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Introduction

The persistent phenomenon associated with modern life is the use of social media for
political communication. For instance, during Indian Elections 2019, politicians and political
parties used numerous platforms which included Twitter to communicate to the masses. The
use of such political tweets constituted a new phase of political tweets in which the content
was meant to allure the public to vote for a particular party or candidate. Thus, political
communication through Twitter is an instrumental communication tool in politics since it
connects politicians and their electorate. It is depicted that there is an increase of the usage for
the social media platforms particularly Twitter, so the issue that is hereby discussed is that
whether the social media has an effect of influencing the belief of the people, and decision as
well (Alvi et al., 2023; Jin, 2020). The relevant political tweets are utilized in influencing the
voters to vote for the party or candidate concerned during the election. So, the question has
been answered that social media has a considerable role in making influence on the people
(Alvi et al., 2023; Carral et al., 2023). The present study focuses on the particular campaigns
implemented by the major political parties in India regarding the tweeting trend, policy focus,
and messages targeting minorities (Jin, 2020). In addition, as mentioned, Twitter is a powerful
resource for mobilizing users and increasing their political activity. A politician can also attract
the attention of the media and influence the formation of the media agenda with its help, and
that also continues to show that Twitter is important for political communication today (Carral
et al., 2023). The work ‘s major claiming about social media such as Twitter is notable for
political communication as far as it shows that new modern times tend to require changes in
the strategy of interaction with voters (Alvi et al., 2023; Carral et al., 2023). In the end, the
widespread use of such social media as Twitter in political communication indicates the need
to revise and change the policies of such communication on the part of political actors in the

present-day century.



The epoch of digital brought changes to the way information flows which are now
unstoppably circulated on the Internet, especially, social media, and Twitter all around the
globe. The Republic of India remains to be one of the world’s largest democracies with the
correspondent electoral landscape illustrating diversity and distinct cultural peculiarities. As
Iyengar draws, “about 900 million Indians are eligible to vote in this election...the scope for
social media to be abused to manipulate voters has never been greater (Iyengar, 2019).” The
size of the population of India and available access to the resources of social media lead to
aggressive campaigning running in the country. As compared to TV, Agrawal states, “the
narrative who’s up or who’s down, who’s smart and who’s not, that agenda gets set by social
media in a way that TV was never doing before (Singh & Agrawal, 2020).”

Social media is a part of non-mass media where citizens often generate content by
participating. Although using an integration of technology with elections may have a different
motive, authors posit that social media fosters online political engagement by bridging the gap
between politics and citizens through interactivity and personalization. Therefore, political
parties have started framing online communication strategies, unlike traditional media either
to disseminate a message or to influence the public (Kaur & Verma, 2018b). Initially, in 2008
and 2012, Barak Obama laid a successful online campaign for mobilizing voters and for raising
funds. Thereafter, online campaigning has gained popularity among politicians and political
parties around the globe. Wherein Facebook, Twitter, and YouTube are among the most used
social media platforms for political purpose in the last ten years and have become an essential
tool for political campaigning (Towner & Dulio, 2014). The recent elections in India have been
contested by two principal parties, the Bhartiya Janata Party and the Indian National Congress,
also known as the Gandhi Party. The former, which is a right-wing nationalist party with the
ambitions of the Hindutva and the greater emphasis on economic development and the

country’s national security, has been getting increasingly popular over the course of the past



years. Meanwhile, the latter, the Indian National Congress, led by Rahul Gandhi, has managed
to become established as a center-left party supporting secular, socialist, and inclusive
perspective. In both cases, a variety of social media platforms is used to promote a particular
image and announce the candidates’ positions (Antil & Verma, 2021). The present study has
considered the best social media platform for analysis is Twitter as it is widely used micro-
blogging social media platform for political campaigning and in India, Twitter is the largest
platform used for sharing political information, establishing a connection, and expressing
preference or contradiction towards parties or candidates. The second reason is that the data is
easily available to collect through API on various parameters. On the other hand, Facebook has
imposed some restrictions after the reports of Cambridge Analytica (Kaur et al.). Moreover,
researchers, journalists, political parties, and citizens consider Twitter as an indicator of
political trends.

In India, Twitter was used mostly by Indian politicians during the 2014 electoral
campaigns respect to the use of social media, all political parties of any country would have
primarily exploited social media the Indian General Election 2019, where “I am also a
watchman” (MainBhiChowkidar) was the most popularly used campaign on social media by
the country’s leading political party, Bhartiya Janata Party (Kaur & Verma, 2018a). The
Facebook page of the Prime minister used this slogan for the campaign, and it remained the
most viral campaign as the country’s prime minister Narendra Modi became the popular prime
minister selected by the world more than once. The unlimited use of social media speech by
the political priest during the Indian general election, when the Model Code of Conduct is set,
1s showing bad effect on our country. The Twitter campaign #MainBhiChowkidar has received
approximately 1.5 million mentions. In contrast, the tweet posted by prime minister Narendra
Modi, which had the hashtag #MainBhiChowkidar received about 55,000 retweets and more

than 1,50,000 likes, which was considered a highly engaged tweet. Later on, the general public



started using “MainBhiChowkidar”, and it is required to explore content shared by the public
in response to this campaign to have better insights into online participation, which results in
the success of the campaign at different locations (Kaur et al.).

The Indian Elections of 2019 marked a significant event in the country's democratic
history. With a staggering 900 million eligible voters, India stands as one of the largest
democracies globally. The electoral landscape is characterized by immense diversity, reflecting
the myriad cultural values and socio-political ideologies across the nation. Social media,
particularly platforms like Twitter, has become increasingly recognized for its utility in
political branding and advertising, especially amongst politicians in India (Antil & Verma,
2021). Beginning as one of the few well-known politicians who had invested in a Twitter
presence, Modi’s evolution and significance of Twitter, in the politics of India can be seen from
the 2009 parliamentary election. However, it was in the 2014 parliamentary election when the
changed landscape of Indian political campaign witnessed a revolutionary shift and a trajectory
under this piece of technology (Ahmed et al., 2016; Antil & Verma, 2021; Pal et al., 2017).
The 2014 elections saw the political parties, particularly the BJP and INC, use Twitter with
untold benefit in the planning and running of their campaigns. The BJP, led by Mr. Narendra
Modi, was the greatest user of Twitter; it utilized the application to good effect in informing
and engaging with their supporters (Ahmed et al., 2016; Kumar et al., 2016a; Pal et al., 2017).
Therefore, as was previously mentioned, the fact that in 2014, the BJP has won the election to
the lower house of the parliament, was promoted specifically by the political parties’
understanding and the effective use of the given online social media platform, that is, twitter
(Ahmed et al., 2016)

As for the INC, in the issues connected to the formation of a superior, stronger brand
presence, the struggles were experienced by Rahul Gandhi himself. The main cause for that is

the relatively low levels of social media, including twitter usage. Rahul Gandhi did not even



have a twitter account until 2015 — which was especially disastrous for INC’s efforts to
communicate with their voters (Ahmed et al., 2016; Pal et al., 2017; Safiullah et al., 2017).
Subsequently, the INC’s inability to use social media to evolve a robust brand presence and
inspire the voters’ trust in brand Rahul and his party contributed to the BJP’s massive victory
in the parliamentary election and the decline in the INC’s seat count in the lower house.

Nevertheless, recent updates signify a transition in attitudes, particularly on the part of
Mr. Gandhi, to an ever-growing realization of the power of Twitter. A considerable increase in
the number of followers of Mr. Gandhi’s handle has become one of the first and most prominent
manifestations of such a trend. To illustrate, in July 2017, he had 2.49 million followers; by
September of the same year, the count had increased to 3.4 million, and by July 2018, it has
reached the point of 7.2 million followers. Since that time, it has also increased further.
Therefore, the given development suggests that more people, in general, and in the political
establishment, in particular, have realized the importance of Twitter in spreading information
and subscribing to the points of view promoted by politicians and public persons (Antil &
Verma, 2021). It should be noted that the 2019 elections have been described as especially
scandalous and cruel; moreover, they were marked by the extensive use of Twitter and similar
platforms by both parties. Since the number of users of social media in India is tremendous, all
parties and candidates use a variety of approaches to convey their messages and inform the
public about their intentions and events.

Political tweets are an essential unit of analysis in terms of political communication and
persuasion in the age of digitalization. Owing to the limitation of text and rapidity of
information shared on social media platforms, such as Twitter, the nature of the content of
political tweets is shaped by the existing peculiarities of the debates they are meant to fuel and

the position they are expected to support. As a result, when it comes to political tweets,



persuasion becomes the discursive framework that encompasses a comprehensive range of
techniques (Kouloumpis et al., 2011).

As Atkinson argues, persuasive performance in political settings can be delivered in a
variety of ways, including the creation of an emotional appeal, the use of a particular rhetorical
device, the creation of a frame, the deployment of symbols, and the development of a particular
narrative. A somewhat academically focused paper, Atkinson’s work aids in identifying the
techniques for persuasion and understanding the ways in which they are employed in political
tweets. In fact, the results of the analysis of the persuasive techniques used in political tweets
shed some light on the strategies applied to persuade the audience in a particular point of view
by a political party or its supporters to gain popular support in an election campaign

(Kouloumpis et al., 2011).

