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INTRODUCTION

One of the problems of contemporary democracies is the decline of
citizen engagement. Although several structural changes contribute
to such a process, including large scale economic and socio-
cultural transformations, the media and modern mediated political
communication may also play an important role (Dahlgren, 2009). The
issue of the effects of exposure to media and campaigns messages on
civic engagement have generated an intense theoretical debate. While
theories of media malaise argue that the impact of expossure to media
and campaign messages on political involvement is negative, theories
of mobilization contend that media and campaign effects are rather
positive. The aim of this study is to assess the impact of consumption
of political information through the media on civic engagement
during the Mexican presidential election of 2012. The study is based
on quantitative multivariate analysis of data from the 2012 Encuesta
Nacional sobre Cultura Politica y Practicas Ciudadanas (National
Survey on Political Culture and Citizen Practices) published by the
Secretaria de Gobernacion (Ministry of the Interior, SEGOB, 2012).

The analysis of the impact of media and campaign messages on
civic engagement in Mexico is a relevant case study because it provides
empirical evidence on an emerging democracy, in a field mainly based on
advanced democracies, which tend to be characterized by considerable
partisan loyalties among the electorate, plurality of channels of political
communication, and sometimes strong sectors of print and public
broadcast media, or at least relevant as sources of political information
for the population, among other factors limiting the impact of media
and media-intensive campaigns on political engagement.

In contrast, Mexico is a country with structural factors that may favor
negative effects of mediatized political communication on political
involvement; including a party system with limited levels of party
identification (Diaz Jiménez & Vivero Avila, 2015); and a television-
centric, predominantly private, and highly concentrated media system
(particularly in the broadcast television sector) (Huerta-Wong & Gomez
Garcia, 2013), which offers a limited plurality of sources of political
information to audiences, whose patterns of media consumption are
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primarily entertainment-oriented (Jara Elias & Garnica Andrade, 2009),
to the detriment of news consumption in electronic and print media.

THEORIES ABOUT MEDIA AND CAMPAIGN IMPACT
ON CIVIC ENGAGEMENT

Theories of media malaise

The media malaise approach argues that exposure to the general media,
especially to television entertainment and campaign communications
involving negativity (in both: political advertising and election news
coverage) has a harmful impact on civic engagement, since it limits
substantive learning about politics and promotes citizen cynicism,
apathy, and political disaffection, which in turn reduces citizen
engagement (Garcia Luengo, 2009).

Studies using this approach are diverse. Some analyze the effects
of strategic game framing and negativity in news coverage on political
trust (Cappella & Jamieson, 1997; Fallows, 1997; Kerbel, 1995;
Patterson, 1993; Robinson, 1976; Sabato, 1993). And the consequences
of negative images of politics and government, which are predominant
in media entertainment (Lichter, Litcher & Amundson, 1999, 2000);
other researchers focus on the impact of negative advertising on voter
turnout (Ansolabehere & lIyengar, 1995), and some other analyze the
negative effects of TV entertainment on social capital (Putnam, 1995,
2000) (for a literature review see Delli Carpini 2004).2

Theories of mobilization
In contrast to the media malaise approach, mobilization theories argue
that media and campaign messages contribute to increasing the levels

2 Although this theoretical approach has been developed mainly in the United
States (Avery, 2009; Bennett, Rhine, Flickinger & Bennet, 1999; Hanson,
Haridakis, Cunningham, Sharma & Ponder, 2010; Valentino, Beckmann &
Buhr, 2001) it has also been tested in the context of Western European de-
mocracies (De Vreese, 2005; De Vreese & Elenbaas, 2008; Elenbaas & De
Vreese, 2008; Holtz-Bacha, 1990; Jackson, 2011; Newton, 2000; Pedersen,
2012) and in some new democracies (Voltmer & Schmitt-Beck, 2006).
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of civic engagement. One of the most important mobilization theories
is the theory of a “virtuous circle”, which contends that, when people
are exposed to campaign communications through the media and
new media technologies, they tend to increase their levels of political
interest and knowledge, their feelings of subjective political efficacy
and political and social trust, as well as their involvement in communal
and campaign activity (Norris 2000a, 2009b).

