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Lights, Camera, Campaign! Routledge
From hashtag activism to the flood of political memes on social
media, the landscape of political communication is being
transformed by the grassroots circulation of opinion on digital
platforms and beyond. By exploring how everyday people assist in
the promotion of political media messages to persuade their
peers and shape the public mind, Joel Penney offers a new
framework for understanding the phenomenon of viral political
communication: the citizen marketer. Like the citizen consumer,
the citizen marketer is guided by the logics of marketing practice,
but, rather than being passive, actively circulates persuasive
media to advance political interests. Such practices include using
protest symbols in social media profile pictures, strategically
tweeting links to news articles to raise awareness about select
issues, sharing politically-charged internet memes and viral
videos, and displaying mass-produced T-shirts, buttons, and
bumper stickers that promote a favored electoral candidate or
cause. Citizens view their participation in such activities not only
in terms of how it may shape or influence outcomes, but as a
statement of their own identity. As the book argues, these
practices signal an important shift in how political participation is
conceptualized and performed in advanced capitalist democratic
societies, as they casually inject political ideas into the everyday
spaces and places of popular culture. While marketing is
considered a dirty word in certain critical circles -- particularly
among segments of the left that have identified neoliberal market
logics and consumer capitalist structures as a major focus of
political struggle -- some of these very critics have determined
that the most effective way to push back against the forces of
neoliberal capitalism is to co-opt its own marketing and
advertising techniques to spread counter-hegemonic ideas to the
public. Accordingly, this book argues that the citizen marketer
approach to political action is much broader than any one
ideological constituency or bloc. Rather, it is a means of
promoting a wide range of political ideas, including those that are
broadly critical of elite uses of marketing in consumer capitalist
societies. The book includes an extensive historical treatment of
citizen-level political promotion in modern democratic societies,
connecting contemporary digital practices to both the 19th
century tradition of mass political spectacle as well as more
informal, culturally-situated forms of political expression that
emerge from postwar countercultures. By investigating the logics
and motivations behind the citizen marketer approach, as well as
how it has developed in response to key social, cultural, and
technological changes, Penney charts the evolution of activism in

an age of mediatized politics, promotional culture, and viral
circulation.
Political Advertising in the United States Peter Lang
Political Marketing in the United States explores how politicians
and parties utilize marketing concepts and tools, providing an up-
to-date and broad overview of how marketing permeates U.S.
politics. The volume focuses on current and recent elections and
leaders, and covers a range of topics, including market research,
marketing parties and volunteers, strategy and branding,
communications, delivery, and marketing in government. The
main themes and objectives of the book are to cover: New and
emerging trends in political marketing practice Analysis of a
broad range of political marketing aspects Empirical examples as
well as useful theoretical frameworks Discussion of state/local
level as well as presidential politics This is the first comprehensive
treatment of the subject available and captures the field as it is
rapidly growing. It is a must-read for students and scholars of
political parties, political communication, applied politics, and
elections.
Impact of news and media on political advertising. A study of
2020 governorship election in Edo State Edward Elgar Publishing
This book explores people’s lived experience of discussing politics
online. Based on original research involving in-depth
conversations with 85 participants around the UK, it asks people
about their own understanding of their online engagement,
focusing on major UK political events and related debates –the
Scottish Independence Referendum, the EU Referendum and the
UK Labour Party leadership contests. It shows how people’s
experiences are varied and influenced by many factors, but with a
focus on personal feelings, needs and concerns as much as wider
political ones. Participants struggle with self-awareness and
understanding the motives and actions of others, which has an
impact on their behaviour and perceived efficacy. They can have
profound emotional responses owing to the constraints of using
social media but still value it as a medium for political learning
and self-expression. Communication effects in this environment
are complex and unpredictable – there is much ‘crosstalk’. Social
media itself is proving to be an unprecedented learning
environment, where people begin to better understand their own
behaviour and that of others and adapt over time.
Political Campaigning in the Information Age Springer
Public opinion is an important factor affecting the political
decision-making process. In almost every community, the ones in
power—no matter what type of political system is
established—want to be aware of the ideas and opinions of the
rules regarding policies that they have implemented. The factors
that take part in the determination of public opinion must be
explored further. Political Propaganda, Advertising, and Public
Relations: Emerging Research and Opportunities is an essential

reference source that discusses public opinion on policies as well
as political communication activities. Featuring research on topics
such as campaign management, branding, and political
marketing, this book is ideally designed for campaign managers,
social media mangers, government officials, advertisers, media
consultants, public relations specialists, researchers, politicians,
academicians, and students seeking coverage on current
technological trends and political communication.
