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Abstract

Visuals are an integral part of our life, and it is also true for political
communication. Political posters and advertisements are not only visible on television,
andonthe streets but everywhere on the Internet, especially on social media. It is highly
unlikely to go through our Facebook newsfeed without seeing any political visuals, such
as photos, videos, or gifs. These visuals have a huge influencing impact, as they are
processed quicker than verbal and textual information, sometimes even unconsciously,
which is weltknown by the political actors as well, and they are using images as part of
their strategic toolkit to influence voters. However, political communication research did
not reflect on these processes for long. Fortunately, this tendency stacteshge in the
last decade, and research on visual political communication, or as Bucy and Joo (2021)
calls it, visual politics, gained momentum. The dissertation aims to contribute to this
emerging research area, as due to the relative novelty of tearchsfield,several
research questions remain to be answered. The thesis provides insights into three related
studies that apply visual content analysis. To better understand visual political
communication on social media, visual personalization strategigd their effects on
different social media platforms are studied. Further, the similarities and differences
between populist and ngmopu |l i st partiesd visual communi C
populist style of an exemplapopulist leader is also testadross different periods and
modalities. Additionally, portable coding instruments that allow visual, and bimodal
investigations related to political communication strategies, personalization, and

populism were created and published to increase reseatioé field.
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1. Introduction *

A decade ago, Schill (2012) published a review article on visual political
communication (VPC) research aiming to increase scholarly attention in the field. By
describing the functions of visuals in politics, the main agunof the study was that
due to the prominent role of visuals in political communication, research should also
focus on them. As Schill (2012) stated,

AOne myth that must be challenged i s
politics, operate superfiglly, or are of trivial consequence. Not only is this myth
incorrect, it has exerted a chilling effect on research in this area. When scholars

only examine written or verbal texts, they are only seeing a small part of the

political comm({pnB3x ati on process. o
l ndeed, vVvisuals of politics remained fion.
(Schill, 2012, p. 119) for a long period

the last decade or so have social scientists begun to take visealsi ous|l y o (
Accordingly, in the last ten years, scholars seem to react to this call, and the number of
studies on VPC has grown markedly. Articles on the topic have been published in journals
such asPolitical Communication, Visual Communication,li#cal Psychology, Social

Media + Society,New Media & Society, American Behavioral Scientist, The
International Journal of Press/Politicend books with a specific VPC focus, such as
Election Posters Around the Globe Political Campaigning in the iEu®bace(Holtz-

Bacha & Johansson, 201%jisual Global Politics(Bleiker, 2018), oVisual Political
Communicatior{Veneti et al., 2019) have been published.

As Schill és (2012) article could capt
of social me@ in political communication, its main arguments were derived from the
prominent role of television as a source of political information. Although television is
still an important source of news (Newman et al., 2022), in the age of the Internet and
socialmedia platforms, different questions are formulated regarding visually constructed
political messages. As Lilleker and colleagues (2019) argue, the new communication
platforms are widely wused in political C

deiver compelling visuals directly to their target audience. In turn, citizens seek to

1 Theintroductionispartp as ed on a m¥isual Batitical Gommunication Redearth: A
Literature Review from 2012 to 20@2hat has been submitted to the Revi@Wommunication
Research and is currently under revision and resubmission.
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consume, understand and influence the political reality using various visual
repr esent af). Saial snedia hgs pat only increased the importance of VPC
(Lilleker, 2020 but has contributed to the (1) distinguished attention on individual
political actors instead of parties (Enli
emotions in politics (Coleman & Wu, 2015); (3) application of new communication
strategis (Russmann et al., 2019).

Hence, this articldased dissertation focuses on VPC on social media and aims
to provide a synthesized under st almdedng of
VPC strategies, the external factors that shape theseg&rtand their effects on
citizens.

For that,first, after the description of the key concepts of the dissertatien,
thesisprovidesan overview of the literature on visual aspects of politics that predated
social media As the chapter demonstratebe tfirst studies that acknowledged the
important role of visuals in politics 1) were mainly based on televised political news and
debates, 2) their theoretical background was embedded in varied fields from
communication studies through visual studies, sycpology, 3) and they described the
importance of VPC through the demonstration of the functions and effects of visuals in
politics.

Thena combination of a systematic and narrative review descgbeeral and
specific, contentelated trends ithe lastten years of VPG the social media erdhis
chapter lists the most influential studiaghe fied and connects the findings of VPC to
current political communication trends. The results showed that visuals in politics are
often used for personalizatipand populist actosanalso ofterbenefit from the visually
createdmessages on social media.

In the next chaptethe general research questions of the thesis are presented in
three main points. First, the examination was focusedamial medisbasel visual
political communication strategies of different political actoBgcond, the external
factors that might affect these strategies are also investigated. Rinaldffects osocial
mediabased VPGre examineth terms of user engagement

After a methodological overview, qualitative and quantitative content analysis, as
the applied methods of the dissertataye describedn the following partssummaries
andfindings of the individial publications arg@resentedthen conclusions and future
research directions are delineated. Il n the

accepted manuscripts are attached.
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1.1 Visuals in political communication

The first subchapter starts with the introduction of tkey concept®f the thesis:
visuals, vwsual political communication, personalization, and populism. Then the
importance of visuals in politics is highlighted by the overview of the literature that
predated the social media era and is mainly based on visual studies research- The sub
chapter englwith a chronological overview that leads to VPC on social media.
1.1.1Key conceptsimages, visuals, visual political communication, personalization,
populism

There are different approaches to defining visuals. Scholars from different visual
research &lds highlight different aspects of the notion, and there is a huge variation of
visual research that is based on different theories. First of all, the terms of images and
visuals are distingui shed #Bnagérefelstdalkindsd by
of visible representations, but it denotes immaterial meanings, such as metaphors or

representations in the mind as well, while theualsdenote material visual products.

Accordingly, visuals can be nAt v cgulpbuger a mme
movies, surveillance video footage, news|
Adrawings, paintings, phot ographs, video

virtual reality displayso ( Kam®miha (2G00),0 8 ,
visuals are everything that is seen and observable: photographs, buildings, clothing, body
language, or eye contact can also be considered visual data. Indeed, the thesis considers
body language, gestures, and facial expressions as anpgisual communication tools.
Additionally, it needs to be noted that although the dissertation is built on the
definitions of visuals it differentiates between moving and still images. While the
theoretical part of the thesis has a wide focus, ankl kiatls of visuals are included in
the literature review, the individual publications focused only on still images. The
decision on focusing only on still images is based on methodological considerations: the
examination of moving images, such as videogiisrneeds different methods that focus
not only on visual but audivisual messages as well (Rose, 2001).
Further, the area of VPC was hardly defimedhe literature In short, VPC can
be described as a field of political communication, related touass. However, as
political communication has no exact definition (for various descriptions see Norris,
2001; Perloff, 2013), neither does VPC. There is no widely accepted or applied definition
of the area of VPC. Aiming to provide a definition that calp lotline the topic of the

thesis,one of the various definitionsf political communication can be a useful starting
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point. Like other authorsd approaches, de Vr ec
of actor$political actors, the media, andtizens. These actors and the interactions
between them are thedus of political communicatigwhile political communication
research is concerned with these actorsod mess
Still, as Bene (20208uggeststo have an empirically manageable definition of political
communication,it is worth limiting the broad theoretical definition to interactions
connected in some way to the institutional world of polithcs. ¢ o r d somegtHing is A
consideredo bepolitical communication if it is part of interactions related to institutional
(e.g. voting) or organized forms of political participation (e.g. demonstration, collective
product boycott, etc.), political institutions, institutional political actors (parties,
pditcians) or bi ndi A(@enea 20R0p.23).m the follbwong, the thesis
apples these approaches when defin VPC. Because political messages are
communicated not only through written or spoken but through nonverbahelsaas
well, VPC can be undaxsod as the visual part of th@eractiondetween the three actors
while VPC research is concerned with the construction and effects of visual political
messages. Therefore, in the thesis, any &indsual communication, sin asnonverbal
communication, appearance, and visual depiction of issetsted to institutional or
organized political participatiomolitical institutions, institutional political actgrer
binding decision forms areonsidered part of VPC.
Moreower, & personalization and populism are two main concepts of the thesis, it
is worth describing theonceptshere shortly, then the individual publications offer
detailed definitions and their connections to VPC
Personalization is understood as a trendpolitical communication, where
Aindividual political actors have become mor e
collective identitiesd (Karvonen, 2010, p . 4)
political communication (Balmas & Sheafer, 2015)r &knowledge on the topic was
mainly based on verbal communication research for a pamgd Neverthelessas the
literature review will demonstrate the last decade, scholars turned their attention to the
visual aspects of personalization and bler@ed our understanding of the different kinds
of personalization, both individualization, and privatization (Van Aelst et al., 2012).
Furthermore, personalization of politics, and visual personalization touch upon

celebritization as well, which trend ismnected to the spread of popular culture, and the

2Translated by the author.
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articulated need for entertainment in pol
effect is that political contents in themselves became less interesting, they are mixed with
political performancesmedia appearances, and celebrity events (Ekman and Widholm,
2017), and these trends are connected to visual performances.