Twitter Usage in Political Communication

In the several last years, Twitter has become the effective instrument of influencing
political consciousness. Politicians now have the liberty to directly engage with their followers
and to build a strong linkage through tweets. Politicians can make audiences get a first-hand
experience through Twitter which is not possible with other intermediary media. Twitter has
also become platform where a political candidate can engage and convince the most
qualified voters (Johnson, 2012). The candidate tweets about their views, action, plan, and
opinion to help voters to make more informed decisions. Similarly, followers respond and
extend their views and support using engaging in conversation, a post like or by re-tweeting.
All of this interaction happens in real-time which makes Twitter a medium of immediacy,
information, and interactivity (Johnson, 2012). Twitter has recently increased the limit of text
to 280 characters in each message which can be further enhanced by including messages

through the link to share video, audio, text, and images to the target audience. As a result,



Twitter provides the scope of a detailed conversation between a candidate and its followers. It
has been observed that the audience reacts to the emotional and engaging message with the
same vigor as intended by the sender. The limitation of character is not a hurdle rather it
becomes a facilitator in creating more thought-provoking and persuasive messages (McGregor

etal., 2017).

Rationale of the Study

The Indian Elections 2019 were chosen for the analysis of persuasive techniques in
“Analyzing Persuasive Techniques in Political Tweets” for several reasons. First, they
represented a significant event in the political life of India as the largest democratic exercise
featuring over 900 million voters. The event has attracted enormous attention of the audience
within and outside the country; therefore, it could be regarded as one of the major contexts
allowing analyzing the role of Twitter and other social media in the political life of the
countries. Secondly, the Indian Elections 2019 saw a significant growth of the social media
platforms’ usage, which was a predictable outcome of the general tendency towards the further
significant invasion of digital technologies in the country’s political life. Twitter represented
one of the arenas of this political activity, a platform designed to spread various messages,
interact with followers, and form a political position in the minds of the voters. Considering
this aspect, the study of the Persuasive Methods of Indian Political Tweets can give some
insight into the evolution of online political communication in India.

Moreover, the policy of the Indian Elections 2019 was distinguished by the previously
unseen level of the parties’ polarization and confrontation, which seems to be a good occasion
to research consideration the parties’ different rhetorical strategies and logical fallacies used to
deliver the persuasive messages. Working with this particular event, the thesis aims to extend

one’s knowledge of the new tendencies in Indian political discourse, paying special attention



to the arguments of the Indian National Congress and the supporting groups of the Bharatiya
Janata Party.

The researcher chose to focus on the Indian elections 2019 as they are a significant
event in international politics. Because it is believed that the online political discourse
represented on Twitter concerning this event can provide valuable insights into the current
operational strategies of participating politicians. Moreover, while other electoral events, such
as the 2014 India elections or recent regional elections, could offer interesting results, the
choice to research the 2019 Indian elections allows to present the most up-to-date information
on the current state of Indian politicians’ use of Twitter for online political communication.
Overall, researcher based the selection of topic on the relevance of the studied event and
probability of obtaining results of interest. Considering that the research focuses on persuasive
strategies used by Indian politicians on Twitter, it is safe to say that the findings will allow for
a better understanding of the nuances specific to Twitter-based online political communications

and its impact on democracy and governing in the country.

Research Objectives

e To analyze the persuasive techniques employed in political tweets by supporters of the
BJP and the Gandhi Party during the Indian Elections 2019.

e To compare and contrast the motivations of supporters of the BJP and the Gandhi Party.

e To examine the rhetorical appeals utilized by supporters of each party in their tweets.

e To investigate the behavior of supporters towards their respective party leaders as
reflected in their tweets.

e To conduct a comparative analysis between the rhetoric of BJP and INC, aiming to

identify similarities and differences.



e To examine how the tweets sent during the first days of election, differ from the tweets

sent in the last few days of election.



Literature review

Social media platforms’ rise has brought about significant changes to political
communication. The use of Twitter, among other platforms, offers political actors a way to get
their message across and interact with voters like never before. Therefore, analyzing the effects
of political tweets is a budding research area as political parties across the globe use these
social networks to employ a range of persuasion techniques to influence and mobilize the
public. This review aims to examine the relevant studies to understand and analyze the
persuasive techniques in political tweets of the Indian Elections 2019. The research objectives
include identifying the employed persuasive techniques of the BJP and the Gandhi Party
supporters and comparing motivations. The literature review will also examine the rhetorical
appeals noted, as well as a follower’s attitude towards party leaders. The comparative analysis
between BJP and Gandhi Party supporters will also be discussed, and the literature examining
the US political tweets will also be compared.

Political communication in the digital era has been significantly affected by the
emergence of social media, which promoted multiple opportunities for political actors to
interact with citizens, provide them with necessary information, and mobilize their support.
According to Bennett and Segerberg (2012), social media are democratically meaningful
because they give citizens an opportunity to interact directly with political elites and
meaningful participation (Bennett & Segerberg, 2012). However, several concerns have been
raised in the literature regarding echo chambers, filter bubbles, and miscommunication on these
platforms (Terren & Borge-Bravo, 2021).

Some studies in the area discussed the mechanisms of agenda setting, framing and the
role of algorithms in political communication on social media. For instance, Barbera et al.
(2019) studied the dynamics of agenda setting on Twitter during the 2012 US presidential

election and found evidence of elite-drive and citizen-driven agenda setting (Barbera et al.,



2019). Lazer et al. (2023) discuss how algorithms curate social media and how personalization
algorithms condition the information environment of the social media thereby polarizing the

views and isolating individuals in the bubbles of their beliefs (Lazer et al., 2023).

Persuasive Techniques in Political Communication

Political communication is heavily reliant on the concept of persuasion. Put simply,
political actors use various techniques to persuade people to adopt their position, effectively
forming people’s opinions and shaping attitudes towards different political actions or policies.
Scholars have described many persuasive techniques and strategies that are commonly used in
political communication — such as emotional appeals, fear mongering, framing, rhetorical
devices, or narrative construction. For example, Druckman (2011) tested different framing
techniques and analyzed how they affected the public’s opinion of different policy outcomes.
He concluded that framing can substantially impact people’s perceptions and preferences
(Druckman, 2011).

Several researchers have considered the problem of convincing people. On the one
hand, the problem has been addressed in the context of political discourse, where the
researchers analyzed the role of language and symbolism. On the other hand, some scholars
used some theories of rhetoric and persuasion to explain the process. Thus, Lakoff (2015)
proposed a theory of “frames” that aimed to explain the way in which people perceived
information linguistically. In contrast, Grice (1990)’s principle of conversation was introduced
to show how people communicated and came to some conclusions. Therefore, the topic can be
analyzed, and significant information can be extracted if persuasive techniques are described

and observed (Grice, 1990; Lakoff, 2015).



Analysis of Persuasive Techniques in Political Tweets

There have been several studies investigating the persuasive techniques used in political
tweets, shedding light on strategies of various actors. Johnson and Gelman carried out a content
analysis of political tweets from the US elections, and they observed several techniques such
as use of emotions, framing, and use of language intensity. In the study of the persuasive
strategies of various political parties that were tweeting during the Indian Elections, Gupta et
al. found several techniques, including slogans, hashtags, and personalized appeals (Gupta et
al., 2024). I think that social media is now not just a powerful tool for political advertisement
but also an important tool for opinion expression worldwide (Kalampokis et al., 2017; Safiullah
et al., 2017). Various studies also were done such as Tumasjan et al. (2010), Zhou et al. (2013),
Rathore et al. (2016), about twitter data that determine the propensity of election outcome.
These studies emphasize that tweeting frequency of rival political parties during election
campaign on twitter can facilitate in forecasting the success of one resembling party and failure
of the other (Rathore et al., 2016; Tumasjan et al., 2010; Zhou et al., 2013).

However, Sang and Bos (2012), Jungherr (2013), and Suresh and Ramakrishnan (2015)
conducted studies that found that tweets are not predictive and “the inherent interactivity of
Twitter does not directly translate into high vote shares” (Jungherr, 2013; Sang & Bos, 2012;
Suresh & Ramakrishnan, 2015). Also, Kumar et al. (2016b) in the case of India presented
relations between political brand-making with the help of social media and the results during
elections. It was possible to find that “emotional connect is an important facet of political
branding through social media” (Kumar et al., 2016b).

Twitter is used as a weapon to carryout elections conducted in India. Pal et al. (2017)
concluded that twitter is the best medium to influence large segment of young, freshers’ votes
(Pal et al., 2017). Several studies were conducted around communication style in the tweets

which is related to our present study. For instance, (Rathore et al., 2016) conducted two-month



tweets analysis and the communication style of women CEO worldwide. They used software
like NVivo and R-studio for the analysis. Similarly, Zhou et al. (2013) studied to detect the
sentiments in twitter used in campaigning for Australian elections. They focused on the tweets
made by the top two important leaders out of so many tweets (Zhou et al., 2013). Per their
analysis, they developed a tweets sentiment analysis model. The TSAM is comprised of three
modules: feature selection, sentiment identification, and sentiment aggregation and scoring.
They contended sentiment analysis associated with a lexicon is useful and feasible. However,
some investigators like Gupta et al. (2024), Singh et al. (2017) and Usherwood and Wright
(2017) have leveraged the Python and Text Blob instruments to harvest and analyze Twitter
data.