IGI Global
Technology and the Internet especially have brought on major
changes to politics and are playing an increasingly important role
in political campaigns, communications, and messaging. Political
Campaigning in the Information Age increases our understanding
of aspects and methods for political campaigning, messaging, and
communications in the information age. Each chapter analyzes
political campaigning, its methods, the effectiveness of these
methods, and tools for analyzing these methods. This book will
aid political operatives in increasing the effectiveness of political
campaigns and communications and will be of use to researchers,
political campaign staff, politicians and their staff, political and
public policy analysts, political scientists, engineers, computer
scientists, journalists, academicians, students, and professionals.
Making the Most of Communications and Social Media in a
Political Campaign GRIN Verlag
Some political observers dubbed the 2008 presidential campaign
as 'the Facebook Election'. Barack Obama, in particular, employed
social media such as blogs, Twitter, Flickr, Digg, YouTube,
MySpace and Facebook to run a 'grassroots-style' campaign. The
Obama campaign was keenly aware that voters, particularly the
young, are not simply consumers of information, but conduits of
information as well. They often replaced the professional filter of
traditional media with a social one. Social media allowed
candidates to do electronically what previously had to be done
through shoe leather and phone banks: contact volunteers and
donors, and schedule and promote events. The 2008 Election
marked a new era where the candidates no longer had complete
control over their campaign message. The individual viewer in a
campaign crowd with a cell phone can record a candidate’s gaffe,
post it on YouTube or Flickr and within days millions will be
gasping or guffawing. The traditional campaign, with its
centralized power and planning, although not dead, now coexists
with an unstructured digital democracy. New Media, Campaigning
and the 2008 Facebook Election examines the way social media
changed how candidates campaigned, how the media covered the
election and how voters received information. This book is based
on a special issue of Mass Communication & Society.
Social Media, Parties, and Political Inequalities GRIN Verlag
This Handbook provides the most comprehensive overview of the
role of electoral advertising on television and new forms of
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advertising in countries from all parts of the world currently
available. Thematic chapters address advertising effects, negative
ads, the perspective of practitioners and gender role. Country
chapters summarize research on issues including political and
electoral systems; history of ads; the content of ads; reception
and effects of ads; regulation of political advertising on television
and the Internet; financing political advertising; and prospects for
the future. The Handbook confirms that candidates spend the
major part of their campaign budget on television advertising. The
US enjoys a special situation with almost no restrictions on
electoral advertising whereas other countries have regulation for
the time, amount and sometimes even the content of electoral
advertising or they do not allow television advertising at all. The
role that television advertising plays in elections is dependent on
the political, the electoral and the media context and can
generally be regarded as a reflection of the political culture of a
country. The Internet is relatively unregulated and is the channel
of the future for political advertising in many countries
Social Media as a Tool of Political Communication Cambridge
University Press
This book explores how social media influenced presidential
campaign rhetoric. Janet Johnson discusses media use in
American presidential campaigns as well as social media
campaigns for Barack Obama, Mitt Romney, Hillary Clinton, and
Donald Trump.
Political Rhetoric, Social Media, and American Presidential
Campaigns Springer Nature
Tracing the evolution of political advertising from 1952 through
2016, Darrell M. West returns with his much anticipated Seventh
Edition of Air Wars: Television Advertising and Social Media in
Election Campaigns, 1952-2016. Integrating the latest data and
key events from the 2016 campaigns—including the most
provocative presidential campaign in recent decades and the
surprising victory of Donald Trump—West provides in-depth
examination and insight into how candidates plan and execute
advertising and social media campaigns, how the media covers
these campaigns, and how American voters are ultimately
influenced by them. This new edition includes coverage of social
media campaigning, nano-targeting strategies in a fragmented
electorate, and thorough analysis of the 2016 presidential
campaign, from the candidates’ use of Twitter to concerns over
falsehoods and deception, the impact of ads and debates on
candidate perceptions, and the risks to democratic elections from
new campaign developments.
A Research Agenda for Political Marketing Routledge
Political scientists investigate the impact that political
advertisements have on political campaigns and elections. They
use case studies, interviews, and analysis of specific campaigns
and ads--mostly in the US but also in Canada--to explain how ads
are constructed, why some work and some fail, and the factors
about political ads that allow them
Political Marketing in Retrospective and Prospective Routledge
This book critically investigates the complex interaction between
social media and contemporary democratic politics, and provides
a grounded analysis of the emerging importance of Social media
in civic engagement. Social media applications such as Facebook,
Twitter, and YouTube, have increasingly been adopted by
politicians, political activists and social movements as a means to
engage, organize and communicate with citizens worldwide.
