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In 1991, in the Mexican state of  Jalisco the PRI had almost permanently in the surveys around the 40% of the vote 
intention, and the PAN in its side was almost permanently around the 26%, the PRD oscillated between margins of 
10 and 15 percent.   
 
On April 22nd. of 1992, there was a 9 kilometers drainage explosion along the streets on the east of the city of 
Guadalajara, the official number of dead was calculated in hundreds, but is very probable that have had 
thousands.  In 1993, in the month of May, the Cardinal of Guadalajara Juan Jesús Posadas Ocampo was murdered 
in the airport of Guadalajara, and the electoral preferences remained stable in Jalisco even with these two great 
events.   
 
In 1994 when the election was carried out among Ernesto Zedillo, Diego Fernández of Ceballos and Cuauhtémoc 
Cárdenas, the vote intention continued the same, despite that important facts happened in the national level.   
 
They were years in which the pollsters were received small amount of credibility, and we sail always in the sea of 
generalized doubt, from the power circles and especially from the general population.   
Hardly anybody could believe that with so many catastrophic events linked to the PRI and its governments, the 
citizenship’s preferences continued favoring it.   
 
In the case of the state of Jalisco is not until November of 1994 when a turn was produced which prevails to date.  
Since then the PAN dominates the state setting, maintaining the government of the State and the capital city.  
Today, it seems difficult for the PRI to return to power in Jalisco.   
 
The drop that spilled the glass in the electorate mood of that State was the murder of José Francisco Ruiz Massieu, 
the then General Secretary at the National Executive Committee of the PRI.  According to our own historical 
records, that was and not any other event, the one that turned around to the electoral preferences, preparing to 
be ready in February 12, 1995 for Alberto Cárdenas Jiménez to win without difficulties the government.   
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When it is said that Alberto Cárdenas gained without problems the government is only “a manner of speaking”, in 
reality we are referring to the fact that there were not post-electoral conflicts, the PRI finished recognizing its 
defeat, beginning for the State Governor, Carlos Rivera Aceves and the General Secretary of the PRI’s State 
Committee, Enrique Ibarra Pedroza.   
 
The problems were all for the period of the pre-electoral phase and the day of February 12th. during the election 
day. 
 
We do not know at what point, Alberto Cárdenas, his team and political party were affected by the pressures, as 
large extend local as national.  In reference to me and my work team, we can let know about the suffered 
pressures, by virtue of bringing to light the turn in the electoral preferences before mentioned which belonged to 
a citizenship that since November of 1994 was determined to change the party in power.  Today it can be easily 
said, but in the described historical context, every day calls were received, visits of people who from the national 
power asked us, by saying the least, for our “attitude” an the reason to maintain “a lie”.  They threw us the horse 
by in front of the other surveys that said divergent information compared to ours.   
 
In this way, that particularly process allowed to the work team headed by me to be fortified and to bring to light, 
first to national level and further on to international level.   
 
After the triumph of the PAN in Jalisco in the beginning of 1995, governorships elections continued in Guanajuato, 
Baja California from among other, that the PAN won without suspects of doubt, without “extra-official 
agreements” with the legality vouched for by the electoral authorities and the legitimacy of the pre-election 
surveys, the exit poll and quick counts.   
 
On the other hand, and recalling passed times, in 1994 in the national level the soccer team of Guadalajara 
(Chivas) had the 29% of the preferences of the Mexicans, the America the 23%.  The antagonism towards Chivas
was of 6% and of the America was 42%.  It was an antagonism even superior to the one regarding to the PRI in 
those years.   
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Today, in the year 2005 according to the most recent national sports survey of the IMO in this month of November 
and published in the newspaper “RECORD” by order of it; after 11 years of monitoring to this social phenomenon, 
for the first time the America is on top of the national sympathies, leaving in the second place to the 
Guadalajara’s.  The “Cruz Azul” which since 1994 has held the third place is getting dangerously close to 
“Chivas”.   
 
The referred year of 1994 also brought very interesting events for the public opinion.  January 1st. initiates the 
year with the EZLN armed movement and this fact did not disturb the citizen’s feeling measured by the surveys.   
 
It had to arrive the day of May 12th. , when a night debate on TV was celebrated among Ernesto Zedillo, Diego 
Fernández de Cevallos and Cuauhtémoc Cárdenas that had an unexpected and unusual audience for a political 
event.  It had a rating over the 70 points that is to say that more than 7 of each 10 on television turned on were 
programmed in the debate. 
 
The victory of Diego Fernández de Cevallos was enormous; devastating in the debate.  That night, Mexico had 
changed for the first time in the history of the registrations of the electoral preferences, putting the PAN, very, 
very near to the Presidency of the Republic, since there were just three months ahead from the election and the 
distance between the PRI and the PAN until May 12th. was of 47% against 33%, and on May 13th. at dawn they were 
almost exactly other way  around.   
 