Unlike in the case of personalization, there is no widely acceptedtaefiaf the
concept of populisngsee Mudde, 2004; Weyland, 2001; Hawkins, 2009). Nonetheless,
from the corpeting approaches, visuals can be examined only from two of these. First,
de Vreese and <colleaguesdo (2018) approa
phenomenon, built around (1) peolentrism, (2) antelitism, (3) and reference to eut
groups. Secondvioffitt (2016) argues that populism is a political style, which refers to a
Asymbolically mediated performanceo that
well. Accordingly, considering populism as a communication phenomenon or a style, the
relevanceof visuals is undoubted, thus, it seems to be necessary to investigate populist
VPC to better understand this trend.

1.1.2 Why do visuals matter in political communication?

As Bucy and Joo (2021) note, the works of Griffin (1991), Graber (1988), Masters
and colleagues (1986), and Lanzetta and colleagues (1985) all described the need to
examine visuals in politics. However, research on the field remained scattered until the
last decade (Bucy & Joo, 2021). Political communication scholars often ignored the
visually constructed messages, and even i
referred to the ethos of the candidate, and not to visual elements in their communication
(Schill, 2012). still, a smaller group of researchers started to pay attémtiba visual
aspects of politics, mainly dm the fields of communicatiorpsychology, and visual
studiesand in a lesser degree from political science Scholarly worksefore the social
media era were mainly focused on the importance of televised political communication,
and itseffects on citizens.

The importance of visual politics was argued from several aspects. From the field
of biopolitics, scholars (see Masters et al., 1986; Lanzetta et al., 1985), described the
Il mportance of politici an sualcdmmanication. Faciapr e s
di splays of candidatesd can express emot.
happiness or reassurance (Masters et al., 1986). mbegerbal expressions on televised
news are used as a source of information for voters vdainhinfluence and predititeir
voting behavior (Mullen et al., 1986). Further, not only facial expressions but the physical

attractiveness of the candidates also serves as a VPC tool. As Sigelman and colleagues
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(1987) described, the attractiveness of ddattebs can result in a higher number of votes.
These findings on nonverbal behavior and the appearance of the politicians were
strengthened and nuanced later from various aspects and approaches. For instance,
Sullivan (1996) s h ooneedal tupsecan mbbdize dater ssigportp o s i t i v e
Further, although positive facial expressions of leaders generate positive emotions in
viewers, negative displays are considered more honest and credible (Bucy, 2000). As the
results of these studies showed, thisra connection between visuals and emotions in
politics, which was also examined from other perspectives as well.

Another line of scholarly works described the biological background and
psychological background of this enormous poweinediges, whichis based on the
brainds different abilities to process inforn
people believe more about what they see (Schweiger & Adami, 1999). Further, visual
information is not only processed faster mieasier to be rememberé@raber, 1996).
These are strengthened by Grabe and Bucy (2009) as well, who dedicated a chapter to
explaining in detail, from the very beginning of life, why visuals matter and how they are
processed. As they put it thinkingpastofahelsrainar e equal
and contain a great deal of nuanced social information important for political decision
makingodo (Grabe & Bucy, 2009, p . 21) . Thus, [
cognitive and emotional potential.

Moreover, the power of guals was highlighted from the perspective of visual
rhetoric studies, which represents a crucial field in the study of VR€reason for this
is that Athe most iIimportant function of I mage.
have rhetoricalimpat and make persuasive arguments to v
As Messaris (1994; 2012) described it in connection with visual literacy: compared to
verbal language, visual communication images are easier to be understood, however, for
this very reagn, it is harder to detect visual manipulation or persuasion. In visual rhetoric
studies, the focus is on the signs and symbols that construct messages (Foss, 2005). In
politics, all kinds of symbols can create messages: the depiction of flaggonegse
nationalism (Kemmelmeier &Vinter, 2008) colors can signal ideologi€Schloss &
Palmer, 2014)and crowds can symbolize popularity (Schill, 2009). These findings
suggest that visuals in politics have not only cognitive and emotional power, but political
actors might apply visual messages to persuade voters.

Visual persuasion was investigated from another approach as well. Visual framing

can be understood as another function of VPC, which has been studied mainly from the
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perspective of the media. Reseamrhissue framings, such as protests (Arpan et al.,
2006), or war (Fahmy, 2005; 2010) showed that visuals can be, and are used by the media
actors to influence citizensd emotions,
VPC has cognitive, entimnal, and influential power as well.

Additionally, Schilldéds (2012) review of t he
functions of visuals in politics in tot
arguments, have an agenda setting function, diaenpolicy, aid in emotional appeals,
build the candidateds i mage, create iden
the audience, and add ambiguityo (p. 122°

These functions can be understood as overlapping strategies and their effects
basedon the cognitive, emotional, and influential power of images that is communicated
through the depiction of nonverbal communication, symbols, and issues. The depiction
of facial expressions, gestures, the appearance of the political actors, and syrahols, su
as flags and logosan shape arguments, build the political image, arouse emotions,
symbolize broader meanings, help identification, and by documenting the present, they
can transport the audience to different times and space, also to add ambigtiitgr, Fu
the depiction of issues such as wars, global warming, protest, or gender can be connected
to agenda setting and policy dramatization. Here, the overlap between the strategies and
their effects might appear bAxBamhumstaraf t h
Quinn (2012) put it,

APolitical communication and visual st
independent growth and institutional separation in departments of art and
government. But as multimedia communication via televisidm and the

Il nternet spread, scholars should pay I

It is clear that research on VPC emerged from completely different theoretical
frameworks and research areas. Accordingly, the existing literature on VP @mamial

media was mainly based on visual studies for a long period. Considering the fact that
VPC intersects not only with the fields of political and communication studies, but with
media studies, sociology, and psychology as well, it needs to be dekiged that visual
elements that might touch upon politics have been studied separately, without building a

connection to the different research areas, or visual theory (Barnhurst & Quinn, 2012).
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Studies focusing not necessarily on VPC\istial communiationin generalare
basedonvisualtheognda ppl y di fferent research approaches
(2004) article gives a detailed review of the main currents of visual studies from 1999 to
2003 and identifies three major trends in the apmipproaches: 1) visual rhetoric, 2)
visual semantics, and 3) visual pragmatics.

The most widely used approach of visual studiessisal rhetoric applied mainly
in the field of mass media and popular culture, the focus of these studies is on persuasion
by images, and the meanings of the visual messages (Barnhurst et al., 2004). This
approach can be a useful tool to study images in political communication since images
have a rhetorical impact to make persuasive arguments to viewers (Schill, 2012). On the
ot her hand, as Martin (2011) argues, the appr
and does not pay attention to the intents of the creator. Indeed, visual messages that are
interpreted by the audience can differ from the intentions of the creator.

The second identified theorpy Barnhurstand colleagues (2004) is thevisual
semanticapproach, which was dominant in the fields of arts, psychology, and visual
literacy, but | ately, media and technology st
and Fagerholm (28) classify research with a primarily semantic approach as visual
studies, which expression is often used in th
and/ or O6cultur al studi eso, despite the remark
2000). Whie visual culture is about visually communicated, constructed values and
identities, visual studies grew out from cultural studies and it is focused on the internal
structures, the cultural construction of visuals that create meanings (Martin, 2011).

