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Abstract. This research analyzes the staging of the transmedia communication 

strategies of the candidates for the Presidency of Ecuador, Luisa Gonzáles and 

Daniel Noboa, who is the current president of the Latin American country. The 

study aims to analyze whether politicians' campaign strategies include 

transmedia elements and whether or not this type of communication is used by 

political groups. We start from the hypothesis that in the 2025 runoff, there were 

transmedia elements, especially one with more success than the others, the 

cardboard Noboa. Part of the hypothesis is that politicians did not know how to 

take advantage of the opportunities that transmedia communication gives them. 

The research has a mixed methodological design because as methods, 

netnography and participant observation exercises were carried out on the 

candidates' official websites and on their social networks, but with special 

emphasis on TikTok to identify the interactions that took place from the Noboa 

de Cartón hashtag between January and March 2025, which is the time that 

Ecuador's presidential campaign lasted in the first round. In addition, two Python 

software programs were implemented, which belong to PySentimiento, a natural 

language processing library. And this was implemented as a technique of 

discourse analysis and the deception and interactions that occurred from the 

cardboard of the presidential candidate Daniel Noboa as a transmedia element, 

and what was the interaction that it achieved as a transmedia communication tool. 

Keywords: Transmedia Communication, Political Campaign, TikTok Ecuador. 

1 Introduction 

The Chinese social network TikTok in 2024 became the social media with the highest 

number of users in Ecuador, with 14 million accounts, unseating the North American 

Facebook. In this sense, the research focuses on the study of a political campaign tool 

that managed to be among the most popular topics of the first round in Ecuador, which 

is the use of the cardboard portrait of the presidential candidate, Daniel Noboa, between 

January and March 2025.  

Although for Ecuador it is not the first time that it has faced a digital political 

campaign that prioritizes the social network TikTok, because the former preside nt, 
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Guillermo Lasso, did it before in his 2021 campaign; in this study, the engagement and 

discourses that were generated on TikTok from the Noboa de Carton will be reviewed 

and analyzed.  

In our research, we will analyze the discourse of the publications with the 

highest number of likes and views, at least 80% of the universe that included Noboa's 

cart in their board story, both as an image and as a written one. In this action, two 

software programs using natural language processing will be implemented from the 

Python library, so that the entire universe is analyzed objectively, and thus the feelings 

recorded in this visual material are identified.  

Based on this information, the likes, the number of views of the videos, and 

the feedback posts that were made in the videos will be analyzed. It will also analyze 

why this campaign element was a transmedia tool and how the political brand apology 

of a segment of the population occurred. Also, as part of the research, a discourse anal-

ysis was carried out [1], based on the theoretical precepts of Van Dijk [2], regarding 

the analysis of the political discourse of the videos that have captured most of the in-

sights. In this way, it is provided with a qualitative technique; the results of which will 

then be triangulated in the analysis of the results.  

Likewise, the presence of transmedia elements in the media ecology [3] used by 

the candidates was analyzed, and it was determined if the content exhibited on these 

platforms is more similar to the audiovisual products of traditional media or if it is 

elements of the transmedia world. And if these contributed to the promotion of political 

strategies immersed in transmedia communication, and if there were elements that con-

tributed to it.   

The research is important because it makes different readings of the production 

of content that Ecuadorian politicians publish on social networks aimed at a specific 

age group, the youngest. However, in this study, a reading was made of the parameters 

that condition the discourse of the politician on TikTok and of the users towards the 

politician regarding the appropriation of the Cardboard Noboa as part of their stories. 

At this point, theories such as politainment [4] as political action are glimpsed.  

1.1. TikTok in Ecuador and its arrival in the political arena 

Social networks in Ecuador are an element that, in 2007, transformed the actions of 

candidates and state officials forever. The promoter of a hybrid media ecology [3] as 

part of his presidential campaign was Rafael Correa, who actively worked on content 

for social networks such as Facebook, as well as on his website and the promotional 

material that was distributed in situ. Likewise, the former President interacted daily 

with people on his Twitter account, now X, during his different presidential terms.  

However, there is an actor that is part of the communicative dynamic at the 

present time, and that must be highlighted, such as TikTok. Guillermo Lasso, candidate 

in the 2021 runoff, decided to carry out his campaign largely on TikTok. And it was 

from the inclusion of this tool in his media ecology that Lasso managed to target young 

people and get it right. However, it is important to outline the profiles of the two can-

didates in that election. The first is Guillermo Lasso, who worked with his group of 
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advisors on his digital strategy. But the President is not a native [5]. The other candi-

date, Andrés Arauz, is a politician and a digital native. But that he worked his campaign 

primarily in the territory, that is, there was face-to-face contact with voters, and he had 

a presence on social networks, but he was not strong.  