Those facts and concretely the debate were internationally well known; the date of the debate coincided with the 
annual conference of the World Association for Public Opinion Research (WAPOR), which was celebrated in Boston, 
Massachusetts in the US.  Of course, we as Mexican pollsters that measured the debate and its impacts, we shared 
the findings in the breakfast on the next morning of May 13th. with our colleagues of the entire world.  There was 
an amazing reaction.   
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Later, we all know the story, the PRI intensified its campaign, certainly, a State campaign, while the PAN and its 
candidate descended considerably their intensity.  The PRI gained the election, first election that was measured 
by approximately about ten polling companies, the half of them foreign, as well as was also measured for the first 
time through quick counts, and for us through an exit poll.  It was the first time that in Mexico there were 
performed these great valuable measuring instruments.  Happily, the result of these statistical exercises coincided 
with the result of the elections accepted by all.   
 
Since then, Mexico has almost eradicated the illness of the post-electoral conflicts.  The surveys have become a 
guide that helps so much the political actors as the public to know toward where goes the country.  They provide 
information also for leaders of the social, private, and public institutions to make opportune decisions, prevent 
undesired impacts, surpass obstacles and take maximum of opportunities.  If the leaders of the Guadalajara’s 
soccer team efficiently used the surveys as the leaders of the America do, fewer errors would be committed and 
they would be maintained or elevate high levels of public acceptance that impact in greater benefits, including of 
course, the economic.   
 
But that is the most common side of the surveys.  The opinion studies have a lot more uses than that: they mark 
the social tendencies in their more extensive expression; they mark the desires, the greatest wishes of the 
population, of many of the world places, their inclinations, their demands, their disposition to change or their 
resistances.   
 
The surveys cannot only avoid electoral conflicts; they also help or better said they would be able to aid avoiding 
social conflicts.   
 
The violent social demonstrations (disturbances) that from the end of October of this year began to happen, first 
in Paris, then in the most important French cities and now extends to the main countries of the West of Europe 
could have been avoided if there was paid attention to the numbers of the poverty and to the perceptions of the 
poorest.   
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As for the first (the numbers), in the world 300 people have the 50% of the world GDP, and as for the second ones 
(the perceptions), we are in front of societies which are demanding, each time with greater force, more social 
public policies.   
 
In October of 2002, the IMO carried out a multinational survey in the group of the 7 most developed countries of 
the world, as well as in Spain and in Mexico.   
 
That study was replicated and extended by the IMO 3 years later, in June of the present 2005 year.   
 
The central objective in both cases is to determine the political tendencies and the social demands of those 
citizenships, as well as the recommendations that based on their national experiences do in general toward the 
Latin-American region, and particularly to Mexico.   
 
The results have provided fundamental findings: The five polled European countries: Germany, France, Great 
Britain, Italy and Spain, along with Canada, in the 2002 asked for their countries rotated their economic politics 
toward the left.  United States and Japan asked in that year 2002 to conserve the road toward the right.  Mexico 
also asked the same direction that these two last.   
 
In the year 2005, the European societies in June accentuated still even more their demand of further social 
policies in comparison with the politics of free market.  In Europe, the breeding ground was ready of boiling and 
exploited 3 months after the application of the mentioned survey.  In the case of the United States and of Japan 
their societies have tempered their desire to continue to the right and was found in this year that these countries 
are divided practically halfway among who desire to continue in that course and among who want to reach toward 
the left moderate wing.   
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That explains the triumph of the left in the 2004 in Japan, for the first time in the history.  That helps to 
understand why in the case U.S. in the population vote the Democrats obtained the 49% of the voting and the 
Republicans the 51%.  The democratic voters, according to the exit polls, are mainly the Hispanic, the non-white, 
the women, the young and the poorest people.  Consistently the Republican voters are mainly the white, the men, 
those of mature ages and the richest.   
 
The Democratic vote is that wishing to change the state of things and the Republican is that desiring to conserve 
it.   
 
In the case of Mexico, while as already we said in the 2002 the majority empathized with continuing the course 
toward the right, in the 2005 we find a country like the United States divided also practically in two equal parts.  
A first half wants that the Republic be conducted toward the right and the other half wants a turn toward the left.  
Certainly there is a minority group detected in the survey that establishes that the next government be situated in 
the center of the ideologies.   
 
What is in the bottom of what the Mexicans want in the light of the IMO’s multinational survey, in which Mexico 
was included, is that the political institutions and the political actors be defined authentically, and do not mistake 
and even further deny their principles and historic background.  The Mexicans desire that the PAN does not fear to 
raise in the speech and in the actions the defense of the politics of the free market.  Also they desire that the PRD 
does not fear to register in the speech and its work, to carry out public policies of social nature.  Consistently, the 
most difficult task is the one which has the PRI. 
 
The PRI’s problems are not the tittle-tattle among some of its members, by more prominent than they could be, 
the true task of the PRI consists in defining the public policies that would start out in the case of returning to the 
Federal Executive Power, what matters should take from the free market economy and which other should attend 
the public sector, without leaving any doubts to most of the citizens.   
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Therefore, while there are PAN sympathizers declaring to be of center and also PRD sympathizer who say the 
same, they do not realize the waste of the opportunity that they have within its reach.   
 
