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Abstract

Personalism is a pervasive phenomenon in Latin American politics. This article examines
the rise of Javier Milei in Argentina as a particular variety of electoral personalism in a
country that has undergone a profound economic and social crisis. We argue that Milei
combined self-promotion appeals (similar to recent cases like Nayib Bukele in El Salvador)
with context-specific appeals (such as salient ideological rhetoric and moral content) to
blame the crisis situation in Argentina on the Argentine political class, pejoratively depicted
as the casta. To support our theoretical argument, we provide empirical evidence based on
qualitative and quantitative text analyses of Milei’s public appearances and social media
posts to identify the salience of each particular appeal in his presidential campaign. Finally,
we use public opinion data to illustrate how Milei’s electoral discourse appealed to the
Argentinean voter, which ultimately accounts for his electoral success.

Keywords: electoral personalism; ideology; moral appeals; Argentina; Javier Milei

What accounts for the electoral rise of Javier Milei in Argentina? How did his electoral
discourse appeal to the Argentinean voter? Both the unexpected arrival of Javier Milei
on the political scene in Argentina and his sudden electoral success become the subject
of scholarly debate. Most of the extant research focuses on factors such as the effect of
the economic downturn on the incumbent party’s electoral chances and Milei’s out-
sider profile (Ramirez and Vommaro 2024), or the importance of the support of the
working class (particularly in the informal sector), attracted by the promises of end-
ing populist rule in Argentina through an extreme-right political programme (Balsa
2024; Rojas 2024). Some scholars emphasize the far-right populist perspective in Milei’s
speech, despite controversy surrounding such a characterization (Heinisch et al. 2024;
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Sendra and Marcos-Marne 2024). Recognizing that the phenomenon of Milei’s rise
is only partially captured by traditional definitions of populism, recent scholarship
frames his electoral campaign variously as populist opportunism in times of crisis
(Ramirez and Vommaro 2024), anti-elitist and libertarian populist discourse (Sendra
and Marcos-Marne 2024), a form of anti-populist or disruptive populism (Pérez-Diaz
and Arroyas Langa 2025; Retamozo 2025), and even as managerial populism (Pino
Diaz 2024).

We argue that Milei’s electoral success can be considered a paradigmatic case of a
personalistic electoral campaign, despite sharing some critical attributes of populist
leaders. Since the literature does not unambiguously classify him as a populist, and to
avoid the risk of conceptual stretching and the related overuse of the concept (Hanson
and Kopstein 2024:49; Jones and Menon 2024:61), we rely here on the narrower notion
of personalism to account for his electoral rise. The concept of personalism linked to
electoral strategies allows us to offer a precise account of Milei’s 2023 campaign, as its
scope is narrower than high-order concepts such as populism (Viviani 2025). In this
way, it provides a distinct lens for understanding contemporary campaigns that centre
on candidates as standalone brands.

In this article, we contend that Milei’s electoral ascent combines concept-specific
appeals with other claims that depend on the particular context he faced, allowing for
the identification of a specific variety of personalism. Specifically, we argue that the
electoral success of Milei in Argentina’s 2023 presidential contest rests on three main
appeals. First, as a typical case of electoral personalism, it involved a concept-specific
attribute: a deliberate self-promotion strategy, positioning himself as the campaign’s
central electoral asset. The other two appeals were context-specific: moral content and
ideological rhetoric complemented self-promotion messages aimed at appealing to
specific characteristics of Argentine voters, thereby giving rise to a particular type of
electoral personalism.

On the one hand, Milei deployed a discourse marked by moral content that
challenged the Argentine political establishment, the so-called casta, blaming it for
corruption and the country’s moral decay. On the other hand, Milei relied on salient
ideological rhetoric, characterized by intense - and often aggressive — messages
that emphasized far-right stances and criticized the collectivist vision on the left.
Concerning these context-specific appeals, Milei’s moral allegations made against the
antagonistic camp are consistent with Argentine politics, where there is a strong anti-
Peronist camp that coalesces around this position (Kessler and Vommaro 2025). At the
same time, the existence of a salient ideological positioning, such as Milei’s libertarian-
ism, is something of a novelty in the contemporary party system in Argentina (Kessler
and Vommaro 2025; Murillo and Oliveros 2024).

We rely on diverse types of empirical evidence to account for the rise of Milei as a
case of electoral personalism. First, we analyse the political discourse deployed by Milei
as a presidential candidate in his public appearances and on social media. We develop a
dictionary-based text analysis inspired by natural language processing, which we adapt
to Milei’s speech mannerisms to estimate the salience of his main electoral appeals. By
doing so, we extract some critical components of his electoral strategy. We also rely
on public opinion data to conduct a statistical analysis in order to identify the key
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characteristics of Milei’s supporters. Finally, we triangulate our evidence to discuss the
main findings of our study.

We intend to make two contributions to the literature. First, we further develop the
concept of personalism by identifying the core elements of Milei’s electoral strategy
and linking them to his electoral success. Second, by addressing two key context-
specific factors, we contribute to the literature by assessing how electoral personalism
works and how it varies in response to contextual factors. The latter is particularly
relevant for advancing our knowledge of electoral politics in emerging countries like
Argentina, which have been under economic and social stress for an extended period.
Additionally, distinguishing between concept- and context-specific attributes enables
us to expand our knowledge about the varieties of personalism in modern democracies.

The rest of the article is organized as follows. First, we identify and outline the main
appeals in Milei’s electoral campaign that give rise to a paradigmatic case of electoral
personalism. Next, we combine qualitative and quantitative text analysis to estimate
the salience of each particular appeal in Milei’s discourse in public appearances and
on social media. Third, we rely on public opinion data to show how Milei’s discourse
appealed to the Argentinean voter, examining the audiences with which his electoral
appeals resonated most. In the conclusion, we summarize our main findings and pose
some questions for future research.

Milei’s personalistic recipe: self-promotion, ideological rhetoric and moral
content to maximize electoral support

Personalism has been identified as a rising global phenomenon (Frantz et al. 2021;
Garzia 2014; Garzia et al. 2021; Kendall-Taylor et al. 2017; McAllister 2007; Musella and
Webb 2015; Rahat and Kenig 2018). The concept of political personalism emphasizes
the importance of individuals over collective organizations, such as political parties or
cabinets (Friedberg and Rahat 2024; Rahat and Kenig 2018; Rahat and Sheafer 2007).
Despite this, there is limited consensus about how personalism should be defined
(Kostadinova and Levitt 2014). While some scholars focus on personalism as the con-
centration of political power in a single leader (Frantz et al. 2021; Frantz et al. 2020;
Poguntke and Webb 2005; Rhodes-Purdy and Madrid 2020), others understand per-
sonalism as a particular type of political linkage between politicians and their followers
(Andrews-Lee 2019, 2021; Kitschelt 2000; Kitschelt et al. 2010). For that reason, Diego
Lujan et al. (2024) proposed distinguishing between electoral and governmental arenas
in the study of personalism.

This article builds on existing work that has shown a growing trend towards per-
sonalization not only in consolidated democracies with institutionalized party systems
(Caprara and Vecchione 2017; Garzia 2014; Garzia et al. 2021; Rahat and Kenig 2018),
but also across diverse political contexts (Frantz et al. 2021; Kendall-Taylor et al. 2017).
The literature focusing on personalism argues that its rise is driven by both the need
to regain disillusioned electorates and the integration of digital media into political
communication strategies (Gibson 2020). We also build on previous studies around
the importance of personalism as an electoral strategy used by individual politicians
to mobilize and persuade voters based on their personal attributes like courage, kind-
ness, competence, honesty, wealth or any other attribute that voters value (Musella and


https://doi.org/10.1017/gov.2026.10035

https://doi.org/10.1017/gov.2026.10035 Published online by Cambridge University Press

4 Diego Lujan et al.

Webb 2015; Rahat and Kenig 2018; Tuttnauer and Rahat 2025; Wattenberg 1990, 2011).
Even though most of this literature focuses on parliamentary systems, presidential
elections should be the best setting for developing personalistic campaigns, particularly
in contexts of weak and poorly institutionalized political parties, such as those found
in most Latin American countries (Mainwaring et al. 2018).

