, Perceptions, and Social Media. Washington, 
DC: Inter-American Development Bank. Available at: 
https://publications.iadb.org/handle/11319/7960  

Blondel, V. D., J. Guillaume, R. Lambiotte, and E. Lefebvre. 2008. Fast Unfolding of Communities in 
Large Networks. Journal of Statistical Mechanics: Theory and Experiment 10 (P10008). 
Available: https://arxiv.org/abs/0803.0476 

Bruns, A., and H. Moe. 2014. Structural Layers of Communication on Twitter. In Twitter and Society, 
edited by A. Bruns, K. Weller, J. Burgess, M. Mahrt, and C. Puschmann. New York: Peter 
Lang Publishing Inc. 

Canhoto, A.I., and Y. Padmanabhan. 2015. “We (Don’t) Know How You Feel”–A Comparative Study 
of Automated vs. Manual Analysis of Social Media Conversations. Journal of Marketing 
Management 31(9-10): 1141–157.  

Canhoto, A.I., D.V. Lehn, F. Kerrigan, C. Yalkin, M. Braun, and N. Steinmetz. 2015. Fall and 
Redemption: Monitoring and Engaging in Social Media Conversations during a Crisis. Cogent 
Business & Management 2(1). doi:10.1080/23311975.2015.1084978.  

Castells, M. 2009. Communication Power. New York: Oxford University Press. 

Devereaux, Z.P., W. Cukier, P.M. Ryan, and N.R. Thomlinson. 2009. Using the Issue Crawler to Map 
Gun Control Issue-Networks. In APSA 2009 Toronto Meeting Paper (September). 

Dubois, E., and D. Gaffney. 2014. The Multiple Facets of Influence Identifying Political Influentials and 
Opinion Leaders on Twitter. American Behavioral Scientist 58(10): 1260–277. 

http://www.ibpad.com.br/o-que-fazemos/publicacoes/monitoramento-e-pesquisa-em-midias-sociais-metodologias-aplicacoes-e-inovacoes/
http://www.ibpad.com.br/o-que-fazemos/publicacoes/monitoramento-e-pesquisa-em-midias-sociais-metodologias-aplicacoes-e-inovacoes/
https://publications.iadb.org/handle/11319/7960


INSIGHTS FROM SOCIAL MEDIA ON GENDER IN LATIN AMERICA 

71 

 

Einspanner, J., M. Dang-Anh, and C. Thimm. 2014. Computer-Assisted Content Analysis of Twitter 
Data. In Twitter and Society, edited by A. Bruns, K. Weller, J. Burgess, M. Mahrt, and C. 
Puschmann. New York: Peter Lang Publishing Inc. 

Fragoso, S, R. Recuero, and A. Amaral. 2011. Métodos De Pesquisa Na Internet. Porto Alegre: 

Sulina 1. 

Freelon, D. 2014. On the Interpretation of Digital Trace Data in Communication and Social Computing 
Research. Journal of Broadcasting & Electronic Media 58(1): 59–75. 

Gaffney D., and C. Puschmann. 2014. Data Collection on Twitter. In Twitter and Society, edited by A. 
Bruns, K. Weller, J. Burgess, M. Mahrt, and C. Puschmann. New York: Peter Lang Publishing 
Inc. 

Gruzd, A., and J. Roy. 2014. Investigating Political Polarization on Twitter: A Canadian 
Perspective. Policy & Internet 6(1): 28–45. 

Hansen, D., B. Shneiderman, M.A. and Smith. 2010.  Analyzing Social Media Networks with NodeXL: 
Insights from a Connected World. Burlington, MA: Elsevier. 

Howison, J., A. Wiggins, and K. Crownston. 2011. Validity Issues in the Use of Social Network 
Analysis with Digital Trace Data. Journal of the Association for Information Systems 12(12): 
767–97. Available at: 
http://james.howison.name/pubs/HowisonWigginsCrowstonValiditySNAJAIS.pdf  

Justo, A.M., and B.V. Camargo. 2014. Estudos qualitativos e o uso de softwares para análises 
lexicais. In Caderno de artigos: XSIAT and II Serpro, edited by C. Novikoff, S.R.M. Santos, 
and O.B. Mithidieri. Duque de Caxias: Universidade do Grande Rio “Professor José de Souza 
Herdy”- UNIGRANRIO. 