The debate within the PRI, at least in its party leadership, should not be if they gain or they lose with Madrazo as 
candidate.  In reality, with any candidate, the majority of the PRI’s supporters (not militant) perceived it in the 
same way; that is to say, in other words, the PRI would not be able to have better candidate.  Good part of who 
are active member of the political parties or have high responsibilities of government, do not realize how the 
majority feel, because they do not believe in the surveys or because they read them in a little reasoned way.  It is, 
because the consumption of the surveys nowadays is highest in comparison with the one that there was in 1994 or 
1993, but is an almost addictive, thoughtless consumption; the addiction consists of seeking and to find the day of 
today as what is the electoral preference, as if they did not count the causes that origin them.   
 
The predominant opinion studies are short-term approaches.  To know the short time limit is vital to avoid the 
myocardial infarction, it is of the highest need to carry out, is almost imperative to read them every day, but 
those studies are not against, on the contrary they are authentically a complement or they should be, it is urgent 
that they will be, for the opinion studies with forward-looking approach, that is to say, those that measure 
society’s structural conditions and not only current events as the first ones.   
 
The addition of the two kinds, its permanent comparison, its reading as reference of one another give as a result a 
very clear vision to the societies and like responsibility is concerning or should concerns to its leaders.  By 
structural matters we understand those that only change in the long time period, in the course of the years, and, 
therefore their application should be programmed, planned, in a consecutive number of events.   
 
For it, there exist international programs of surveys, regional and global, among the firsts, they can be found the 
European Barometer and the Latin American- Barometer, among the seconds stands out the International Social 
Survey Programme (ISSP).   
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This program carries out since 1984 an annual survey in each one of its member countries.  In the year 2000 
Mexico integrated by invitation to the mentioned program and since then is represented by the IMO.  In 1984 it 
was founded by 5 members: United States, England, Norway, Spain and Australia.  Currently, it counts on 39 
member countries, Mexico was the incorporated country number 38.   
 
The Annual Assembly of the ISSP was celebrated for the first time in Latin America in the 2005, corresponding to 
Mexico the venue and to IMO, as the only representative of Mexico in the program, to be its host.   
 
The most prestigious survey institutions of the world were given appointment in Mexico, they visited the capital of 
the country and some of their outskirts, they lived for a week, the contrasts that Mexico has in its geographical 
landscapes, but especially in its social composition.   
 
These survey researchers, unlike their Mexican colleagues, dedicate most of their activity to the long-term 
approach surveys, the analysis and measurement of the structural phenomena of their countries.  They are 
dedicated fundamentally to examine the causes of the social phenomena which allow being able to anticipate to 
the tendencies.   
 
In spite of it, Mexican researchers not only have very much to learn from them, but is also the other way around, 
there are things arisen of our experiences as developing countries pollsters that they need to know.   
 
It must be clarified that the program of social surveys considered as the most important one of the world, is mainly 
composed by advanced countries, and therefore they do not know with precision the realities beyond the first 
world boundaries, of the world of the wealthy countries.   
 
Hence the importance that the research institutions representing the few poor countries integrated in the ISSP, 
interact and propose in an active way methods for the knowledge of this another type of societies that are very 
different to those.   
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The present conflicts in Europe are not originated by the citizens that enjoy good standard of living.  The conflicts 
are being generated for those individuals that already being installed in their countries arriving desperate to 
search for opportunities, expelled by the poverty and by the misery of their nations.   
 
With a world in which, on the one hand, only 300 people have the half of the wealth that is generated in the globe 
and by the other, 1,500 million human beings survive with less than 1 daily dollar, and among them 1,000 and 
1,200 million are illiterate, do not have access to drinking water and suffer hunger every day, anything can be 
expected and not to be given account for the majority of who are in charge of the nations’ direction.   
 
Therefore, rich and poor, producers and users of surveys of all the countries where there is the privilege to have
these instruments, we should generate more information, but with a new combine criteria of attitudes, sensibility 
and vision.   
 
As a result, the majority of the surveys that nowadays are conducted in Mexico, and also in a large extent of the 
westerner world are so  superficial that just collect the consequences of the economic, political, and social 
events.   
 
More than one decade ago, the task of the pollsters consisted of convincing the actors and the public of the 
practical and not only theoretical and academic value of the surveys.  Today we find ourselves, since my own and 
in the name of the IMO’s institutional point of view, in the other extreme of the pendulum: there is a blind 
credibility, from an overwhelming majority trusting on the day before yesterday, the yesterday or the today
released poll.   
 
Today, we as survey researchers should set out a new task, to provoke, first in the actors of politics and the 
economy, and then in the general population a change in the way to understand the true utility of the surveys.   
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It is necessary also that the surveys’ readers change their attitude and not make decisions only based on the day’s 
percentage as if it was a matter of knowing the atmospheric temperature and to be aware of its changes, without 
knowing  that factors that are producing them.   
 
