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ABSTRACT
The use of  digital marketing in the development of  political 
strategies is increasingly common among the different 
political candidates running for public office, as it allows them 
to connect directly with the voter. However, the constant 
evolution of  the digital era has changed the behavior patterns 
of  voters, which is why the research question arises, seeking 
to identify the tactics used in the profile of  the presidential 
candidate of  the Partido Liberación Nacional (PLN), in the 
Facebook social network, during the month of  January, 
2022. This would determine whether the use of  a political 
digital marketing strategy contributed to the results obtained. 
The approach was qualitative, so a review of  the publications 
on the Internet was carried out to identify the strategy 
used, and to define the profiles that constitute the voting 
public. The most relevant finding was that the party did not 
develop a digital strategy according to the target population, 
as evidenced by the lack of  specific content on Facebook, 
minimal interaction of  the candidate with the social network, 
and lack of  use of  data analysis tools.
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RESUMEN
El uso del mercadeo digital en el desarrollo de estrategias 
políticas es cada vez más común entre los diferentes 
candidatos políticos que optan a cargos públicos, ya que 
permiten conectar directamente con el votante. Sin embargo, 
la constante evolución de la era digital ha cambiado los 
patrones de conducta de los electores, por lo cual surge la 
pregunta de investigación que buscada identificar las tácticas 
utilizadas en el perfil del candidato presidencial del Partido 
Liberación Nacional (PLN) en la red social de Facebook, 
durante el mes de enero de 2022 y evidenciar si el uso de una 
estrategia de mercadeo digital político contribuyo con los 
resultados obtenidos. El enfoque fue cualitativo, por lo que 
se realizó una revisión de las publicaciones en Internet para 
identificar la estrategia utilizada y definir los perfiles que 
constituyen el público votante. El hallazgo más relevante fue 
que el partido no elaboró una estrategia digital acorde a la 
población meta, lo que se evidencia en la falta de contenido 
específico en Facebook, mínima interacción del candidato con 
la red social y falta de uso de herramientas de análisis de datos.
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RÉSUMÉ
L’utilisation du marketing numérique dans l’élaboration de 
stratégies politiques est de plus en plus courante parmi les 
différents candidats politiques qui briguent un mandat public, 
car elle leur permet d’entrer directement en contact avec 
l’électeur. Cependant, l’évolution constante de l’ère numérique 
a modifié les comportements des électeurs. C’est pourquoi 
la question de recherche se pose, cherchant à identifier les 
tactiques utilisées dans le profil du candidat à la présidence 
du Partido Liberación Nacional (PLN), dans le réseau social 
Facebook, au cours du mois de janvier 2022. Cela permettrait 
de déterminer si l’utilisation d’une stratégie de marketing 
numérique politique a contribué aux résultats obtenus. 
L’approche étant qualitative, un examen des publications sur 
Internet a été effectué afin d’identifier la stratégie utilisée 
et de définir les profils qui constituent le public votant. La 
conclusion la plus pertinente est que le parti n’a pas développé 
de stratégie numérique en fonction de la population cible, 
comme en témoignent l’absence de contenu spécifique sur 
Facebook, l’interaction minimale du candidat avec le réseau 
social et le manque d’utilisation d’outils d’analyse des données

RESUMO
O uso do marketing digital no desenvolvimento de estratégias 
políticas é cada vez mais comum entre os diferentes candidatos 
políticos que concorrem a cargos públicos, pois permite que 
eles se conectem diretamente com o eleitor. No entanto, 
a constante evolução da era digital mudou os padrões de 
comportamento dos eleitores, razão pela qual surge a questão 
de pesquisa, buscando identificar as táticas utilizadas no perfil 
do candidato presidencial do Partido Liberación Nacional 
(PLN), na rede social Facebook, durante o mês de janeiro de 
2022. Isso permitiria determinar se o uso de uma estratégia 
de marketing político digital contribuiu para os resultados 
obtidos. A abordagem foi qualitativa, portanto, foi realizada 
uma revisão das publicações na Internet para identificar 
a estratégia utilizada e definir os perfis que constituem o 
público votante. A descoberta mais relevante foi que o partido 
não desenvolveu uma estratégia digital de acordo com a 
população-alvo, conforme evidenciado pela falta de conteúdo 
específico no Facebook, interação mínima do candidato com a 
rede social e falta de uso de ferramentas de análise de dados.
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INTRODUCTION
Political digital marketing provides an excellent opportunity for information technologies, as a tool for studying 
different target audiences, such as the behavior patterns of  the electorate, based on data analysis. However, the 
correct use of  a digital strategy in electoral processes can be complex, poorly documented, and poorly used. This 
prompted the research question of  the study that identified the marketing tactics used by political candidate José 
María Figueres Olsen, through his profile within the Facebook social network, during the month of  January, 2022.

To answer this question, an analysis of  the digital marketing trends, used by the Partido Liberación Nacional in the 
profile @Figuerescr, within the social network Facebook, during the first round of  the electoral campaign 2022, 
was proposed as an objective. The roadmap was as follows: 1) compile the marketing tactics used by the party in 
the brand recognition of  the candidate with the electorate; 2) identify audience loyalty within the social network; 3) 
generate Buyer Persona profiles that would support the candidate from the results of  the digital marketing strategy 
used; 4) perform a comparative analysis of  the effectiveness achieved with the brand strategy versus votes obtained.