The pragmaticapproach in visual research is mainly from the applied fields of
journalism and engineering: studies about the practice, the production of images, and the
sensemaking during the reception (Barnhurst et al., 2004). This praotieated
approaclcan be classified as empirical visual com
& Fagerholm, 2018): a subfield of communication science that is based on a
multidisciplinary background with its empirical, social scientific traditions and uses

social scientit met hods to understand and explain fAcu

i mplications for the immediate futureo (Mgl
hi ghlights the soci al aspects of wvisual cC ommu
inwhichpeob e exchange messages that include visua

visual communication can be connected to mass communication and mass media (Griffin,
1991).
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Considering that the focus of visual communication is on the social aspects, and
the aproach is connected to mass communication, this approach can help to study visuals
in political communication on social media platforms. Furthermore, as visual content
analysis is embedded in visual communication, this approach is suitable to study how
mesages are created through visuals. Hence, the thesis applies the pragmatic visual
communication approach to fill research gaps in VPC research
1.1.3 VPC on social media

From a chronological perspective, visuals in political communication became
critical with the technological advances: from the printed press to the television, and
finally the Internet. Perloff (2013) refers to two memorable examples to certify the
influential effect of visuals in political communication. First, the first presidential debate
broadcasted on television and radio in 1960, the Keririggn debate: while Kennedy
had touchups on his face, highlighting attractive features, wearing an elegant, dark suit,
Nixon refused to wear makap, looked pale, fatigued, and ill. As a restdtsearch after
the debate found that television viewers believed Kennedy had won the debate, while
radio |isteners thought Nixon won. As a s
imagemaking techniques can also be mentioned: hiskredwn pictureof having a beer
in an Irish pub with blue ol | ar workers contributed t
Continuing the examples that strengthen the power of visuals, Lilleker (2019) describes
the image of the youthful andt aorduwe edu tBa |
McCain during the final debate in 2008, to underline the influential impact of iconic
scenes that went viral in the wide range of media outlets, including social media platforms
as wel l: Afan 1 mage, i f v ithesheick todbs mades gan e s e
|l ead to Iimpressions being formed that cal

As it is clear from the examples as well, even though the role of television in
visual political communication is still prominent (Newman et2022), digital media has
highlighted visuals from new perspectiv&&umler and Kavanagh (1999), and later
Blumler (2016) described the first, second, third, and fourth ages of political
communication: the period asidérediastWwdrstbhge Wa |
of political communication with partgominated communicatiosubstantive messages
and easy acce$s mass media; from the 1960s, the television became the main channel
of political communication witha limited number of outletsthen from the 1990s the
limited nature not only disappeared but communication channels multiplied; finally, the

proliferation of the Internet, especially social media, resulted in the fourth age of political
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communication. It is clear that through the agesall these channels, the television, and

the Internet, especially social media platforms, such as Facebook, Instagram, or YouTube,
political communication became increasingly Vv
was the firstever campaign when socialedia platforms such as Facebook, Linkedin,

and YouTube were integrated and used to communicate with voters, and for Obama, the

Internet has become what TV was for Kennedy (Bimber, 2014). Apparently, both

channels are highly visual, which means tioatinderstand political messages, VPC has

to be investigated, especially in the fourth age of political communication.

Further, the proliferation of the Internet and social media platforms has opened up
new opportunities for political communication, eslly for VPC. As Gerodimos (2019)
described, after the 2008 Obama campaign and
platforms became inseparable from political campaigns and political communication
researchOf 4.66 billion active Internet users wondle (59.5 percent of the global
population), 92.6 percent used it on mobile devices (Johnson, 2021). Hence, with the
increased number of phones with cameras, the widely available Internet access, and the
visual affordances afocial media platform3/PC also gained momentum.

Moreover, compared to television, social media provides different affordances
than audiovisual media with a lesser rofemedia control (StromeGalley, 2014), the
networked media logic (Bennett & Seberg, 2013), and new communication genres
(Kreiss et al., 2018)In televised VPC political actors can primarily control their
appearance, nonverbal communication, and the syntheysapply, asnedia workers
(e.g. news creators, reporters) have filteandeditingroles. In contrast, osocial media
political actors can carefully craft theirsual messages thaiclude butarenot limited
to their appearancand nonverbal communication. So to say, social medsed VPC
not onlyoffersmoreopportunitesfor political actors to control their visual presentation
and frame theimessage®ut on these platformsyerything can beand presumably
needed tde visually presentediue to the highly visual nature of social med@ased on
these changes, andrsidering the visual nature of these platforms (Lilleker et al., 2019),
it can be expected that there are transformations in VPC as well, strategies and effects do
not work in the same way on these new platforms. Nevertheless, it is important to note
thatthe transformation due to the Internet as a medium is not necessarily limited to the
territory of the Internet, since we live in a hybrid media system (Chadwick, 2013), where
old and new media logics interact, and can be present on all channels. Fareinstan

televised election debates can influence social riealé2d political communication (e.g.
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Shah et al., 2015), or social media posts of politicians might have an aggdtidg role
on television (Gilardi et al., 2021). Hence, a review of VPC researitieiarea of social
media and television seems to be necessary.

In the last decade, VPC has become an emerging research area, but due to its
relatively late rumpup, there are still several research gaps that will be described in the
literature review. Friher, it remained only among a narrow range of scholars, whose main
research interest touches upon any kind of visual component of political communication,
and the general political communication research still often ignores the visual messages.
Hence, mee research on the topic of visual politics is required.

For that, the dissertation examines social médised visual political
communication, with a focusn still images,uploaded by politicians and parties to
Facebook and Instagram during different ipés: election campaigns, COWI®
pandemic, and cucumber periods without major political events.

1.2 Visual political communication: Aiterature review

In the following, the main findings of the last 10 years of VPC literature will be
describedo provide a theoretical and literature base to the th&his.aim is teexamine
and summarize the findings of studies written in the last decade, compare the new trends
with Schillds (2012) findings related to
empirical investigation of the scholarship in the emerging research area of VPC. To that
end, a combination of a systematic and narrative regigwovidedo highlight the results
and developments in this area.

Therefore, 455 articles, books, and boblgters written in English and related
to VPQ were collected through the application of the snowball sampling procedure
(Wholin, 2014), and a systematic search in the Web of Science database. The starting date
of the collection of the works is 2012sin8ec hi | | 6s (2012) review
part of the preceding period, but from then until the present (2022), there is no systematic
reflection on this productive period.

This fastgrowing body of literature in the last ten years underlines thegemee
of VPC as an area of research. A closer look at this scholarship also reveals noticeable

differences regarding the focus on geography, media platforms, time periods, actors,

STheliteraturereviewi s based on aVisua Rolitisat Gommunication Relseardh: Al
Literature Review from 2012 to 20@2hat has beerubmitted to the Review of Communication
Research and is currently under revision and resubmission.
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methods, and the type of visuals. This chapter describes the divergépenal trends
and discusses findings focused on the relationship between VPC and political
communication trends, aiming to shed light both on the progression and the future
directions of VPC research.
1.2.1 Review method
Considering the types of literatrreviews, this chapter of the thesis is a
combination of systematic and narrative reviews (Greenhalgh et al., Zdd@)g to
summarize the current status of VPC research, the first part of the examination offers a
systematic review with a general ovewi of the number of the studies, their
geographical focus, the applied methods, the investigated platforms, actors, and periods.
For this, the snowball method is applied as Wohlin (2014) describes. The start set
of papers was identified as the chaptersX#) of Visual Political Communication
(Veneti et al., 2019). The selection of this book as the starting point of the snowball
procedure was based on two factors. First, the book offers a unique, geographically and
thematically comprehensive, both thearelly and empirically grounded overview of
VPC. Second, this edited volume fAis especial/l
ubiquitous use of social mediao (Stanyer, 202
After the identification of the start set of papers, the criteriaxafusion and
inclusion of further papers were set up on the reference lists of the chapters: (1) studies
(articles, books, book chapters) had to be (2) published between 01/01/2012 and
07/31/2022; (3) written in English; (4) focused broadly on any areasoél political
communication. Accordingly, works like conference presentations or theses, published
sooner or later than this period, and written not in English were excluded.
The book chaptersé references provided a
evaluate for inclusion and exclusion. Works that met the criteria (N=178) were included
in the snowballing procedure. With backward snowballing, the reference list of the
included works was examined to identify new papers to include. As a next step, forward
snowballing was conducted with the use of Google Scholar, to identify new papers that
cite the collected papers. Iteration was closed when no new studies were found (N=240).
Additionally, in order to broaden the research into a systematic review, a Google
Scholar search for #dAvisual political communi c
been carried out. From the records (N= 426), with the additional snowballing procedure,