Before long, it will not be of any help for humankind to know which the temperature is at the dawn of the day.  It
is urgent that starting from the heads of the countries that the true causes of the global climatic change could be 
analyzed in depth.  It seems that we are speaking of the physical sciences, and we are thinking about the 
hurricanes and in the earthquakes that each time are more frequent and devastating, but this similar situation is 
also applicable in a very direct manner to the social sciences.  Soon, it will not be any help at all for producers and 
consumers of the surveys which are the electoral preferences the day of today, when we do not know the true
causes of the social weather change.   
 
If the political actors do not take into account the measurements of the climate of the social atmosphere, a spark 
is enough to cause a fire.  It is good like it has been expressed along this pages that today in Mexico exist political 
and fundamentally electoral surveys that 20 years ago we barely had, but it is urgent to be conscious of the need 
to produce and to consume social surveys that today are those in which very little is invested.   
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NATIONAL SURVEY IN MEXICO ON THE NATIONAL SURVEY IN MEXICO ON THE 
2006’S PRESIDENTIAL ELECTION2006’S PRESIDENTIAL ELECTION

(November of 2005)(November of 2005)
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MethodologicalMethodological
SummarySummary
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Population of 18 years old and over in 
the Mexican Republic with electoral ID.TARGET POPULATION:

November 17th. of 2005DATE OF SURVEY TAKING:

Stratified Random SampleSAMPLING TECHNIQUE:

By telephone at homes guarantying the 
interviewees’ anonymity.

FIELD WORK TECHNIQUE:

800 casesSAMPLE SIZE:

MARGIN OF STATISTICAL ERROR: ± 3.5%STATISTIC RELIABILITY: 95%
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ELECTORAL PARTICIPATION FREQUENCY:
HOW FREQUENTLY HAVE YOU VOTED IN THE PREVIOUS ELECTIONS?

52.8%

18.0%

10.3%

10.2%

3.0%

5.6%

0% 10% 20% 30% 40% 50% 60% 70%

ALWAYS

IN MOST OF THE ELECTIONS

IN SOME ELECTIONS

IN FEW ELECTIONS

NEVER

IT'LL BE THE FIRST TIME I CAN VOTE
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GOVERNMENT PERFORMANCE:
TO DATE, DO YOU APPROVE OR DISAPPROVE THE PERFORMANCE 

OF THE PRESIDENT OF THE REPUBLIC…?

APPROVE DISAPPROVE NO OPINION

10.1%
6.0%

38.6%

25.9%

51.3%

68.1%
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20%

30%

40%
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80%

ON FOREIGN RELATIONS ISSUESIN GENERAL TERMS
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PARTICIPATION ATMOSPHERE:
ACCORDING TO WHAT IS HAPPENING IN GENERAL TERMS IN MEXICO AND IN

THE INTERIOR OF THE POLITICAL PARTIES, HOW MUCH WILLINGNESS
DO YOU FEEL TO PARTICIPATE IN THE 2006 ELECTION?

25.8%

27.7%

32.2%

13.9%

0.4%

0% 5% 10% 15% 20% 25% 30% 35% 40%

VERY MUCH

SOME

LITTLE

NOTHING AT ALL

I DON'T KNOW
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VOTE INTENTION BY POLITICAL PARTY
NOVEMBER OF 2005

IF THE ELECTIONS WERE HELD TODAY, FOR WHICH POLITICAL PARTY WOULD 
YOU VOTE, INDEPENDENTLY OF WHO ARE THEIR CANDIDATES?

26.3%

22.0%

20.0%

4.7%

1.3%

0.8%

0.5%

7.8%

16.6%

0% 10% 20% 30% 40% 50%

PRD 

PRI 

PAN

PVEM 

PT

CONVERGENCIA

OTHER

NONE

UNDECIDED / NO OPINION
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37.2%

18.8%

18.0%

6.2%

1.6%

0.3%

6.6%

11.3%

0% 10% 20% 30% 40% 50%

ANDRES MANUEL LÓ PEZ OBRADOR

FELIPE CALDERON HINOJOSA

ROBERTO MADRAZO PINTADO

BERNARDO DE LA GARZA

PATRICIA MERCADO

OTHER

NONE

UNDECIDED / NO OPINION

VOTE INTENTION BY CANDIDATE
NOVEMBER OF 2005

APART FROM YOUR SIMPHATY TOWARDS TO A PARTICULAR POLITICAL PARTY, 
FOR WHOM OF THE CONTEDERS WOULD YOU VOTE?



Instituto de Mercadotecnia y Opinión * México * Institute of Marketing and Opinion
November of 2005http://www.imocorp.com.mx

VOTE INTENTION BY FORMULA
POLITICAL PARTY + CANDIDATE

NOVEMBER OF 2005
AND CONSIDERING THE FORMULA POLITICAL PARTY + CANDIDATE, FOR WHICH 

OF THEM WOULD YOU VOTE IF THE ELECTIONS WERE HELD TODAY?