For this purpose, the publications made by the candidate in the profile @Figuerescr were compiled and analyzed, 
based on the characteristics of  political digital marketing trends. The results obtained were compared with studies 
and opinion polls of  organizations authorized by the Supreme Electoral Tribunal (TSE). This allowed us to identify 
trends and causes in the candidate’s electoral campaign, and the relationship with the votes obtained in the first 
round. Besides identifying the characteristics of  the audience, we obtained the voter profile to whom the candidate’s 
digital marketing campaign was directed. 

The research was of  a causal type, since the audience had an active role vis-à-vis the media, thanks to digitalization. 
This allowed performing a cause-and-effect analysis on the reactions in the different profiles that followed the 
candidate’s Facebook account. Additionally, the analysis of  the different digital marketing tactics completed the 
basis of  this research.

The profile of  the PLN candidate José María Figueres Olsen was chosen for the following reasons: 1) he led the polls 
for the year 2021; 2) access to data on the financial investment in propaganda of  the different parties was available, 
with the PLN candidate among the first parties on the investment list; 3) it was identified that the party made an 
economic and organic growth funding for publications in the candidate’s profile and not so much so, in the party’s 
profile, resulting in a tendency to focus on the candidate as a “product”, this being the subject of  the study; 4) the 
social network selected was Facebook, because it was the site where the candidate’s profile had the largest number 
of  followers, so that the sample was larger and the candidate’s profile had the largest number of  publications.

Also, although the electoral campaign began in October 2021, it was interrupted on several occasions and was affected by 
the political closure, which is why the period corresponding to January 2022 was chosen to conduct the proposed study.

According to data from Kantar IBOPE Media in the political campaign, candidates had invested approximately 
$1,569,158.56 in advertising messages, both in traditional and digital media. There was an increase of  
36.16% compared to what was reported until December 31, 2021. José María Figueres Olsen remained as 
the candidate who had invested the most up to that point, with $414,998.18, which represented 26.4% of  
everything invested by all political parties (ULatina 2022).

Therefore, the study analyzed the tactics employed for each of  the candidate’s digital marketing objectives, based 
on the literature review related to the subject of  the study; compiling the different trends in digital and strategic 
marketing, and generating this contribution to the state of  the art.

Theoretical framework
With the emergence of  digital transformation, the approach to marketing has greatly changed. (Marengo et al. 
2021) identified it as the application of  marketing strategies and techniques adapted and carried out through 
digital media, where technology and platforms such as websites, emails, mobile applications, forums, blogs and 
social networks allow a dynamic interaction with the customer. (Morris 2009) argued that digital marketing, like 
traditional marketing, share the objectives of  generating recognition, acquisition, conversion and loyalty, the 
difference being the communication channels and tactics used. 
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(Nalbant and Aydin 2023) indicate that digital marketing focuses on brand recognition, attracting and building 
customer loyalty, but targeting a specific audience. This shows a potential consumer profile, giving room for the 
digital marketing model known as One to One, which personalizes actions according to the interests and habits of  
the consumer. Thanks to the widespread use of  the Internet, this type of  marketing has become a common and 
efficient practice (Jadhav, Gaikwad, and Bapat 2023).

Currently, there are different types of  digital marketing. However, for the purposes of  this study, we will refer only 
to the following areas: The first, Brand Recognition, allows the company, product, or service to position itself  in 
the market, by identifying the consumer, in order to enter his mind, be remembered, and make an impact (Salim, 
Rosdian, and Marta 2021; Ribeiro, Oliveira, Laranjeira, and Arrais 2017; Karen and Zai 2022). Secondly, there is 
Engagement. (Pinheiro-Tiago and Cristóvão-Veríssimo 2014) describe it as the natural commitment that arises 
between a product or service (brand) and its respective consumers. (Habib, Hamadneh, and Hassan 2022) see it 
as the commitment established through solid and firm relationships over time. Finally, there is Customer Loyalty, 
where the objective is to retain customers so that they continue to purchase products and services, thanks to their 
positive experiences (Donio’, Massari, and Passiante 2006).

(McMullan and Gilmore 2008) state that in order to achieve the expected success in a customer loyalty strategy, 
the degree of  marketing personalization is important, since it allows developing prototypes of  potential customers 
(Buyer Persona) through all the information that can be collected through digital platforms. (Akre et al. 2019) 
propose that a Buyer Persona profile is a semi-fictional representation of  the ideal customers you want to attract, 
thus defining the target audience with greater accuracy. Therefore, without defining this profile, segmentation is not 
possible, because brands will target users with the characteristics selected in the profiles created at the beginning. 
Thus, these profiles are the only recipients of  advertising (Lehnert, Goupil, and Brand 2021).