Barreto and Rivera [6] point out that the decision to include Lasso's campaign 

in the media sphere was implemented by the politician's advisors after they convinced 

him. The academics emphasize that the decision was the right one, because it managed 

to resurrect a campaign that suffered from several stigmas surrounding the figure of the 

politician. From the inclusion of the use of the social network plus other elements in its 

appearance, they allowed the electorate to reinforce an image of the politician, more 

agile, more modern, and open to listening to his opponents.  

According to data from Del Alcázar [7], TikTok has its largest audience 

among young people aged 18 to 24 and 25 to 35 years old, in Ecuador, with the largest 

group being the second, but with a minimal difference. Together, the two age groups 

account for more than 50% of the Chinese social network's national audience.  

Ballesteros [8] highlights that the increase in TikTok's audience was the result of "users 

having used their mobile devices (during the pandemic) more than ever in search of 

new ways to shop, work and connect with others," from this, the growth has been sus-

tained and constant. 

1.2. Transmedia communication from politics and the apology of the political 

brand  

To determine the conceptualization that will be taken in this research on transmedia 

communication, it will be traced on three conceptual frameworks: Scolari [3], Jenkins 

[9], and Montoya-Bermúdez and Ferré Pravia [10]. Although Jenkins places us in a 

transmedia communication that is present in entertainment, in advertising and in life 

itself, driven by the convergence of media and the fact of conceiving that modern soci-

eties inhabit media ecologies that allow this transmediality in communication; There is 

still no vision that is more specific with respect to proselytism, to the very activity of 

political brands.  

However, Jenkins [9] highlights that transmedia communication will have a 

common thread that will allow stories to be generated that share this common thread 

with each other, but that the stories that are created about it are not the same and will 

vary in their form and format depending on the platform on which they are projected. 

So, it puts us in front of a heterogeneous story due to its multiplicity of formats, but 

also independent because it is not necessary for me to be aware of all the publications 

to be able to understand each of the stories or their whole.  

In view of this, Scolari [3], who has an indisputable link with what Jenkins [9] 

exposed, puts on the discussion of transmedia communication its application in specta-

cle and entertainment. Although the industry puts the stories in different formats and 

on different platforms, in this transformation of the story, it is no longer only the indus-

try or the brand that owns the story that is included in this action, but in this action the 

user enters not only as another follower of the story, but also as a follower of the story. 

However, as an actor who creates stories and disseminates them, that is, as part of his 



200 P. Ulloa-López et al.

role as a prosumer [11]. In this sense, although in the transmedia story there must be "a 

link" [10] that is a common element in all versions of the story, Scolari [12] proposes 

that it be a third party as well, not only the entertainment industry.  

Montoya-Bermúdez and Ferré Pravia [10] propose a discussion on transmedia 

communication as part of political strategy in the Americas. But it refers to the concep-

tualization of transmedia content by Klastrup and Tosca [13] and highlights that trans-

media worlds are those in which a list of fictional stories and characters can be gener-

ated through a series of media or multiple channels. From this, the authors point out 

that an important point in this process is the users and the designers of the stories and 

characters. It is there that we find a convergence with what Scolari exposed the appear-

ance of the users as an element in the transmedial story. But there is a difference because 

Klastrup and Tosca [13] propose that transmedial universes or narrative worlds are 

spaces that generate stories; while Scolari [12] proposes that it is the users who, by 

appropriating the story, create new stories with the same common thread of the original 

product and from this transmedia communication surpasses a single author, who in the 

case of entertainment is the producer and in political strategies is the candidate. This 

proposal by Scolari is consistent with the brand apology proposed by Kotler, Kartajaya 

& Setiawan [14], which is the customer journey in the era of connectivity, and Ulloa-

López and Gavica [15] later transferred this model to non-profit brands. In both cases, 

brand apology is connected to the user's involvement, and it is he who makes content 

for his lovemark, without expecting anything in return, as do the fans, who are an im-

portant element cited by Montoya-Bermúdez and Ferré Pravia [10] in their research.  

1.3. Political Discourse Vs. Politainment 

Van Dick [2] emphasizes that political pronouncements are not an exclusive action of 

government officials who are elected by vote of the population. The theorist highlights 

that from the conceptualization of the public sphere [16], citizens, the masses, profes-

sionals, young people and other groups that are part of society make politics; therefore, 

political discourse becomes an inexhaustible source of study, because it can be analyzed 

not only as an instrument of formal power, but also from other angles. That is to say 

that political pronouncements can be from social groups, trade union movements, civil 

society, and the users who are on social networks, because they, like politicians, are 

part of the network society [17]. 