134 new works met the aboweentioned criteria and have been added to the daabas
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Moreover, as the Web of Science (WoS) collection is considered one of the most
extensive database in social sciences (Chadegani et al., 2013), a WoS search was also
carried out wi t h filters on the topic
invesigated period. These found records (N=453) of the WoS Core Collection were
further filtered into articles written in English (N=385). 64 works were identified as
already present in the database built on snowball procedure and Google Scholar search,
229 stulies did not match the criteria of the presamestigation and 92 new items were
added to the database.

Finally, after cleaning the dataset, it includes 455 studies on the figl@f358
articles, 13 books, and 84 chapters. All studies were cod#éelauthoraccording to the
following criteria. A record in the database contains the author(s) of the paper, its
publication year, title, the type of the work (article/book/chapter), its keywords (if
provided by the authors), the journal, book or ptielrsof the work, its country/region
focus, and the method that was applied. Moreover, the topic/focus of the research was
categorized inductively after reading th
migrants, refugees, and asylum seekerschvlaire overlapping topics, thus, all were
coded finally as refugees. Studiesdé6 full
basis of whether a visual analysis was carried out, or the presence of visuals is integrated
into the investigation withduheir deeper analysis. The type of the investigated visuals
was differentiated in terms of still and moving images as well. The media type and
platforms where visuals were examined were also coded as specifically as the authors
described them, e.g. telsion, Instagram, Facebook, newspaper, postersbirts, and
stamps. The main actors of the papers were coded inductively: after reading the studies,
their main actor(s) were categorized into the three actor types of political communication:
political actors, media, and citizerfmcluding movements and other civil actork) the
case of multiple actors in one study, al/l
empirical or theoretical, and qualitative or quantitative nature was also codeukeridok
of the investigation was coded based on
were categorized as campaign, protest, crisis, general, and other periods. Finally, the
coding of the times a work was cited was based on Google Scholatheatan order to
obtain comparable data, the number of citations was divided by the number of years since
the publication of the study.

The second part of the analysis provides a narrative review, aiming to promote

research knowledge. Hence, it bringghe most cited studies, and in some cases, less
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cited studies with important ideas as well, and focuses on their main findings, grouped by

their content focus.

1.2.2Findings

Data is analyzed in two sections: first, a systematic review outlines an avervie
of the general findings of all the collected works, then in the next part, a vamaiew
describes the contemtlated findings of VPC papers, separating theoretical and partly
visuaHocused works, and empirical and full visdatused works. Findigs of the latter
group of studies are grouped accogdio their media platform focus: social media and

television.

1.2.2.1General trends

The number of studies shows a moderate growth until 2016, but the next year the
number of works rapidly grew. Howewedt has to be noted that in 2017, two edited
volume (HoltzBacha & Johansson, 2017; HeBacha et al., 2017) was published with
25 relevant chapters on political advertising and posters. Still, not counting these studies,
this year, there was an incredsinterest in this area of research, then the number of
studies falls back to the level of 2014. As Figure 1 shows, after 2018, the yearly number
of studies is close to 50, which trend shows a slightly emerging interest in the field of

VPC research.
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Figure 1. Number of VPC studies over time.
*As 2022 is not finished yet, data from this year is not depicted in the diagram.

The top 10 most cited studies can be seen in Table 1. This shows that the most
influential paperwasBosgeta 6 s (2018) study on soci al medi a
a partial visual focus, while all the others examined visuals as the central element of their
research. Eight studies focused on still images, one on moving, and one on both types of

images. Eaclof the works is an empirical study, four of them used qualitative, three
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guantitative methods, and three papers applied both approaches. Five of the ten papers
focused on the United States, while the others examined Canada, the UK, Australia,
Germany, andcurope. Considering the investigated topics, a wide range of political
trends and issues stands out: celebritization, emotionalization, disinformation,
technological aspects of communication, refugees, and ideologies. Political actors, the
media, and theitizens are all examined in the top 10 cited papers. Half of the studies
focused on social media platforms, three on newspapers, while two had no specific
platform focus. Regarding the applied methods, three articles used content analysis,
another threemplied experiments, while in the remaining cases discourse, semiotic and

multimodal analyses, and an interview was carried out.

Table 1. Top ten most cited studies

Author(s) Year Title Times cited Citation/year

The Digital Architectires of Social Media:
Comparing Political Campaigning on Faceboo
Twitter, Instagram, and Snapchat in the 2016

Michael Bossetta 2018 U.S. Election 382 95.5
Lilie Chouliaraki, Tijana Rethinking media responsibility in the refugee
Stolic 2017 6cri sisO6: a vipsamaews t y 266 53.2
Mireille Lalancette, The Power of Political Image: Justin Trudeau,
Vincent Raynauld 2017 Instagram, and Celebrity Politics 258 51.6

Pop Polyvocality: Internet Memes, Public
Participation, and the Occupy Wall Street
Ryan M. Milner 2013 Movement 451 50.1

Roland Bleiker, David
Campbell, Emma
Hutchison, Xzarina

Nicholson 2013 The visual dehumanisation of refugees 405 45
Johanna Schindler, Design follows politics? The visualization of
Philipp Mgl | 2017 poliical orientation in newspapgage layout 223 44.6

Digital cultures of political participation:
Internet memes and the discursive

Andrew S.Ross, Damian delegitimization of the 2016 U.S Presidential

J. Rivers 2017 candidates 216 43.2
Michael Hameleers

,Thomas E. Powell, Toni A Picture Paints a Thousand Lies? The Effect:

G.L.A. Van Der Meer, and Mechanisms of Multimodal Disinformation

Lieke Bos 2020 and Rebuttals Disseminated via Social Media 83 41.5

Thomas E. Powell, Hajo
G. Boomgaarden, Knut

De Swert, Claes H. de A Cleare Picture: The Contribution of Visuals

Vreese 2015 and Text to Framing Effects 280 40
Deepfakes and Disinformation: Exploring the

Cristian Vaccari, Andrew Impact of Synthetic Political Video on

Chadwick 2020 Deception, Uncertainty, and Trust in News 79 39.5

Focusirg on the whole database and all the collected works it can be said that i
the case of articles where keywords were provided by authors, words were counted by an
online word counting site (wordclouds.canfhe three most common keywords are

political, comnunication, and visual, which means that despite the diverse nature and
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focus of the studies on VPC, authors are using VPC as a distinctive areal marker that
underlines the emerging nature of the field, just like Bucy and Joo (2021) suggested. As
the frequacy of other keywords shows in Table 2, social media platforms are important
channels to investigate VPC, especially Instagram, Facebook, and Twitter, which trend
supports the idea of a new era in VPC. Keywords related to periods show that the election
campaign is also common. The widely applied method, the content analysis also stands
out from the word cloud of the keywords. Considering the focus of the research on VPC,
images, nonverbal and facial expressions, populism, gender, and emotions are the most
frequently highlighted keywords. In general, keywords show a tentative picture of the
main research interests of the field, however, since 28 percent of the studies provided no

keywords, conclusions can only be drawn cautiously at this point.