33.9%

21.4%

20.7%

7.2%

1.0%

0.3%

4.1%

11.4%

0% 10% 20% 30% 40% 50%
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PASC + PATRICIA MERCADO

OTHER

NONE

UNDECIDED / NO OPINION
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33.9%20.7%21.4 %

STATISTICAL CROSS TABLES: 
VOTE INTENTION BY FORMULA: POLITICAL PARTY +CANDIDATE

AND CONSIDERING THE FORMULA POLITICAL PARTY + CANDIDATE, FOR 
WHICH OF THEM WOULD YOU VOTE IF THE ELECTIONS WERE HELD TODAY?

PAN+CALDERON PRI+MADRAZO PRD+AMLO

29.4%22.9%19.0%

38.8%18.3%24.0%
VS VS VS

IF JUST COULD VOTE 
WOMEN

IF JUST COULD VOTE 
MEN

32.8%21.3%25.6%

24.4%22.5%18.5%

“ALWAYS VOTE”

“IT’LL BE THE FIRST 
TIME THAT THEY CAN 

VOTE 
(THE YOUNGEST)”

BY GENDER

BY FREQUENCY OF ELETORAL PARTICIPATION
THOSE WHO SAID THAT…

GENERAL 
POPULATION
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CITIZEN POSITIONS ON ISSUES OF THE
NATIONAL AGENDA:

DO YOU AGREE OR DISAGREE ON THE LEGALIZATION IN MEXICO 
OF…?
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VOTE INTENTION BY POLITICAL PARTY:
LONGITUDINAL TENDENCY OF THE ELECTORAL PREFERENCES

(JANUARY 2003 - NOVEMBER 2005)
NATIONAL
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VOTE OF REJECTION BY POLITICAL PARTY:
LONGITUDINAL TENDENCY OF REJECTION 

NOTE: The findings corresponding to the last measurement (November of 2005) 
are referred to the rejection towards the formula Political Party +  Candidate.

(JANUARY 2003 - NOVEMBER 2005)
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CONCLUSIONS:
2005 NATIONAL SURVEY 

The evaluation of the President of the Republic according to the present National Survey carried out by the IMO of 
November of 2005 is going through one of its better moments, since he has an approval level of the 68% against 
to a disapproval of the 26%, contrasting with the one regarding to his American counterpart whose citizens’
evaluation is more or less in the contrary direction.  In matter of foreign policy the President Fox also passes the 
test by virtue of 51% of the citizens approving him and the 39% who disapproves him.   
 
In electoral matter, according to the results of the survey, the IMO estimates a participation in the elections from 
around 58% as the lowest and 67% as the highest in these moments.  This arises out of adding the 53% of the 
interviewees that declared that they have always responded to vote in previous elections and the 5% that said
that is the first time that can vote (the youngest), and, also is considered that could attend half of those who said 
that they have participated in the majority of the elections, whose percentage is of 18%, that is to say that an
additional 9% would be expected.   
 
The turnout for the elections also was measured through the question, how much willingness do you feel to
participate in the election of the 2006?.  The findings  indicates that the 53% declared very much or some, if half 
of the ones that answered little are added, that is the 32% (that is to say 16%) would accumulate a percentage of 
participation of 69% as the highest.  In other words, to date, the IMO expects that between 39 and 45 millions of 
electors would vote, which would produce an average of 42 million votes.   
 
 
Unlike other pollsters (at least in most cases) in these early moments of the race for the Presidency of Mexico, the 
IMO considers necessary to investigate on the electoral preferences through 3 different questions, that are: to 
ask  for political party, to ask for candidate and to ask for the combination party–candidate.  Once the process 
will start a phase of greater maturing, this technique will have to be adapting to the different moments.   
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With the previous description, the first one of the mentioned questions “the vote intention by political party” the 
obtained results were for the PRD 26%, for the PRI 22% for the PAN 20% and for the PVEM 5%.  When the 
question goes directed to the “candidates”, Andrés Manuel López Obrador (AMLO) obtains 37%, Felipe Calderón
19%, Roberto Madrazo 18%, Bernardo De la Garza 6% and Patricia Mercado 1.6%.  In the third question “by 
formula”, PRD–AMLO obtains almost the 34%, the PAN-Calderon combining formula gets a little more than 21%, 
the PRI-Madrazo formula obtains nearly the 21%, the formula PVEM-De la Garza the 7%.   
 
The bottom reading of this matter is that depending on the question design, different answers are obtained: if it is
asked “by party”, it can be said that there is a tripled tie with a slight advantage toward the PRD, remaining the 
PRI in second place; if it is asked “by candidate” the distances are opened considerably in favor of AMLO in a 
proportion from 2 to 1 with regards to Calderon and Madrazo; when “party and candidate” are associated the 
results remain in a middle point relating to the 2 first questions.   
 
In the experience of the IMO, is this last question, the “party–candidate” formula, the one that can capture a better 
approach of the reality of the moment; if this would occur, the PRD–AMLO formula would be obtaining 14 million 
votes if is taken into account a participation average of 42 million citizens in the ballots in July 2nd., and the PAN-
Calderón, and PRI–Madrazo formulas 9 millions of votes each one; in its turn the PVEM–De la Garza formula
would obtain 3 million votes.  There would be in dispute close to 5 million of undecided and almost 2 million more 
of potentials.   
 