(Naeem 2019) highlights the increased use of  social networks as part of  the digital strategy, since it concentrates a 
large amount of  customer data for analysis. (Xu et al. 2023) indicate that social networks are the second source of  
data search associated with online brands, the first source being Internet search engines. This is why the research 
was developed taking Facebook as a source of  information. This network, at the time of  the study, collected more 
than 58% of  the total world population, being the media that recorded the highest amount of  connected user time 
during 2021 (Rodríguez-Torrico, San-Martín, and San José Cabezudo 2020). This enabled the identification of  digital 
marketing tactics in the profile of  the PLN candidate, thereby providing an answer to our original research question.

(Leung et al. 2023) mention that Facebook is very flexible for different content formats, since it allows the user to 
share images, videos, moving or 360º images. It even uses ads within the same application, which facilitate audience 
segmentation, so as to generate a Buyer Persona profile.

However, in order to make proper use of  the data obtained from social networks, it is necessary to establish a 
digital strategy. (Zekos 2003) mentions that digital technologies in business models can create new capabilities 
that differentiate the company, including a set of  actions focused on achieving business objectives. These objectives 
must be formulated in the long term, which means that the tactics must consider the tools and their application. For 
example, a brand sets the goal of  getting one hundred followers on Facebook within a period of  one month. This 
could be achieved with different strategies and tactics, so that they work as follower attraction in this social network 
(Pereira-Correia, García-Medina, González-Romo, and Contreras-Espinosa 2014), as the most common strategies, 
documented in academia as follows:

First, there is inbound marketing, which attracts customers with useful, relevant content, while adding value at each 
stage of  the buyer’s journey (Moriuchi 2021). Then there is content marketing, a marketing technique that seeks to 
create, publish and share content of  interest to the Buyer Persona (Visvizi, Troisi, Grimaldi, and Loia 2022). (He, Cai, 
Cai, and Zhang 2021) refer to a variant called social media content marketing. The difference is the development of  
content within a social platform, such as Facebook, Instagram, TikTok, SnapChat, etc. (Rialti, Kvítková, and Makovník 
2023) mention referral marketing as the good experiences of  the user with the brand. Here, customers talk to their 
acquaintances or share in their own social networks about the brand, turning prospects into new customers.

Once the digital strategy is defined, it must give way to the different tactics that allow implementing the digital 
marketing plan, as with storytelling. This is a tactic that allows narrating situations in a way that appeals to the 
emotions of  the user (Brown 2020), as is the objective of  the proposed study. Thus, a market trend is a behavior that 
at a certain time gains strength and stands out, to serve as a compass in the search for new opportunities, and to see 
if  the product or service can be successful (Nguyen et al. 2021).
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The first stage of  the electoral campaign in Costa Rica in January 2022, was characterized by the use of  three digital 
marketing tactics: 1) Video marketing, based on the use of  videos within digital platforms, with an approximate 
duration of  up to three minutes, together with an algorithm that only showed the user what he/she wants to 
see (Mulier, Slabbinck, and Vermeir 2021); 2) Influencer marketing, through the use of  an influencer towards a 
community, to talk about brand products and recommend them to their followers (De Veirman, Cauberghe, and 
Hudders 2017) and 3) Live streaming, which allowed the brand to showcase its products and interact with users in 
real time (De Veirman, Cauberghe, and Hudders 2017).

We live in a world connected to the Internet twenty-four hours a day, where information travels at the speed of  light 
and is increasingly accessible and abundant. In this context, the image of  political candidates has been seriously 
affected and subjected to incessant public scrutiny. Between heaven, earth, and Facebook there is nothing hidden, 
so there is a need to provide a value proposition that overcomes the weaknesses of  a political candidate. This has 
led the political communication strategy to adapt, incorporating the postulates of  marketing to the political contest 
and the management of  public institutions. But what is political marketing? (Osuagwu 2008), defines it as the use 
of  information tools that add more value not only to politics, but also help to build lasting relationships in society. 
It also builds better governments through the provision of  good services, designed and developed with the aim of  
getting closer and closer to the citizen.

With the incorporation of  digital marketing to political management, multidisciplinary media are strengthened 
with new tools that facilitate the knowledge of  tastes, habits, psychological profiles, and preferences of  citizens. As 
a result, the effectiveness of  the thematic agenda is improved and messages can be directed to segmented audiences 
enhancing the knowledge about a candidate and his popularity (Guven 2020). Consequently, the subject of  political 
marketing is best known for its application in electoral campaigns. However, it fulfills a series of  objectives depending 
on the phase in which it is and the field of  application, which can be in a campaign or already within the government. 
When it is for electoral purposes, the objective of  political marketing is focused on identifying the segment of  the 
population where the candidate has the best odds of  obtaining votes (Tapia 2021).

In the case of  government, political marketing is used to achieve recognition of  institutions, as well as commitment 
and support for initiatives that generate public policies and laws (Piñeiro-Otero and Xabier 2020). (Osuagwu 2008), 
adds that political marketing in the strategy of  government institutions, can help improve the perception of  the 
institution, bring it closer to the citizen, and achieve commitment from society. In public policies, the citizen and 
future beneficiary has a more active role where he/she gives his/her opinion, evaluates and judges from his/her 
perspective, and provides information to improve it.