Singh et al. (2017) conducted research on Twitter sentiment in Punjab legislative
assembly elections of 2017 (Singh et al., 2017). In their papers, they used a machine learning
approach. Sentiment analysis or opinion mining is, as defined by Liu, “the study of opinions,
sentiments, and emotions in the text using computational techniques” (Liu, 2022). The authors
found that on average tweets posted by one of the parties, Aam Aadmi Party, are more polar
that is are more expressive to a higher degree of emotions which could be both positive and
negative compared to the rest of the parties in the contest. Moreover, it was claimed that many
political parties till date use the traditional style of campaigning and they do not depend on
social media for the same. (Safiullah et al., 2017; Salunkhe et al., 2017). The reason being that
most part of our country has low literacy rate, no electricity and low Internet and social media
penetration, hence the regional parties working in these states do not support social media

campaigning as they consider this as wasteful uses of resources.



Comparison of Motivations and Rhetorical Appeals

Understanding the motivations driving supporters of different political parties is crucial
for analyzing their persuasive techniques. Research by Sharma (2023) explored the motivations
of BJP and Congress supporters in India, revealing differences in ideological allegiance, socio-
economic background, and identity politics (Sharma, 2023). Additionally, studies by Kumar
and Singh (2020) delved into the rhetorical appeals used by Indian political parties,
highlighting the significance of ethos, pathos, and logos in shaping public opinion. During the
2019 elections, the greatest change came in the form of a shift away from the discourse of
development and promises towards fearmongering, celebrating India, and depicting Modi as
the messiah of development and patriotism (Ullekh, 2015). The party leveraged WhatsApp as
the main private communication platform through which political images or videos containing
“fake-news, hyper-nationalism, and sectarianism” would be circulated. It seems that the key
message to come out of the 2019 social media campaign was that “modi hai to mumkin hai”
or “if modi exists, everything is possible” (Bansal, 2019). In the 2019 campaign, the party’s
separation of its social media targeting strategy became more pronounced. “The Fifty-Fifty
program provided a strong platform to schedule content in such a way that political branding
was shared among two equal halves: Future Vision (in support of Narendra Modi’s message)
and Ideological and Religious Polarization” (Ullekh & Shah, 2018). The content of posts
became more polarizing than in 2014 and was based on the ideas of Hindutva promoted by the
Rashtriya Swayamsevak Sangh, the BJP’s parent body. Modi’s image emphasized that he
spoke for all Indians but subtly expressed his Hindutva commitment (Mahapatra & Plagemann,
2019). The BJP’s social media strategy was spearheaded by an exclusive “War Room,” which
consisted of only core party members and was led by party president Amit Shah. The IT cell
was made up of a large paid workforce and volunteer base, which helped to promote a Hindu

nationalist identity along with the party’s focus on development. Religion and patriotism were



used to incite the fervor of supporters and to attack opponents, with critics being often
dismissed as “anti-nationals” (Bansal, 2019)

The party’s digital campaigning utilized different strategies, such as troll armies
spreading hyper-nationalist and Islamophobic perspectives, generating fake news and videos,
and propagandizing through WhatsApp forwards (Goel, 2018). WhatsApp became a
significant tool for hyper-local messaging and spreading disinformation, reaching out to the
voting population in areas where other social media would not be as effective (Ullekh & Shah,
2018). Yet, on the other hand, the BJP’s social media campaign can be seen as the epitome of
the highly controversial combination of digital and populist politics. More specifically, the
latter was defined by the use of technology to influence audiences and enlist people’s active
support while using social media for the purpose of mobilization, propaganda dissemination,
and opinion making (Goel, 2018). Therefore, it is possible to argue that the BJP ventured on a
highly effective strategy. However, it should be noted that its effects can be viewed as quite
detrimental too as polarizing the electorate, social media campaigns pose a considerable
challenge in the context of the democratic process in general (Goel, 2018; Mahapatra &
Plagemann, 2019).

The Indian National Congress or INC historically one of the laggards in social media
campaigning, began to ramp up its online communications from May 2017. The party is mainly
associated with centrist-leftist tendencies and is predominantly secular. Furthermore, there is
information that the BJP is trying to use soft Hindutva aspect while performing political
functions. It is generally considered to be a more reliable and comfortable form of democracy.
It seems to differ from the exclusivism associated with BJP and its attitude toward minorities.
(Mahapatra & Plagemann, 2019).

There is a profound alteration in the way the INC utilizes social media since its days

of right-leaning populism since the 1980s. The INC has adopted what can be called “soft-



Hindutva” politics (Pradhan et al., 2018). The INC had been rained with a plethora of
criticisms, with the BJP claiming that the INC is a party for Indian Muslims. The INC has
constantly come out to defend this aspersion by posting images that prove that Rahul Gandhi
uses Hindu symbols and rituals such as visiting a temple. The INC is trying to position itself
as a party that recognizes and appreciates all religions in India and seeks to create an
environment in the country where all faiths can strive (Talukdar, 2018). In the run-up to the
2019 elections, the INC’s social media campaigns departed from past ambiguities, aligning
more closely with the BJP’s tactics. The party placed Rahul Gandhi at the forefront, projecting
his Hindu identity and positioning the BJP as a pro-corporate, anti-people government—this
highlights the operation of a resonant ‘squaring the circle’ tactic by the INC and its mimicry of
the BJP’s approach (Pradhan et al., 2018). Although the engagement with the party was
facilitated through crowdfunding and some leaders, the level of penetration of INC in social
media was much lower than for BJP, conditioned by financial aspects. At the same time, the
company’s campaign was like BJP in many respects. The company used aggressive rhetoric,
propaganda techniques, and criticism of governmental measures (Ullekh & Shah, 2018). The
INC harnessed the potential of platforms such as WhatsApp for reaching the masses, and its
campaigns included initiatives such as the launch of Project Shakti, targeting workers in the
party’s ranks. By enabling the live streaming of its leader’s addresses and utilizing WhatsApp
for the purposes of the hyper-local approach, it managed to address the electorate using digital
channels. The considerations reviewed above suggest that the INC not only utilized the
extremist online campaigning but also employed social media platforms in the most efficient
way, stressing the party’s recognition of the significance of digital communication in modern

politics (BHARADWAJ, 2018).



Comparative Analysis between BJP and Gandhi Party Supporters

Comparative research contributes to the understanding of distinctive communication
strategies and ideological appeals of rival political parties. For instance, the studies conducted
by Conover et al. and Bode et al. revealed the differences in the tone, language, and framing
between the supporters of two major political parties. This data is crucial to understanding the
nature of online communication and the ideological struggles and differences between
supporters of different parties. It is, therefore, not surprising that political parties would work
to exploit the force of celebrity, whether embodied by their own politicians or other public
figures. Much of the work on the BJP’s political messaging has been concerned with the party’s
use of social media and influencer culture in India. Modi’s own public relations apparatus made
extensive use of this phenomenon, a process that began in the early 2010s when his image was
that of a Hindu hardliner excluded by the United States government and a pariah for the
diplomatic community, propelled by his experience in Gujarat with the riots (Kommiya
Mothilal et al., 2022). Television and affiliations with stars such as Bollywood actors Amitabh
Bachchan and Ajay Devgn were used to mainstream Modi (Pal et al., 2016; Visvanathan,
2013). Stars were mentioned not only during galaxy-themed campaigning and healthcare
reforms but, at the same time, were one of the instruments used to present him as a nice and
friendly leader at presentations and public appearances. And the whole of that positive scripting
continued into the 2014 general elections, with its focus on dreams and aspirations (Kaur,
2015). The various ways through which the BJP sought a social media connection with people—
using influencers, memes, adverts, and personalized a shirt with the pictures of people tweeting
about the party — made up a sizeable portion of the Modi regime’s political playbook (Chadha
& Guha, 2016; Govil & Baishya, 2018). The many methods used by the BJP to remain the
dominant face for Indian people on social media help to deflate the ideas that opposition parties

in India, and many other countries as well, have not yet been able to harness technology or



linguistic strategies in support of a political campaign (Pal, 2015; Sinha, 2017). This was no
different for Modi, who carried this celebrity engagement beyond the campaign trail and into
his first term, where he extensively interacted with influencers as ambassadors of state
programs (Rodrigues & Niemann, 2017), and expanded it into his soon-called signature style
of selfie diplomacy (Baishya, 2015; Pal, 2017; Rao, 2018) The interaction of Bollywood’s
several immensely popular film stars, including Akshay Kumar and Anupam Kher, were see
as Modi’s outreach side by side against social media trolling on the artists and stars who did
not see eye to eye on their politics, setting up Bollywood as one of the nodal sites for cultural

nationalism (Menon, 2020; Mitra, 2021).

Investigation of Supporter Behavior

Certainly, the behavior of political supporters toward their party leaders is one of the
areas of political engagement that could be further studied. For instance, Bhattacharya and Dutt
conducted sentiment analysis of the tweets reflecting the Indian Elections and found interesting
patterns of praise, criticism, and loyalty. Mishra et al. explored the role of Twitter in creating
the image of a leader. Both articles provide insights into the topic of the behavior of political
supporters in several ways.