Based on these considerations, we show how electoral personalism works by exam-
ining Milei’s electoral rise in Argentina. In doing so, we contribute to refining and
expanding the concept. We argue that although there are systematic similarities among
personalistic candidates, there are also notable differences. Similarities arise from can-
didates’ emphasis on self-promotion as a concept-specific attribute, shared by almost
all cases of electoral personalism. However, the extent to which they rely on specific
appeals depends heavily on the context in which candidates compete in elections. The
context varies significantly across space and time, thereby giving rise to context-specific
attributes that candidates may rely on to mobilize and persuade voters.

Milei’s success followed a trajectory similar to Nayib Bukele’s in El Salvador, to
the extent that Milei also took advantage of the crisis context to highlight his own
figure as the main electoral asset for differentiating himself from his opponents.
However, the two politicians differ in how they appealed to the electorate in response to
context-specific factors. For example, while Bukele based his discourse as a presidential
candidate on messages of ideological dilution (Lujan and Puig Lombardi 2025), Milei
did the opposite. Additionally, while Bukele reacted with clear anti-party rhetoric to the
decline of traditional Salvadoran parties (FMLN and ARENA), taking advantage of not
belonging to either party, Milei adopted a different strategy because he faced a different
context: even though the economic crisis had severely damaged Argentinean parties,
the established parties maintained a solid rank-and-file basis. Hence, Milei emphasized
the moral content of his public speech, differentiating himself from both the traditional
parties and the political and economic establishment.

In sum, almost all instances of electoral personalism share a common attribute: the
salience of self-promotion by political leaders and candidates. Nevertheless, they vary
greatly in how they appeal to the electorate based on the specific conditions politicians
face when trying to mobilize and persuade voters. Personalism is not a foreign trait in
Argentine politics. Indeed, some authors argue that the system has become increasingly
personalized (Gervasoni 2018; Malamud and Marsteintredet 2024). Andrés Malamud
and Leiv Marsteintredet (2024: 494) claim that ‘the routinisation of personalism rather
than the institutionalisation of rules has been a key for party success since democratisa-
tion. They refer to this process as ‘serial personalisation’ Moreover, this is visible in how
partisans and the electorate gravitate rhetorically around epithets such as ‘menemismo’
and ‘kirchnerismo’ associated with the current leader (Malamud and Marsteintredet
2024: 494-495).

We contend that Milei’s electoral discourse was structured around three main
appeals: self-promotion, ideological rhetoric and moral content. By selecting these
three particular appeals, we are not arguing that they can account for the entirety of
Milei’s political discourse and his electoral success. We do not claim that these three
appeals are comprehensive or mutually exclusive of one another. As we elaborate in the
following sections, they could complement each other, and a single item of discourse
might include none, one or multiple appeals simultaneously. Since our focus is on
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accounting for Milei’s electoral rise to illustrate how electoral personalism works, the
analysis centres on concept-specific messages (self-promotion) and context-specific
messages (ideological rhetoric and moral content).

Self-promotion

Electoral personalism involves stressing the candidate’s personality and characteristics
over collective appeals such as party or social identifications (Lujan et al. 2024). As
such, it implies candidate-centred campaigns, where political leaders highlight their
attributes to mobilize electoral support (Wattenberg 1990, 2011). It also entails invest-
ing scarce resources in crafting personal brands rather than party or collective-based
brands, particularly in the context of expanding social media use (Gershon 2014;
Harris and Rae 2011). Thus, self-promotion is inherent to electoral personalism and
lies at the core of the concept. As in other instances of this phenomenon, the case of
Milei involved an electoral strategy heavily based on self-promotion.

Personalism in the electoral arena is linked to the decline of parties and the rise of
media-centred campaigns. The link between outsider candidates and the opportunis-
tic approach to new technologies for public outreach is not recent. With the advent of
the internet, websites and email were swiftly adopted by smaller candidates and par-
ties to gain electoral visibility and support, as they allowed lesser-known candidates
to maximize their visibility at a fraction of the cost compared to other, more tradi-
tional means (Gibson 2020; Iyengar 2011). Candidates also benefit from the modern
and unfiltered nature these platforms provide (Kartsounidou et al. 2023; Metz et al.
2020) and social media’s algorithmic logics of virality, which favour the emotive and
incendiary language that extremists tend to employ (Guevara and Theviot 2024). In
this vein, for disillusioned voters, digital platforms and social media have emerged as
an alternative source of information and authenticity (Davidson and Enos 2025).

Concurrently, it is worth highlighting that the format of social media platforms fos-
ters personalized communication. Recent research shows that candidates who person-
alize their image on social media are perceived more positively by voters (Kruikemeier
et al. 2013), allowing politicians to detach themselves from party-associated pressures
and potential negative sentiment towards affiliated actors. Given that citizens prefer
personalized online communication over policy or party-related content (Giger et al.
2021), it is unsurprising that this behaviour gathers more attention and support on
digital platforms.

With more than 80% of its population regularly using social media, more than 50%
of its internet users on X, and — most importantly — one of the highest internet adop-
tion rates in Latin America, standing at 88% (Observatorio de Medios UCA 2024; We
Are Social and Meltwater 2024), Argentina features a sizeable social media audience.
Similar to other cases of personalistic candidacies in the region, such as Nayib Bukele
or Jair Bolsonaro in Brazil (Lujan and Puig Lombardi 2025; Mangerotti et al. 2022),
Milei drew rapid and significant support from his strategic use of social media dur-
ing his campaign. He notably capitalized on his X profile throughout the campaign,
thanks to the active support of volunteers who leveraged his messages through viral
amplification and ‘amateur’ campaign visualizations (Digital Democracy Institute of
the Americas 2024).


https://doi.org/10.1017/gov.2026.10035

https://doi.org/10.1017/gov.2026.10035 Published online by Cambridge University Press

6 Diego Lujan et al.

Milei emerged as a disruptive politician in a situation of party decline and poor
economic performance in Argentinean politics. Despite being a political outsider, he
was elected a national deputy in 2021 after becoming notorious for his appearances
as a quirky economist on television and social media. His public appearances went
viral on social media through his histrionic showmanship, even involving superhero
costumes or breaking a replica of the central bank with a stick on a TV show. His
provocative attitude and vulgar and aggressive language earned him extensive public
attention. Through a combination of insulting traditional politicians and exaltating the
economic principles of the Austrian school, he was able to capture the attention of the
disenchanted and frustrated Argentinean voters — especially among the youngest vot-
ers, who were not socialized during the three Kirchner administrations (2003-2015)
and therefore had no strong links to any political party, particularly Peronism (Seman
2023; Vazquez 2023: 129).

Before being nominated as a presidential candidate, Milei was a widely recognized
public figure in Argentina, and a prolific user of social media. However, his public
recognition was not restricted to social media alone, because he was a regular guest
on Argentina’s most important TV channels long before planning his first political
candidacy.

As a paradigmatic case of electoral personalism, Milei developed an electoral strat-
egy centred on his own figure, leveraging his popularity in both social and traditional
media. Even after creating his party La Libertad Avanza (LLA; Freedom Advances),
he was never limited by the collective organization (Seman 2023). During the 2023
subnational elections, when he had already been nominated as the party’s presiden-
tial candidate, the party performed poorly in most provincial elections, securing no
gubernatorial or mayoral posts. This poor electoral performance showed that the
party’s fate in the presidential elections would depend entirely on its ability to mobi-
lize and persuade voters based on the personal appeal of its founder and presidential
candidate.

Salient ideological rhetoric

The central goal of political rhetoric is persuasion (Finlayson 2013; Reisigl 2008). This
goal can be achieved through rational argumentation or non-argumentative means,
such as emotionalization, demagogy and entertainment. Even when clear ideological
stances are typical in programmatically structured party systems (Kitschelt et al. 2010;
Mainwaring et al. 2018), some personalistic leaders also employ ideological rhetoric as
part of their public appeals, seeking to mobilize and persuade voters. Leaders like Hugo
Chévez in Venezuela or Jair Bolsonaro in Brazil, to mention two well-known contem-
porary Latin American leaders, have similarly employed salient ideological rhetoric
both to bolster their electoral ascent and during their terms in office.

Succinctly, salient ideological rhetoric implies a systematic and persistent use of ide-
ological stances as a central piece of a leader’s public discourse. In the case of Milei, this
trait is related to the particular context he faced, in that Argentine politics lacked suffi-
cient left-right differentiation as it was structured along the division between Peronist
and anti-Peronist camps (Kessler and Vommaro 2025; Malamud and Marsteintredet
2024). Thus, Milei’s salient and extreme (right) ideological rhetoric enabled him to
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present his personalistic strategy as a distinct form of differentiation based on ideo-
logical grounds, while at the same time repudiating the entire political class, whether
Peronist or anti-Peronist.