Kami, M., L. Larocca, M. Chaves, I. Lowen, V. Souza, and D. Goto. 2016. Working in the Street Clinic: 
Use of IRAMUTEQ Software on the Support of Qualitative Research. Escola Anna Ner 20(3). 

Leavey, J. 2013. Social Media and Public Policy: What Is the Evidence. Alliance for Useful Evidence. 
(September). Available at: https://www.alliance4usefulevidence.org/assets/Social-Media-and-
Public-Policy.pdf 

Marwick, A. 2014. Ethnographic and Qualitative Research on Twitter. In Twitter and Society, edited by 
A. Bruns, K. Weller, J. Burgess, M. Mahrt, and C. Puschmann. New York: Peter Lang 
Publishing Inc. 

Nathansohn, L.G. (editor). 2013. Internet Em Código Feminino. Teorias E Práticas. E-Book. Ed. Em 
Português Revista E Ampliada. 1. Ed. Buenos Aires: La Crujía.Available at: 
http://gigaufba.net/internet-em-codigo-feminino/ 

Recuero, R., G. Zago, M.T. Bastos, and R. Araújo. 2015. Hashtags Functions in the Protests Across 
Brazil. SAGE Open 5(2). 

Rieder, B. 2013. Studying Facebook via Data Extraction: The Netvizz Application. In Proceedings of 
the 5th Annual ACM Web Science Conference. Paris (May). 

Rockwood, K. 2017. Why Spending $1,000 on an Instagram Post Might Actually Be Worth It.? Inc. 

Magazine 78 (February). Available at: http://www.inc.com/magazine/201702/kate-

rockwood/tip-sheet-social-media-influencers.html  

Rogers, R. 2013. Digital Methods. London: MIT Press.  

Rogers, R. 2014. Debanalising Twitter: The Transformation of an Object of Study. In Twitter and 
Society, edited by A. Bruns, K. Weller, J. Burgess, M. Mahrt, and C. Puschmann. New York: 
Peter Lang Publishing Inc. 

https://www.alliance4usefulevidence.org/assets/Social-Media-and-Public-Policy.pdf
https://www.alliance4usefulevidence.org/assets/Social-Media-and-Public-Policy.pdf


  

72 
 

Silva, T. (editor). 2012. Para Entender o Monitoramento de Mídias Sociais. Florianópolis: Bookess, 
Available at: http://www.bookess.com/read/11421-para-entender-o-monitoramento-de-midias-
sociais/ 

Silva, T., and M. Stabile, (editors.). 2016. Monitoramento e pesquisa em mídias sociais: 
metodologias, aplicações e inovações. São Paulo: Uva Limão, Available at: 
http://uvalimao.com.br/wp-content/uploads/2016/11/Monitoramento-e-pesquisa-em-midias-
sociais.pdf 

Thompson, A. 2016. Journalists and Trump Voters Live in Separate Online Bubbles, MIT Analysis 
Shows. Vice News (December 8). Available at: https://news.vice.com/story/journalists-and-
trump-voters-live-in-separate-online-bubbles-mit-analysis-shows?utm_source=vicenewsfbads  

Weller, K., A. Bruns, J. Burgess, and M. Mahrt. 2014. Twitter and Society. New York: Peter Lang 
Publishing Inc. 

Wilken, R. 2014. Twitter and Geographical Location. In Twitter and Society, edited by A. Bruns, K. 
Weller, J. Burgess, M. Mahrt, and C. Puschmann. New York: Peter Lang Publishing Inc. 

Yang, M., Y. Li, and M.Y. Kiang. 2011. Uncovering Social Media Data for Public Health Surveillance. 
In Proceedings of the 15th Pacific Asia Conference on Information Systems, Brisbane, 
Australia (July).  

Zimmer, M., and N.J. Proferes. 2014. A Topology of Twitter Research: Disciplines, Methods, and 
Ethics. Aslib Journal of Information Management 66(3): 250–61. 

https://news.vice.com/story/journalists-and-trump-voters-live-in-separate-online-bubbles-mit-analysis-shows?utm_source=vicenewsfbads
https://news.vice.com/story/journalists-and-trump-voters-live-in-separate-online-bubbles-mit-analysis-shows?utm_source=vicenewsfbads