Drawing on Obama's Presidential campaign, opposition and
protests in the Arab states, and the mobilization of support for
campaigns against tuition fee increases and the UK Uncut
demonstrations, this book presents evidence-based research and
analysis. Renowned international scholars examine the salience of
the network as a metaphor for understanding our social world, but
also the centrality of the Internet in civic and political networks.
Whilst acknowledging the power of social media, the contributors
question the claim it is a utopian tool of democracy, and suggests
a cautious approach to facilitate more participative democracy is
necessary. Providing the most up-to-date analysis of social media,
citizenship and democracy, Social Media and Democracy will be of
strong interest to students and scholars of Political Science, Social
Policy, Sociology, Communication Studies, Computing and
Information and Communications Technologies.
Encyclopedia of Social Media and Politics IGI Global
Broken down into sections that examine new media strategy from
the highest echelons of campaign management all the way down
to passive citizen engagement with campaign issues in places like
online comment forums, the book ultimately reveals that political
messaging in today's diverse new media landscape is a fragile,
unpredictable, and sometimes futile process. The result is a
collection that both interprets important historical data from a
watershed campaign season and also explains myriad approaches
to political campaign media scholarship.

Social Media and Election Campaigns Political Advertising in the
United States
Political marketing coalesced as a subfield in the mid-1990s, and
in 2002 the Journal of Political Marketing began publication. This
anniversary collection reviews the existing theory, empirical
evidence and practice of political marketing and explores
emerging topics and lines of inquiry within the field. While
political candidates and their campaigns are a major focus, it also
considers the broader range of issue advocacy and lobbying. The
selections expand beyond the U.S. context to offer a much
needed comparative perspective. The volume includes material
on the effects of new media and technology, posing questions
about their direction and consequences for political actors and
institutions, citizens and governmental systems. Collectively, the
chapters illustrate the breadth and depth of a maturing field of
inquiry, taking the reader through a retrospective and prospective
examination of the intellectual grounding and scholarship that
comprise political marketing. This book was published as a special
issue of the Journal of Political Marketing.
Air Wars Bloomsbury Publishing USA
This book examines how social media have transformed politics in
established democracies. Specifically, the authors examine the
influence of the unique qualities of social media on the power
balance between and within parties. They present a general
theory as well as an in-depth case study of the Netherlands and
compare it to the US and European democracies. The authors
show how and why social media's introduction leads to
equalization for some and normalization for others. Additional to
national politics, Jacobs and Spierings investigate often-
overlooked topics such as local and European politics and the
impact on women and ethnic minorities.
New Media, Campaigning and the 2008 Facebook Election
Springer
Social media has been weaponized, as state hackers and rogue
terrorists have seized upon Twitter and Facebook to create chaos
and destruction. This urgent report is required reading, from
defense experts P.W. Singer and Emerson T. Brooking.
Social Media and Democracy University of Toronto Press
Facebook, Twitter and Instagram create new ways to market
political campaigns and new channels for candidates and voters
to interact. This volume investigates the role and impact of social
media in the 2016 U.S. election, focusing specifically on the
presidential nominating contest. Through case studies, survey
research and content analysis, the researchers employ both
human and machine coding to analyse social media text and
video content. Together, these illustrate the wide variety of
methodological approaches and statistical techniques that can be
used to probe the rich, vast stores of social media data now
available. Individual chapters examine what different candidates
posted about and which posts generated more of a response. The
analyses shed light on what social media can reveal about
campaign messaging strategies and explore the linkages between
social media content and their audiences’ perceptions, opinions
and political participation. The findings highlight similarities and
differences among candidates and consider how continuity and
change are manifest in the 2016 election. Finally, taking a look
forward, the contributors consider the implications of their work
for political marketing research and practice. The chapters in this
book were originally published as a special issue of the Journal of
Political Marketing.