The mix of  political marketing with the traditional one would accommodate a model that has the variants of  
product, price, place, and promotion. It would also suggest the application of  principles for decision making around 
the products and prices that users will pay (Dunakhe and Panse 2022), in order to determine the type of  political 
marketing to be applied. The traditional mix applies conventional marketing to political strategy and conceives the 
campaign as a cyclical process of  political marketing, where market research is directed towards the candidate and 
then his or her party (Flores-Rueda, Espinosa-Delgado, and Torres-Rivera 2021).

In the candidate approach model, the most important variable is the product, which is assumed by the person, the 
campaign program, and the political party (Flores-Rueda, Espinosa-Delgado, and Torres-Rivera 2021). This model 
presents two variants: The first is focused on the market (the voters), since it uses research to design the product 
(candidate), according to market preferences, without trying to modify the ideology, but considering the opinion of  
voters throughout the campaign process. The second variant is aimed at the sale of  the product. Although it already 
has a candidate and a structured party, it focuses on detailing the characteristics, based on the results of  the market 
research, thus adapting the party or the candidate’s image, according to the voters’ expectations (O’Shaughnessy 2001).

Subsequently, the model based on the candidate’s ideology, places the candidate, his political ideology, and governance 
model at the center of  the strategy. The challenge is the management of  the candidate’s relationship with the 
attitudes of  his rivals, within the electoral contest (Flores-Rueda, Espinosa-Delgado, and Torres-Rivera 2021). 
Finally, the campaign platform model revolves around the product, to focus later on the voters’ perception of  the 
candidate (place). This uses propaganda placed in the media and surveys for research on voters (Flores-Rueda, 
Espinosa-Delgado, and Torres-Rivera 2021).
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Also, content marketing is often linked to the inbound methodology, described by (Jami-Pour and Karimi 2023; 
Conti, Camillo, and Pencarelli 2023) as the strategy of  accompanying the potential customer with interesting 
content, from the decision making process to the application of  electoral political marketing. This attracts voters 
with valuable content that awakens people’s interest, without overwhelming them with information. The inbound 
is a native practice of  digital media, which tries to place in view of  voters, the insights that attracts the electorate 
(Ridge-Newman and Mitchell 2016).

This trend, applied to political marketing, puts the citizen at the center of  the strategy of  valuable content, because 
of  its timeliness. It helps to highlight the candidate in an innovative way, generating sympathy, closeness with the 
electorate, knowledge of  the interests of  citizens, and consolidation of  trust. Also, it provides effective results more 
economically than with traditional media (Bigi, Treen, and Bal 2016).

Social networks are also the terrain where the candidate and the party manage their brand reputation and much 
depends on the interactions with their electoral public, with the reputation comes the conformation and protection 
of  the image, even in crisis situations (Needham and Smith 2015). Networks also contribute to the processes of  
voter engagement and loyalty, and thanks to data analysis technologies there are tools to segment the public, know 
their profiles in detail, and establish the necessary parameters to talk to each segment effectively, with content 
specially targeted to each segmentation group (CIDOB 2020).

The latest report from We Are Social, Digital 2022 on digital trends, social networks and mobile confirms that 
there are more than 4.62 billion social network users in the world, equivalent to 58% of  the population. Facebook 
continues to be the most used social network in the world, with 2,560 million active users. However, YouTube is 
catching up, with a growth rate twice as large for this 2023 (Hall 2022). This makes social networks the platform 
par excellence and effective for creating political marketing campaigns, since knowing the characteristics and 
complexity is vital for designing successful political digital marketing strategies.

All the marketing strategies described are the basis of  this study, to identify the tactics used by the PLN political 
candidate on Facebook, during the month of  January 2022, in order to answer the research question. However, 
in order to ensure a comprehensive approach to the literature review, according to the proposed objectives, the 
researcher considered it relevant to provide general data about the candidate and the political party to which he 
belonged at the time of  the research.

According to (Figueres 2022), in his biographical page on the Internet:

He was born on December 24, 1954, the son of  José Figueres Ferrer, Don Pepe, and Karen Olsen Beck. 
He grew up in La Lucha farm in San Cristóbal de Desamparados, where his father arrived in 1927 and 
where he did his first studies at the Cecilia Orlich Figueres School. He obtained a Master’s Degree in Public 
Administration. After graduation, he began his career as a businessman in his father’s companies. H also 
held many public positions. From 1994 to 1998 he was the President of  Costa Rica, and later worked as an 
international consultant. During his administration, he highlighted the Figueres Calderón Agreement, which 
gave rise to a third Structural Adjustment Program to reduce the weight of  the state. He also spearheaded 
Sustainable Development, the Organic Law of  the Central Bank, the closing of  Banco Anglo and Instituto 
Costarricense de Ferrocarriles (INCOFER). In addition, he financed basic education with 6% of  the Gross 
Domestic Product (GDP). The Equipos Básicos de Atención Integral en Salud (EBAIS), as well as the arrival 
of  Intel, were part of  his administration. After leaving office, José María Figueres became an international 
specialist in new technologies and climate action. During the 2022 presidential race, he managed to advance 
to the second round, where he lost the elections (CIDOB 2020).