From this theoretical perspective, the relationship between
political communication and civic engagement functions as a circular
mechanism, in which the more active people, with higher levels of
political interest and information, and greater sense of political efficacy
and political trust, will be those most exposed to political messages
from parties and candidates’ campaign teams, as well as to political
information flowing through the print and electronic media, Internet
and social media. In turn, those who are more exposed to the media
and campaign communications become more politically engaged.
Several studies conducted with data from advanced democracies of
Western Europe and the United States (Newton, 2000; Norris, 2000b,
2002a, 2002b), as well as from new democracies of Central and Eastern
Europe and Latin America, tend to support this theory (Curran et al.,
2014; Schmitt-Beck & Voltmer, 2007; Voltmer & Schmitt-Beck, 2006).

THE IMPACT OF MEDIA CHANNEL
AND MEDIA CONTENT

Other studies show that media and campaign effects may depend
on the type of media (usually distinguishing between electronic
and print media), and the type of media content (whether news or
entertainment) to which people are exposed. For example, Putnam
(1995, 2000) argues that exposure to newspapers tends to increase
social capital and political mobilization of citizens, in contrast to
the negative consequences of watching entertainment programs on
television. According to Putnam (1995), the decline of civic activism
in North America is in part due to the increase in the number of hours
that individuals watch television, as this reduces time to interact with
others. Exposure to television programs has also made people less
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trusting of others because such programs tend to overestimate the
negative aspects of reality.

The analysis of Holtz-Bacha (1990) on the German case concluded
that political disaffection occurred mainly among individuals who
were exposed to entertainment in the print and electronic media.
In contrast, the consumption of news programs on television and
reading the political section in newspapers fostered civic engagement.
Similarly, the study of Newton (2000) on the United Kingdom
shows that reading newspapers was strongly associated with higher
levels of political knowledge, interest, and understanding. However,
while television news tended to inform and mobilize; exposure to
general television was weakly associated with indicators of political
disaffection.

Also, Shah, Mcleod & Yoon (2001) found that while some
entertainment content may cause a decrease in civic involvement, the
use of news media is positively associated with it. Recent research
confirms that television news has a positive impact on civic engagement.
However, it is the exposure to news and political information on public
television, rather than private commercial television, which is most
effective in promoting the citizens’ political engagement (Aarts &
Semetko, 2003; Curran et al., 2014; Strombéck & Shehata, 2010).

THE IMPACT OF THE INTERNET
AND SOCIAL MEDIA

Studies on the impact of Internet use on political involvement have
shed mixed results. While for Putnam (2000) the effect of the Internet is
similar to that of television, in that it erodes rather than promotes civic
engagement. Other analyses consider that communicative interactions
through Internet are a complement of face-to-face interactions and
generate greater political participation (Wellman, Haase, Witte &
Hampton, 2001). More recently, research has found that there are
positive and significant relationships between the use of digital media/
Web 2.0 technologies and political knowledge and involvement
(Boulianne, 2009; Dalrymple & Scheufele, 2007; Dimitrova, Shehata,
Stromback & Nord, 2014; Tolbert & McNeal, 2003).
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STUDIES ON MEXICO

Research on Mexico has found mixed evidence that primarily supports
mobilization theories. Most analyses have focused on media impact
on different aspects of political engagement of certain sectors of the
Mexican population, such as young pre-citizens in the city of Monterrey,
Nuevo Leon (Muiiiz & Maldonado, 2011; Muiiz et al.2011; Saldierna
& Muniz, 2014)3 and urban youth nationwide during the presidential
election of 2012 (Diaz Jiménez & Muiiiz, 2017). Only a few studies
have examined media effects on civic engagement using nationwide
surveys among the general population, during non-election periods
(Corduneanu & Muiiiz, 2011; Aruguete & Muiliz, 2012).

An example is the study of Corduneanu and Muiiiz (2011) which
provided evidence of media impact, mainly mobilization effects, by
finding a positive and significant association between consumption of
television, radio, the print media and Internet as sources of political
information, and relevant political attitudes such as political interest,