The timespan from India’s 2014 general election to 2019 elections was a period of an
evolutionary transformation of the role of social media in Indian politics. The 2014 general
election was a landmarking point of the time, characterized by record voter turnout, and the
general desire for change among voters. The desire for change was spearheaded by social media
which had gained prominence due to the emergence of anti-incumbency sentiment as well as
from the emergence of digital activism culture (Mirchandani, 2018). The election was marked
by the debut of social media as the key barometer of public opinion, as well as by the

recognition of its potential by political organizations as a potent means of communication to



connect with voters. The 2019 election cycle sealed the transition from the 2014 election as the
social media truly became the main communication tool for India’s political parties. The
increasing prevalence of smartphones and social media usage among the nation’s youth only
bolstered digital platforms’ influence on political discourse (Bradshaw & Howard, 2018).
Although this type of social media democratization gave rise to a great deal of leadership
discussion, it had its shortcomings in terms of professionalization and ethics. On the one hand,
it could be considered that this type of social media became a platform for democratic
expression. However, on the other hand, it was a ground for more aggressive political discourse
and polarization in communication. Political parties did not have to be afraid of traditional
media gates and promoted the use of religion and caste in public communication to gain support
and deepen social division (Bradshaw & Howard, 2018). Reports from academia and the news
media confirmed the proliferation of hate speech and dog-whistling posts on social media. This
development worsened inter-communal relations and fueled political polarization. The 2019
general election campaign saw similar trends. India’s two biggest parties, the Bharatiya Janata
Party and the Indian National Congress, in their campaigns on social media posted a lot of
polarizing content (Jaiswal et al., 2018).A comparative study of their social media strategies
would reveal the persuasive techniques used and their respective ideological narratives.
Regardless, the issue of social media in terms of polarization concerns not only domestic
politics of India, but also discussions related to the Indian foreign policy and related
international opinions towards India (Jaiswal et al., 2018). Summing up, the profound analysis
of most of the appeal types of the political tweets collected in the sample gave a clear
understanding of both negative and positive aspects of such a type of political communication
in terms of the Indian Elections 2019.(Mirchandani, 2018). Social media was among the latest
digital technologies, like smartphones and the Internet, and among other forms it transformed

the practice and the theory of political communication and affected the politics in India greatly.



Hence, the examination of the social media dynamics can help us understand a lot about
modern Indian political communication and democratic system in general (Mahapatra &

Plagemann, 2019).

Comparative Analysis and Cross-Cultural Comparisons

Comparative research papers analyzing the rhetoric of supporters of different political
parties are useful to better understand the peculiarities of ideological divisions and their
discoursal reflection. For example, Varughese and Semetko (2022) analyzed the tweets of BJP
and Congress supporters to define the differences in communicative styles and focus
(Varughese & Semetko, 2022). To provide a real-life example of the definition of the advantage
of universality or uniqueness of persuasive strategies based on given tweets shared by either
Indian or US political figures on their political labels. For example, research scholars
developed a sample of Indian and US tweets to analyze the make politics great again: the role
of culture and norms. (O’Boyle & Haq, 2021). Supporters of different political parties have
different ideologies and rhetoric and compare studies between the two to provide insight into
the different rhetoric used. Scholars established the rhetoric by BJP and Congress supporters,
concluding that the ‘BJP use an assertive and positive framing of messages that are oriented
towards development and promoting the party’s positive work, while the Congress supporters
use more negative language and attitude as compared to BJP supporters’ (Kumar). The
researcher has looked at this rhetoric and compared it to US political tweets to ascertain the
shared or unique orientation used.

The study aimed to understand how supporters of the rival parties used the same
linguistic resources while being in different political contexts. Similar to the study by Smith
and Patel, the researchers considered the differences in communication norms and culture to

interpret the findings (Kumar). The research indicates that BJP supporters use linguistic



markers indicating being precise, implicit, individualistic, and tough, while INC supporters are
precise and collective and use hedges and generalizations.

Based on research, it is noted that BJP supporters use an assertive voice and nationalist
approach, while Congress supports focus on inclusivity and highlighting social welfare
problems. Analyzing the language, tone, and frame of tweets, it has been beneficial to have an
opportunity to learn about the existing divides in India and the way political supporters of
different parties express their position. Once more, a different perspective could be obtained
and stronger claims could be made if political tweets were analyzed and compared by culture
(Mondal et al., 2023). In the cross-cultural Twitter-use peculiarities of Indian and American
political actors study conducted by Joshi et al., a discussion of the results demonstrates that
both common and distinct features of these activities were defined. The obtained results show
that Indian politicians’ Twitter interactions are focused on emotional mobilization and identity
politics, while their American counterparts are more interested in the policy and “talking to
people” . Despite the presence of some peculiar similarities, the patterns of online presence
have not a complete mutual agreement but differ regarding the peculiarities of a local culture
of communication in a analyzed political context (Joshi et al., 2016).

The presented literature review can be beneficial for the introduction of the research
paper that is focused on the comprehensive examination of several persuasive techniques that
are likely to be present in political tweets made during the Indian Elections 2019. The research
in question is intended for a variety of goals that range from understanding several persuasive
techniques, to an understanding of the fans’ motivations and meaning of supporters’ actions
towards the party’s leaders, rhetorical appeals, comparative studies, to cross-cultural issues.
The analysis of the use of persuasive techniques in political tweets at the time of the Indian
Elections 2019 is a complicated subject which implies the examination of various

communication, motivational, and behavioral aspects. Although the present-day literature



reveals the themes that the supporters of each party use, as well as their motivations for doing
so and the appeals which they make the public to investigate, nonetheless, it is necessary to
perform deeper research regarding this topic area in the context of social media. Furthermore,
comparative, as well as cross-cultural, analysis, can help researchers to examine the

phenomena of political communication more purposefully and come to valid conclusions.

Research Question

e Is the rhetoric of the majority of BJP supporters equivalent to the rhetoric of the Ghandi
party: are they saying the same thing or emphasizing different things?

e What is the comparison and contrast between the motivations of supporters of the parties,

rhetorical appeals, and supporters’ behavior regarding the party leaders?

Research Hypothesis

e HI: There is a significant difference between the rhetoric of BJP supporters and Gandhi
Party supporters during the Indian Elections 2019.

e H2: There is high association between supporter behavior towards party leaders and their
respective party affiliation during the Indian Elections 2019.

e H3: Tweets sent during the election will contain more negative sentiments and emotional

language than those sent several months before.

Theoretical Framework
The theoretical framework section corresponds to the foundation of the research, which
provides a conceptual framework for considering and analyzing the proved subject (Varpio et

al., 2020). In the chapter under consideration, the researcher discusses the theories and models



from the domain of social psychology and communication studies that may apply to the
investigation of the topic of the study “Analyzing Persuasive Techniques in Political Tweets
during Indian Elections 2019.” The theories and models discussed in the chapter would help
understand what political party’s fans are driven by, how they are led to act (Grover et al.,
2019).

The chosen theories are used to analyze the complex sides of political communication
during the election campaign. With the help of the broadly developed tools such as Social
Identity Theory, Framing Theory and others, it is possible to realize the way and the reasons
for the nature of the coverage of BJP and the INC during the Indian Elections 2019. On the one
hand, with the help of the given theoretical basis, it is possible to analyze the political tweets
and points of their persuasion in a proper way, and on the other hand, to assume regarding the
question of whether social media could play its role in terms of the creation of political speech

and, in such a way, the appearance of social opinion.

Social Identity Theory (SIT)

Social Identity Theory was developed in 1979, by Henri Tajfel and John Turner.
According to this theory, a significant part of the identity of a person is provided from the
social collective in which they find themselves (Tajfel et al., 1979). It assumes that people
categorize themselves and others as members of certain social groups, and their own self-
esteem depends on the success and status of the groups to which they belong. At the same time,
individuals have more positive attitudes towards their ingroup than to outgroup members.
Overall, Social Identity Theory emphasizes the importance of groups in defining and directing
an individual’s behavior (Tajfel et al., 1979). This theory predicts the behavior of supporters
of the BJP and the Gandhi Party and the reasons for their conclusions regarding the label and

the quote from political tweets.



Application of Theory

Supporters clearly follow the positions of their parties due to their social identity and
attitude to parties they belong to. As soon as their own social identity depends on their political
orientation, representatives of the BJP will either highlight the positive sides of their party in
the tweet they have written while ignoring the success of their competitors, or they will
highlight some negative sides of the rivals to distance themselves from them. At the same time,
representatives of the Gandhi Party will look for weak spots in the post they have written about
themselves.

Social Identity theory is used to analyze how people derive their identity from social
groups and their behaviors and attitudes (Hogg, 2001). By analyzing the political tweets of the
Indian Elections 2019, researcher gain insight into how supporters of the BJP and the Gandhi
Party engage in intergroup dynamics and how they exhibit biased attitudes towards the
opposing party.

Motivations of Supporters: Social identity theory predicts that supporters’ motivations
are influenced by social identity which is dependent on group membership — BJP or Gandhi
Party (Hogg, 2001). It is likely that BJP supporters demonstrate a sense of identity and
belonging, therefore, they are motivated to promote the BJP party and criticize the Gandhi
Party. Thus, Gandhi Party supporters would also engage in biased supportive behavior and be
motivated to promote the principles of the Gandhi Party.

Rhetorical Appeals: Supporters will employ rhetoric that speaks to their social identity.
Supporters are likely to use persuasive techniques to appeal to back party values and incite
action from their fellow party members, other means to criticize the rival party, and contesters.

Supporters’ Behavior: Social identity dictates behavior towards party leaders. Hence,

supporters are likely to exhibit behavior that supports their party leaders and criticizes other



party leaders. If the social identity is positively established with belonging, then supporters are

likely to show loyalty towards their leaders.