The Partido Liberación Nacional (PLN) stands out in its website:

It was founded on October 12, 1951, in La Paz de San Ramón. However, its history began in 1937, when a 
group of  young people founded the Law Students Association, and in 1939, the University Student Council. 
In the 1948 elections, alleging fraud, the Social Democrats took up arms in the Revolution of  1948, with José 
María Figueres Ferrer as head of  the Partido Liberación Nacional. The Junta de Gobierno instituted after 
the armed uprising, maintained and consolidated the social reforms of  the 1940’s, in addition to nationalizing 
the banking system and imposing a 10% tax on capital for the construction of  infrastructure for national 
development. Likewise, the Asamblea Constituyente was convened, which promulgated the Carta Magna of  
1949, in force today, which establishes the creation of  the Tribunal Supremo de Elecciones and eliminates the 
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figure of  the Costa Rican army. After returning power to Otilio Ulate in 1949, the Junta de Gobierno was 
dissolved and the Partido Liberación Nacional was founded, an entity that to date has carried the presidential 
ribbon nine times and recently joined the electoral contest with the nomination of  Don Pepe’s son, José María 
Figueres Olsen (PLN 2019).

RESEARCH METHODOLOGY
The research was conducted under a qualitative-exploratory approach, since it sought to develop the object under 
investigation, looking for regularities and relationships between the components of  the study (Creswell and Poth 
2016). Also, it established a subcategory within the causal approach, which sought to identify the effects and causes 
of  the variables, as well as their relationship, where it is possible to know the results, positive or negative, that may 
occur by eliminating or modifying any of  these variables. Therefore, data collection must be rigid and with a defined 
structure (Santos 2022). This approach allowed the study to analyze and group the data of  Facebook users, with the 
aim of  answering the question that guides the concern of  the research:

What were the factors used in the political marketing tactics in the profile of  the candidate José María 
Figueres Olsen, within the Facebook social network, by the Liberación Nacional party, during the first stage 
of  the electoral campaign in January, 2022?

For this, the different posts in the selected social platform were studied in order to understand their effect on users 
as recipients of  each post in the month of  January, 2022, through a compilation and analysis of  all posts made by 
the candidate in the profile @Figuerescr. This was based on the characteristics of  political digital marketing trends, 
in order to respond to the first specific objective and identify the marketing tactics used by the PLN to recognize 
the candidate’s brand with the electorate.

To this end, a stratified sampling was carried out on the basis of  189,000 people who followed and were part of  the 
Facebook social network of  José María Figueres Olsen in January, 2022. It was necessary to divide the population 
into different subgroups or strata (Roldán 2019), according to selected characteristics of  interest for the research, 
such as sex, age, schooling, etc. This allowed identifying the different profiles that supported the candidate.

Although this was an exploratory research, a working hypothesis was chosen (Güell 1973; Pájaro-Huertas 2002), in 
order to guide the search for information and its analysis and interpretation process. Under the logic of  bottom-up 
theory building, of  Grounded Theory, the general working hypothesis formulated was the following:

The posts of  candidate José María Figures Olsen in his Facebook profile correspond to the model of  political digital 
marketing, based on the characteristics of  the candidate as a product. It did not analyze the electoral market to seek 
to satisfy their needs, tastes and preferences, thus achieving the expected results.
(Westreicher 2020) states that the hypothesis is formulated on the basis of  an indication or a series of  facts, to which 
certain assumptions can be added. These facts are the trends in political digital marketing, which made it possible 
to identify the categories of  the study conducted.

Therefore, having a working hypothesis allowed us to evaluate the posts made by the candidate, in order to identify 
the loyalty (comments) of  the audience within Facebook, and the voters willing to support the candidate, which 
allowed us to answer the second objective.

Then, the current characteristics that the candidate should possess, as a product for the achievement of  a presidential 
election, were inferred from two profiles of  the electorate (Buyer Persona) that would support the presidential 
election, thus responding to the third objective.

Subsequently, a documentary review was conducted through an Internet search of  documented information relevant 
to the topic of  political digital marketing and main trends, for which the following databases were reviewed: Web 
of  Science, Emerald, Scopus, Science Direct, EBSCO host, and Internet sites of  companies and renowned authors 
in the field. The review covered information contained in the Spanish and English languages. Then, the information 
collected was verified and, through the researcher‘s expert judgment, the articles that did not have information 
relevant to the research topic were discarded.
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The results obtained were compared with data from studies and opinion polls of  organizations authorized by the 
Tribunal Supremo de Elecciones (TSE) and the Partido Liberación Nacional (PLN), to establish: cause and effect 
relationships in digital marketing trends used in the candidate‘s campaign, and possible relationships with the 
percentage of  votes obtained by the candidate. This allowed responding to the fourth specific objective, which 
sought to identify the effectiveness of  the branding strategy versus votes obtained.

RESULTS
Based on the established roadmap, the data corresponding to the marketing tactics used by the party in the 
recognition of  the candidate’s brand with the electorate were collected and analyzed, as part of  the first specific 
objective. During the month of  January, 2022, in the Facebook profile of  @Figuerescr, a total of  105 publications 
were made, which we grouped into 21 topics: each one composed of  different subtopics (see Figure 1).