3 The study by Muniz ef al. (2011) shows that exposure to the media, espe-
cially the press, is positively associated with political sophistication (a com-
posite variable including political interest and knowledge indicators). Simi-
larly, Saldierna and Muiiiz (2014) show that exposure to different types of
media increases political interest and knowledge. However, their analysis
reveal that media exposure also increases the levels of political cynicism.
In a more disaggregated analysis, Mufliz & Maldonado (2011) confirmed
that exposure to the press was associated with political knowledge, but also
with indicators of political cynicism. Meanwhile, exposure to magazines
increased political interest and efficacy, and Internet consumption was cor-
related only with political interest. By contrast, the analysis concluded that
exposure to television was negatively associated with higher levels of polit-
ical knowledge. Regarding the effects of media content, the research found
that attention to political content was positively associated with political
knowledge, interest in politics and feelings of internal political efficacy.
However, attention to entertainment showed mixed results, because it was
also positively and significantly associated with political knowledge, but
negatively correlated with feelings of external political efficacy.
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and satisfaction with democracy, feelings of political efficacy, and trust
in institutions, based on data from a nationally representative telephone
survey. Those who were informed through the radio, newspapers or
the Internet, as their primary source of political information showed
greater interest in public affairs with respect to those informed
through television. However, the impact of television did not turn out
to be negative. Similarly, the results of the analysis on the impact of
media consumption on internal efficacy suggest that the Internet is the
medium that most strongly foster a sense of political efficacy, followed
by television, radio and the print press.

Aruguete and Muniz (2011) also provide evidence supporting the
mobilization approach, to the detriment of the media malaise theories.
They found that media consumption contributes positively to increase
political interest, political trust, and civic participation using regression
analysis with data from the ENCUP (2008).4

HYPOTHESIS

Drawing on the literature review, the following competing hypotheses
are examined in this study:

Impact of exposure to political information through the media: HI:
Mobilization: Exposure to political information through the mass media
(radio, television, and print media), the Internet and social media will have
a positive impact on the scale indicators of civic engagement included in
the study (political information, political efficacy and trust, social capital,
political discussion and campaign activity). H2: Media malaise: Exposure
to political information through the mass media, the Internet, and social
media will have an adverse impact on indicators of civic engagement.

4 Itshouldbe noted that the three indicators of exposure to political information
via the media, included in the study (exposure to newspapers, radio and
television news) had statistically significant effects on political interest. On
the contrary, only consumption of radio news had a significant but slight
impact on trust in political institutions. Regarding civic participation,
consumption of newspapers and radio news had a significant impact on this

dimension. By contrast, exposure to television had no significant effect.
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H3: Media type: Exposure to political information through print media,
will have a positive impact on indicators of civic engagement. In contrast,
exposure to political information through television, Internet and social
media, will have a negative impact on such indicators.

Impact of exposure to news and current affairs programs in
broadcast and print media: H4: Mobilization: Exposure to news and
current affairs programs in broadcast and print media will have a
positive impact on indicators of civic engagement. H5: Media Malaise:
Exposure to news and current affairs programs in broadcast and print
media will have a negative impact on indicators of civic engagement.
HG6: Type of Media: Exposure to news in print media will have a positive
impact on indicators of civic engagement. In contrast, exposure to news
and current affairs programs in broadcast media will have a negative
effect on such indicators.

MASS MEDIA AND POLITICAL CAMPAIGNS
IN THE 2012 MEXICAN PRESIDENTIAL ELECTION

As in previous presidential contests, in the electoral process of 2012,
Mexican political parties and their candidates made intensive use of
electronic and print media, as well as the Internet and social media to
get their messages across to the electorate (Meyer Rodriguez, Rios
Calleja, Sanchez Nuevo & Banuelos Ramirez, 2013). However, some
studies show an over-exposure of the electorate to political campaigns.
Parties in 2012 had a total number of television spots, seven times higher
than in the presidential elections of 2000 and 2006 (Delphos, 2013).
Although the allocation of TV ads, according to the new regulatory
framework of campaigns established in the 2007-2008 electoral reform,
ensured that each political party reached virtually the entire electorate,
such distribution was excessive and has often been criticized as a
“spotization” of political communication. Political ads “exceeded the
number of spots placed by conventional commercial brands by more
than 3,000 percent” (Delphos, 2013, p.329). However, the large amount
and excessive repetition of spots, as well as their lack of creativity, led
to a high degree of saturation and weariness among voters (Martinez,
Cardenas & Barrueta, 2013).
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Other studies show significant levels of negativity and strategic
game framing in political advertising (Arellano Toledo & Jara Elias,
2013; Juarez Gamiz & Brambila, 2013). For instance, Juarez Gamiz
and Brambila (2013) found that most versions of spots produced by
parties during the election followed an “electoral strategies” framing
(55.5%) to the detriment of issue framing relating to public security
(14.6 %), social policy (13.6%), and the economy (13%). Regarding
negative advertising, the Delphos Group analysis shows that “the total
number of negative spots during the campaign was 12,186, equivalent
to 17.3% of total spots broadcast during the 90 days of the campaign.
Negative spots reached 35.2 million people, which implies 95.7% of
people aged 18 or more” (p. 350). However, as well as the positive
spots, they caused a high degree of weariness and rejection among
voters (Martinez, Cardenas & Barrueta, 2013).