In addition to this, it is necessary to determine what type of content is gener-

ated for citizens on social networks by politicians and what type of content is generated 

on social networks by politicians. In other words, a campaign by a politician or the 

politician as such can generate elements of the transmedia universe proposed by 

Klastrup and Tosca [13]. And this treatment of the content can be political, or it could 

also be in cases of politainment [4]. This case occurs when politainment: they share 

content related to spectacularized politics when there are media spaces or political pro-

grams transformed into entertainment [18], due to the type of treatment given to content 

concerning the politician. The term Politainment [ refers to the fusion of political actors, 

the issues related to them, and the elements of entertainment culture that are present in 

these contents [19]. Based on the framing theory, Zamora-Medina and Rebolledo De la 
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Calle [4] highlight "(...) we start from the idea that the emphasis placed on informative 

narratives can have a notable influence on the way in which subjects perceive certain 

aspects of the news story". In other words, the viewer will depend on the framing of the 

content that the media builds, which is even less specific when it comes to social net-

works because everyone can have an account that disseminates content. 

2. Method

This study is descriptive research due to its scope. This article analyzes political com-

munication strategies, but special emphasis is placed on the determination of multiplat-

form communication tools or elements in the campaigns of the candidates who partici-

pated in the April 2025 runoff in Ecuador. The methodological design of the study is 

mixed. To study the multimedia communication strategies of candidate-president Dan-

iel Noboa and his opponent Luisa González, discourse analysis was used as a method 

[1] and technique, as proposed by Montoya-Bermúdez and Ferré Pravia [10], which is

why, as part of the methodological design, the official websites of the candidates were

analyzed, because they are the first element of the official narrative of each of the can-

didates. To this end, an analysis sheet was created in which elements of visual commu-

nication are analyzed, based on the methodological proposal of Montoya-Bermúdez

and Ferré Pravia [10], but this research includes elements of textual and hypertextual

communication, which contribute to the construction of the candidates' message.

Elements of politainment are included as part of the methodology [20], but 

this analysis focuses on the candidates' social networks. In this sense, the research de-

termined that there was a transmedia element in one of the two candidacies, and this 

element was analyzed with two software programs with artificial intelligence, from the 

Python library, in order for the entire universe to be analyzed quantitatively and thus 

identify the feelings that are recorded in this visual material. Likewise, it will be ana-

lyzed why this campaign element was a transmedia tool and how the political brand 

apology of a segment of the population was given. This part of the methodological 

design is carried out only on TikTok, as it is the social network with the highest number 

of users in Ecuador [7]. 
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3. Results

3.1. Website analytics 

The analysis of the candidates' websites determined that both candidates had a website 

with their names and a .com. In the case of Luisa González's campaign, there was a 

more organized structure of content on her website. However, it was determined that it 

was a web 1.0 because it did not allow interaction with users and government plans, in 

addition to other documents that were exhibited on the digital portal, were PDFs that 

had to be downloaded, which took away from the dynamism of the page. Also, the files 

didn't have a balance between visual and text. However, the website and the documents 

that could be downloaded from it were orderly texts, clear with their message and free 

of syntactic and semantic errors.  

Also, in the graphic material, there was the official website, which was mainly 

about photographs that were consistent with the campaign and showed the candidate in 

different facets. The candidate's digital portal had five microsites and two links that led 

to external sites. One of them was a video of the candidate that could be accessed from 

the website but was hosted on the candidate's official YouTube account. And the other, 

to the website of the party for which González participated in the campaign.  

In the case of candidate González, it is observed that there is a uniformity in 

the design of the site, there is a balance of whites, and the architecture of the information 

is orderly, although there is a page that requires several scrolls to be able to view it 
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completely. But all in all, it is an orderly page, both in its hypertextual and textual texts 

(see Table 2).  

In the case of the presidential candidate, Daniel Noboa, we see that he has a 

website with a single microsite, access to an external page that is the website of his 

party, and two links that lead to email applications, one to affiliate with his party and 

the other to request interviews. The last two links do not specify more information about 

the contact processes, neither for the press nor for being part of the movement. This 

makes it difficult for users to understand how to use these links because there is no clear 

information, and they are not usable (see Table 2).  

On the only microsite of the website, Noboa's life, his studies, and his career are 

explained. In this section, as in the main section, written texts and photographs of the 

candidate are prioritized. As for the web design, the portal is consistent with the graphic 

line of Noboa's campaign colors; there is no white balance.  