Starting from the previous outlook, and estimating some cross tables of the electoral preferences by formulas, we 
have that the PRI–Madrazo has its main force with the women and the PAN-Calderón and especially the PRD-
AMLO have their main forces among the men.   
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Among those who said that they have always attended elections, that is to say, the most probable voters, of the 4 
main political forces in the country, only the PVEM–De la Garza formula diminishes its vote intention going from 
7.2% to 4.7%, of the other 3, the PRI-Madrazo and the PRD–AMLO formulas practically remain in their same level, 
while the PAN-Calderón formula enlarges of 21.4% to 25.6% its vote intention.   
 
 
Among the youngest that for the first time are going to vote, the PVEM-De la Garza is the formula which 
duplicates its general vote intention going from 7.2% to 14.6% and the formulas which are more diminished in its 
vote intention is PRD–AMLO going from 33.9% to 24.4% and in second place PAN-Calderón that decreases from 
its 21.4% to 18.5%.  The PRI among the youngest enlarges its proportion of voters from the 20.7% to the 22.5% in 
this segment.   
 
Therefore, the strengths of the PRI–Madrazo are with the women and with the youngest and their weakness with 
the men.  In the PRD–AMLO formula its advantage is with the men and its weakness with the segment of 
population of the youngest in the case of both genders.  The main force in numbers of the PAN-Calderón is with 
the men and with the voters that always attend to vote and its weakness is with the women.  As for the PVEM-De 
la Garza’s weakness is with the most probable voters and its best positioning is with the youngest.   
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MULTINATIONAL SURVEYS ON THE MULTINATIONAL SURVEYS ON THE WORLD’SWORLD’S POLITICAL POLITICAL 
TENDENCIES CARRIED OUT IN THE GROUP OF THE 7 TENDENCIES CARRIED OUT IN THE GROUP OF THE 7 

WEALTHIEST COUNTRIES (GWEALTHIEST COUNTRIES (G--7) PLUS SPAIN AND MÉXICO7) PLUS SPAIN AND MÉXICO
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MethodologicalMethodological
SummarySummary
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Population of 18 years old and over of the  
G-7 member countries (Germany, Canada, 
United States, France, Italy, Japan and 
United Kingdom), Spain and Mexico.

TARGET POPULATION:

STUDY OBJECTIVE: To achieve a better knowledge on the 
thoughts of the most developed societies in 
the world at the beginning of the 21st.

century, on their political tendencies, as 
well as their vision on the course being 
followed by Latin America and Mexico.

October of 2002 and June of 2005.DATE OF SURVEY 
TECHNIQUE:
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COVERAGE OF 
TELEPHONES 
PER COUNTRY:

98.5% Germany
97.8% Canada
96.7% United States
98.0% France
82.0% Italy
86.9% Japan
96.0% United Kingdom
90.6% Spain
36.2% Mexico

By telephone at homes guarantying the 
interviewees’ anonymity.

TECHNIQUE FOR TAKING 
THE SURVEYS:
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POPULATION AND GDP IN THE G-7, SPAIN AND MEXICO
% REGARDING THE WORLDWIDE TOTAL

67.1%13.3%TOTAL

1.7%1.6%MEXICO

2.4%0.6%SPAIN

2.4%0.5%CANADA
4.2%0.9%ITALY

5.1%0.9%UNITED KINGDOM

4.9%0.9%FRANCE

6.6%1.3%GERMANY

11.2%2.0%JAPAN

28.6%4.6%UNITED STATES

GDP (%)POPULATION (%)COUNTRY

SOURCE:   POPULATION –2005 Population Estimates by  the U.S. Census Bureau.
GDP - World Bank released percentages corresponding to the year 2004.
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SAMPLING
TECHNIQUE:

Random Sub-sampleJAPAN

Stratified Random SampleITALY

Stratified Random Sub-sampleGERMANY

Stratified Random SampleSPAIN

Stratified Random SampleFRANCE

Stratified Random Sub-sampleUNITED 
KINGDOM

Stratified Random SampleCANADA

Stratified Random Sub-sampleUNITED STATES

Stratified Random SampleMEXICO

SAMPLING TECHNIQUECOUNTRY

MARGIN OF STATISTICAL ERROR: ± 4%STATISTICAL RELIABILITY: 90%
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What is the tendency that the 
leading societies are marking 

at the beginning of this 
century??
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ECONOMIC POLICY ORIENTATION:
TAXES VS. SOCIAL BENEFITS 

IF THE GOVERNMENT WERE TO OFFER YOU THE FOLLOWING OPTIONS, 
WHICH ONE WOULD YOU CHOOSE?

G-7’s GLOBAL FINDINGS

NOTE: Spain is not included in 
the Group of the 7 (G-7) for 
which, it is not considerate on 
the showed global findings.