Regarding television news coverage received by all candidates, this
was very limited and superficial (Martinez Garza & Godinez Garza,
2013), although predominantly positive and balanced (Juarez Gamiz,
2013; Martinez Garza and Godinez Garza, 2013). In contrast, campaign
coverage in the press and, above all, on the talk radio, turned out to
be more negative (Juarez Gamiz, 2013). Regarding the digital press,
Muiliz (2015) study on the online versions of five national newspaperss
shows a predominance of strategic game frames over issue frames in
media coverage of the campaign period. Other studies show low levels
of attention (and recall) by citizens regarding news about campaign
events. Overall, news about proselytism and campaign events, as well
as on the electoral process were those that had the highest percentage of
recall among the population, followed by news on attacks or scandals
(Maldonado Sanchez & Ortega de la Roquette, 2013).

Some of these analyses argue that such trends had a negative
impact on the levels of political involvement of citizens. According
to Jara Elias, of the Delphos Group, “the “spotization” seems to serve
little to encourage the involvement of citizens in campaigns, which
does not benefit the democratic system” (Garnica, 2013, p. 28). Other
studies (Meyer Rodriguez et al., 2013) argue that both campaign

5 El Universal, Reforma, La Jornada, Excélsior and Milenio.
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communication channels, spots and newscasts on radio and television,
“constituted indistinct elements of a presidential campaign that matched
with the political culture of the population and contributed little to civic
engagement and the democratization of the country” (p.45).

METHOD

The aim of this section is to test the assumptions of the mobilization and
media malaise theories and evaluate whether exposure to media and
campaign messages promoted or eroded civic engagement of Mexicans
in the 2012 presidential election. Multivariate linear regression
analyses were carried out in order to assess the direction of statistically
significant associations between indicators of exposure to different
sources of political information during campaigns and indicator scales
of different components of civic engagement of the Mexican electorate,
with data from the Encuesta Nacional sobre Cultura Politica y Prac-
ticas Ciudadanas, ENCUP, 2012 (SEGOB, 2012).

The ENCUP was conducted between the 17th and 28th of August
2012 in urban and rural areas of the country. The sample design was
probabilistic, multistage, stratified and based on the electoral sections
set by the Instituto Federal Electoral (IFE) in 2009.The aim of the study
population were adult men and women 18 years or older, living in
households. The sample size was 3,750 individuals, yielding a margin
of error of +/-2.26% at the 95% level of confidence, nationwide. The
refusal rate was 84%. The following section describes the scales of
dependent and independent variables used in multiple linear regression
models, their construction and validation.

VARIABLES

The dependent variable: Civic engagement

Civic (or political) engagement is not an easy phenomenon to define,
nor does it lack criticism (see Berger, 2011). For Putnam (1993,
p. 86-91) this consists in the “active involvement in public affairs”
and includes aspects such as the development of attitudes of political
equality, tolerance, solidarity, and trust, as well as voter turnout and
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participation in voluntary associations, etc. However, here we will use
a more operational definition, based on Norris (2002a), who defines it
as a multidimensional set of attitudes and forms of citizen participation
that include:

...what people know about politics, their bonds of social capital (measured
by social trust and organizational membership), their support for the political
system (including attitudes such as political efficacy and trust in govern-
ment), and the most common types of political activism (including political

discussion, voting turnout, and campaign activism) (p. 3).

It should be noted that other authors prefer the term democratic
engagement to refer to this multidimensional set, drawing a distinction
between the two subtypes that constitutes it: civic engagement and
political engagement (Delli Carpini, 2004). This distinction is based
on the forms of activism that characterize them. So, while civic
engagement refers to “participation —as an individual or a member of
a group— intended to address public concerns directly through methods
that are outside of elections and government” (Delli Carpini, 2004, p
397); political engagement is defined as “activities intended directly or
indirectly to affect the selection of elected representatives and/or the
development, implementation, or enforcement of public policy through
government” (Delli Carpini, 2004, p. 397).6 However, both political and
civic participation require a set of skills and resources, including values,
opinions, and attitudes (such as political interest and knowledge) that
make them possible. Therefore, “a democratically engaged citizen is
one who participates in civic and political life, and who has the values,