3.2. Social Media Analytics 

The two candidates have accounts on social networks such as Facebook, X, Instagram, 

YouTube, and TikTok. They all use usernames that identify them as holders of those 

accounts. In both cases, TikTok is the social network with the largest number of users. 

Noboa and González exceed one million users, but Noboa has an advantage of 300 

thousand followers over his opponent. As for the staging of the candidates on TikTok, 

the videos mostly show them at events with their followers. Although in the Noboa 

candidate, an image is projected as if he were a pop star because he is mostly surrounded 

by his followers, always from a position of superiority, which can be a stage or from a 

truck.  

3.3 Social Media Discourse Analysis 
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On social networks, candidates have a well-defined narrative. For example, Daniel 

Noboa Azín works with stories that configure three important pillars: the family, the 

leader of the young people, and the figure of strength. The image of the family is sup-

ported by the photos of the candidate with his family and his wife, who also has signif-

icant social capital on social networks because she is an influencer. Above all, she ex-

ploits politics when she projects the image of her family and her personal life through 

her social networks and content that is then shared on her husband's accounts. However, 

it is also based on the incorporation of graphics and videos of the candidate hugging 

older adults. In this pillar, his narrative is sustained and reinforced by his wife, who has 

prioritized the archetype of the lover and the wise woman [21]. 

The family, strength, and the leader are three important archetypes that are 

already grounded in the imagination of the national electorate because they are common 

figures in our culture as a Latin American country. In the case of the candidate's strength 

and leadership on social networks, they are built from posts and videos that show him 

in front of crowds or doing exercises. Noboa is also seen sharing meetings with young 

people. In the cases mentioned above, he is seen at the front, taking the lead. And it is 

precisely in this case that the candidate reflects in his content the archetype of hero 

and/or leader, because he is always at the head of the crowds, or he shelters them under 

his arms raised with a firm fist. Signs are repeatedly present in the images seen on 

Instagram, Facebook, and TikTok accounts.  

In the case of the candidate Luisa González, the candidate tells a narrative in 

which the archetype of the friend and the leader prevail. In this case, the two figures 

fall into the Ecuadorian collective imagination, which is growing with the image of the 

candidate who does not pay tribute to traditional figures, such as mother, wife, and 

family. Imaginaries that, although in other countries are fully accepted, in Ecuador, the 

most traditional feminine image still persists. In the candidate's publications, at the 

same level as the people who accompany her, who are her followers or other politicians 

in the region. But above all, the presence in repeated publications of former President 

Rafael Correa, who is the leader of Revolución Ciudadana, which is the party that spon-

sors candidate González, is notable.  

Although these patterns are repeated in the candidates’ social networks, they 

are not a transmedia element but crossmedia, because the same content is published in 

different channels, and there is no expansion of the narrative or active participation of 

the audience. 

In fact, that’s a factor that the two candidates have in common; they do not 

have a conversation with their communities beyond their publications. In other words, 

both require one-way communication, which is an abnormal situation in social net-

works, which are scenarios in which there is a dialogue of many-to-many.  

PySentimiento Analysis. Regarding the transmedia elements that the candidates im-

plemented, both created videos that were shared on all platforms, but there was also 

graphic material that was created for each social network; however, there was only one 

transmedia element that stood out in its fullness, because in addition to being multiplat-

form, users or citizens appropriated it and shared content they made and published on 

social networks. Achieving an apology for a political brand [14]. In this sense, in this 
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research, two analyses of PySentimiento were carried out, with two different tools, one 

of them programmed and created by one of the authors of this research, and another 

that was already created.  

Previously, it has been determined how many reactions have been registered 

with the highest engagement on TikTok, which is the most popular social network in 

the country. From this, a search for videos was carried out on the social network TikTok 

using the #noboacartón and the videos posted from January 5 to March 19, 2025, the 

time of the first election and an additional margin after its conclusion, were barred. 

Public data associated with the chosen hashtag on TikTok was extracted using the pytok 

library, a wrapper used in academic research that automates interaction with the plat-

form by simulating web browsing. This library allowed access to different values of the 

videos, such as descriptions, number of likes, comments, etc. This was public data, and 

only information strictly necessary for the research objectives was accessed. From this 

sample, 265 posts were obtained; the 20 videos with the most views were selected, and 

their sentiment was analyzed using the Python PySentimiento library. The most domi-

nant emotion in the videos is anger, as it predominates in 8 videos, i.e., 40% of them. 

The emotions that do not predominate in any video are surprise, disgust, and fear. In 

addition, anger predominated in the overall analysis, with an average of 36.8% domi-

nance across the set of videos. Others obtained lower percentages, such as joy (21%), 

sadness (6%), disgust (4%), among others. (see Figure 1). 