0%
20%
40%
60%
80%

GERMANY CANADA SPAIN UNITED
STATES

FRANCE ITALY JAPAN UNITED
KINGDOM

TO PAY LOWER TAXES
ALTHOUGH THIS WOULD
MEAN HAVING LESS

TO HAVE MORE SOCIAL
BENEFITS, ALTHOUGH
THIS WOULD MEAN

NO OPINION

LESS TAXES, LESS 
BENEFITS, 41.9%

MORE TAXES, MORE 
BENEFITS, 52.5%

NO OPINION, 5.6%
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ECONOMIC POLICY ORIENTATION:
PUBLIC SPENDING 

IN YOUR OPINION, THE GOVERNMENT SHOULD INCREMENT OR REDUCE ITS PUBLIC 
SPENDING ON…?(PLEASE BEAR IN MIND THAT TO “INCREMENT” SPENDING COULD MAKE A 

TAX INCREASE NECESSARY)
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INCREMENT SPENDING REDUCE SPENDING

61.0% 65.0%

45.0%

82.0%

51.0%

26.3%
12.0%

4.3% 6.0% 9.7%
2.3% 4.3%

54.0%

14.0%

0%
10%
20%
30%
40%
50%
60%
70%
80%
90%

ENVIROMENTAL

PROTECTION

SANITATION PUBLIC SAFETY EDUCATION PENSIONS ARTS AND

CULTURE

ARMED FORCES



Instituto de Mercadotecnia y Opinión * México * Institute of Marketing and Opinion
November of 2005http://www.imocorp.com.mx

CANADA

73.5%

58.1% 58.1%

81.4%

54.2%

41.1%
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5.5% 4.7% 4.7%
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ECONOMIC POLICY ORIENTATION:
PUBLIC SPENDING 

IN YOUR OPINION, THE GOVERNMENT SHOULD INCREMENT OR REDUCE ITS PUBLIC 
SPENDING ON…?(PLEASE BEAR IN MIND THAT TO “INCREMENT” SPENDING COULD MAKE A 

TAX INCREASE NECESSARY)

INCREMENT SPENDING REDUCE SPENDING
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SPAIN

76.7%
84.7%

79.7% 83.7%
79.1%

53.2%

11.0%
4.7% 2.0% 1.3% 0.3% 0.7%
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ECONOMIC POLICY ORIENTATION:
PUBLIC SPENDING 

IN YOUR OPINION, THE GOVERNMENT SHOULD INCREMENT OR REDUCE ITS PUBLIC 
SPENDING ON…?(PLEASE BEAR IN MIND THAT TO “INCREMENT” SPENDING COULD MAKE A 

TAX INCREASE NECESSARY)
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UNITED STATES
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ECONOMIC POLICY ORIENTATION:
PUBLIC SPENDING 

IN YOUR OPINION, THE GOVERNMENT SHOULD INCREMENT OR REDUCE ITS PUBLIC 
SPENDING ON…?(PLEASE BEAR IN MIND THAT TO “INCREMENT” SPENDING COULD MAKE A 

TAX INCREASE NECESSARY)
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FRANCE
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ECONOMIC POLICY ORIENTATION:
PUBLIC SPENDING 

IN YOUR OPINION, THE GOVERNMENT SHOULD INCREMENT OR REDUCE ITS PUBLIC 
SPENDING ON…?(PLEASE BEAR IN MIND THAT TO “INCREMENT” SPENDING COULD MAKE A 

TAX INCREASE NECESSARY)
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ITALY
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JAPAN
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UNITED KINGDOM
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IDEOLOGICAL ORIENTATION:
WHEN PEOPLE TALK ABOUT POLITICS THEY NORMALLY USE TERMS 

SUCH US LEFT-WING AND RIGHT-WING, HOW DO YOU POSITION 
YOURSELF WITH REGARD TO THESE POLITICAL ORIENTATIONS?

YEAR 2002
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13.4%22.2%31.4%13.4%11.2%27.8%31.9%18.6%MEXICO

48.5%41.9%31.4%24.3%7.9%20.6%9.9%9.3%SPAIN
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Ideological orientation of the population by country:
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IDEOLOGICAL ASSESSMENT OF THEIR GOVERNMENTS:
HOW WOULD YOU QUALIFY YOUR COUNTRY’S GOVERNMENT?

YEAR 2002 YEAR 2005

LEFT-WING CENTER-WING RIGHT-WING
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Ideological assessment of the governments according 
to the population’s perception by country:
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3 years ago  . . .3 years ago  . . .
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ALTERNATION OF THE PRESIDENTIAL POWER IN MEXICO:

During 70 years, there was only 
one political party that governed 
Mexico, the Institutional 
Revolutionary Party (PRI), a 
product of the Mexican 
Revolution from 1910, if you 
were to assess the entire period, 
how would you grade the 
administration of the PRI?