6 Berger (2011) also distinguishes between social (or civic) engagement
and political engagement. The former refers to the attention and involve-
ment of citizens in activities relating to norms, dynamics and social
groups, including diverse forms of activism in voluntary associations;
and the later relates to the participation of citizens in government, politi-
cal processes and institutions, such as voting, political activism and, in
general, any kind of engagement whose aim is to influence political deci-
sions of state actors.
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attitudes, opinions, skills, and resources to do so effectively” (Delli
Carpini, 2004, p. 397).7

Dependent variables: In order to reduce the volume of data and
increase the validity and reliability of the various indicators of civic
engagement included in the 2012 ENCUP, a principal components factor
analysis (not reproduced here) was run on the survey items. The value
of the Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy was
.89, and the Bartlett’s test of sphericity was significant with a value
0f 39247.163 (p <0.000), indicating that the items are suitable for this
type of statistical analysis. The results revealed that items were grouped
into nine dimensions: 1) political trust; 2) participation in (political)
associations; 3) participation in (social) associations; 4) campaign
activity; 5) political knowledge; 6) political efficacy; 7) social trust; 8)
political discussion; and 9) political understanding. It then proceeded to
build and validate scales of each dimension as described below:

1) Political Trust: an additive scale based on a set of questions about
the degree of trust in a number of political actors and institutions,
using a scale ranging from 0 (no confidence) to 10 (very confident).
In order to assess the internal consistency of the scale and confirm
whether the items that comprise it are satisfactorily related to each
other, we proceeded to calculate the Cronbach's alpha statistic. The
result was .93, a high value that confirms the validity of the scale.

2) Communal Activity (in political and social associations/
organizations): an additive index based on the number of social
and political organizations to which respondents said they belong
or participate in. The value of Cronbach's alpha statistic was .75,
indicating that the items are suitable for the scale.

3) Campaign Activity: an additive scale was built based on survey
questions about the degree of involvement of citizens in electoral
campaigns. The Cronbach s alpha test yielded a result of .70.

7 In a similar vein, Dahlgren (2009) argues that democratic participation has
as prerequisite civic culture, which consists of six interrelated dimensions:

knowledge, values, trust, spaces, practices, and identities.
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4) Political knowledge: an additive index was built based on four
survey items designed to measure the level of information of citizens
about political authorities, institutions, and campaign events during
the election. Alpha for the scale was .59.

S) Political Efficacy: an additive scale was constructed based on
survey questions measuring subjective feelings of political efficacy
of people and the degree of influence of citizens on government.
Alpha for the scale was .74.

6) Social Trust: a scale was built using survey items about the level
of solidarity and interpersonal trust of Mexicans. Despite the
Cronbach’s alpha test did not indicate high internal consistency
(a = .36.), the items were maintained in one scale based on the
comparative literature on social trust (see Montero, Zmerli &
Newton, 2008) and the factor analysis results.

7) Political Discussion: an additive index of two items based on
questions about the frequency and habits of interpersonal discussion
on political issues of respondents was built. Despite the Cronbach s
alpha test yielded a low value (a = .40), it was decided to keep the
two items that make up the scale, because the factor analysis results
united them as one component.

8) Political comprehension: a scale based on the survey question: P1.
How complicated is politics for you?

Independent and control variables

Independent variables: Exposure to broadcast and print media, the
internet and social media as sources of political information/exposure
to news and information about public affairs in broadcast and print
media. The variables were measured by scales on the frequency of
exposure to each media as the main source of political information and
through scales that measure the frequency of exposure to news and
information on public affairs in electronic and print media. Control
variables: sex, age, education, socioeconomic status (AMAI), ideology
and party identification. The variables age, education, socioeconomic
status, and ideology (right) were treated as continuous variables,
where higher values represent higher levels of the variable in question.
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ANALYSIS AND RESULTS

Table 1 shows the results of a series of multiple linear regression models,
with the indicator scales of civic engagement as dependent variables
and indicators of exposure to different campaign information sources
as independent variables. All models include socio-demographic and
attitudinal controls. In general, standardized (or beta) coefficients in
regression models show that, even after introducing prior control
variables, indicators of exposure to political communications are
significantly and positively associated with the indicator scales of civic
engagement. Contrary to media malaise theories, beta coefficients
in regression models reveal statistically significant and positive
associations between exposure to the different channels of political
communication and the multiple indicators of political involvement.
Of the various sources of political information analyzed, reading print
media (newspapers and magazines) had the most consistent impact as it
proved to be a significant predictor across all eight separate indicators of
civic engagement. The use of the Internet and social media for political
information also proved significant and positive across all indicators of
political engagement, except for political trust.