Figure 1. Number of posts in January, 2022

Figure 1 shows that the greatest number of  shared contents (nineteen) were about campaign issues and tours, such 
as: tours to the provinces and some key localities, the attributes of  the candidate and his wife, the ballot, contents 
related to the PLN ideology and others referring to support. The topic of  economic reactivation received eleven 
posts. In third and fourth place, with six each, the topics related to human rights (health, vulnerable populations 
like the elderly, people with disabilities, and others) and employment. Figure 2 shows the trends identified as part 
of  digital marketing in the campaign.
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Figure 2. Digital marketing trends used in the campaign

Figure 2 shows the use of  four digital marketing trends, which were represented with different visual formats. 
Video marketing stood out with 49 posts, followed by influencer marketing with 30. This influencer marketing 
trend includes all images or designs where the candidate Figueres and/or his wife Cinthya Berrocal are present, 
since both are considered influential figures in the political arena. Also, to a lesser extent, the influential images of  
other Costa Rican political, art, and cultural personalities were used. Also, in this trend, images of  the party logo 
or the candidate’s name stand out as influential brand image. The trend of  live streaming received 12 posts in total, 
and most of  these are shared from other sites, such as debates organized by the media. Some other live streams 
correspond to activities segmented by specific topics: youth, women, and climate change, for example. Finally, 
storytelling was used 12 times.

It should be noted that the use of  Copy, only text without image, is not considered a current trend. However, this 
resource was used twice as a publication format in the Facebook social network.

All these trends were used as a tool to achieve some of  the objectives of  digital marketing. Then, in Figure 3, a 
greater number of  posts linked to the objective of  generating recognition of  the candidate or his party ideals can 
be seen, (55.2% of  the content). To this end, the use of  storytelling videos and influencer marketing stands out.

Figure 3. Posting goals
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The objective of  generating attraction, information, and recognition of  the candidate and his proposals had 36 posts. 
Of  these, the highest percentage (47%) was dedicated to recognition, using influencer marketing tactics (see Figure 4).

Figure 4. Trends used for recognition target

Posts that promoted the engagement or commitment of  the voting public were 44.8%. In general, these posts were 
directed to more specific topics or populations. Here, the streaming done on campaign topics or for transmission of  
meetings with geographically defined communities stand out, as shown in Figure 5.

Figure 5. Trends used for engagement target
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The video marketing trend to generate engagement was also the most used, followed by streaming. This demonstrates 
a higher degree of  audience engagement by connecting to a live broadcast on a specific topic.

In Figure 6, a sample of  the interaction with the posts of  the month of  January, 2022 in the profile of  @Figuerescr 
is presented. A total of  149,410 reactions were counted, which included the social network nomenclature of: I like 
it, it makes me sad, I love it, and it makes me angry. The post that received the most reactions from the voting public 
was from January 26. It received 9,326 reactions and was related to the topic of  employment; it highlights the image 
of  the party and the invitation to vote.

Figure 6. Post with the most reactions
Source: Facebook profile @Figuerescr, dated January 26, 2022.
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In total, the posts made in January were shared 11,898 times. The most shared post was from January 6, 2022 (see 
figure 7). It was a marketing video that shows the candidate denying the myths of  corruption that pointed to him 
and the PLN, which was shared 598 times.

Figure 7. Most shared post
Source: Facebook profile @Figuerescr, dated January 6, 2022.



Digital marketing tactics used in the profile of a political candidate: 
The case of the Costa Rica 2022 elections

28 Revista Nacional de Administración. Volumen 14 (2) 17-36, Diciembre, 2023.

The video with the most views was a story from January 19, 2022 (see figure 8), corresponding to a testimonial of  
the candidate on issues related to climate change, and totaled 446,000 views. However, this result could be due to 
international exposure, where the registered audience was not only Costa Ricans. Therefore, the findings clearly 
show the marketing tactics used by the PLN for the recognition of  the candidate’s brand with the electorate.

Figure 8. Post with the most reproductions
Source: Facebook profile @Figuerescr, dated January 6, 2022.

Then, we proceeded to identify the audience loyalty within the social network, as part of  the second specific 
objective. To achieve it, we evaluated the posts that connected directly with the marketing objective corresponding 
to loyalty, we compiled the most relevant comments to the post that obtained the highest number of  comments. 
They were categorized into: direct support to the candidate, with phrases such as: “Toda mi familia va a votar por 
Figueres.” Also, support for the party, with comments such as: “PLN gobernará nuevamente este país, y lo sacará del 
atolladero en que lo dejó el PAC.” In addition, negative comments, with mentions such as: “Ciegos guiando a ciegos.” 
Finally, comments not related to the party, the candidate, or the topic of  the post in general.

Figure 8. Most commented post
Source: Facebook profile @Figuerescr, dated January 22, 2022.
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In the post of  the previous image, the most relevant comments, according to the filters of  the Facebook platform, 
were fifty. To evaluate the percentage of  loyalty, the most relevant comments were analyzed and categorized 
according to their intention to support the candidate, the party, negative comments, and others unrelated to any of  
the above. The percentages of  loyalty are summarized in Figure 9.

Figure 9. Intention to comment
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The comments in support of  the party are tied in first place with the negative comments, at 35.7%, while the comments 
directly supporting the candidate comprise 17.9%. Comments on other topics, unrelated to the post, reached 10.7%.