If in the presidential elections of 
the year 2006, the PRI were to 
win again, would you consider 
democracy in Mexico to …?
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In the year 2005  . . .In the year 2005  . . .
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THE NEXT FEDERAL MEXICAN GOVERNMENT:
IN VIEW OF THE NEXT YEAR’S PRESIDENTIAL ELECTIONS IN MEXICO, DO YOU THINK A

LEFT-WING OR RIGHT-WING GOVERNMENT WOULD BE BETTER FOR MEXICO?
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CONCLUSIONS:
INTERNATIONAL SURVEYS 

In most of the developed societies in the world, there is the conception that their States are strong when their
businesses and their governments are also strong; the strength of the government depends on the good 
management of the public spending, of the debt and of the non-tax and tax incomes.   
 
In the Organisation for Economic Cooperation and Development (OECD), which brings together 30 foremost 
national economies, the majority of the governments have deficit in its public finances, Mexico is one of the few
exceptions, since the government has maintained a very strict discipline on the spending and a high control on 
the debt.  In words of Jesus Silva Herzog Flores, Former Secretary of Treasury in Mexico, “The student has been 
more demanding to himself than how demanding are the teachers”.  Mexico is one of the few nations determined 
to maintain surplus in their governmental finances.   
 
In reality, what the majority of the countries of the OECD take care of, is that the public sector have the sufficient 
level of participation in the economy for not loosing the guiding of the State (see National Survey in Mexico on 
themes regarding to Public Income, Spending and Debt, IMO, February of 2004 and its Comparative Analysis of 
the Public Finances of Mexico in the face of the 30 wealthiest countries (OECD) and Latin America that can be 
consulted in the website: http://www.imocorp.com.mx).   
 
Within the Group of the 7 wealthiest countries of the world (G-7) plus Spain, although their societies know the 
level of the fiscal deficit that have their governments, in good part of them consider necessary that in general the 
participation of the government in the economy to be greater than currently.  That is the way the survey findings 
revealed, since of the 7 consulted areas of economic policies in 6 of them the population asks for increase the 
spending.  Those areas are: Environmental Protection, Health, Public Safety, Education, Pensions, Art and 
Culture.   



Instituto de Mercadotecnia y Opinión * México * Institute of Marketing and Opinion
November of 2005http://www.imocorp.com.mx

The only concept of spending that the majority of the countries of the G7 wanted to reduce is concerning to the 
Armed Forces and Defense, with exception of the U.S. and Canada, which want to increase it.   
 
It should be said that the interviewees were warned to bear in mind that to “increment” spending could make tax 
increase necessary”.   
 
On the other hand, on the topic of the ideological orientation, the mentioned survey presents two settings: the 
first one How do you position yourself with regard to right-wing, left-wing or center-wing political orientations?.
And the second, how would you qualify your country’s government: of right-wing, left-wing or central-wing?   
 
The results obtained in the year 2002, in the countries of the G7 plus Spain and Mexico, just 3 declared to be 
positioned in the right wing of the ideological scale: United States, Japan and Mexico, the remainders, Germany, 
Canada, France, Italy, United Kingdom and Spain, were personally located in the left-wing.   
 
In the year 2005, only United States maintained its tendency where more citizens position themselves in the right-
wing that in the left-wing, of the remainders, Japan, Italy, Spain, France and Germany are declared of left-wing
and in 3 countries resulted a tie: Canada, United Kingdom and Mexico.   
 
As for the assessment that population do about their governments, it happens that in the year 2002 the center 
was the favored in United Kingdom, Japan and Germany, the left in Canada and the right in the other 5 polled 
countries.   
 
In the 2005, in no country of the 9 polled wants the center; the left wins in Spain and Germany and the right in the 
other 7.   
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In the Mexican case, in the year 2002 citizens were positioned in the right-wing in 19% and in the 2005 in 32%; in 
the left-wing, 13% were located in the year 2002, and 31% in the 2005; and in the center-wing, 28% were placed in 
the year 2002 and 11%  and in the 2005.   
 
About the perception that the Mexicans have of their government ideological positioning was of right-wing in 30% 
in the year 2002 and 44% in 2005; In the left-wing was located by 13% in the year 2002 and 21% in 2005; in the 
center-wing was located by 24% in the year 2002 and 9% in 2005.   
 
The bottom matter of this is that in the worldwide as well as in the national level, the ideological center has been 
diminished in just 3 years, and basically the left-wing has gained ground.  In light of this survey, the citizens of 
the 9 surveyed countries recommend to Mexico the following: take the path of the left, the European countries 
and Japan recommend that; take the path of the right is the advice of its main commercial partners, United States 
and Canada.  As for the Mexicans, 44% wish that the next government would be of right-wing and 19% of left-
wing.   
 
If the PRI decided for the right-wing, its 44% will have to be disputed with the PAN.  That could be the reason for 
what the PRI-Madrazo formula is tied with the PAN-Calderón formula getting 21% each of them, of the electoral 
preferences according to the National Survey conducted by the IMO in November of 2005.  In the case of the 
PRD–AMLO formula, is synthesized that of its 33% of electoral preference, the 19% is a convinced vote that the 
left-wing is the option for the next 6 years, the remainder, 14%, is a vote which sympathizes with the personal 
background of the candidate.   


