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and Maria Curie-Skłodowska



xii CONTENTS

  Appendix 347

  Part I: All Materials 349

  Part II: Poster and Press Advertising Pathway 353

  Part III: Commercial Pathway 365

  Part IV: Social Media Pathway 367

  Index 373



xiii

Małgorzata Adamik-Szysiak is an associate professor in the Institute of 
Communication and Media Studies at Maria Curie-Skłodowska University 
of Lublin, Poland. She is Vice-Dean of the Faculty of Political Science and 
Journalism. Her research interests are as follows: media and communica-
tion studies, social media, media coverage of politics, mediatization of 
politics and political communication. She is a board member of the Polish 
Communication Association (PCA).

Claudia  Alvares is Associate Professor of Communication in the 
Sociology Department, ISCTE—Lisbon University Institute, Portugal, 
and researcher at ISCTE’s Centre for Research and Studies in Sociology 
(CIES). Alvares has been an elected member of the Academy of Europe 
since 2020. Her areas of expertise fall within the scope of media studies, 
gender studies, populism and identity politics. She was President of the 
ECREA between 2012 and 2016.

Antonis  Armenakis is an assistant professor in the Department of 
Communication and Media Studies, National and Kapodistrian University 
of Athens, Greece. He has participated in many research projects, and his 
scientific interests include research methodology and statistical data analy-
sis. He is co-author of five books and has published research papers in 
books, scientific journals and congress proceedings.

Alexandre  Borrell is Associate Professor of Communication at the 
Université Paris-Est Créteil, France. Having completed his PhD in History 
(2015), he is a research fellow at Céditec. His research on political 

notes on contributors



xiv NOTES ON CONTRIBUTORS

 communication focuses on the production and visual content of political 
TV advertisements, the digital communication of candidates, media cov-
erage and reception of election campaigns, and perceptions of political 
pluralism on TV.

Silvia  Branea is an associate professor in the Department of Cultural 
Anthropology and Communication, Faculty of Journalism and 
Communication Sciences, University of Bucharest, Romania. She teaches 
sociology of communication and internal organizational communication, 
and is the head of the Master’s Program in Communication and Human 
Resources. Her main research interests are political communication, orga-
nizational communication and media sociology.

Tom Carlson is Associate Professor of Political Science at Åbo Akademi 
University, Finland. His primary areas of research focus is political adver-
tising, election campaigns online, and visual political communication. His 
articles have appeared in international journals such as The International 
Journal of Press/Politics, European Journal of Communication and Journal 
of Political Marketing.

Anna Coutinho is a PhD student specialising in political communication 
at Lusófona University and works as a communication designer. She 
obtained her MA in Graphic Design and Editorial Projects from the 
Faculty of Fine-Arts, University of Oporto, and her BA from Oporto 
Higher Artistic School. Her MA dissertation focused on post- revolutionary 
propaganda posters in Portugal.

Darie  Cristea is Vice-Dean and Associate Professor at the Faculty of 
Sociology and Social Work, University of Bucharest. He teaches research 
methodology, political sociology and security studies. In the past ten years 
he has conducted numerous opinion polls. Research interests: national 
and European elections and public opinion.

Bianca Fox is Senior Lecturer in Academic Practice at Nottingham Trent 
University, UK. She holds a PhD in Communication Studies and has pre-
viously held posts at the Universities of Wolverhampton and Huddersfield. 
Bianca’s research interests lie primarily in youth studies, with a focus on 
technology and mental health, digital literacy, and digital inclusion.

Giselle García-Hípola is Professor of Political Science at the Universidad 
de Granada, Spain. She is a specialist in political communication, social 
research and electoral campaigns. She is Director of Casa Del Estudiante 



xv NOTES ON CONTRIBUTORS 

in the Office of the Vice President for Students and Employability at the 
University of Granada.

Iliana Giannouli holds a PhD from the Department of Communication 
and Media Studies, NKUA, Athens, Greece. Her dissertation focuses on 
foreign correspondents in Greece and their occupational culture. Her 
research interests include international news, international journalistic cul-
ture and EU journalism. As a health journalist, she is also interested in 
medical journalism and the challenges of health reporters.