Framing Theory

Framing Theory, which was proposed by Robert Entman in 1993, asserts that the way
information is presented or framed “powerfully shapes the information, leading audiences to
predict, infer, elicit or repudiate details they may not even have been shown” (Entman, 1993).
Thus, framing selects and emphasizes particular aspects of an issue or object while disregarding
or downplaying others. “Frames are central organizing ideas that determine how something is
perceived meaningfully” (Entman, 1993). Overall, frames are considered to shape how
individuals think and make sense of the world. It is possible to apply this theory to research
questions mentioned above and assume that Framing Theory can help to predict the comparison
and contrast of the motivations, rhetorical appeals, and behaviors of the supporters of the BJP

and the Gandhi Party.

Application of Theory

Framing Theory allows asserting that the supporters of these parties are likely to frame
the political issue or event that allows understanding the manners, rhetoric, and actions of their
preferred party (Chong & Druckman, 2007). For example, when considering their motivations,
BJP supporters may frame their party’s policies as conducive to an economic boom and
improvement in national security. However, members and supporters of the Gandhi Party may
present their party’s policies as driving a positive social change leading to liberty and equality.
Both frames reflect the supporters’ values and interests of the political parties.

Framing Theory explains how the way information is presented influences people’s

attitudes and perceptions. The use of the Framing Theory in the context of “Political Tweets



during the 2019 Indian Elections” will help to understand the incentive of the BJP and the
Gandhi Party’s supporters (Chong & Druckman, 2007). They frame the political issues but the
role of their party leader in a way that both parties considered as advancing their interests.
Then, according to the Framer theory it is believed that supporters of the BJP and the Gandhi
Party tend to frame the political message differently depending on audiences. The BJP
supporters are expected to intensively discuss security and economic development. Moreover,
the Gandhi party’s supporters would continue framing issues differently emphasizing the social
problems of political exclusion and inequality.

The Framing Theory explains the motivation of the BJP and the Gandhi Party
supporters. The motivation of the BJP supporters could be to achieve the economic success
presented as a closed transformation frame. The reason why the Gandhi Party supporters
tweeted is that people see the orientation of this Party to address the problems of social
inequality and welfare of Indian people. With the help of the Framing Theory, it is possible to
understand how BJP supporters and the Gandhi Party supporters frame their leaders and their
opponents. To begin with, they tend to portray their leader as competent professionals and
visionary individuals as well as represent the opposition in a negative light.

In conclusion, the theoretical framework chapter serves as the foundation for the
empirical analysis of the persuasive techniques used in political tweets during the Indian
Elections 2019.Having examined the Social Identity Theory, Framing Theory, as well as other
concepts and principles discussed in the chapter, the researcher has identified a range of
essential features that can be connected to our research questions. Overall, these theories help
gain a better understanding of what motivates people who support certain political parties and
how they behave when using digital tools to spread their arguments. In other words, these
concepts may help identify the way social media users employ persuasive techniques when

they talk about the BJP and the Gandhi Party. By effectively applying the existing theories to



the analysis of political tweets, the researchers intend to identify certain patterns and
regularities that allow drawing a particular image of political communication in the age of
social media. Ultimately, the findings of the theoretical framework chapter help move forward
to the empirical analysis of how political supporters use social media and the outcomes of such

a practice, providing the basis for the further interpretation and analysis of the data.



Research Methodology

Research methodology is a sketch which skeletons how the study is being conducted.
The research methodology is the plan for a systematic investigation of the persuasive
techniques used in political tweets made during the Indian Elections 2019. This section
elaborates on the framework, approaches, and methods used to achieve the stated research
objectives. The methodology mainly includes a description of the research strategy, research
paradigm, research approach, and research design, which overall illustrate the methods of data
collection, analysis, and interpretation. Moreover, such critical elements of research as
population, sample type, and size, as well as tools for data collection and ethical considerations,
are included to ensure the validity and reliability of the research findings. Overall, subsequent
sections present the elaboration of the above-mentioned sections of the research methodology,
detailing the steps to gain new knowledge about the political activity on social media during

elections.

Research Strategy

The research strategy used for this study is a mixed method. A mixed method of both
qualitative and quantitative technique was applied in this study. It helped in analyzing the kinds
of persuasive techniques used in political tweets during the Indian Elections of 2019 with both
the textual analysis and statistical analysis of some important metrics of engagement. This kind
of study helps to see the whole picture and helps in perceiving human angles of things
(Creswell, 2021). Even though quantitative studies provide us with the opportunity to test
specific hypotheses and to facilitate comparison, they are not beneficial for our purpose of
understanding the reasons of the behavior which we observe. Qualitative methodologies can
help the studying of human behavior because of several reasons: they can help to enrich our

understanding of the ‘lived experience’ of the study participants and they can help to



understand the underlying reasons and motivations (Willing, 2013). The choice of research
strategy depends on what type of research questions the study has. The research questions of
this particular study are quite elaborative and require the opinions of research participants.
Therefore, research questions and the purpose of the research were the reasons for making this

choice. They are to be answered subjectively, not objectively.

Research Paradigm

One of the first things to consider when devising a research plan is the philosophical
aspect of research: the ontological and epistemological considerations (Bryman, 2016). This
research is in the subjectivist viewpoint of the ontological paradigm, in which reality is not
fixed but varies from person to person, hence the focus of the present research on capturing
different individuals’ experiences. In addition, this study is in the interpretivist research
paradigm as it seeks to understand the subjective experiences perspective of Twitter users and
their uses of persuasive discourse to interact with the public as seen in the Indian elections’
context. In other words, this research accepts the socially constructivist nature of language and
discourse and recognizes that meaning is context-dependent and that persuasive

communication in the political realm is a socially constructed category.

Research Approach

The research approach in this study refers to how the researcher organizes and conducts
the process of examining the research data. This process is important at different levels,
including data collection, data analysis, data interpretation, and assumptions about the outcome
(Woiceshyn & Daellenbach, 2018). Specifically, the research approach used in this study was
deductive. It starts with a theoretical framework that was obtained from the existing literature

about the researched concepts and focuses on the types of persuasion techniques and



communication in politics. These patterns helped in hypothesizing the rhetorical appeals and
discourse in the political tweets of Twitter. The hypotheses were then tested using the data

collected.

Study Type

An exploratory and descriptive study is conducted, and it aims to analyze the use of
persuasive strategies on the behalf of the BJP and the Gandhi Party supporters during the Indian
Elections 2019. Descriptive study is used to define the phenomenon as it is. Meanwhile, the
aspect should be compared to understand the difference in the rhetoric of the representatives

of the two parties.

Research Design

After deciding about the research strategy being quantitative or qualitative research the
next step is the research design. There are many research designs of qualitative research like
that of survey, ethnography, grounded theory, action research, or case-study designs. A
research design is a plan or sketch of how research is required to be done (Mouton & Babbie,
2001). The research design is sequential explanatory; it comprises two distinctive phases. The
first phase is qualitative, as it employs the qualitative content analysis of political tweets to
identify themes and patterns. The second phase is quantitative in nature — the researcher uses

the engagement metrics acquired from the Twitter API to verify the results of the analysis.

Population
According to Bless et al.: “The population is a complete group of objects or individuals
to an experimental activity and also for which the researchers want to find certain features”

(Bless et al., 2006). In other words, the population of interest implies the Twitter users who



have actively expressed their opinions on the topic of the Indian Elections 2019, in particular,

the supporting the positions of both BJP and Gandhi Party.

Sampling Technique

Sampling is defined as the process of choosing individuals from a particular group of
individuals for a research study or survey (Sekaran & Bougie, 2016). A combination of both
purposive and random sampling techniques will be used. Purposive sampling will be performed
when selecting the tweets based on particular keywords ("kill," "damage," "children," "hope,"

nn

"nation," "please," "free") constituting political parties or election. On the other hand, random

sampling will be conducted to make sure that the tweets include variety

Data Collection Technique

The tool refers to any usable bit of equipment that was applied for the problem in
question. The process of data collection touches upon methods in the way of or order of
gathering information, which might help to answer the question. The actual data collection was
done by utilizing the Twitter API, with tweets regarding the related topic of Indian Elections
2019 being gathered. The application relevant to both data and practice code was based on
utilizing various keywords and filters to include relevant and excluding non-English tweets and

retweets.

Data Collection Tool
The main tool for data collection is the Twitter API that gives access to a huge number
of tweets and engagement indicators. Apart from that, manual data collection can be used for

qualitative content analysis.



Time Frame
The tweets were taken from the beginning of election campaign of 2019 and after the

announcement of results.

Data Analysis Technique

For qualitative analysis, thematic coding and pattern recognition will be used to identify
the relevant persuasive techniques and discourse themes incorporated in political tweets. For
quantitative analysis, the procedure will involve descriptive statistics and correlation analysis

of tweet dynamics, including engagement metrics.

Unit of Analysis

The unit of analysis for qualitative analysis will be tweets, considering linguistic
features and rhetorical appeals. The unit of analysis for quantitative analysis will consist of
aggregated metrics at the tweet level, such as the number of retweets, likes, replies, and

retweets.