Exposure to talk radio turned out to have a significant and positive
association with four out of the eight indicators of political involvement
(political knowledge, communal activity, political efficacy, and political
discussion). In contrast to the assumptions of theories of media malaise,
television exposure showed no negative effect on any of the indicators
of political involvement. In contrast, watching TV was positively
related to indicators of political knowledge, political discussion, and
feelings of political efficacy. In sum, the results of multiple regression
analyses suggest that campaign information flowing through the media
strengthen rather than erode civic engagement of Mexicans.

However, in most cases, the values of beta coefficients suggest that
associations between exposure to campaign communications and civic
engagement indicators were weak or moderate (values lower than .10
in the coefficients are considered as indicators of weak relationships,
values between .10 and .20, as indicators of moderate relationships and
values greater than .20 as evidence of strong relationships). It should
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also be noted that, except for the regression model predicting the index
of political knowledge, the adjusted r-squared values of regressions
were rather low. Which suggests a limited explanatory capacity of the
models. Nevertheless, they allow us to assess the positive or negative
impact of exposure to campaign communications on civic engagement.
The adjusted r-squared value for the regression equation predicting
political knowledge was 21 per cent of the explained variance, and the
adjusted r-squared of the regression predicting political discussion was
almost 10 per cent.

Table 2 shows the results of regression models of indicator scales
of civic engagement with exposure to news and information on public
affairs in print and electronic media as explanatory variables, with prior
social and attitudinal controls. The beta coefficients from the models
offer additional evidence mainly supporting mobilization theories, since
exposure to newscasts and current affairs programs on the electronic
media, as well as to news in newspapers and magazines, has a positive
and statistically significant impact in most scales of civic engagement,
even after controlling for socio-demographic and attitudinal variables.
The models also indicate that prior socio-demographic variables (such
as education, age, and socioeconomic status) and attitudinal factors
(such as partisanship and ideology) were significant predictors of
political involvement of citizens.

DISCUSSION AND CONCLUSIONS

Several studies on political communication have analyzed the role
of media and media-intensive campaigns on the decline of civic
engagement in contemporary democracies. Although some analysis
argue that media and campaigns messages can erode civic engagement
(theories of media malaise), other studies claim that the association
between exposure to such messages and political engagement is rather
positive (theories of mobilization).

However, most research is based on evidence of established
democracies rather than emerging democracies such as Mexico,
characterized by several structural factors that may favor the negative
impact of political messages from the media and media intensive-
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campaigns on civic engagement, such as a party system with low levels
of party identification, a predominantly private and highly concentrated
media system, limited levels of political information consumption
through the print and electronic media and high levels of primarily
entertainment-oriented television consumption among the public, as
well as a regulatory framework of campaigns and political advertising
which promotes trends such as “spotization”, negativity and strategic
game-framing in political advertising and election news coverage.

In this regard, the analysis of the Mexican case can be considered a
crucial case study, a most-likely case for theories of media malaise (and a
less-likely case for mobilization theories). In order to test both theories and
assess the (positive or negative) impact of exposure to diverse campaign
information sources on separate scale indicators of civic engagement of
Mexicans during the 2012 presidential election, we proceeded to carry out
multivariate statistical analyses of the 2012 ENCUP data.

The results of the analyses suggest that, despite the existence of
structural factors that might favor negative associations between
indicators of exposure to political communication and indicators
of civic engagement of Mexicans in the 2012 election, this was not
necessarily the case. In contrast to assumptions of media malaise
theories, the standarized regression coefficients show that, even after
including sociodemographic and attitudinal prior controls, exposure
to campaign information through newspapers, radio, television, and
the Internet/social media, does not prove any statistically significant
negative impact on the different dimensions of civic engagement in
Mexico. On the contrary, statistically significant associations between
indicators of exposure to different campaign communication channels
and civic engagement were always positive. Therefore, the study results
suggest that exposure to media messages and campaigns tended to
reinforce, rather than erode, civic engagement of Mexicans in 2012.
The findings are thus more consistent with mobilization theories in
general, particularly with the virtuous circle theory.
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