Nicklas Håkansson is Associate Professor of Media and Communication 
at the University of Gothenburg, Sweden. His research areas are election 
campaigns and advertising, mediated politics and political news journal-
ism. He has contributed to journals such as Party Politics and Journalism 
Studies, as well as numerous books from international and national 
publishers.

Lore  Hayek is Assistant Professor for Austrian Politics and Civic 
Education in the Department of Political Science, University of Innsbruck, 
Austria. She received her PhD in Political Science from the University of 
Innsbruck in 2016. In her research, she focuses on communication strate-
gies of political actors and on the relationship between politics and 
the media.

Christina  Holtz-Bacha is Professor Emerita of Communications at 
Friedrich-Alexander Universität Erlangen-Nürnberg, Germany. Prior to 
that, she taught at universities in Mainz and Bochum. She has been a 
member of the ECREA Executive Board since 2017. Her main research 
interests lie in the field of political communication, political marketing, 
media policy, media systems, and gender and media.

Anne Jadot is Associate Professor of Political Science at the Université de 
Lorraine, France, and a research fellow at the IRENEE research centre. As 
a specialist in political sociology, her qualitative and quantitative research 
focuses on opinion poll methodology and the turnout and motivations of 
voters. With colleagues, she also studies the reception of electoral cam-
paigns by ordinary citizens.
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CHAPTER 1

Introduction: A Campaign (More or Less) 
About the European Union

Bengt Johansson, Edoardo Novelli, and Dominic Wring

The 2019 eU elecTions

The 2019 European parliamentary elections took place against a backdrop 
of increased polarization within the EU involving several member coun-
tries. It was the first post-Brexit election, even though UK citizens still cast 
their ballots for candidates and parties in May 2019 just like voters in all 
the other 27 participating states. However, the British contingent was 
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elected for only part of the term because the UK intended to be the first 
country to leave the EU, eventually doing so in 2020. Brexit definitely 
cast a shadow over the whole 2019 election campaign (Bolin et al. 2020; 
Webb 2020). Elsewhere challenges to the EU’s authority from Hungary 
and Poland and the election of a Eurosceptic government supported by 
two populist parties in Italy further intensified debate over the legitimacy 
of the Union. This narrative was reinforced by the rise of anti-EU senti-
ments across Europe. Eurosceptic parties of a populist and even far-right 
persuasion believed electoral success in EU elections would help mobilize 
similar opinions and movements in several other member countries 
(Tallberg 2020).

When the campaign started, there was a general feeling that, this time 
around, something was actually at stake in terms of the European project. 
Maybe the EU election was not a so-called second-order affair anymore. 
Related to these tensions were political controversies stemming from the 
large flows of immigrants from the Middle East and Africa during 2015; 
these resulted from a refugee crisis that had deepened divisions between 
and inside member countries. The resulting polarization challenged the 
role and effectiveness of the EU-project, but also highlighted the greater 
need for transnational cooperation (Bolin et al. 2020). Another issue high 
up the public agenda, due to the particularly dry summer of 2018, was 
environmental policy. The Swedish teenager and activist Greta Thunberg 
became globally famous for challenging world leaders to take immediate 
action to mitigate the challenges posed by climate change (Holtz- 
Bacha 2020).

The aforementioned controversies ensured the political context was 
radically different from that preceding the last EU election in 2014, when 
the aftermath of the global financial crisis had heavily influenced the ensu-
ing campaign. However, while other issues challenged the primacy of eco-
nomics this time, the topic continued to inform political debate in the lead 
up to the vote. The Eurobarometer poll in the spring of 2019 showed that 
welfare also remained a high priority in terms of the wider public agenda. 
As will be demonstrated in this book, political parties in some parts of the 
EU continued to place considerable emphasis on these issues in their 
campaigns.

Aside from the changing political landscape, there were also important 
developments in campaigning. The breakthrough of social media and 
alternative media during the last decade helped ensure they would play 
more of a role in the 2019 EU elections compared with previous contests. 
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