Ethical Considerations

It is important to guarantee that before the conducting of research, it is following ethical
rule (Wisker, 2017). It is important to guarantee that before the conducting of research, it is
following ethical rules. Thus, in the case under consideration, the current study has been
performed in ethical ways. Therefore, ethical considerations include the following aspects such
as guaranteeing the privacy and anonymity of Twitter accounts’ owners, acquiring the
permission when it is relevant to data using, and ensuring that the conduct is in line with

Twitter’s terms of service when it comes to data acquisition and utilization. Moreover, when



conducting analysis of the data, efforts are made to mitigate the possibility of spreading

misinformation or some offensive content.
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11 A S, 58 Hew 2 3k 20K 139K 3.9M Dec 28, 2022
12 Wishing PM Nare 8K 13K 135K Sep 17, 2020

Figure 4: @rahulghandi Profile Data
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Figure 5: Tweet Comparison

The study was conducted by extracting tweets by Kaggle from the different phases of
the Indian Elections 2019, specifically from the first five days and the last five days. It is noted
that the tweets of the first five days of the elections spoke of hope and positivity as they
centered on the present or the future. These tweets echoed the accomplishments and the visions
of the political leaders. On the other hand, in the final 5 days of the elections, the tweets were
widely revolving on negative sentiments given that they showed fear, anger, and frustration.
Feelings of threat arose as displayed in the permeation of the hate in the leading to the Election
Day. This postulation shows a vivid transition from the negative tweets to the positive ones as
the election advance day after day with the feelings of threat increasing in number towards

Election Day.



Data Analysis

This chapter elucidates about that how gathered data was transcribed, organized, and
then analyzed. For data analysis, reflexive thematic analysis technique by Braun and Clarke
was incorporated. The data was analyzed using the inductive Thematic Analysis method. As
Braun and Clarke (2014) indicate, this very approach can be used for wellness, and other types
of studies as well and it is more flexible. Analysis was performed on tweets gathered from
twitter handles of leaders of INC and BJP parties and supporters of both parties. After data
collection, thematic analysis was performed that is composed of six steps. The very first step
was that of being familiar with the collected data. This was done by transcribing all the English
language tweets and re-reading the tweet transcripts interprets the data, and identify some first
perceptions (Braun & Clarke, 2006). The second one, to make sense of the tweets, the author
had to create codes for theme development. Braun and Clarke define these codes as the building
blocks of analysis. The created codes were semantic, focusing on the content. The coding was
manual. In the third step the analysis shifted from codes to building themes (Braun & Clark,
2006). To generate and pinpoint overarching themes, the first step was to examine groupings
of coded data. The next stage of the process was to find similarities or overlaps among coded
data that were grouped. After that, the fourth step involved reviewing the themes repeatedly,
and in the last step, the data was reviewed one final time and cross-referenced with the themes
to confirm that the themes represented the data. The fifth step included revisiting the themes.
Then they were refined and labelled to ensure they were kept relevant and addressed the study’s
research question. The sixth and last step involved conducting a final analysis. It included
compiling the data (Braun & Clarke, 2006).

To satisfy research objectives and answer the research question six main themes were
formulated and these themes are elaborated below (See Appendices).

a) Nationalistic and patriotic approach of supporters



b)

d)

Supporters of both parties praised the patriotic and nationalistic approaches of their
leaders and acclaimed the steps taken by their leaders and urged others to vote for their
respective leaders (See Appendices).

BJP: This is how a true leader uplifts his nation. Through unstinted support and warmth!
INC: This is India's victory - Congratulations to all the countrymen - Satyamev Jayate — Jai
Hind.

Congratulating and welcoming notes

On the success of their respective leaders the supporters congratulated them and
acclaimed them to be true heroes and sons of the country (See Appendices).

BJP: On behalf of the BJP family, many happy returns of the day to Prime Minister Shri
Narendra Modi, the true son of Mother India and the source of inspiration for millions of youth.
INC: The glow on his face and the tilak on his forehead indicate that an ascetic is coming with
the goal of uniting India.

Criticism on opposite Leaders

The blame game is a part of politics and it is common among supporters to blame
opposite leaders in order to protect their own. The supporters of both parties blamed opposite
leaders of jeopardizing the country’s image and misleading the masses though baseless lies
(See Appendices).

BJP: Rahul Gandhi is trying to mislead people by telling baseless lies.
INC: PM Modi has a bad habit of lying. Caught lying once again
Religious and Cultural Titles

To show support and boost morale of their leaders, supporters associated their leaders
with religious and cultural personalities (See Appendices).
BJP: Our Lord Ram has arrived.

INC: Ascetic/Tapasvi



e) Manifesto/Policy Appreciation
Supporters of BJP party highlighted the successful policies of the Modi government
and supporters of INC followed the suite (See Appendices).
BJP: 6 years of Modi government...unmatched
INC: It is the result of his foresight that today India is creating new innovations in the field of
space research in the whole world.
f) Supporting Respective Leaders

The supporters of both parties laid their support by appreciating the hard decisions
taken by their leaders and how their leaders have gone through difficulties but still struggling
for the rights of supporters (See Appendices).

BJP: Congress led UPA Surgical Strike: Don't do it Air Strike: Don't do it A-SAT Missile:
Don't do it Modi Sarkar Surgical Strike: Go for It Air Strike: Go For It A-SAT Missile: Go For
It Modi Hai to Mumkin Hai (if Modi exists, everything is possible).

INC: Rahul Gandhi's Lok Sabha membership was abolished. He is continuously fighting for
you and this country from the streets to Parliament, making every possible effort to save
democracy. Despite every conspiracy, he will continue this fight at all costs and will take just
action in this matter. The fight continues.

Answering Research Questions:

After formulation of themes and categories, the researcher was able to answer the
research questions. The first question was, Is the rhetoric of the majority of BJP supporters
equivalent to the rhetoric of the Gandhi party: are they saying the same thing or emphasizing
different things? Both BJP and INC supporters used nationalist rhetoric and discussed
leadership, but they emphasized different aspects. In the case of BJP supporters, it was more
about Modi’s leadership, his achievements, and their attitude towards the opposition, primarily

Rahul Gandhi. On the other hand, INC supporters listed the achievements of their predecessors,



criticized the current government, referred to Rahul Gandhi as someone who is fighting for
democracy and a model of a “real” PM or a leader.

The second research question was, what is the comparison and contrast between the

motivations of the supporters of the parties, rhetorical appeals, and the supporters’ behavior
regarding the party leaders? The second question can be divided into three parts, motivations,
rhetorical appeals and supporting behavior of the supporters.
Motivations: BJP supporters were motivated by a strong level of nationalism, the capability of
the leader Modi in ruling and the changes that the leader can bring. The INC had their
supporters motivated by the urge for change that was evident by the blame that they had to the
ruling government and loyalty towards the Gandhi family.

Rhetorical Appeals: BJP supporters used rhetoric that focused on Modi’s leadership
and his achievements. They attacked the opposition as family-driven, ineffective, and corrupt
leaders who did not care for the common people. On the other hand, INC supporters used
rhetoric that highlighted the achievements of the past and did not use rhetoric against any other
party. Instead, they attacked the ruling government for being inefficient and corrupt while
showing their support and respect for Rahul Gandhi, who they often referred to as a Prime
Minister in waiting.

Supporters’ Behavior Regarding Party Leaders: BJP supporters’ behavior seemed to
suggest that they are very possessive of Modi who they perceive as a national hero and savior.
Similarly, the loyalty and support that INC supporters exhibit in relation to Rahul Gandhi in
the video seem to suggest that they were defensive and protective in their conduct.

This contradiction can be explained by the fact that both groups of supporters used nationalist
rhetoric and leadership as their focal points, but they did so in different ways, in line with the
distinct ideologies and discourses of the two parties. In conclusion, if the language, motivation,

and rhetoric of the messages are juxtaposed, the following can be established. INC supporters



focused on the party’s historical achievements, the leadership provided by Rahul Gandhi, and
the criticism of the government headed by Modi. The language of the opposition might be
characterized by aspirational motivation, patriotic rhetoric, complaints and criticism about the
present government aiming to replace such a corrupt and irrational force with the new
leadership. On their part, the supporters of the BJP stressed the achievements of Modi, provided
examples of his strong leadership, and criticized the political opponents of the party, especially
Rahul Ghandi. Their language might be captured in words mainly as nationalist, development-
oriented, and describing the minister as the right choice strong-willed and oriented on

enhancing India’s position.

Hypothesis Testation

In relation to the hypotheses of the thesis, based on the given information, the research
findings suggest the following results.

H1: There is a significant difference between the rhetoric of BJP supporters and Gandhi
Party supporters during the Indian Elections 2019.

The analysis of tweets shows that there are obvious differences in the rhetoric of BJP
and INC supporters in the Indian Elections 2019. Although both sets of supporters might
commonly use the rhetoric of nationalism and leadership, the distinctions between their
inclination to these topics prove the differences between the rhetoric of each party’s supporters.
BJP supporters are more concerned with Modi’s leadership, his achievements, and attacks on
the opposition, especially on Rahul Gandhi. In turn, INC supporters will rather speak about the
accomplishments in history, criticize the current government’s policies, and fight for Rahul
Gandhi as a leader inclined toward promoting democracy in the country. The differences in the
choice of topics that should be emphasized prove that there are substantial variations between

the rhetoric of BJP and INC supporters.



H2: There is high association between supporter behavior towards party leaders and
their respective party affiliation during the Indian Elections 2019.

Analysis of supporters behavior towards Party leaders in tweets shows a strong
association between supporter behavior and party affiliation during the Indian Elections 2019.
Both BJP and INC supporters show high support and loyalty to their respective leaders
portraying them as the nation’s heroes and heroes of their own cause. BJP supporters show
immense support for Modi and present him as an exemplary leader and a no-nonsense macho
man ready to drive this country forward. Similarly, the INC supporters show loyalty to their
leader Rahul Gandhi and portray him as a great leader and leader of the nation claiming
democracy and changes. The high alignment between supporter behavior and party affiliation
demonstrates the effect of leader charisma and party loyalty on the supporters’ choice and

highly validates the hypothesis.