During his presidential campaign, Milei’s ideological rhetoric was pervasive in his
public speech, as detailed in the following section. He regularly employed ideological
appeals in his tweets and public appearances, particularly favouring liberalism and
libertarianism in contrast to collectivist and statist ideologies (Sendra and Marcos-
Marne 2024), which he blamed for the economy’s poor performance and Argentina’s
long-term decay. By clearly positioning himself on the extreme right of the ideological
spectrum, he sought to differentiate himself from his opponents, the Peronist presiden-
tial candidate Sergio Massa and anti-Peronists Patricia Bullrich and Horacio Rodriguez
Larreta, both backed by the centre-right alliance Juntos por el Cambio (Together for
Change).

Moral content

From his beginnings as a public figure, Milei sought to challenge the established politi-
cal class on a moral basis. His public rhetoric sought to stigmatize the political class
with the pejorative label of casta (caste). Although the term was not intended to
clearly define a specific group and deliberately has no clear boundaries, it served as
a shorthand to blame politicians for the country’s economic and social crisis. The main
imputation to the casta was moral, as we show in greater detail below. Even though
Milei cannot be unambiguously defined as a populist (Heinisch et al. 2024; Sendra and
Marcos-Marne 2024), he shared with populist leaders the use of moral imputations
(Mudde 2004). This feature of Milei’s discourse is crucial for addressing his personal-
istic recipe. It is a response to the decline in the public image of political parties and
the broader political class.

The moral nature of Milei’s electoral appeal helps identify a particular type of per-
sonalism, as it was a response to the context of decay in the established political parties
and individual politicians. He posed a moral challenge to traditional politicians and
other relevant social actors by deliberately building a narrative of the economic, social
and moral crisis affecting the country. He delivered a political discourse devoted to
constructing a framework of ultimate crisis, announcing a hyperinflation cycle and
blaming corrupt politicians for the country’s poor economic performance. As previ-
ously mentioned, an increasing share of voters felt disenchanted and frustrated with
the traditional party brands, leading to brand dilution. In such a context, Noam Lupu
(2016) warns that parties become more vulnerable to punishment through retrospec-
tive voting in favour of an outsider who is able to exploit the inconsistent actions that
damaged voters’ attachment to their party brand.

Indeed, Milei took advantage of public worries about the country’s economic and
social crisis and related it to the casta’s deviant behaviour, thereby exploiting the brand
erosion of traditional parties. This framework resembles what the literature has called
moral panic, by which society perceives a social problem as a threat to its values and
interests (Cohen 2004). It is important to note that moral panic frameworks require
identifying individual or collective deviant behaviour that threatens the entire society.
As David Garland explains, ‘moral panic can be deliberately engineered for commercial
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or political gain’ (2008:13). In the case of Milei’s framework, the deviant behaviour was
that of the corrupt political class. Milei used media outlets intensively to blame the
casta for the country’s economic condition (Flores-Yeffal and Sparger 2022).

In sum, Milei managed to present himself as an individual outside the political class
(self-promotion) who had to enter the electoral arena to promote free-market reforms
that would ultimately lead to the reconstruction of the country (ideological rhetoric),
persuading public opinion of the moral collapse underlying the country’s crisis (moral
content). In the following section, we empirically substantiate our claim regarding the
main appeals deployed by Milei in his personalistic electoral strategy.

Unravelling the electoral appeals within Milei’s presidential campaign

This section presents empirical evidence on the presence and salience of the previ-
ously conceptualized appeals in Milei’s campaign discourse: self-promotion, salient
ideological rhetoric and moral content. To unpack Milei’s personalistic electoral strat-
egy, we scrutinize his electoral campaign speeches both in public appearances and on
social media. We conceive speeches made by the candidate during TV interviews and
other televised events as public appearances. We watched and transcribed the can-
didate’s discourse in each instance. However, we excluded comments and questions
from other speakers such as the host. Hence, we only analysed the speech of Milei
himself during his public appearances. This process resulted in the compilation of a
corpus of Milei’s public discourse dataset, enabling us to apply a dictionary-based text
analysis.

This approach falls into what Kenneth Benoit (2020: 468) designates as a ‘hybrid-
quantitative’ approach, as the analysis is not fully automated and requires the
researcher’s human intervention in constructing the dictionary. Hence, our strategy
unfolded in three steps. First, we read the entire compiled corpus, which guided the
tailoring of our dictionary. Second, we applied a dictionary-based text-as-data method
to process our speech dataset. This method aims to detect the salience of topics in large
text corpora (Benoit 2020; Simonsen and Widmann 2023). Finally, we complemented
the quantitative analysis with exemplary excerpts from Milei’s speeches on social media
and in public appearances to illustrate how the three appeals were articulated in his
campaign discourse.

To collect these public appearances, we applied a selection criterion due to the abun-
dance of televised content featuring Milei and an even greater number of edited clips
uploaded to YouTube by his followers (and partners) stemming from the same tele-
vised content. Hence, we limited our search to TV interviews granted by Milei to the
four main news channels in Argentina, ranked by their ratings (see Table A-1 in the
Supplementary Material online). We searched for interviews conducted by the can-
didate from 22 June 2022 (the day he officially launched his presidential bid) to 19
November 2023 (the date of the presidential run-off) that these TV outlets uploaded
to their respective YouTube accounts. The search results were restricted! to the top 10
most viewed public appearances on each of the four channels. This procedure resulted
in 29 public appearances that passed our selection criteria, comprising approximately
660 minutes of the candidate’s public discourse; consequently, a corpus totalling 97,174
words.
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Regarding social media, we focused on X (formerly Twitter) due to the unfiltered
nature of Milei’s posts, which contrasts with the more curated content on other plat-
forms (such as Facebook and TikTok) and because Milei personally administers his X
account (EI Cronista 2023). Moreover, X provides text-based content, unlike the more
visual social media platforms.>

To examine Milei’s electoral communication on X, we collected all his tweets from
13 July to 20 November 2023, a period lasting from one month before the primaries
until the second round of the presidential election.” This produced a total dataset of
838 original tweets. Retweets were excluded, as were replies to other tweets. Second,
we employed the same dictionary-based instrument as for the public appearances.
Our dictionary was designed and built to include words relevant to the three key
appeals, adapted to Milei’s particular language use (see Table A-4 in the Supplementary
Material). Using this technique, we calculated the salience score for each appeal in each
public appearance and tweet, applying functionalities from the quanteda package in R
(Benoit et al. 2018).

Figure 1 shows the frequency of the most used terms in Milei’s public appearances.
The relevance of self-promotion is readily identifiable, with ‘yo’ (I/me) as the most
frequent word in his speech. At the same time, several key ideological terms such as
‘inflation’ and ‘politics’ are depicted, while related terms such as ‘economy’ and ‘cam-
bio’ (i.e. exchange rate) are also among the most frequent terms, although with lower
relevance, so they do not appear in Figure 1. On the other hand, the figure is not as
helpful in highlighting the appeal of moral content due to its highly idiosyncratic and
contextual nature, which justifies the third phase of our analysis.

Figure 2 displays the frequency of the main terms (features) in Milei’s tweeting.
As can be seen, ‘Milei’ and the exaltation of the idea of freedom (‘libertad’) are by
far the most frequent terms in Milei’s social media speech. These two words support
our argument about the salience of the main appeals: self-promotion and ideologi-
cal rhetoric. We also noticed Milei’s popular catchphrase reiteration, ‘Viva la Libertad
Carajo, by devising that ‘viva’ is a frequent word. However, this reiteration is more fre-
quent than word processing software can apprehend, since qualitative scrutiny reveals
that he sometimes wrote this catchphrase as “VLLC’ instead.

As expected, we note that ‘casta’ and several other pejorative qualifiers are also
salient in Milei’s speech, demonstrating the frequent use of moral content in his
appeals. It is worth adding here another qualitative finding about his tweeting that
illustrates self-promotion in his social media content. This is the social media post in
which Milei highlights the fact that he donated his salary as a national deputy to char-
ity throughout his term. Through this self-promotion tactic, he sought to differentiate
himself from the rest of the contenders: the casta. Moreover, this was part of his social
media speech, as drawing the salary was live-broadcast on YouTube and disseminated
via his personal accounts on all social media platforms.