Table 2. T fifty frequently applied keywords

Rank Weight Word Rank Weight Word

1 146 Poliical 26 15 Perception

2 121 Communication 27 14 Debates

3 105 Visual 28 14 Discourse

4 92 Media 29 13  Twitter

5 78 Social 30 12 Behaviour

6 53 Analysis 31 12 Culture

7 34 Election 32 12 European

8 28 Framing 33 12 Online

9 28 Nonverbal 34 12 Research
10 28 Politics 35 11 Campaigns
11 27 Campaign 36 11 Communication
12 27 Content 37 11 Cues
13 27 Instagram 38 11 Facial
14 26 Visual 39 11 personalization
15 25 Poitical 40 11 Trump
16 21 Images 41 10 Campaigning
17 20 Elections 42 10 Digital
18 19 Gender 43 10 Effects
19 18 Advertising 44 10 Movements
20 18 Image 45 10 Posters
21 18 Populism 46 10 Protest
22 17 News a7 10 Public
23 17 Presidential 48 10 Seniotics
24 17 Social 49 10 Stereotypes
25 16 Facebook 50 9 Conflict

The scope of the investigated countries in VPC research shows that the majority

of the studies focused on the United States (25%). As Figure 2 shows, from Europe, the
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most frequently aalyzed country is Germar{$%), and studies that focused generally on

the EU (5%), and on the UE%) are also quite common. Generally speaking, it can be
said that almost the whole European region is covered in the studies, however, there are
significant differences considering the number of frequencies. While Spain, Austria,
Sweden, Finland, and Romania are the focus of more than five studies, all the other
European countries are studied to a lesser degree, especially the countries not visible in
Figure 2 because they were examined less than 3 times. These are Netherland, Brazil,
Denmark, France, Korea, Poland, Syria, Chile, Colombia, Cyprus, Hong Kong, Iran,
Ireland, Jakarta, Japan, Jordan, Latvia, Mexico, New Zealand, Nigeria, North Korea,
Norway, Peru,Portugal, Singapore, Switzerland, Thailand, Tunisia, United Arab
Emirates, and Venezuela. Data show that from the African region, South Africa is more
studied than the other parts of the region, while from Asia, India and China are more
commonly examinedAustralia and Canada are still less in the focus of research,
compared to the weihvestigated European areas, especially compared to the US.
Finally, it needs to be noted that 11 percent of the studies had no specific country focus

due to their experimmgal or theoretical nature.
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Figure2. The frequency of the examined countries in VPC studies

Considering the type of visuals that were examined in the studies, in 293 cases
still images were in the focus, and only 66 studiesstigated moving images. In 80
works, both kinds of visuals were analyzed, while in 16 worksettuptions were not

applicablebecaise of their theoretical nature
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38 percent of the studies investigated visuals without a specific platform focus,
for instarce, due to their experimental nature (e.g. Dobber et al., 2020; Olivola et al.,
2012), or being theoretical (e.gMe n d o et -ala 2020 Doerr et al., 2013) or
methodological overview (e.goo & SteinertThrelkeld 2018). However, 62 percent of
the papersanalyzed visuals on a specific media or platform type. As Figure 3 shows,
television in itself is the most frequently (N=65) analyzed media type, which is followed
by the visual communicatiecentered social media platform, Instagram, then Facebook.
Twitter is almost as frequently examined as newspapers, while YouTube is ranked only
on 8th place, and other social media platforms, such as WhatsApp or Snapchat are rarely
examined. However, there are a few studies that focused their attention on social media
in general, and all together, social media sites are twice frequently (N=130) analyzed as
traditional media platforms, which trend supports the relevance of a literature review on
the last decade of VPC. Finally, data shows that posters are analyzedraathe
uncategorizable platforms likeshirts, or stamps, and cartoons and comics are still

investigated.

Media types and platforms

cc388883
I
I3
(S

v 3
I
=
-

% wm o
.

v m o

Y M o
L&

7w

@ 1w
5w
LN
=
.

< | -

Figure3. The investigated media types and platforms in VPC studies

Built on the actoicentric approach of political camunication (de Vresse, 2006),
the most commonly examined actors were the politicians and parties (276 cases),
followed by the citizens (133 cases), and the media (64 cases). In the remaining 70 cases,
this category was not applicable, or the actors weteunifiable into bigger categories,
such as abductors or terrorists.

Considering the research design of the studies, varied methods are applied to

analyze VPC. Half of the studies (50%) applied quantitative methods, 38 percent used
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gualitative methods, percent combined these, and in the remainder, the differentiation
was not applicable (e.g. in the case of books). Turning to the specific methods, in 6
percent of studies, the applied methods could not be categorized into unified blocks, or
this aspect wa not applicable. As Figure 4 shows the number of the applied methods,
with 30 percent, the most frequently applied method is content analysis, followed by
experimental methods (20%). Theoretical overviews and discourse analyses were both
present in 4 peent of the works. Social semiotic or semiotic analyses were applied in 4
percent, and qualitative descriptions were also present in 4 percent. Visual framing
analysis and multimodal analyses were both applied in 3 percent, while interviews in 2
percent othe studies. In the remaining 11 percent of the works, reviews, visual analyses,
automated methods, historical overviews, comphbtsed techniques, image type
analyses, visual rhetoric analyses,-&yeking methods, and iconographic analyses were
applied individually each counted in less than 2 percent of all works. In 20 percent of the

studies, the applied methods category was not applicable, or cannot be categorized.
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Figured. The frequency of the applied methods to study VPC
As Figure 5 shows, campaigns are the most frequently analyzed petiéps (
Protests, general periods, and any other periods (such as wartime, conflict, criais¢pre
postelection periods) are each present in less than 7 percent of the works. H@&ever,

percent of the studies had no special period focus, or this aspect was not applicable.
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Figure5 Frequency of the examined periods in VPC

1.2.2.2 Visual Political Communication Content

In the following, a schematic conter@view is presented othe empirical VPC
studies, applying a full visual focus, based on the two most frequently investigated media
platforms: social media and television. However, before this, a brief overview of the
content of works that are not includedthis scopé partly visual and nommpirical

worksd is provided.

Partly Visualfocused Works
Considering the contemelated aspects of VPC studies, data show 414 papers
with a full visual focus and 41 studies with a partial visual focus. Latter worksarsed
on other aspects of political communication and included visual materials in the analysis,
however, the detailed examination of the visual elements is not part of these studies, rather
their presence and effects on user engagement. The infornaatienof these studies is
still relevant to the area of VPC, as they described more general findings on visuals that
can inspire deeper examinations. For instance, these findings show that social media
pl atformsdé aff or danc eosimunitationontthemn:loreFacetmoke of pol i
Twitter, and Instagram, photos are often used and edited to represent a more artistic VPC,
however, videos are more frequently used on Facebook than on the other platforms
(Bossetta, 2018)Still, photos are posted mordten by political actors than videos
(Magin et al., 2017). Further, Facebook posts that contain visuals are more popular among
citizens (KoeMichalska et al., 2021)Focusing on Republican and Democratic
candidatesd6 I nstagram uisgethe 20461 dS presderdigd aper art
primary, results indicate some intermedia agenda setting between Instagram and
mainstream media (Towner & Mufoz, 2017) . Stu
reported on the connections between VPC and populism. For exgmoplgljst style

elements include not only rhetorical but visual elements, such as nonverbal elements or
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appearance (Ekstrom et al., 2018). Further, the comparison of visuals used by populist
charismatic leaders can also signal differences in terms of oydamal defiant styles
(Kissas, 2019). Also, the frequency of visuals used by populist angomuriist parties
shows significant differences: populists upload more visuals to Facebook than non
populists, and they can reach higher levels of user engagamenins of shares, likes,

and comments (Larsson, 2020). Accordingly, the findings of these studies underlined not

only the various use of visuals by political actors but their popularity among citizens.