H3: Tweets sent during the election will contain more negative sentiments and emotional
language than those sent several months before.

The analysis tests apply thematic content analysis. It provides some insights related to
sentiment and emotional language. The stakeholders of BJP and INC usually exchange their
congratulations, critics of opposite leaders, emotional support of the party and belongingness
in the tweets. In the party of criticizing leaders from the opposite side of political force, it is
possible to find many negative tweets for some measures of sentiment and emotions. However,
due to the absence of any information comparing the sentiment of those tweets, which were
sent during the election and some months before, it is not possible to determine the validity of
this hypothesis. Therefore, for a conclusive determination of this hypothesis, further

quantitative analysis, specifically on sentiment should be conducted.



Thus, analyzing political tweets related to the Indian Elections 2019 provides
substantial support for the proposed hypotheses. The results reveal that there are significant
differences in the rhetoric between BJP and INC supporters. Additionally, it has been
established that the behavior of supporters is directly associated with political affiliations.
Finally, the results suggest that there is both positive and negative rhetoric in political tweets

on Twitter.



Conclusion

An analysis of the use of persuasive techniques on the Indian Elections 2019 shows a
detailed view of the complex process of online political communication in a modern Indian
democracy. The mixed methods research design, which involves both qualitative content
analysis and thematic coding, allows for an in-depth look at Twitter posts and the identification
of the techniques and themes used in political dialogue. The results show that social media has
become the locus of the development of political speech and persuasion, with Twitter being in
the most important position. A unique context of the Indian Elections 2019 became the starting
point for the analysis of an ever-evolving area of digital politics where the supporters of
Bharatiya Janata Party and Indian National Congress were using persuasive strategies to
influence the public, mobilize the voters, and ultimately, impact results.

Based on the analysis, some of the key insights are that the rhetoric of both parties is
quite distinct, and so are the messaging strategies and dynamics of engagement. On the one
hand, BJP supporters seem to highlight their leader’s position. Also, they focus on their leader’s
achievements, as well as provide many negative hedge expressions about the opposition
leaders. On the other hand, INC supporters seem to focus more on past historical achievements.
Furthermore, they engage in providing a lot of negative hedge expressions about the current
government’s leaders, while portraying Rahul Gandhi in a more positive light, claiming that
he is a strong leader, who wants to fight the system for the interest of democracy.

In addition, the current theme established the picture of the most important messages and
arguments for the BJP and INC followers. Both BJP and INC followers focused on their love
for the country, choosing a new ruler, and the need for development. However, BJP followers’
messages were also characterized by nationalism and loyalty to Modi, with INC followers
referring to the assessment of the previous government’s work and the connection with the

Gandhi family. The thematic analysis also appeared to identifications the multilayered nature



of Twitter discourse, with tweets serving as reflections of political aspirations, annoyances,
and alternatives. The subthemes related to the expressions of nationalism, opposing party
leaders, congratulations on victory, and manifesto appreciation demonstrated it. Most
importantly, the thesis also contributes theoretically to the field of political communication.
The study relies on such theories as framing theory and SIT. Therefore, the use of these
theoretical grounds also provides for a more sophisticated analysis of the cognitive processes
and group dynamics behind the social media political persuasion.

To sum up, the analysis of political tweets during the Indian Elections 2019 provided
important outcomes, as it shed light on the changing context of Indian politics in the time of
technology. The means of Twitter discourse were revealed and described throughout the paper.
While contributing to the development of our understanding of the realm of political
communication on websites, the study also highlighted the necessity to adopt a more detailed
approach to analyzing relationships between technology, democracy, and political governance.
Society is currently experiencing the progressive development of the digital era, in which the
flow of information is free, and the influence sphere is not limited by material boundaries.
Under such conditions, it is crucial to investigate the tendency of political online discourse and
pay close attention to the specifics of current interaction. In this, researchers as well as
policymakers and citizens in general will have the opportunity to understand the underlying
processes and challenges of democracy, and based on the obtained knowledge, promote
informed citizenship and inclusive governance.

Overall, this thesis acts as evidence of the impact of social media on the political
landscape, with its conclusion calling on all actors to engage with the digital public sphere
critically to maximize this potential for the good of the people. Through further research,
debate, and action, this thesis may prove relevant in shaping a more participatory, transparent,

and robust democracy in the digital age.



Limitations

Although the current study employed an accurate methodology, several limitations

should be acknowledged to put the findings and interpretations into context. These limitations

refer to the methodological, data and biased activities that can affect the robustness and

generalizability of the research outcomes.

1.

Sample Bias The use of the Twitter API for collecting data implies that the findings are
closely related to the number of public tweets regarding the Indian Elections 2019.
Consequently, such a collection of data risks causing sample bias because not all people
interested in the elections are on Twitter or engage in political discourse. Some users may
prefer non-public forms of communication and interaction.

Generalizability The context of the Indian Elections 2019 may limit the generalizability
of the findings. Specific results about the relationship between social media use, emotional
tone of the tweets, and the probability of misleading a reader might not be entirely relevant
to other electoral contexts and political landscapes, limiting the study’s overall findings.
There is a possibility that other regions have different political climates, levels of social
media usage, and cultural factors that would impact the likelihood of generalization.
Language and Cultural Context Analyzing a set of tweets mainly written in English
might hide some important characteristic present in tweets written in local languages. Also,
as Indian politics are characterized by cultural tones which might not be evident in the
noisiness of the tweets, the lack of specialized study into a particular cultural context might
limit the depth of interpretation.

Scope of Data Collection Although Twitter API can be useful for harvesting a
considerable extent of data, the present study is limited to the tweets that were written in

English, and those that use specific keywords, relating to political parties and elections, and



their synonyms. Consequently, the most relevant disadvantage of the present study is that
it only covers occurrences of tweets that were written in a different language — as such, the
study fails to obtain potentially important input from the non-English-speaking target
population and addresses only the English-speaking audience, according to the adopted
criteria.

Data Preprocessing Constraints Despite efforts to preprocess the collected tweets to
ensure relevance and quality, certain limitations persist. Filtering out retweets, non-English
tweets, and irrelevant information may inadvertently exclude valuable data points,
impacting the comprehensiveness of the analysis.

Interpretational Bias Qualitative content analysis involves the subjective interpretation of
the content of the tweets. Thus, it can be biased and differ among people who are
identifying the themes or patterns of the tweets. Although inter-rater reliability is
calculated, there is still a degree of subjectivity. The method may be characterized by
interpretational bias and variability, as different researchers will identify different patterns
and themes.

Twitter API Constraints Using a Twitter API to access and analyze tweets can entail
several constraints. The first is that an API may be restricted for use in some cases. This
means that it may not provide all the tweets, having some restrictions or limitations. API
rate limits can also limit the access of tweets and time necessary to collect and analyze
them. Finally, changes to the API can affect the quality of the study.

Validity of Engagement Metrics While metrics, such as retweets, replies, likes, as well as
follower count, are useful to an extent to understand how tweets are made public, perhaps,
they do not provide an accurate measure of political discourse in tweets as the controlling
uses them. Moreover, it is quite likely that controlling interferes with these metrics, giving

bots-like retweet and like.



9. Cross-Cultural Comparisons Cross-cultural comparison with US political tweets has
been a complex task, as it has certain limitations. Political culture, language, and nature of
social media utilization may vary significantly in India and the US, and the findings and
suggestions may not be valid in general.

10. Temporal Constraints The latency involves the temporal scope of the Indian Elections
2019. Therefore, the insights are restricted to the deliberate period. The present analysis
may overlook the persuasive strategies in political tweets, which evolve when the political
dynamics shift outside the election period.

Despite the limitation, the present study contributes valuable insights into the
persuasive strategies in the political tweets during the Indian Elections 2019, providing the
groundwork for the future studies. Hence, understanding and acknowledging the specific
limitations is essential for rigorous and transparent scholars. By identifying the limitations, the
researchers could also provide the directions for the future studies concerned with identified

limitations and research methods.

Future Recommendations
Given the results and experience obtained in analyzing persuasive techniques used in
political tweets of the Indian Elections 2019, some recommendations for further research can
be made. In particular, it is possible to suggest where improvements can be made in exploring
the dynamics of political communication that might not have been fully considered or defined
as part of the present study.
1. Longitudinal Analysis Conducting a longitudinal study will provide better insights
regarding how these techniques might evolve. Examining the data throughout several
election cycles or the major contentious political events can help determine developing

trends and recurring themes. Such a study will also help analyze impacts such as the



usage of the platform by political figures, changes in the fan base, or the concerns in
the broader US society.

2. Comparative Studies One of the ways to understand whether particular techniques of
persuasion are universal or context-specific is conducting comparative studies
involving different electoral contexts, political systems, and cultural settings.
Analyzing how these techniques vary among countries and regions and how they are
used in the rhetoric of election may provide deeper insight.

3. Content Analysis Techniques Explore advanced content analysis techniques, such as
sentiment analysis, topic modeling, and network analysis to gain a more insightful
understanding into the structure and dynamics of political discourse on Twitter. By
utilizing computational methods and natural language processing techniques, it is
possible to expose bigger patterns and relationships in large-scale Twitter datasets.