Table 1 displays the main results of the dictionary-based analysis of Milei’s tweeting
and public appearances. As can be seen, self-promotion was the most salient appeal
in both outlets. Indeed, the dictionary analysis supports the presence and salience of
the context-specific appeals. Ideological rhetoric was present in approximately one-
third of Milei’s social media speeches and public appearances. At the same time, moral
content was present in almost one-fifth of both outlets, with slightly more salience in
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Figure 1. Milei’s Discourse in Selected Public Appearances
Note: Points denote the frequency of the most used words in Javier Milei’s public appearances during the presidential

campaign.

T
600

libertad -
milei -
viva
carajo
javier 4
argentina
siq
infobae
siempre
pais
casta
argentinos 4
avanza q
massa 4
modelo
mismos
tour 4
politicos 4
politica
campafia q
distinta 5
inflacién -
cambio q
gracias
muchas 4
imposible §
hacer 4
online 4
ser

afios

Feature

"0000.

.
100 200
Frequency

Figure 2. Milei’s Discourse on Social Media (X)
Note: Points denote the frequency of the most used words in Javier Milei’s posts on X during the presidential campaign.
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public appearances compared to X. To assess the reliability of our findings from the
dictionary-based analysis, we built a random category in our dictionary, made up of
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Table 1. Comparison between Milei’s Discourse on Social Media and in Public Appearances: Scores for the
Three Main Appeals

Outlet Self-promotion Moral content Ideological rhetoric Total
Twitter (X) 35.1% 14.1% 32.7% 81.9%
(42.9%) (17.2%) (39.9%) (100%)
Public appearances 40.0% 22.6% 35.7% 98.3%
(40.7%) (23.0%) (36.3%) (100%)

Notes: Values in parentheses reflect the weight of each appeal relative to the share of Milei’s tweets pertaining to at least
one of the possible appeals.
Source: Authors’ own elaboration.

a random selection of words used by Milei in each outlet. This category achieved a
maximum of 2% in public appearances and social media, thus leveraging our findings.

The quantitative analysis also demonstrates that the qualitative identification of the
three main appeals is observable in Milei’s social media activity, as 81.9% of his tweets
contained at least one of the appeals. This is also supported by their presence in public
appearances through the dictionary-based text analysis. It is worth noting, however,
that while the salience of the self-promotion and ideological rhetoric appeals are sim-
ilar in both outlets, moral content ranks higher in public appearances than on social
media.

So far, we have shown that Milei’s discourse as a presidential candidate consisted of
three main appeals that were omnipresent in his speeches. We also demonstrated that
the three appeals were salient (despite differences in their relative weight) both in pub-
lic appearances and on social media. Both outlets were essential in promoting Milei’s
presidential candidacy as he lacked an established party label and an extensive party
organization. Finally, we showed that self-promotion was complemented by context-
specific appeals, which helped increase the engagement of his followers. Nevertheless,
a fundamental part of our analysis builds on Pablo Seman’s (2023) observation that
people find Milei attractive not only for ‘what he says’ but also for ‘how he says it.
Therefore, we proceed with a contextualized qualitative illustration of our quantitative
content analysis.

Milei’s campaign successfully contributed to him winning the presidency despite
being backed by a poorly known party brand. Therefore, paying attention to his pres-
ence in traditional media is fundamental for a thorough analysis of his electoral
strategy. Long before his first candidacy as a national deputy, Milei was a widely rec-
ognized television celebrity due to his histrionic showmanship and funny look, and
he was the leading representative of liberal-libertarian ideas in the media. From his
debut on TV in 2015, Milei became a regular on Todo Noticias and La Nacién+, which
were ranked as the most-viewed channels according to the public opinion consultant
Kantar Ibope (Noticias Argentinas, 2023). His presence on top-rated channels during
peak viewing hours (see Table A-1 in the Supplementary Material online) ensured that
his message reached a broad audience. Moreover, it forged his celebrity status in the
Argentine media.

Milei’s celebrity status highlights the importance of his public appearances, which
are not isolated events but a central component of his electoral mobilization strategy:
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the diffusion of the Milei brand. Nobody accompanied him during his public appear-
ances. The ‘Milei brand’ was complemented by Mileis liberal-libertarian posture, which
he pioneered in the country, making him the credible ‘owner’ of that discourse. Finally,
he was also notorious for his rants against the casta. Milei’s speech, aimed at the
country’s powerful elite, was densely moralized; hence his use of the pejorative ‘caste’
label.

Regarding the prominence of his figure during the campaign, Milei sought to posi-
tion himself as indispensable to the task of ‘fixing Argentina. In his view, he was the
only person possessing the ability and knowledge to put Argentina on the path to eco-
nomic growth, as he repeatedly declared in his television appearances: ‘T am a specialist
in economic growth with and without money. I am a specialist in growing the econ-
omy and lowering inflation. So that is what Argentina needs, right?”* (América 24, 16
August 2023).

Not only did Milei portray himself as ‘What Argentina needs, but he added the
heroic magnification of the indispensable requirement of his presence: ‘In difficult
times, cowards and the incompetent leave, those who know what they have to do and
have the guts to do it are the ones who remain’ (La Nacién+, 12 April 2023). This was
not a new stance for Milei; he had already presented himself as a libertarian superhero
in his previous legislative campaign, even attending several public appearances dressed
in a superhero costume.

In addition, Milei sought to place himself as the only genuinely different candi-
date, and the only one who represented a rupture with the populism of Kirchnerism
and Peronism (Todo Noticias, 28 December 2022). In several public appearances, he
explained that he was the only candidate who was different from the Kirchnerists,
thus equating the centre-right alliance Juntos por el Cambio with the Kirchnerists, even
accusing them of being Kirchnerism’s ‘accomplices’ (La Nacidén+, 28 February 2023).
This recurrent positioning as the pure anti-Kirchnerist (Peronist) candidate, in paral-
lel with him representing the sole anti-populist candidacy, was fundamental to Milei’s
conquering the previously mentioned anti-Peronist camp in the context of eroding
party brands. Additionally, he claimed to be the only one who was ‘intellectually’ pre-
pared for the task, denouncing his rivals as ‘hav[ing] no intellectual capacity, they are
burros’ (La Naciéon+, 28 February 2023).

These intellectual accusations were raised through a particular personal style
that transcended television. Milei’s campaign events had rockstar-like introductions.
Furthermore, the constant intellectual denigrations of his opponents are key to con-
necting Milei’s particular style with the second main appeal he used, which is the
salient liberal-libertarian ideological rhetoric articulated in his public discourse. The
promotion of liberal-libertarianism is Milei’s trademark, and the thing that distin-
guishes him from other visible outsider candidates in the country and the region.
This is what first brought Milei into the media spotlight and it was the first identifi-
able trait that Argentines associated with him, although it was soon followed by his
notorious showmanship. Therefore, eccentricity was associated with his salient liberal-
libertarian ideological rhetoric, as he was keen to display in several amusing examples;
such as smashing a replica of the central bank in television and theatre shows, or attend-
ing a cosplay event dressed as a superhero character called ‘General Ancap’ (as in,
anarcho-capitalist).
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Not surprisingly, the promotion of his ideals and strong ideological stance were
ubiquitous in Milei’s speech. In broad strokes, he promised to bring freedom to
Argentina, a country ‘ruined by socialism;, once and for all (La Nacién+, 26 June 2022).
Moreover, he lectured that the problem was ideological: ‘If you do not understand the
economy, as socialists, you will fail’ (La Nacién+, 26 June 2022). These public state-
ments also demonstrate that Milei occasionally complemented the ideological salience
by highlighting his technical abilities. In his public speech, he presented himself as an
expert in economics.

During his presidential campaign, Milei consistently introduced himself in pub-
lic appearances and on social media as ‘economista’ (an economist), highlighting his
unique blend of personal skills and ideological salience, as his media reputation was
initially associated with his economic ideas. This reputation was permanently head-
lined, sometimes even comically, as when he joked at the rally opening his presidential
campaign on 10 June 2022: ‘Lest we have the first liberal libertarian president in
Argentina’s history’

The other prominent and systematic theme in Milei’s ideological rhetoric was the
allegation that state intervention was the problem, hence his fierce opposition to col-
lectivism and the welfare state, which he despicably called the ‘State of distress’ (La
Nacion+, 14 August 2023). The state was accused of encroaching on liberty and pros-
perity: ‘prosperity was achieved thanks to capitalism, thanks to the ideas of liberty,
hence when you embrace socialist ideas, you go back to the caveman era (La Nacién+,
18 September 2022).