Theoretical Works

When considering the collecteddtt e s 6 met hodol ogi cal nat
works applied a theoretical approach. These descriptions, reviews, and overviews
provided useful information on several issues related to VPC. Articles provided insights
and new theories on visual areas ofitpd that should be investigated, such as camera
witnessing through phones with cameras (e.g. Arfél@padopoulos, 2014), iconic
images that gained international political impact (e.g. Hansen, 2014), and the
understudied role of visuals in social movemdptg. Doerr et al., 2015). Connections
bet ween nonverbal communication and pol it
2022), technological aspects (e.g. Messaris, 2019), and different resources of VPC (e.qg.
Pauwels, 2019) were reviewed and ovenadwFrom a methodological point of view,
studies offered descriptions of the application of frame processing theory to multimodal
analysis (e.g. Geise and Baden, 2014), automated visual content analysis to study political
science (e.g. Joo & Steinerhrekeld, 2018), and an overview of the applied methods to
examine VPC (e.g. Gerodimos, 2019)ill, as Gerodimos (2019) also highlighted, from
a methodological point of view, there is great need in VP@idely applicable coding
guides. Introductory workshighlighted the presence of VPC on social media platforms
(e.g. Russmann & Svensson, 2017), or connected the dots between the power of visuals
and their application in political communication (e.g. Lilleker et al., 2019), aiming to urge
more research onertopic of VPC.
Empirical Studies with Full Visual Focus

The main findings of the empirical studies with full visual focus will be presented
based on the application of VPC on the most commonly examined platforms: social media
(N=130), and television (N=§5Studies mentioned in each category have been selected

based on their reference numbers, or special relevance.
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Social media
On Instagram, visuals are often applied to personalize political communication.
The analysis of Gr e e k pogtscshoived ithatasbme pdditigiahe r s 6 | n st
stick to presenting only their political self, however, Instagram VPC is often used to
present a more personal and private side of the politicians (Poulakidakos & Giannouli,
2019). In the case of the leader of the Sgapisrty Vox, Santiago Abascal, Instagram
posts also showed the presence -Gdstiloper sonal i z
2020). Additionally, an investigation of Facebook posts of German parliament members
showed that visual posts that include imageswaore personalized than only textual posts
(Metz et al., 2019).

However, personalization can appear in different forms. Instagram was somewhat

similarly used in the 2016 US election campali
early 2000s: depictionfo t he Ai de al candidateo with fami/l
symbols were common, but unl i ke in the <case
findings, the Apopulist campaignero frame was

2017). In the case of the Austn leader, visual sefiresentation was built around a

biographical strategy, a team, and an incumbent strategy by depicting Alexander Van der

Bellen in personal contexts, surrounded by young supporters, and popular soccer events

(Liebhart & Bernhardt, 202). In the Instagram posts of Justin Trudeau, personalization

and celebritization techniques were combined to promote all kinds of policies from the

issue of youth, to health or transport and infrastructure, e.g. by the depiction of Trudeau

in front of meto cars (Lalancette & Raynauld, 2017). The emerging celebritization

dimension of personalization through visuals on Instagram is strengthened by the

examination of Swedish | eading politiciansdé V
Moreover, personalizatiorseems to appear differently on the platforms.

Sweden, VPC on l nstagram showed a strong

individualization dimensiorput from an additional strategic approach, the platform was

rat her used as a Mfocagtimgpugpases (Filimbnbveiah 20dGBH f or br o a

the contrary, mobilization through VPC on 1| ns

Spanish elections in 2015 and 2016, however, no other parties applied this strategy

(TurnbultDugarte, 2019). These findingaiggest that visual strategies are strongly

shaped by contextual or cultural factors.
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Visual political selfpresentation elements on social media can be connected to
populism as well. The case of Jair Bolsonaro showed specific clothing, facial expession
and depiction of specific situations to build both ordinariness and extraordinariness on
l nstagram (Mendon-a & Caetano, 2020) . Fo
the 2016 US election, research showed that VPC is a useful tool for populist tct
highlight their antielite characteristics on Instagram by the application of an amateur
production style withamateur/antprofessional image production (Baldwihilippi,

2018). An examination of the Finnish natiopalpulist Facebook images, Hakland
Nelimarkka (2019) found that images are appropriate tools for spreading essential
negative populist emotions, such as fear, anger, and resentment without country or
language barriers. Further, in a multiplatform (Facebook, Twitter, YouTube, Fliokr, a
partiesd websites) VPC investigation, sckt
are able to differentl y ipmlstiparties darhbe partiesr e |
for the people and parties of theopée (Gimenez & Schwarz, 2016

VPC research on social media investigated genelated questions of visuals as
well. A comparison of seliand medigpresentation of female and male candidates during
the 2019 European Election on social me
canddates are actually portrayed more often happy on SNS [social networking sites] than
in the news, which echoes the interpretation of a visual communication strategy that is in
l ine with the strategic stereotypimtion heor:
of visual selfpresentation of Dutch and American politicians on Instagram led to a result
that visual depiction did not differ by gender, except in the case of clothing: female
politicians appeared more often in casual clothing (Brands et all).2bRa study by
Carl son and H-kansson (2022), visual part
election campaignsd national |l evel showe
clothing was more frequent among female than male politiciasgelins that positive
facial expressions and casual clothing can be connected to the depiction of female
candidates, which results suggest a gestiEneotypical VPC on social media.

Some research focused on the efidnect S
Barack Obamads 2012 Facebook campaign sh
posts could reach higher engagement with more likes, comments, and shares than posts
without depicting him, (Gerodimos & Justinussen, 2014). Within visual Facebook posts,
emotional selfpersonalization can generate even more reactions (Metz et al., 2019).

Although there are only a few results available on the effects of different kinds of visual
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personalization, it seems that the individualization dim@nss more popularraong
users Lindholm et al. 2020) Further, results suggest that not only the content of visual
soci al media posts but the attributions of th
the effects on users. For instance, on Instagram, Brands araboele(2021) found on
l nstagram that #Afemale politicians receive mo
in comparison to mal e p o lDudaiteq20®)slsowvedthat. 202 7) ,
new challenger parties could reach higher user engagdevetd with their VPC than
old parties.

Turning to the VPC of <citizens, it seems t
is commonly examined on Twitter, especially connected to protests, and social
movements. It seems that visuals can be used as fdrpslibical engagement. By
spreading Occupy Wall Street memes, VPC contributed to a vibrant public discourse
(Milner, 2013). An examination of Twitter images of 2011 Egyptian revolution showed
that visual content with the depiction of symbols and icorgarés can create unification
flas a strategy to build consensus for future g
of governmento (Kharroub & Bas, 2015, p. 16).
varied strategies as well. Just like in the cafsthe Black Lives Matter movement and
ShutdownA14 protest in the US, emotienoking photos showed mobilizing effects
among <citizens (Casas & Williams, 2018) , wh i
during the Blockupy Fr eomkdnlyretiveetpdrbptheenedias 6 wer e |
and police (Neumayer & Rossi, 2018).

Television

VPC i n television IS of t en examined t h
communication and its effects on citizens. Although an examination of the 2005 German
national election telvised debate showed a smaller effect of nonverbal than verbal
communication on viewers, (Nagel et al., 2012), a study on thdimealTwitterbased
effects of the 2012 US presidential televised debates inditatea t fAnonver bal behe
of candidates isonsequential in driving social media responses, rivaling what candidates
actually say dur i ngp.dg8p Rutningtoomod spatifichesudtst al ., 20
it seems that certain nonverbal expressions can generate more reactions than others. As
Bucy and colleagues (2020) found during the televised presidential debate of 2016,
Donald Trumpb6s nonverbal populi st communicat:.
defiance, and aggression generated more atte

contrdled, diplomatic, and reassuring nonverbal communication. Results also indicate
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that televised VPC, especially nonverbal expressions contribute to candidate evaluation
by citizens. Based on the 2012 US presidc
Bucy (2016) found inappropriate displays (nonverbal elements incongruent with the
communication settings) arouse Vviewers?o
Results of a comparison of Richard Ni xon¢
during thei first televised debates showed that nonverbal behavior affected their negative
results, suggesting that the ALook of Lo
of smiling candidates were measured in the German local televised debate, and results
showed that muted depiction of smiling politicians had positive effects on the viewer
(S¢lflow & Maurer, 2019) . It seems |ike
and negatively affect candidates6 eval ua:
be shaped by politiciansdé gender as well
are punished by the voters, while happiness displays are rewarded (Boussalis et al., 2021).