One of  the actions taken by Figueres, in order to continue building the loyalty of  the followers with positive 
comments, was to respond to many of  these comments, showing his gratitude for the support provided and making 
them an invitation or call to action, which included a link to his website. This showed the option to register as a 
volunteer, to become a territorial or digital activist, as well as information on his government proposals and other 
information to involve his followers further with the party’s movement.

Figure 10. Automated response to comments
Source: Facebook profile @Figuerescr, January 22, 2022.

Then, we proceeded to the generation of  Buyer Persona profiles that would support the candidate, in order to 
respond to the third specific objective, based on the analysis of  the most relevant comments in the publications used 
in the electoral campaign within the Facebook social network, obtaining two profiles.

Buyer Persona 1

Flor Céspedes Acuña is a 53-year-old woman, a resident of  Grecia, and a mother of  3 adult children. Flor is a 
housewife and lives with her only unmarried daughter, the youngest. Two of  her children help her very little 
financially to support her household, but Flor receives a pension of  200,000 colones from her late husband, 
who used to be a bus driver.

Due to a hard childhood without financial stability, Flor had to leave her high school studies to look for 
a job in cleaning to support her single mother and four younger siblings. This explains a little of  Flor’s 
personality. She is very impressionable and not very interested in being informed and forming her own 
opinion on different topics. She relies 100% on what she sees on TV, news, generic WhatsApp messages, and 
Facebook news from pages of  dubious sources.

For as long as Flor can remember, her family has supported the PLN. Since Flor was little, her grandmother 
used to tell her that, “There are two things that a person cannot change in his life: one is religion, and the 
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other is his vote towards the political party.” Because of  this, Flor has voted for the PLN all her life and, in a 
different way, has idealized the PLN as the only one that can govern the country intelligently.

Buyer Persona 2

William Quirós is a 55-year-old man, a resident of  Cartago, married for the second time, and has three 
children, two of  whom are university graduates, and a one-year-old baby girl. William has been working for 
seven years as a legal assistant in a law firm. He has a bachelor’s degree as a notary and is the first university 
student in his family, though he has not been able to finish his degree. For the last three years, he has been 
playing music and karaoke at parties as a second occupation. His monthly income ranges from 850,000 to one 
million colones. His goal is to raise his children, support his wife, and maintain a stable income that would 
enable him to enjoy hobbies such as cycling and traveling. He is comfortable with his job as a legal advisor 
and would like to dedicate more time to his business.

José María Figueres is the best option for William because his proposal offers him a structured plan to 
strengthen entrepreneurship, simplify procedures, and help adjust social charges, credit conditions, and 
training to facilitate entrepreneurship. In addition, he believes that Figueres is the only candidate with a 
brilliant plan and a brilliant team capable of  reactivating the economy and favoring entrepreneurs. In total, 
in January, 54,294 comments to the posts were registered.

DISCUSSION 
From the analysis of  the political digital marketing trends used in the profile of  @Figuerescr in Facebook during 
January, 2022, several data resulted that allowed generating a comparative analysis of  the effectiveness obtained 
between the brand strategy versus the votes achieved, as part of  the fourth objective to be developed in the study.

According to the report number 8, of  the Digital Communication Observatory of  the Universidad Latina, of  the 
total budget invested in the campaign of  José María Figueres, which was around 415,000 dollars, almost 91% was 
invested in television and only about 19,000 dollars were allocated to digital advertising. Specifically, only 22.6% 
of  the digital advertising budget was allocated to the social network Facebook (ULatina 2022). These figures show 
that the investment in this digital platform was very small and, therefore, there is no certainty that it was an element 
that significantly affected the voting in the first round.

The traditional political marketing strategy used by the candidate and the PLN, reflects a recognition of  the 
electorate that has been supporting him, since 55% of  the audience recognizes him as the choice in a possible 
presidential election. The traditional media used in the electoral campaign is what maintained the adequate level of  
recognition and influence to sell them the electoral products (47% direct influence and 31% video). However, when 
identifying the profile of  the voter (Buyer Persona), we observed the support of  the historical voter to the candidate 
and the party, that is to say, there was already a previous support to the electoral proposal.

Nevertheless, if  the candidate and the PLN had conducted a detailed review of  the digital strategy, they would have 
observed that 45% of  the electorate was not committed to any candidate, where the direct influence of  the PLN candidate 
represented only 19%, while techniques such as streaming (25%), video marketing (48%) and storytelling (8%), represented 
81% of  influence on the electorate; they did not support any candidate in particular. Additionally, José María Figueres 
Olsen had 36% of  negative comments from the electorate, becoming a great challenge for the PLN candidate.

Also, the strategy used to engage the electorate was based on the use of  posts that had as common characteristics: 
the approach of  more specific issues of  the candidate’s government program, life stories of  the candidate and the 
first lady, testimonies of  community leaders and public figures who expressed their support. For example, the 
streaming of  a conversation on entrepreneurship, aimed at a captive audience that had a genuine interest in the 
subject and showed commitment to the electoral proposal. However, the candidate did not manage to capture the 
support of  the electorate (81%), since the comments on social networks reflect a rejection, both for José María 
Figueres Olsen and for the PLN.