Political Campaign Communication Eamon Dolan Books
Examining political campaigns and political advertising through
the analytical lens of media literacy, this well-illustrated and
timely handbook guides readers through the maze of
blandishments and spin that is the hallmark of the modern
political campaign. It dissects the persuasive strategies
embedded in the political messages we encounter every day in
the media and demonstrates the importance of critical thinking in
evaluating media stories. Key concepts of media literacy are
applied to political advertising in traditional media (newspapers,
television, radio) and on the Internet, the new frontier of the
political advertising wars. Dealing with blogs, social networking,
user-generated Web sites, and other electronic formats familiar to
young voters, this lively introduction to the new world of political
messaging appeals to readers' affinity for visual learning as well
as their ability to discern messages in text. Unique in applying
media literacy concepts to the political context while directly
addressing students and general readers, this book not only
explains but graphically demonstrates both established
techniques of political framing and the new avenues of persuasion
being pioneered in digital media. It will also interest viewers who
like their political news in traditional media but unconventional
formats.
Media SAGE Publications

Facebook, a platform created by undergraduates in a Harvard
dorm room, has transformed the ways millions of people consume
news, understand the world, and participate in the political
process. Despite taking on many of journalism’s traditional roles,
Facebook and other platforms, such as Twitter and Google, have
presented themselves as tech companies—and therefore not
subject to the same regulations and ethical codes as conventional
media organizations. Challenging such superficial distinctions,
Philip M. Napoli offers a timely and persuasive case for
understanding and governing social media as news media, with a
fundamental obligation to serve the public interest. Social Media
and the Public Interest explores how and why social media
platforms became so central to news consumption and
distribution as they met many of the challenges of finding
information—and audiences—online. Napoli illustrates the
implications of a system in which coders and engineers drive out
journalists and editors as the gatekeepers who determine media
content. He argues that a social media–driven news ecosystem
represents a case of market failure in what he calls the
algorithmic marketplace of ideas. To respond, we need to rethink
fundamental elements of media governance based on a
revitalized concept of the public interest. A compelling
examination of the intersection of social media and journalism,
Social Media and the Public Interest offers valuable insights for
the democratic governance of today’s most influential shapers of
news.
(R)evolutionizing Political Communication through Social Media
Lerner Publishing Group
Essay from the year 2015 in the subject Communications - Media
and Politics, Politic Communications, grade: NA, , language:
English, abstract: Since the US elections in 2008 the close
connection between Social Media and political communication has
been brought to the fore. The effective role that Social Media has
been made to play once again in the 2012 US elections and its
conscious or unconscious replication in the 2014 Indian elections
reaffirmed its significance in contemporary political
communication. Scholars have confirmed that political candidates
are increasingly turning to Social Network Sites (SNS) to persuade
voters and that these sites have become prominent sources of
political information. Political Communication as a field of study
has been about the role of communication in the political process.
This paper would like to focus entirely on Social Media as a tool in
the political process. Political communication has its beginnings
during and between the World Wars. There are various types of
political communication and political media. Among the political
media the Social Media seems to be the most widely used in
contemporary political process. The three main elements of
political communication are: ideology, propaganda and
persuasion. The deployment of Social Media in putting forth one’s
or party’s ideology, propagating one’s or party’s agenda, and
persuading the voter is widespread as never before. Many
scholars including Walter Lippmann doubted the efficacy of media
in public enlightenment that democracy requires. For, they
thought that media cannot tell the truth objectively. Harold
Lasswell too took note of the tendency of media propaganda to
dupe and degrade the voters. His work expressed the fear of
propaganda. This view was partly based on the direct effects
theories of media. Similar fear about the Social Media is lurking in
the minds of many today. To camouflage such fear political spin
doctors might employ political Public Relations. Political spin
doctors are press agents or publicists employed to promote
favourable interpretations to journalists. They also weave reports
of factual events into palatable stories. The case for political
public relations is that it enables paternalism, pluralism, and
pragmatism. But there is also a case against it in that it leads to
news management and spin, corporatism in politics, and
‘enlightened self-interest’. The increasing availability of internet
even in remote parts of the world has made Social Media a virtual
public sphere enabling e-democracy.
Routledge Handbook of Political Advertising IGI Global
This volume sets out to analyse the relation between social media
and politics by investigating the power of the internet and more
specifically social media, in the political and social discourse. The
volume collects original research on the use of social media in
political campaigns, electoral marketing, riots and social
revolutions, presenting a range of case studies from across the
world as well as theoretical and methodological contributions.
Examples that explore the use of social media in electoral
campaigns include, for instance, studies on the use of Face book
in the 2012 US presidential campaign and in the 2011 Turkish
general elections. The final section of the book debates the usage
of Twitter and other Web 2.0 tools in mobilizing people for riots
and revolutions, presenting and analysing recent events in
Istanbul and Egypt, among others.
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