Fig, 1. Predominance of emotions in videos 

In the videos where anger predominated, criticism of Daniel Noboa's manage-

ment as President, it is determined that this emotional factor operates as one of the 

conditioning parameters of the discourse generated by users on social networks around 
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cardboard. These posts were referred to. A cardboard president: fragile, unstable, lim-

ited. But another of the most prevalent emotions is joy; in these videos, people show 

affection and admiration for Noboa’s cardboard. Likewise, in the three most popular 

videos, joy predominates. All three children participated, and they showed enthusiasm 

for Daniel Noboa de Cartón (see figure 2).  

Fig. 2. Predominance of emotions in the 3 most popular videos 

The video that has the highest engagement of all was shared 54,300 times and 

is of a citizen showing a girl's birthday party with the theme of Daniel Noboa. Like this 

citizen, many others used this transmedia tool to create their own content, promoted 

and defended Noboa's image, positioning themselves as they would with their Love 

Mark.  

Also, a sentiment analysis was performed on the comments of these three vid-

eos with the highest engagement (using pytok for extraction and PySentimiento for 

analysis), and the dominant sentiment was joy (see Figure 2). The impact of Noboa de 

Cartón led to the creation of a filter on this social network where people could record 

themselves with a virtual cardboard. Until the close of the study sample, there were 

23,400 videos on TikTok. 

This analysis also shows that people used the cardboard figure to create con-

tent to a greater extent than the official accounts of candidate Noboa, because in the 

sample analyzed, there are only three videos of the President. 

With the tool that was programmed from scratch, it was determined that to 

analyze the emotional content of political discourse in social media, we implemented a 

Python-based sentiment classification pipeline using the PySentimiento library. The 

tool applies a transformer-based emotion classification model, pretrained on Spanish 

texts, to detect the emotional tone of user comments, social posts, and political expres-

sions. 
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We used the PySentimiento library's create analyzer function with the emotion 

task in the Spanish language (lang= "es"), which leverages a fine-tuned RoB-ERTuito 

model to categorize input texts into one of the following emotion classes: joy, sadness, 

anger, surprise, disgust, fear, and others. 

The dataset consisted of 20 informal texts from political commentary about 

Ecuadorian presidential candidate Daniel Noboa. Each text was passed through the 

emotion classifier, and the output label was recorded. Using Python's collections. Coun-

ter, the program aggregated the frequency of each predicted emotion label across all 

texts. The top 10 most frequent emotion categories were then visualized using a pie 

chart generated with matplotlib. The use of the "others" category captures emotionally 

ambiguous statements not strongly associated with a specific emotion class.  

In the study of Noboa de Cartón, traces of politaiment [4] are seen because 

the image of the candidate is used as if it were a pop star, which is why he is included 

in the children's party, in the video of the meeting of friends, because he is the star with 

whom everyone wants to be.  

4. Conclusions

The research determined that although the candidates created content for different plat-

forms, each of the strategies was deficient in terms of the application of transmedia 

communication. In this first phase of the campaign, it was detected that there was an 

element that managed to position itself as a transmedia communication tool, and that 

was the Noboa de Cartón. While this was a success for the presidential candidate's 

strategists, it was not entirely so. In this specific case, users were able to appropriate 

the Noboa de Cartón and create their own content with no other retribution than their 

love for the political brand. However, the candidate's social networks did not take ad-

vantage of these publications to replicate them on the accounts permanently. Which, if 

it puts Daniel Noboa's political brand in the face of transmedia communication and the 

apology of his brand, which is the maximum point reached by a campaign in the post-

connectivity era, but this is not enough because the candidate does not echo this action 

of his users.  

Likewise, the communication strategy on the other digital platforms, such as 

websites and social networks, has clear narratives in the two candidacies; it should be 

noted that the archetypes on which the Noboa campaign is based are more compatible 

with the Ecuadorian collective imagination, which has a traditional stance. In addition, 

the candidate exploits a tool such as politainment that shows him as a pop star and 

reinforces the focus of his message on very personal or family aspects and not on his 

political proposal. While those of candidate González are not. However, it should be 

noted that candidate González's communication strategy is more coherent and orga-

nized in the presentation of the contents and focuses on her campaign proposals.  But 

regardless of the archetypes, patterns and communication strategies of both candidates, 

what they have in common is that they did not take advantage of transmedia communi-

cation since there was no expansion of the narratives in different formats, but the same 

content was published in different channels, which corresponds to a crossmedia ap-

proach. 
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