Nevertheless, Milei’s criticism transcended ideological arguments and was loaded
with moral content in the form of moral accusations. For example, while he communi-
cated the popular libertarian idea that taxation is theft, he increased the charge further,
stating: ‘Debt and monetary emission is immoral, this system is impoverishing and
only suits the friends of power’ (Todo Noticias, 14 August 2023). And he developed his
liberal-libertarian yet moral rhetoric further in another interview, clearly illustrating
where the problem lay in his eyes: ‘if we continue with these ideas that where there is a
need, a right is born, and all those kinds of things that are the basis of populism, which
is the basis of the caste model’ (Todo Noticias, 8 March 2023).

By alluding to the “friends of power, Milei introduced the casta, which he fervently
denounced from the moment he became a media figure. Using his distinctive histrionic
style and eccentric hairdo, he dedicated his personal platform to posing a moral cri-
tique of the elites who ran the country. Accordingly, we quote his explanation of what
the casta is, given in response to this question during a televised interview: “Those who
defend wrongdoing for their personal profit, they know it is wrong, but they defend
these actions to maintain their profit’ (Todo Noticias, 27 April 2023). Milei continued
by giving examples of who belonged to the caste: ‘corrupt politicians, bribed journalists
[ensobrados], prebendary businessmen and crooked [chorros] trade unionists’

Correspondingly, Milei morally vilified the caste’s leading exponents as sinister. He
mocked his rivals and gave them nicknames in his public discourse as a communica-
tive shortcut for his condemnation. This discursive manoeuvre, known as ‘labelling}
was strategically employed to delegitimize Milei’s opponents — whether parties or indi-
vidual candidates - by portraying them negatively in the media (Harris 2001; Ross and
Rivers 2017), as shown in Table 2.
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Table 2. Milei’s Derogatory Nicknaming of His Opponents during the 2023 Presidential Campaign

Political opponent Nickname (in Spanish) Translation

Juntos por el Cambio? Juntos por el Cargo Together for Office
. .ﬁré'n'té'dé'ﬁ;a(’);a ......................... [;fe.ﬁté.aé Chorms ..................... Frontof CrOOks R
. Umon c,wca Rad'cala ..................... Radmhetongos ....................... Rad|ca|5nob5 .....
. Coahaongwcaa ......................... cOa[,c,onc,n,ca ...................... c ymcalCoahnon .
HoracioRodriguez Larreta® Elsiniestto  TheSinisterone
. patnua Bu“mhb ......................... Terronsta/t’mbombas e Terronst ...........
. Serg.o M.a.s.s .a EEEEEEEEEEEE R RERRERE Burro ............................... Donk ey ...........

Notes:

2Political parties.
bPresidential candidates.
Source: Authors’ own elaboration.

Alongside calling them evil and incompetent, Milei scolded them for being corrupt
and thieves. In one of his earliest public appearances on Todo Noticias, the country’s
top political channel, Milei proclaimed: “We have a government of felons) as he simul-
taneously denounced inflation as a felony, perpetrated by the casta because it lives oft
robbing the people (Todo Noticias, 28 December 2022). Corruption was thus show-
cased as the primary moral deficit of the casta: they are immoral because they are
corrupt. And in any case, as already mentioned, they are all the same because that
is how the casta behaves. Therefore, Milei affirmed that ‘the divide [la grieta] is moral’
(La Nacién+, 28 February 2023).

Corruption, embezzlement, and fraud define the casta, a predatory group that the
majority had to suffer (Todo Noticias, 28 December 2022). In this way, Milei delivered
a highly moralized speech that laid the groundwork for the ultimate crisis, stemming
from the casta’s inept and corrupt economic management. He warned: ‘If we con-
tinue with the current economic model, we will become the world’s largest slum’ (La
Nacién+, 15 August 2023). He warned that the majority of Argentines were headed
in that dreadful direction in juxtaposition to the casta. The corrupt politicians he
denounced were the ones who ‘thrived while the rest are getting poorer and poorer’
(La Nacién+, 15 August 2023).

Indeed, Milei even extended the moral accusations against the casta to the point of
calling them criminals. In 6 out of the 29 public appearances we analysed, Milei went
beyond a simple critique of morality to warn of a criminal plot against his candidacy
and even his own life, albeit couched in ambiguous terms: ‘We face a criminal organ-
isation that will do anything to remain in power, including the persecution of those
who think differently and oppose them, like me’ (Todo Noticias, 21 September 2022).

In summary, our analysis suggests that the three conceptualized appeals were always
present in Milei’s public appearances and occupy a substantial share of his discourse.
Moreover, we found that the three appeals worked in complementary ways: Milei posi-
tioned himself at the core of the campaign by showcasing his personal virtues and
leveraging his rockstar reputation. Taking advantage of this positioning, he preached
liberal-libertarian ideals, signalling that he was the sole representative to promote this,
alongside a heavily moralized speech denouncing the caste of the political elite. This


https://doi.org/10.1017/gov.2026.10035

https://doi.org/10.1017/gov.2026.10035 Published online by Cambridge University Press

Government and Opposition 15

also positioned him as the true anti-Peronist (anti-Kirchnerist) candidate. The best
example is how often Milei combined the immorality of ‘los mismos de siempre’ (the
same old faces) campaigning to run the country together with the lack of liberal ide-
als, resulting in the ruination of what had once been the most prosperous nation in
the world (Todo Noticias, 8 March 2023). These three appeals worked together to form
and promote Milei’s recipe for electoral success by reinforcing each other. To complete
the analysis, we now turn to a study of public opinion data to examine how Milei’s elec-
toral discourse resonated with the Argentinean voter, offering further insights into the
audiences where Milei’s electoral appeals had most effect.

Who does electoral personalism appeal to?

This section aims to explore how Milei’s electoral discourse resonated with the
Argentinean voter. We do not aim to provide an exhaustive explanation for Milei’s
electoral victory but rather offer an account of which individual characteristics are
more distinctive of his supporters. We argue that Milei’s electoral success was pri-
marily based on his personalistic campaign. As such, we are interested in evaluating
which traits are associated with political support for Milei. To do so, we rely on pub-
lic opinion data from the Latin American Public Opinion Project (LAPOP) to test for
sociodemographic, behavioural and attitudinal factors at the individual level associ-
ated with respondents’ propensity to support the presidential candidate, Javier Milei,
and his party, LLA.

We estimated several logistic regression models using a binary outcome (support
for LLA = 1) as the dependent variable to account for systematic differences among
supporters and non-supporters of Milei’s party.® Given the low number of respondents
who reported support for any candidates or parties competing in the 2023 presidential
election, the number of observations poses some limitations on including too many
independent variables in our models. Of the 1,540 respondents, only 370 said they
supported a particular candidate or party, while the rest did not answer or did not
know which party to support. Beyond the difficulties this entails for estimating statis-
tical models, this issue highlights that the enabling conditions for electoral personalism
were in place at the time of the presidential election. Since electoral personalism
increases as a consequence of party decline, the low level of partisanship reflected in
the responses to the question about political support is evidence of the notable decline
of Argentine political parties.

Figure 3 shows the results of our estimations of electoral support for Milei and his
party, while Table A-7 in the Supplementary Material shows the complete estimations,
which yield interesting results. Among socioeconomic variables, the evidence supports
our expectations and aligns with the findings of previous studies (Balsa 2024). Our
results show that age is a key factor in explaining support for LLA. The same can be
said about gender: males were significantly more prone to support Milei’s party than
females. This finding also aligns with previous studies and suggests that women tend
to oppose the violent discourse of Milei and his anti-feminist moral discourse. In turn,
education shows no significant effect. This result indicates that support for Milei’s party
was not limited to more educated voters. Lastly, income also suggests that support for
LLA increased with income.
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Figure 3. Individual-level Effects on Respondents’ Propensity to Support Milei and His Party, La Libertad
Avanza (LLA)
Note: See the Supplementary Material online for complete estimations.

Our findings empirically support our expectations regarding the use of social media.
This was statistically significant, suggesting that self-promotion messages disseminated
through social media which went viral and were later reproduced by traditional media
played a key role in fostering support for Milei and his party. Second, perceptions of
political corruption were significant among those who voted for Milei, supporting the
expectation that the moral appeal could be a factor. As shown in the previous section,
Milei connected economic crisis and widespread social discontent with the corrupt
behaviour of the ‘casta’ in his discourse. This moral content facilitated support from
people who validated the association between economic decline and corruption within
the political class. Third, trust in the secrecy of the vote is positively and significantly
associated with supporting Milei’s party. This finding suggests that the ideas spread by
Milei and his core supporters through social media during the campaign regarding the
possibility of electoral fraud by established parties and traditional politicians resonated
strongly with the Argentinean voter.

