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A long view of social media usage in the Philippines

* Mobile phones outnumber people — 124.2 million mobile
subscriptions (We Are Social, 2019)

« ‘Social media capital of the world’ — an average of 4 hours
and 12 minutes (We Are Social, 2019)

» Social media the as main entry point for the internet
among young Filipinos (Soriano & Cao, 2016)

* An internet speed rated as one of the lowest in Asia

* For overseas Filipino workers: online interactions are as
Important as face-to-face communication to maintain
family ties

 Filipino millennials experience ‘parenting at a distance’
(Madianou, 2014)



THE PHILIPPINES »

THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND MOBILE, INTERNET, AND SOCIAL MEDIA USE

TOTAL MOBILE INTERNET ACTIVE SOCIAL MOBILE SOCIAL
POPULATION SUBSCRIPTIONS USERS MEDIA USERS MEDIA USERS

1073 124.2 76.00 76.00 72.00

MILLION MILLION MILLION MILLION MILLION
URBANISATION: vs. POPULATION: PENETRATION: PENETRATION: PENETRATION:

47 % 116% 71% 71% 67%

SOURCES: POPULATION: UNITED NATIONS; U.S. CENSUS BUREAU. MOBILE GSMA INTELLIGENCE INTERNET: INTERNETWO RLDSTATS; ITU; WO RLD BANK: CIA WORLD FACTBOOK: EUROSTAT - we
LOCAL GOVERNMENT BODIES AND REGULATORY AUTHO RITIES; MIDEASTME DIAORG; REPORTS IN REPUTABLE MEDIA. SOCIAL MEDIA: PLATFORMS' SELF-SERVE ADVERTISING TOOLS; PRESS Hootsu‘te are,

RELEASES AND INVESTO R EARNINGS ANNOUNCEMENTS; ARAB SOCIAL MEDIA REPORT. TECHRASA; NIKI AGHAEL ROSERU. [ALL LATEST AVAILABLE DATA IN JANUARY 2019) socu'l



TIME SPENT WITH MEDIA ’

AVERAGE DAILY TIME SPENT CONSUMING AND INTERACTING WITH MEDIA [SURVEY BASED]

AVERAGE DAILY TIME AVERAGE DAILY TIME AVERAGE DAILY TV VIEWING TIME AVERAGE DAILY TIME
SPENT USING THE SPENT USING SOCIAL (BROADCAST, STREAMING SPENT LISTENING TO
INTERNET VIA ANY DEVICE MEDIA VIA ANY DEVICE AND VIDEO ON DEMAND) STREAMING MUSIC

IOHO2M 4H 12M 3H33M 2H O6M

SOURCE: GLOBAIWEBINDEX {02 &4 Q3 2018) AGURES REPRESENT THE ANDINGS OF A BROAD SURVE FINTERNET USERS AGED 16-84 TIMES ARE DALY AVERAGE S, REPORTED IN HOURS H -
o AND MINUTES ;K;TE; SOME ACTIVITIES MAY 'n'\'_':‘:' LACE CONCURRENTLY - { HootSUlte gsgial
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networked disinformation is
the outcome of the
normalisation and
professionalisation of
political deception

Who are the producers of
disinformation and what are their
work structures like?

How do they justify this work to
others and themselves?

What are the political outcomes
they achieve?
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key insights
-roots in ad and pr
-project-based and sideline jobs

-competitive collegialities that lead to
volatile virality in messaging

-architecture that enables moral
displacement




methodology
-12-month field research

-20 ‘architects of networked
disinformation’

-anonymity and dis-identified
information
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Political Clients
Chief Architects of

Networked
Disinformation

Digital Influencers

Anonymous Influencers

Key Opinion Leaders
Celebrities and pundits with highly engaged far
and followers on social media: they carry core

ampaign messages

chief architects

Community-Level Fake
Account Operators

-ad and PR executives who recruit
and lead disinformation teams

-experienced/bored by corporate
marketing, they see digital
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Political Clients
Chief Architects of

Networked
Disinformation

Digital Influencers

Anonymous Influencers

Key Opinion Leaders
Celebrities and pundits with highly engaged far
and followers on social media: they carry core

Community-Level Fake

digital influencers - S

-1: key opinion leaders

-2: anonymous digital influencers 4 SRR
L) rassroots

with social media accounts that > Intermediaries

have 50K to 2M followers < sssdlomrsmon i
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Political Clients

Chief Architects of
Networked
Disinformation

Elite advertising and PR strategists

Digital Influencers

Anonymous Influencers

Key Opinion Leaders
Celebrities and pundits with highly engaged far
and followers on social media: they carry core

Community-Level Fake
Account Operators

community-level fake
account operators

Crassroots
Intermediaries

fan page moderators, unpaid opinion
2rs, volunteer political organizers

-do script-based work to create
illusions of engagement

-moral justifications: career and
financial insecurity
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