It seems that the examination of nonverbal communication through tefegan
shed light on gender issues as well. A visual and verbal comparison of gender stereotypes
used by candidates in the US campaign ads showed that visual feminine stereotypes (such
as the depiction of family, children, and locations indicating caamg)more often used
both by female and male candidates than masculine visual stereotypes (like a formal
attrebusi ness suit or the presence of milit
a higher degree of feminine visualasculine verbalconflit 06 ( Car pinel |l a &
p. 13). Results of research on the nonverbal communication of leaders from Western
countries also support the idea of gersieecific nonverbal communication (Grebelsky
Lichtman & Katz, 2020). Thus, there seems to be a gestdezotyped VPC not only on
social media but on television as well.

Similar to social media VPC research, a further research direction of televised
VPC is focused on personalization. The findings of HBlizha and colleagues (2012)
on TV party ads broa@dsted during the 2009 European Election campaign in France,
Germany, Sweden, and the UK indicated that even in qmaigyted political systems,
personalization is a general feature of elections in terms of the appearance of politicians
in the visuals. Dat from Denmark and Germany also strengthens this (Zeh & Hopmann,
2013). Thus, results suggest that visual personalization on television does not depend on
different political systems, it seems to be a general characteristic.

Although populist VPC on telision is less investigated than on social media, a

study described televised debatesd nonver

35



communication tool kit arguing that both neg
references t@ drhe oftthen pexmprieessed by specific
facial expressions, or gestures, such as pointing fingers, long handshake with eye contact
or trespassing the r i v-@iéslszyki2019) This sugggsts( Pi ont e k
that televised YC research could be broadened in the direction of populism.
Finally, unlike in the case of social media, where political actors and citizens can
create and control their own messagegdia workerscan decide what, and how to
present on issues, politicis, and citizens. Accordingly, issues of the germsesed
differences are shaped not only by the politicians but by the media as well. Female and
mal e politicianso emotional ity ar e portrayec
politicians can be seen n@often with positive emotional facial displays than male ones
(Renner & Masch, 2019). However, television news contribute to other issues as well.
For instance, Dan and colleagues (2020) found, refugees and asylum seekers in German
television news are fraed negatively, most commonly by the application of the invasion
frame with the depiction of faceless masses of people or illegal activities for instance.
Further, although nonverbal political communication on television is a tool for politicians
to shapetheir evaluation, television can make production decisions how to frame
candidates as well. As Stewart and colleagues (2020) showed, the electoral status of
politicians determine camera angles, perspectives, and camera time used by television,
which meandhat candidates are treated differently by media in terms of VPC. These

results suggest that varied issues are depicted by television as a media actor through VPC.

1.2.2.3 Discussioof the findings

Thepresented findingsffered asystemati@ndnarrativereview ofthe last decade
of VPC. This overview was timely because of the emergence of social media platforms
that significantly changed the context of VPC, even beyond these specific sites.

General trends showed that there is a slightly emerging ibtertbe field of VPC
research, considering both the number of studies and the use of a distinctive areal marker
of the field. The 10 most influential papers of the last ten years examined a wide range of
topics, which indicates the diversity of VPC resdafFocusing on the whole database
and all of the studies, it seems that in the applied research metiemsis a shift towards
guantitative methods, especially content anahi&i#l, as Gerodimos (2019) also stated,
studies rarely offer codebooks thaould facilitate research on the fiel&urther,
examination more oftefocuseson still images, than moving ones, while comparisons

between visual and verbal messages are scaemgraphically, the vast majority of the
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works focus on the United Statesid while some European countries are quite commonly
investigated, there are significia discrepancies in this manner, and international
comparisons are rar@loreover, campaign periods are the most frequently examined
periods, which might be explained kbie increased communication during the
campaignsHowever, to better understand social meadsed VPC, the examination of
non-campaign periods and comparisons of different periods would also be necélssary.
most frequently investigated media platforraee social media sites, followed by
television, which fact demonstrates the importance of the new communication platforms,
and served as a base of the structure of the narrative review.

As the narrative review suggests) social media platforms, such lastagram,
Facebook, and Twitter, VPG often used for personalized communicatopulist, and
gendesstereotypical communication by political actors. Findings showed that social
mediabased visual personalization is connected to differenfpsefentaon strategies,
including the depiction of celebritizatiadl®chniques or patriotic symbolélthough it
seems that cultural and contextual differences shape VPC on social media, there might be
other, noninvestigated external factors that influence VP@, ihstance the different
affordances of the platforms. Moreover, the effects of social niEdiad VP C on citizens
also remained a less studied fielurther, the depiction of certain clothing, facial
expressions, situations, or emotional charactestopulism, and the application of an
amateur production style can all contribute to a populist iP&@ems that populist actors
can benefit from social medlzased VPC, however, it is not clear whether populist actors
apply a specific populist visuabmmunication style that differs from their npopulist
count er par t s &indingsomielevised persanalization are in line with social
mediabased VPC, as personalization appears on television also as a general characteristic
of pol isualstraitegyn s 6 v i

Nonetheless, findings on VPC indicate genrstereotypical use of visuals on
social media with the depiction of mainly positive facial expressions and casual clothing
of female politicians. In the case of televised VPC, television appsaasreedia actor
that creates messages. By doing so, telewismnrolled VPC also covers the issues of
genderbased differences, and other topics as well, such as refugees, and candidate
framing by certain camera settings, compositions, and cameratone.edv er , pol it
nonverbal communication is investigated as a means of influencing factors, independent
of television. Findings suggest that nonverbal communication triggers social media

responses and shapes candidate evaluation both positively aidelggwhich depends
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on several factors. For instance, as gerstiereotyped VPC appears not only on social
media but on television as well, accordingly, the gender of the ctadilapes candidate
evaluation

It seems that similar topics appear in thkvision literature as in social media
VPC literature, which shows both the convergence of these channels and the strong link
of the VPC field to issues that are key concepts in contemporary political and
communication science. Consequently, functionsistfials in political communication
listed by Schill (2012) remained still relevant, however, research in the last ten years of
VPC got closer to political communication trends. Comparing the results of Schill (2012)
to the presergxaminatio® s f i thedmost rgnsarkable difference is related to the role
of television. As Schill (2012) argued,
television is by far the most Il mportant
television remained an importasurce of news, social media platforms provided a new
impetus to VPC. Accordingly, scholars turned their attention to these new opportunities.
Future research directions suggested by Schill (2012) put emphasis on the construction
of visual symbols, theitretorical operation and reception by viewers, and their normative
implications in politics. Although these aspects were more or less analyzedpaghe
decade, the focus of VPC research turned out to be different on the new communication
platforms: how isuals contribute to and construct political messages from the perspective
of a less controlled media environment and a networked media logic. Thus, the rise of
social media has brought changes to VPC, whielted to beeflected in the literature,

as tre chapterdemonstrated.

It is worth noting that Schilldés (2012) ma

communication seems to be heard by researchers, the number of studies on the field
started to grow, and VPC became an emerging research area.ddpagBucy and Joo
(2021) also arguehere is still a long way to gtdence, the thesis put emphasis on the
research gaps of VPC as described in the followinechapters.
1.3 The research focus of the thesis

The thesis focuses on imagased politicacommunication on social media. At
the beginning of the doctoral research program, the investigation had an open research
interest and aimed to provide a better understanding of how visuals are used by political
actors. Later on, it has become clear thatotwnajor, current political trends are
inseparable from visual political communication on social media: personalization and

populism. Hence, these two concepts are the focus of the research.
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As the literature review demonstratéicere are several reseagdps in the field
of VPC. First, visuals in political communication are often investigated withaut
systematic approach, considering betsual and political communication foundations.
Second, there is still a great need to provide more informationeoreiearch methods
that can be applied flexibly to study visuals in political communicat@fiacilitate
scholars to include images in their investigations. Third, although the connections
between personalization and VPC started to be examined, compdretareen different
social media platforms are still raféourth researclon populist visual communication
on social medishows fragmented results. There is a lack of knowledge on whether a
specific populist VPC exists, and findings are not conneotdw theoretically grounded
conceptualizations of populisnirinally, international comparisons, visual and verbal
comparisons, and comparisons between different time periods are also limited.