Finally, regarding respondents’ ideological self-identification, Milei and his party
received support from right-wing voters. This finding lends support to the salient ide-
ological rhetoric approach, suggesting that Milei and his party competed with Juntos
por el Cambio for the votes of rightists. Since both parties shared a similar ideological
profile, the salient and often extreme ideological stances adopted by Milei during the
campaign effectively helped him differentiate himself from the established Juntos por
el Cambio brand.

Overall, our findings suggest that the core elements of Milei’s personalistic discourse
in his social media and public appearances served his purpose for electoral mobiliza-
tion and persuasion very well. As this section has shown, several factors identified in
our theoretical approach were at play in the electoral context in which Milei deployed
his electoral strategy. He intensively used social media to reach a wider audience and
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spread his self-promotion messages. He also employed salient ideological discourse,
emphasizing the superiority of liberal and libertarian ideas, in marked contrast to left-
ist positions that pursue state-centred policies. He also took advantage of this context
by highlighting the moral causes of Argentina’s decay, which he primarily attributed to
corruption within the political class.

Conclusion

Existing research suggests that personalism is a pervasive phenomenon in both con-
temporary democracies and autocracies. By addressing Milei’s electoral rise and iden-
tifying the main appeals involved in that process, this article contributes to the goal
of characterizing varieties of personalism. To the extent that Milei’s rise shares some
key elements with similar cases, such as Jair Bolsonaro, Donald Trump or Nayib
Bukele, it also presents some distinct characteristics. We demonstrated that these
context-specific factors matter for understanding how electoral personalism operates
in different contexts.

Broadly speaking, personalism entails candidate-centred campaigns, where politi-
cians use individual appeals to mobilize and persuade voters in the electoral arena.
As a paradigmatic case of electoral personalism, Javier Milei relied heavily on self-
promotion and crafting a personal brand to win the 2023 presidential election in
Argentina. Through his showmanship and celebrity status on traditional and social
media, he built a legion of followers who supported his personal political project. These
factors lie at the core of electoral personalism and illustrate how it operates in the
context of a country that has experienced a severe economic and social crisis, charac-
terized by low party valence due to a sharp divide between the populist and centre-left
Peronism and an established centre-right coalition of parties.

Milei’s sudden rise helps shed light on the contextual factors at play in the case under
analysis. On the one hand, Milei employed inflammatory ideological rhetoric, which
enabled him to position himself at the extreme right on the ideological continuum, as
found in previous research (Balsa 2024; Sendra and Marcos-Marne 2024). By doing
this, he could differentiate himself from his opponents, particularly the established
centre-right coalition, Juntos por el Cambio, the main opposition to the centre-left
Peronist incumbent. On the other hand, Milei challenged the Argentine political class,
accusing it of being a corrupt and immoral casta. This appeal helped him capital-
ize on the widespread social rejection of traditional politics, presenting himself as a
saviour and taking advantage of the profound economic and social crisis Argentina
was experiencing.

Our findings suggest that the case of Milei resembles that of other personalistic lead-
ers who were elected through self-promotion and personal branding, combined with
context-specific appeals. Despite their differences, all these cases demonstrate that elec-
toral personalism is a global phenomenon that can take various forms but shares a
conceptual core: individual politicians invest scarce resources in crafting a personal
brand through self-promotion as saviours of their troubled countries.

Milei’s mediatic hyper-presence, ability to exploit people’s frustration vis-a-vis tra-
ditional politicians, and rhetorical construction of a diffuse collective actor to blame
for the state of the economy, the casta, were key factors behind his electoral rise.


https://doi.org/10.1017/gov.2026.10035

https://doi.org/10.1017/gov.2026.10035 Published online by Cambridge University Press

18 Diego Lujan et al.

Taken together, they help account for how economic downturns can be linked to
moral rhetoric, facilitating the spread of extreme ideological positions that would oth-
erwise be difficult to advance in ordinary times. This way, Milei managed to seduce the
anti-Peronist camp far more than the traditional centre-right opposition, Juntos por el
Cambio.

The potential increase in the use of electoral personalism raises serious concerns for
democratic accountability. First, it allows candidates to circumvent their responsibility
for controlling the behaviour of other candidates campaigning under the same ban-
ner. Second, by converting their proposals into individualized visions for change they
are able to evade accountability pressures for specific policy commitments. As such,
electoral personalism risks weakening party cohesion and programmatic representa-
tion, exacerbating the disconnect between electoral promises and governing outcomes
(Carey 2003; Rahat and Kenig 2018). Future work investigating the array of appeals
expressed under electoral personalism can help further our understanding of how and
when this behaviour is likely to arise.

Supplementary material. The supplementary material for this article can be found at https://doi.org/10.
1017/g0v.2026.10035.

Disclosure statement. The authors report that there are no competing interests to declare.

Notes

1. More detailed information about the selection and analysis of Milei’s public appearances can be found in
the Supplementary Material online.

2. Table A-2 in the Supplementary Material provides a summary of Milef’s social media accounts.

3. Further details about the collection process are presented in the Supplementary Material.

4. Textual quotes were translated from Spanish by the authors, unless given in italics to showcase certain
keywords and expressions.

5. See the Supplementary Material for more information about Milei’s electoral performance, particularly
Table A-5.

6. Figure A-1 in the Supplementary Material shows the distribution of respondents’ political support across
parties. Table A-6 presents the descriptive statistics and provides further information regarding the variables
included in the empirical analysis.

References

Andrews-Lee C (2019) The Power of Charisma: Investigating the Neglected Citizen—Politician Linkage in
Hugo Chévez’s Venezuela. Journal of Politics in Latin America 11(3), 298-322. https://doi.org/10.1177/
1866802X19891472.

Andrews-Lee C (2021) The Emergence and Revival of Charismatic Movements: Argentine Peronism and
Venezuelan Chavismo. Cambridge: Cambridge University Press.

Balsa J (2024) ;Por Qué Gané Milei?: Disputas Por la Hegemonia y la Ideologia en Argentina. Buenos Aires:
Fondo de Cultura Econémica.

Benoit K, Watanabe K, Wang H, Nulty P, Obeng A, Miiller S and Matsuo A (2018) quanteda: An R Package
for the Quantitative Analysis of Textual Data. Journal of Open Source Software 3(30), 774-774. https://doi.
0rg/10.21105/joss.00774.

Benoit K (2020) Text as Data: An Overview. In Franzese R and Curini L (eds), The SAGE Handbook of
Research Methods in Political Science and International Relations. London: SAGE, pp. 461-497.

Caprara G and Vecchione M (2017) Personalizing Politics and Realising Democracy. Oxford: Oxford
University Press.


https://doi.org/10.1017/gov.2026.10035
https://doi.org/10.1017/gov.2026.10035
https://doi.org/10.1177/1866802X19891472
https://doi.org/10.1177/1866802X19891472
https://doi.org/10.21105/joss.00774
https://doi.org/10.21105/joss.00774
https://doi.org/10.1017/gov.2026.10035

https://doi.org/10.1017/gov.2026.10035 Published online by Cambridge University Press

Government and Opposition 19

Carey JM (2003) Discipline, Accountability, and Legislative Voting in Latin America. Comparative Politics
35(2), 191-211. https://doi.org/10.2307/4150151.

Cohen S (2004) Folk Devils and Moral Panics (3rd edn). London: Routledge.

Davidson R and Enos J (2025) Engaging Populism? The Popularity of European Populist Political Parties
on Facebook and Twitter, 2010-2020. Political Communication 42(1), 171-200. https://doi.org/10.1080/
10584609.2024.2369118.

Digital Democracy Institute of the Americas, (2024) Digital Disruption: Mileis Online Path to
the Presidency. Digital Democracy Institute of the Americas, 22 January. https://ddia.org/en/digital-
disruption-mileis-online-path-to-the-presidency.

El Cronista (2023) La Historia Detras del Fendmeno Libertario en Redes: Quién Maneja las Cuentas de Milei
y Cémo Se Organizan. El Cronista, 28 August. https://www.cronista.com/economia-politica/la-historia-
detras-del-fenomeno-libertario-en-redes-quien-maneja-las-cuentas-de-milei-y-como-se-organizan/.