(Fashami, Haghighinasab, Seyyedamiri, and Ahadi 2022) state that supportive comments and voting for the candidate 
and the party through public expression are important to achieve loyalty. However, (Samuel-Azran and Yarchi 2020; 
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Samuel-Azran, Yarchi, and Wolfsfeld 2015) indicate that the use of  social networks, such as Facebook, does not 
allow the deepening and application of  inbound marketing tools, according to the requirements of  the candidate 
and the voter during an electoral process. So, achieving the goal of  voter loyalty is complex, since there is no good 
interaction with the voting public.

Therefore, candidates’ resort to the development of  videos with a closed format in order to capture voter loyalty, 
under a traditional political strategy model, but do not allow any interaction, because they were previously recorded. 
So, any comment made by the audience does not reflect the current situation of  the candidate, since the answers 
given by the profile were predesigned, not specific and, therefore, did not produce a dialogue between the candidate 
and his audience.

Also, the choice of  tactics used in Facebook did not correspond to a previous study of  the audience in social 
networks, as they did not consider the segmentation of  the audience, nor characteristics of  personality, interests, 
and trending topics. Nor was it perceived that the tactics chosen corresponded to a political digital marketing 
strategy, but seemed to be adaptations of  tactics used in traditional media.

Additionally, the generation of  Buyer Persona profiles showed that the contents of  the publications did not consider 
the characteristics of  their audience, since the electoral campaign focused on issues of  economic recovery, human 
rights, and employment. Yet, the issues of  women, sports, security, and poverty, which the audience demanded so 
much, had fewer posts. (Bagic Babac 2023) mentions that the correct use of  data within a presidential campaign 
will allow the candidate to capture the strongest emotions of  voters in social networks, but if  not, the result will 
be adverse.

By avoiding direct interaction with the audience, the multiple data collection tools offered by the Facebook social network 
were wasted, considerably limiting the reach of  the posts (Bramona 2019; Coronel 2019; Tien 2022; Valls 2022).

All of  the above evidences the lack of  knowledge, experience, and expertise in the electoral campaign of  the PLN 
political candidate in January, 2022. This is evidenced in the results obtained in the second electoral round, as they 
failed to connect with the voting public.

CONCLUSIONS
The first electoral round of  2022 gave the victory to the candidate José Maria Figueres Olsen with 27.26% of  the 
electoral roll, equivalent to 497,966 votes (TSE 2022), a little more than double the number of  followers of  the candidate 
in Facebook. This evidenced a successful result in the political strategy used in the electoral campaign through the 
candidate as a product, by means of  posts and electoral proposals, disseminated in mass media, such as television.

However, the results of  the second round were not as expected, since the PLN candidate did not achieve the results 
to obtain the victory. One of  the factors was the lack of  listening to the voting public through digital media, such 
as social networks, due to the lack of  a clear digital marketing strategy (ULatina 2022).

Therefore, it is important to take into account, for a future digital marketing strategy, the following considerations:

•  Design a digital strategy according to the context of  the electoral process, with the objective of  
attracting the undecided public and reinforcing voter commitment of  the one that provides support to 
the candidate.

•  Establish tactics aimed at the candidate’s recognition with the context, and provide a unique and fresh 
offer of  electoral products.

•  Design a storytelling strategy adjusted to the electoral moment, so that the audience gets to know the 
candidate according to their needs.

•  The messages of  the posts must consider the use of  a multichannel strategy in social networks.

•  Establish a plan for listening and active response of  the audience by the candidate and the party.
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•  Advice, consulting, training, coaching, and support of  digital tools for both the political party, candidate 
and collaborators, to allow audience segmentation and promotion of  direct dialogue with the electorate.

•  Identification of  relevant topics for the electorate, through active listening in social networks, allowing 
the design of  posts according to the requirements of  the environment.

•  Establish strategies for dynamic, constant, and rapid interaction between the candidate and the electorate, 
through digital media, such as social networks, instant messaging, or other technological means, in order 
to achieve a greater rapprochement between the candidate and the voter.

•  Establish an appropriate strategy for electoral products based on the comments obtained in social 
networks, in order to adapt and raise awareness of  the candidate’s offer.

•  Implement technologies and alternative digital channels, as part of  the digital strategy, to capture data 
and generate metrics of  behaviors and trends of  the electorate.

•  Design agile inbound marketing tactics according to the context, in order to maintain voter loyalty.

•  Implement a strategy to know your voter, in order to generate more Buyer Persona profiles to better 
understand the audience.

All the findings of  the study lead to practical implications that suggest a change in the focus of  the perspective 
on the use of  technologies in political digital strategies. Therefore, the result of  this work will become a strategic 
instrument to ensure the success or failure of  the future rulers of  a given society. Consequently, the study will serve 
as an input for the interested institutions, as a guide in the impulse and leadership in the future electoral processes, 
and to understand the role that technology plays in the voter’s decision.

The implications from the theoretical perspective contemplate the development of  research works in the academy. 
They include additional elements in the existing relationship between political digital marketing processes, the use and 
role of  technology in electoral processes, and the resilient role of  regulatory institutions in the digital era. For this, the 
future lines of  research are varied, given that the subject of  study is very recent, broad, and with infinite ramifications.
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