4. Cross-platform Analysis Another possible extension is to use more sources than
Twitter. For example, it could also be instructive to analyze similar accounts on
Facebook, Instagram, and YouTube. Indeed, this social media use is a multi-platform
communication, and analyzing the specifics of political appeals on different platforms
and ingrained audience engagement could provide additional revelations.

5. Qualitative Research Methods Complementary to quantitative analyses, conduct
several qualitative research methods such as interviews, focus groups, and ethnographic
studies that will help in understanding the motivations and perceptions of Twitter users
in political debates. This will help in understanding various experiences and
motivations in the context of broader theoretical discussions.

By following these avenues for future research, scholars can further their understanding

of the intricate relationship between persuasive communication, digital platforms, and



democratic mechanisms. Thus, these directions will make a significant contribution to the

development of the political communication and social media studies field.
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Appendices

Appendix A - Table: Themes, Codes and Categories of Gathered Data

Themes Codes & Categories
BJP INC
Nationalistic and | e Vote for BJP and make Bharat a| e This is India's victory -

Patriotic superpower globally. Congratulations to all the countrymen
Approach . This is how a true leader uplifts his | - Satyamev Jayate - Jai Hind.
nation. Through unstinted support and | e True that! JEETEGA INDIA
warmth! ° The pride was broken, the
° | want to see the country prosperous | farmer of my country won.
and at the pinnacle of success for the next | e I - Indian N - National D -
thousand years. The third term will be the | Developmental I - Inclusive A -
term to lay a strong foundation for the next | Alliance INDIA will win.
100 years.
Congratulating o This shine, this shine, the smell of e Thisis India's victory.

and Welcoming

Notes

flowers, everything is from you government.
. On behalf of the BJP family, many
happy returns of the day to Prime Minister
Shri Narendra Modi, the true son of Mother
India and the source of inspiration for
millions of youths.

° Modi 3.0 loading.

e Rahul Gandhi is coming to the
House.

e The glow on his face and the
tilak on his forehead indicate
that an ascetic is coming with

the goal of uniting India.




Truth won over untruth' Jai
Congress, Vijay Congress.

This is the victory of love
against  hatred.  Satyamev
Jayate.

People's leader Rahul Gandhi

has reached Parliament.

Religious  and

Cultural Titles

Rahul Gandhi is trying to mislead
people by telling baseless lies.

What Israel is facing today, India
suffered between 2004-14. Never
forgive, never forget.

The truth about family robbers! All
their work is incomplete, But the
slogan... Ho Jayega.

If Rahul Gandhi does not know the
details of the Rafale deal, then on
what basis did he create so much
noise?

To mislead the people of the country

Fuse Tube light

Gandhi was not afraid of sticks
then, neither will Gandhi be
afraid of sticks now.

Loot-loot.

Puppet in the hand of foreign
powers.

PM Modi has a bad habit of
lying. Caught lying once again.

public leader actor

Truthfully with questions from
cartoon- He is afraid of
everything.

Modi Govt is jeopardizing
India's future.

Looted India with a bag full of

slogans




Today BJP has thrown
kerosene on the entire
country.

Modi Ji, the battle is over. Your
Karma awaits you. Projecting
your inner Dbeliefs about

yourself onto my father won’t

protect you. All my love and a

huge hug

Manifesto/Policy My Kashi e Om Namah Shivay
Appreciation Our Lord Ram has arrived. e Ascetic/Tapasvi

Lord Ram e Jai bajarangabalee

The new age Ravan is here. He is Evil. e JanNayaka

Anti Dharma. Anti Ram

Om Han Hanumate Namah

Jai Shri Ram

Om Sri Venkateshwaraye Namo

Namah
Criticism on 6 years of Modi e Congratulations to all the
Opposition government...unmatched countrymen including ISRO on

He started walking alone...I am in his
gueue. The whole country is saying...

| am also a watchman.

the successful landing of
Chandrayaan-3 on the lunar

surface. Seeing the need for




Salute to the eternal truth!

Difference Between Congress and BJP
Congress: Kashmir Is Not India's
Internal Matter BJP: Jaan De Denge

Hum PoK Ke Liye

space research in the future,
Pandit Nehru laid the
foundation of ISRO. It is the
result of his foresight that
today India is creating new
innovations in the field of
space research in the whole
world.

Many people told us that this is
a revolutionary manifesto. This
manifesto is made from the
suggestions of the people of

India. | thank you all for this.

Supporting
Respective

Leaders

Congress led UPA Surgical Strike:
Don'tdo it Air Strike: Don't do it A-SAT
Missile: Don't do it Modi Sarkar
Surgical Strike: Go for It Air Strike: Go
for It A-SAT Missile: Go for It Modi Hai
to Mumkin Hai.

Dawn broke, without noise, my mind
is full of fear, every vein is colored,
blue, brown, black pleasant,

Adorable, the peacock is unique.

Have you understood
Savarkar? Name is Rahul
Gandhi.

Rahul Gandhi's Lok Sabha
membership was abolished. He
is continuously fighting for you
and this country from the
streets to Parliament, making

every possible effort to save

democracy. Despite every




Beautiful view of Modi ji and the
national bird peacock at the Prime
Minister's residence.

The attitude of lions does not

change...

conspiracy, he will continue
this fight at all costs and will
take just action in this matter.
The fight continues.
Gandhi is invincible, he’s so
confident Yeah, he’s
unstoppable today.
Integrity Vs Escape
Upwards and onwards -

Unstoppable




Positio

n

2 sharing my thoughts.

Appendix B - Figure 1: @narendramodi Profile Data
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Incredible energy at the
public meeting in Pune!
Gratitude to everyone for
joining the rally in huge

numbers. 151 1K

Watch my interview
tonight at 9 PM on the
News18 network, where
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senior leader and MP
from Chamarajanagar,
Shri V. Sreenivasa
Prasad Ji. He was a
champion of social
justice, having devoted
his life to the welfare of
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and marginalised. He
was very popular for his

various works of...
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Karnataka has been
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visit. The warmth and
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corruption for the

Congress party. They

siphoned off money

meant for their welfare.
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All those who’ve been
in contact with me
recently, please follow
all safety protocols and

stay safe.

Dear Dr. Manmohan

Singh Ji,

Wishing you a speedy
recovery.

India needs your Apr.
guidance and advice in 106 19,

43 this difficult time.
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Congratulations to Shri
MK Stalin for the

victory.

People of Tamil Nadu
have voted for change
and we will, under your
leadership, prove to be a
confident step in that

direction.
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India is reeling under

Modi-made disasters:

1. Historic GDP
reduction -23.9%

2. Highest
Unemployment in 45
yrIs

3. 12 Crs job loss

4. Centre not paying
States their GST dues
5. Globally highest

COVID-19 daily cases

and deaths Sep
6. External aggression at 102 2,
51 our borders 9.5K 35K K 2020
Jun
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Modi Ji,

The battle is over. Your
Karma awaits you.
Projecting your inner
beliefs about yourself
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60 THAT G

protect you.

All my love and a huge

hug.
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Come what may, my
duty remains the same. Aug.
2.4 4,

64 Protect the idea of India. 7K 27K 99K M 2023
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JEE-NEET aspirants
wanted the PM do
‘Pariksha Pe Charcha’

but the PM did

69 ‘Khilone Pe Charcha’.
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I lost my father to the
politics of hate and
division. I will not lose
my beloved country to it

too.

Love will conquer hate.

Hope will defeat fear. Sep
Together, we will 7,
75 overcome. 7.2K 24K 95K 2022
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The Arogya Setu app, is
a sophisticated
surveillance system,
outsourced to a pvt
operator, with no
institutional oversight -
raising serious data
security & privacy
concerns. Technology
can help keep us safe;
but fear must not be
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20K

27K

93K

92K

18,

2021



citizens without their

consent.
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Give up hatred, not
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India feels the absence
of a PM with the depth
of Dr Manmohan Singh.
His honesty, decency
and dedication are a

source of inspiration for

us all.

Wishing him a very Sep
happy birthday and a 26,
89 lovely year ahead. 7K 20K 89K 2020

I'm dismayed by the
"unfollowing" of our
President & PM by the
White House. I urge the Apr.
Ministry of External 29,
90 Affairs to take note. 9.1K 18K 88K 2020
One simple question-
Jun
If vaccines are free for 7,
91 all, why should private 18K 24K 89K 2021




hospitals charge for

them?
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Petrol Rate in Indian

Rupees (%)

Afghanistan: 66.99
Pakistan: 62.38

Sri Lanka: 72.96
Bangladesh: 78.53
Bhutan: 86.28
Nepal: 97.05

India: 101.81

Uy YD “BdR’ T,
ST R &I T
Mar
NG RINEI ] .
94 TR, T¢ fegEH I 14K 27K 88K 2022




Aug.
Wishing every one a

95 happy 48K 12K 87K 2020

My best wishes &

congratulations to Mr
Kejriwal and the AAP Feb.
on winning the Delhi 11,

96 Assembly elections. 4.8K 10K 87K 2020

Modi Govt is
jeopardising India's

future.

Arrogance is making
them ignore the genuine
concerns of the JEE-
NEET aspirants as well
as the demands of those
who took SSC and other
exams.

Sep
Give jobs, not empty

97 slogans. 7.3K 40K 86K 2020




I congratulate our
security forces for
bringing the terrorist,
Riyaz Naikoo, to

justice. The killing of

innocent people by May
terrorists must never go 6,
98 unpunished. 5.9K 13K 86K 2020
BEKS)
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gf o Jun
11,
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Appendix F - Figure 5: Tweet Comparison
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