Finlayson A (2013) Ideology and Political Rhetoric. In Freeden M, Sargent L and Stears M (eds), The Oxford
Handbook of Political Ideologies. Oxford: Oxford University Press, pp. 197-213.

Flores-Yeffal N and Sparger K (2022) The Shifting Morals of Moral Entrepreneurs. Social Media + Society
8(2). https://doi.org/10.1177/20563051221095444.

Frantz E, Kendall-Taylor A and Nietsche C (2021) How Personalist Politics Is Changing Democracies.
Journal of Democracy 32(3), 94-108. https://doi.org/10.1353/j0d.2021.0036.

Frantz E, Kendall-Taylor A and Wright J (2020) Personalisation of Power and Repression in Dictatorships.
The Journal of Politics 82(1), 372-377. https://doi.org/10.1086/706049.

Friedberg C and Rahat G (2024) Introduction: Collegial versus Personal Democratic Institutional Order.
In Friedberg C and Rahat G (eds) Collegial Democracy versus Personal Democracy. London: Routledge,
pp. 1-15.

Garland D (2008) On the Concept of Moral Panic. Crime, Media, Culture 4(1), 9-30. https://doi.org/10.
1177/1741659007087270.

Garzia D (2014) Personalization of Politics and Electoral Change. London: Palgrave Macmillan.

Garzia D, Ferreira Da Silva F and De Angelis A (2021) Leaders without Partisans: Dealignment, Media
Change, and the Personalisation of Politics. Colchester: ECPR Press.

Gershon I (2014) Selling Yourselfin the United States. PoOLAR: Political and Legal Anthropology Review 37(2),
281-295. https://doi.org/10.1111/plar.12075.

Gervasoni C (2018) Argentina’s Declining Party System: Fragmentation, Denationalization, Factionaliza-
tion, Personalization and Increasing Fluidity. In Mainwaring S (ed.), Party Systems in Latin America:
Institutionalization, Decay, and Collapse. Cambridge: Cambridge University Press, pp. 255-290.

Gibson R (2020) When the Nerds Go Marching In: How Digital Technology Moved from the Margins to the
Mainstream of Political Campaigns. Oxford: Oxford University Press.

Giger N, Bailer S, Sutter A and Turner-Zwinkels T (2021) Policy or Person? What Voters Want from Their
Representatives on Twitter. Electoral Studies 74. https://doi.org/10.1016/j.electstud.2021.102401.

Guevara E and Theviot A (2024) Personalisation and Populism. In Guevara E and Theviot A (eds), Elections
and Social Networks Around the World. London: Taylor & Francis, pp. 195-202.

Hanson E and Kopstein J (2024) Populism or Patrimonialism? A Weberian Approach to 21st-Century
Anti-Liberalism. In Bernhard MK, Kreppel A and de la Torre C (eds), Still the Age of Populism? London:
Routledge, pp. 48-59.

Harris S (2001) Being Politically Impolite: Extending Politeness Theory to Adversarial Political Discourse.
Discourse & Society 12(4), 451-472. https://doi.org/10.1177/0957926501012004003.

Harris L and Rae A (2011) Building a Personal Brand through Social Networking. Journal of Business
Strategy 32(5), 14-21. https://doi.org/10.1108/02756661111165435.

Heinisch R, Gracia O, Laguna-Tapia A and Muriel C (2024) Libertarian Populism? Making Sense of Javier
Milei’s Political Discourse. Social Sciences 13(11). https://doi.org/10.3390/socscil3110599.

Iyengar S (2011) The Media Game: New Moves, Old Strategies. The Forum 9(1), 1-6.

Jones P and Menon A (2024) Varieties of Populists: Paths to Power and Implications for Regime Stability. In
Bernhard MK, Kreppel A and de la Torre C (eds), Still the Age of Populism? London: Routledge, pp. 60-80.

Kartsounidou E, Papaxanthi D and Andreadis I (2023) Measuring the Impact of Candidates’ Tweets on
Their Electoral Results. Journal of Information Technology ¢ Politics 20(2), 154-168. https://doi.org/10.
1080/19331681.2022.2069181.


https://doi.org/10.2307/4150151
https://doi.org/10.1080/10584609.2024.2369118
https://doi.org/10.1080/10584609.2024.2369118
https://ddia.org/en/digital-disruption-mileis-online-path-to-the-presidency
https://ddia.org/en/digital-disruption-mileis-online-path-to-the-presidency
https://www.cronista.com/economia-politica/la-historia-detras-del-fenomeno-libertario-en-redes-quien-maneja-las-cuentas-de-milei-y-como-se-organizan/
https://www.cronista.com/economia-politica/la-historia-detras-del-fenomeno-libertario-en-redes-quien-maneja-las-cuentas-de-milei-y-como-se-organizan/
https://doi.org/10.1177/20563051221095444
https://doi.org/10.1353/jod.2021.0036
https://doi.org/10.1086/706049
https://doi.org/10.1177/1741659007087270
https://doi.org/10.1177/1741659007087270
https://doi.org/10.1111/plar.12075
https://doi.org/10.1016/j.electstud.2021.102401
https://doi.org/10.1177/0957926501012004003
https://doi.org/10.1108/02756661111165435
https://doi.org/10.3390/socsci13110599
https://doi.org/10.1080/19331681.2022.2069181
https://doi.org/10.1080/19331681.2022.2069181
https://doi.org/10.1017/gov.2026.10035

https://doi.org/10.1017/gov.2026.10035 Published online by Cambridge University Press

20 Diego Lujan et al.

Kendall-Taylor A, Frantz E and Wright J (2017) The Global Rise of Personalised Politics: It's Not Just
Dictators Anymore. The Washington Quarterly 40(1), 7-19. https://doi.org/10.1080/0163660X.2017.
1302735.

Kessler G and Vommaro G (2025) La Era del Hartazgo. Buenos Aires: Siglo Veintiuno.

Kitschelt H (2000) Linkages between Citizens and Politicians in Democratic Polities. Comparative Political
Studies 33(6-7), 845-879. https://doi.org/10.1177/001041400003300607.

Kitschelt H, Hawkins K, Luna J, Rosas G and Zechmeister E (2010) Latin American Party Systems.
Cambridge: Cambridge University Press.

Kostadinova T and Levitt B (2014) Toward a Theory of Personalist Parties: Concept Formation and Theory
Building. Politics & Policy 42(4), 490-512. https://doi.org/10.1111/polp.12081.

Kruikemeier S, van Noort G, Vliegenthart R and de Vreese C (2013) Getting Closer: The Effects of
Personalised and Interactive Online Political Communication. European Journal of Communication 28(1),
53-66. https://doi.org/10.1177/0267323112464837.

Lujén D, Acosta Y and Lara F (2024) Assessing Electoral Personalism in Latin American Presidential
Elections. Journal of Politics in Latin America 16(1). https://doi.org/10.1177/1866802X241250034.

Lujéan D and Puig Lombardi G (2025) The Personalistic Challenge: The Rise of Bukele and the Collapse of
an Ideologically Structured Party System in El Salvador. International Political Science Review. https://doi.
org/10.1177/01925121251321566.

Lupu N (2016) Party Brands in Crisis: Partisanship, Brand Dilution, and the Breakdown of Political Parties in
Latin America. Cambridge: Cambridge University Press.

McAllister I (2007) The Personalization of Politics. In Dalton R] and Klingemann HD (eds), The Oxford
Handbook of Political Behaviour. Oxford: Oxford University Press, pp. 571-588.

Mainwaring S, Bizzarro F and Petrova A (2018) Party System Institutionalization, Decay, and Collapse. In
Mainwaring S (ed.), Party Systems in Latin America: Institutionalization, Decay, and Collapse. Cambridge:
Cambridge University Press, pp. 17-33.

Malamud A and Marsteintredet L (2024) The Institutionalisation of ‘Serial Personalisation” in Argentina’s
Peronist Party, 1983-2023. Social Science Quarterly 105(3). https://doi.org/10.1111/ssqu.13384.

Mangerotti P, Ribeiro V and Gonzalez-Aldea P (2022) Populism, Twitter, and Political Communication:
An Analysis of Jair Bolsonaro’s Tweets during the 2018 Election Campaign. Brazilian Journalism Research
17, 596-627. https://doi.org/10.25200/BJR.v17n3.2021.1415.

Metz M, Kruikemeier S and Lecheler S (2020) Personalization of Politics on Facebook: Examining
the Content and Effects of Professional, Emotional and Private Self-personalisation. Information,
Communication & Society 23(10), 1481-1498. https://doi.org/10.1080/1369118X.2019.1581244.

Mudde C (2004) The Populist Zeitgeist. Government and Opposition: An International Journal of Comparative
Politics 39(4), 541-563. https://doi.org/10.1111/j.1477-7053.2004.00135.x.

Murillo M and Oliveros V (2024) Argentina 2023: La Irrupcién de Javier Milei en la Politica Argentina.
Revista de Ciencia Politica (Santiago) 44(2). https://doi.org/10.4067/s0718-090x2024005000116.

Musella F and Webb P (2015) The Revolution of Personal Leaders. Italian Political Science Review/Rivista
Italiana Di Scienza Politica 45(3), 223-226. https://doi.org/10.1017/ip0.2015.20.

Observatorio de Medios UCA (2024) Los Datos Digitales de Argentina en el 2024. 2 March. https://
observatoriodemedios.uca.edu.ar/los-datos-digitales-de-argentina-en-el-2024/.

Pérez-Diaz P and Arroyas Langa E (2025) El Populismo Disruptivo de Javier Milei: Analisis de Su Estrategia
Discursiva en Redes Sociales [The Disruptive Populism of Javier Milei: Analysis of His Discursive Strategy
on Social Media]. European Public & Social Innovation Review 10(4). https://doi.org/10.31637/epsir-2025-
2064.

Pino Diaz D (2024) Javier Milei and Managerial Populism in Argentina: The Successful Entrepreneur as a
Social Benefactor. Revista de Comunicacién de la SEECI 57, 1-21.

Poguntke T and Webb P (2005) The Presidentialization of Politics: A Comparative Study of Modern
Democracies. Oxford: Oxford University Press.

Rahat G and Kenig O (2018) From Party Politics to Personalised Politics? Party Change and Political
Personalisation in Democracies. Oxford: Oxford University Press.

Rahat G and Sheafer T (2007) The Personalisation(s) of Politics: Israel, 1949-2003. Political Communication
24(1), 65-80. https://doi.org/10.1080/10584600601128739.

Ramirez I and Vommaro G (2024) Milei, ;Por Qué? Hechos e Interpretaciones de una Erupcion Electoral.
Revista Mds Poder Local 55, 161-171.


https://doi.org/10.1080/0163660X.2017.1302735
https://doi.org/10.1080/0163660X.2017.1302735
https://doi.org/10.1177/001041400003300607
https://doi.org/10.1111/polp.12081
https://doi.org/10.1177/0267323112464837
https://doi.org/10.1177/1866802X241250034
https://doi.org/10.1177/01925121251321566
https://doi.org/10.1177/01925121251321566
https://doi.org/10.1111/ssqu.13384
https://doi.org/10.25200/BJR.v17n3.2021.1415
https://doi.org/10.1080/1369118X.2019.1581244
https://doi.org/10.1111/j.1477-7053.2004.00135.x
https://doi.org/10.4067/s0718-090x2024005000116
https://doi.org/10.1017/ipo.2015.20
https://observatoriodemedios.uca.edu.ar/los-datos-digitales-de-argentina-en-el-2024/
https://observatoriodemedios.uca.edu.ar/los-datos-digitales-de-argentina-en-el-2024/
https://doi.org/10.31637/epsir-2025-2064
https://doi.org/10.31637/epsir-2025-2064
https://doi.org/10.1080/10584600601128739
https://doi.org/10.1017/gov.2026.10035

https://doi.org/10.1017/gov.2026.10035 Published online by Cambridge University Press

Government and Opposition 21

Reisigl M (2008) Analysing Political Rhetoric. In Wodak R and M K (eds), Qualitative Discourse Analysis in
the Social Sciences. London: Palgrave, pp. 96-120.

Retamozo M (2025) El Populismo Antipopulista de Javier Milei: Demandas, Discurso y Politica de la
Derecha Radical en Argentina. Revista Mexicana de Ciencias Politicas y Sociales 70(253), 51-74. https:
//doi.org/10.22201/fcpys.2448492xe.2025.253.87496.

Rhodes-Purdy M and Madrid R (2020) The Perils of Personalism. Democratisation 27(2), 321-339. https:/
/doi.org/10.1080/13510347.2019.1696310.

Rojas R (2024) Backing Extremism in Argentina: The Working-Class Vote for Javier Milei. New Labor Forum
1-10. https://doi.org/10.1177/10957960241245694.

Ross S and Rivers D (2017) Digital Cultures of Political Participation: Internet Memes and the Discursive
Delegitimisation of the 2016 U.S Presidential Candidates. Discourse, Context ¢~ Media 16, 1-11. https://
doi.org/10.1016/j.dcm.2017.01.001.

Seman P (2023) Estd Entre Nosotros sDe Donde Sale y Hasta Dénde Puede Llegar la Extrema Derecha Que
No Vimos Venir? Buenos Aires: Siglo Veintiuno.

Sendra M and Marcos-Marne H (2024) Is Milei a Populist? People and Market in the New Radical Right in
Argentina. Contemporary Politics 30(5), 639-655. https://doi.org/10.1080/13569775.2024.2311982.

Simonsen B and Widmann T (2023) The Politics of Right and Wrong: Moral Appeals in Political
Communication over Six Decades in Ten Western Democracies. Preprint. https://doi.org/10.31219/osf.
io/m6qkg-.

Tuttnauer O and Rahat G (2025) Institutional Personalism and Personalised Behaviour: Electoral Systems,
Candidate Selection Methods, and Politicians’ Campaign Strategy. Electoral Studies 94. https://doi.org/10.
1016/j.electstud.2025.102909.

Vazquez M (2023) Activismos Juveniles en las Nuevas Derechas Durante la Pandemia (Argentina,
2020-2022). Iberoamericana 23(82). https://doi.org/10.18441/ibam.23.2023.82.117-137.

Viviani L (2025) The Politics of Manipulated Resonance: Personalised Leadership in Populism. International
Journal of Public Leadership (ahead-of-print). https://doi.org/10.1108/IJPL-01-2025-0001.

Wattenberg M (1990) From a Partisan to a Candidate-centred Electorate. In King A (ed.), The New American
Political System. 2nd edn. London: Macmillan Education, pp. 139-174.

Wattenberg M (2011) US Party Leaders: Exploring the Meaning of Candidate-Centred Politics. In Aarts K,
Blais A and Schmitt H (eds), Political Leaders and Democratic Elections. Oxford: Oxford University Press,
Pp. 76-90.

We Are Social and Meltwater (2024) Digital 2024: Argentina DataReportal — Global Digital Insights.
23 February. https://datareportal.com/reports/digital-2024-argentina.

Cite this article: Lujan D, Puig Lombardi G and Ledoux S (2026) Campaigning against the Casta: Electoral
Personalism and the Rise of Javier Milei in Argentina. Government and Opposition: An International Journal
of Comparative Politics, 1-21. https://doi.org/10.1017/gov.2026.10035


https://doi.org/10.22201/fcpys.2448492xe.2025.253.87496
https://doi.org/10.22201/fcpys.2448492xe.2025.253.87496
https://doi.org/10.1080/13510347.2019.1696310
https://doi.org/10.1080/13510347.2019.1696310
https://doi.org/10.1177/10957960241245694
https://doi.org/10.1016/j.dcm.2017.01.001
https://doi.org/10.1016/j.dcm.2017.01.001
https://doi.org/10.1080/13569775.2024.2311982
https://doi.org/10.31219/osf.io/m6qkg-
https://doi.org/10.31219/osf.io/m6qkg-
https://doi.org/10.1016/j.electstud.2025.102909
https://doi.org/10.1016/j.electstud.2025.102909
https://doi.org/10.18441/ibam.23.2023.82.117-137
https://doi.org/10.1108/IJPL-01-2025-0001
https://datareportal.com/reports/digital-2024-argentina
https://doi.org/10.1017/gov.2026.10035
https://doi.org/10.1017/gov.2026.10035

	Campaigning against the Casta: Electoral Personalism and the Rise of Javier Milei in Argentina
	Milei's personalistic recipe: self-promotion, ideological rhetoric and moral content to maximize electoral support
	Self-promotion
	Salient ideological rhetoric
	Moral content

	Unravelling the electoral appeals within Milei's presidential campaign
	Who does electoral personalism appeal to?
	Conclusion
	Notes
	References