Further, the increased role of social media both in verbalvawal political
communication is cleatt is also known that social mediavisdely used as a source of
information and newgNewman et aJ.2022. The literature review demonstrated that
political actors are building on this widespread use of socidlari®y the voters, and use
the platforms as part of their strategic toolkit. Hence, the articles of the thesis focus on
the strategic use of visual political communication on social media. However, each article
has a different actor focus: the first agighvestigates Hungarian candidateso are
present both on Facebook and Instagrima second article focuses on political parties
from all EU countries on Facebook; while the third article examined the Hungarian Prime
Mi ni st er 0 s-based YPCafracetmmld With this wide actor focus, the thesis
provides comparisons not only between differsattial media platforms but spetand

temporal comparisons as well.

1.3.1 Research Questions

Although all three articles of the thesis formulated specé&earch questions,
based on the research gaps identified through the literature retie&overarching
guestions ardrawn upas general interests thisarticle-basedlissertation:
RQ1:What kinds ofsocial medigbasedvisualpolitical communication tsategiesan be
identified in the caes of different political actors, such as:

RQ1la: h the case of politiciars

RQ1b: h the case of parti@s
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RQlc: hthecaseoVi kt or Or b§8n, the Prime Minister
exemplar case of populist leaders?
RQ2:1s visual communication strategy conditioned by external factors, such as:
RQ2a: Are there differences across social media platforms?
RQ2b: Are there differences between populist andpuguulist actors?
RQ2c: Are there differences across differenetiperiods?
RQ2d: Are there differences between social médised visual and verbal
political communication?
RQ3: What are the effects of visual political communication on social media in terms of
user engage ment?
2. Methodological overview
Research on sual materials might be challenging, as methods applied to textual
materials cannot always be translated into visual data due tortigdexnature ofvisual
messages Applying Gillian Roseds (20Wwkdgn t heoret i
overview of visual methodologies and summarizes the main research techrigues,
visuals can and should be investigateépending on the aim of the analysihis

description is followed by the demonstration of the applied methods of the thesis.

2.1Visual methodadgies

Not only in political communication but in generalcatical understanding of
imagedss based on ththree differens i t es fAiat which the meanings o
the site(s) of the production of an image, the site of the image itself, asde(s) where
it i's seen by Roser200lp.sl6). Aluttreeesites bave diff¢rent
modalities, i.e.aspectsof how they canbe understoadthe technological, the
compositional, and the social modalities. Practidhilymeans thatvhen aciding on the
methods of how to investigate visuals, all theee modalities of each site have to be
considered. Accordinghthe site ofl) the production refers to the way how the visuals
are made technically, the genre in which its compositional festiit, and the social,
economic, political circumstances in which the images produced. The site &) the
image itself conams the formal components, what is depicted in the image, and how.
The site of3) the audiences is about h@mn image is seemyhits spectatorjowit affects

the compositional structure, in what kimaf contexts, and on which platforms.

“Based on Gillian Rosedéds (2001) book with the same tit!]l
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ATheoretical debates about how to interp
which of these sites and modalities is most importanttidetstanding an image. These
debates affect the methodology that is most appropriately brought to bear on particular
i mageso (Rose, 2001, p. 32).

Turning to the methodsjrét, th e goéd eyeé t e c h ni gompmositional t he
interpretationrelatesmainly tothe site of the image itself and its compositional modality
while social aspects of the images are moestigated hereThe t echni que 06 s
disadvantage is the lack of an explicit methodology or theory. However, it offers a
detailed vocabulary toedcribe what is depicted in an imagéis detailed vocabulary is
concerned with theolorsof the image, and especially the hue, the saturation, the value,
the harmonious combination of tlelors or the combination of hues, valyemnd
saturation Further,t h e 0 g aexhlhiqueinvesiates the spatial organization also,
how the volumes are arrangeddamhat are the effects of thes®o to saythe spatial

organization is concerneglith the perspectives, the way in which the picture offers a

particua position to its viewers, aBgethatibs
(Rose, 2001, p. 45).
Second,ie method ofliscourse analysiss b ui |t vork Rése@WB ul t 6

arguesthai di scour ses are arti cukrbatirmadesandtexisy g h
specialized or not, and also thr@udh t he
visuality can be considered as a sort of discoussnce, discourse analysis can be
applied to visual materials as well. By doing so, intddality and discursive formation
have to be considered as key aspects of the investigation. In the case of images,
intertextualityrefers to thdact thatmeaningscarried out by images that surround the
investigated one, need to be considered as welllevihe latter notion discursive
formation refers to Athe way meanings ar
(p. 137). Accordingly, by applying this method, visual meanings and messages are
identified through the analysis of images and thégtorical organizationbut the
investigation does not deal with hidden, not explicitly stated meanihgsfirst typeof
visual discourse analyspays attention to the image itself, the social modality of the
image site, and the social pradion and effets of discourses. However, social practices
are not dealt with.The second typef visual discourse analysiecuses on theocial
institutional technologies, while does not pay attention to the image itself.

Another method that can be applied to invgste visuals issemiologyor

semiotics As Rose (2001) describes #ggmiologyi o f f er s a very full
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tools for taking an image apart and tracing how it works in relation to broader systems of
meaningo (p. 69) . Thotios of signowhibhe the smallesbuaits e d on t h
of meaning that consists of the signified and signifier. When looking for meanings, it is
i mportant that WAthere is no necessary relatic
signifiedo ( Roklallowréseatch onghe corinkdtions ak $ignifiers,
signified, and signdt is clear thatmagesare studied in semiology focused on the image
itself, however, audiences are not analyzed hHeomethelessthe social semiotiqvan
Leeuwen, 200gapproab that grew out from the same basikeeps its focus on the
image itself but broadened the investigation into the social and cultural aspects of the
signs (Hodge, 2014pocial semiotics investigates the details of the imagash as the
frames, metapher discourses, genre, style, modality, and compositibrat create the
meanings, but with special attention on the cultural and social landscape, the context
where these signs exist. Hence, this approach allows research that focuses on the
production andhe image itself with a strong emphasis on the social and compositional
modalities.

Finally, one of themostwidely appliedempirical method in communication
research igontent analysigM¢ | | er |, 2007) . I'ts main advantage
reliability, and objectivity, or as Rose (2001) putsntits explicitmethodology. Content
analysis that was originally applied to texts,
and valid inferences fr offhl98®p2a). Newertheldsg i r cont e
its rulescan be applied to visuals as well, and while doing so, a langera of data can
be examinedCont ent analysis is ficounting the frequc¢
clearly defined sample of images, and then analysiogste f r equenci eso ( Rose,
56). For that, avell-definedunit of the analysis, and a representative sample are essential.
As a next step, an exhaustive and exclusive coding book is also inevitable, where all the
investigatedattributesare listed, ad thesattributesare mutually exclusive, i.@ne unit
cannot be categorized into multiple grouf® ensure that categories are vedfined
and the coding book is replicable, coder reliability tests should be run, which means that
ndiff er e msatdifeeest Bnes usiigehe same categories would code the images
in exactly t he s ameAftantheyapplicatiBroostiee codidghbbokon p. 62) .
the sample of images, the frequen@escounted and analyzed according to the research
questiors. Although it is clear that content analysis is a critical visual methodoibgy
needs to be notedthath e met hoddés focus remains on Athe <c

site of the image itself. It therefore has very little to say about the productite or
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audiencing of i ma g dosvéver,(céhterst analysi@ dhGdcial mpdia 5 6
can be complemented with a focus on wuser
engagement.

Further, Rose (2001) lists other visual methods, such as visualssnaly
psychoanalysis, and mixed methods, and methods that focus specifically on the audience,
such as interviews, ethnographic methods, and experinterke following subchapter,
the most popular, and commonly applied methods and their applicatibe practice

will be introduced

2.2Visual nethods in practice

The literature review on the last ten yeast visual political communication
studies showed that thmost frequently applied research method on visual materials is
gualitative €.g.06 C o n 20&8} Farris& Silber Mohamed, 2018) and/or quantitative
(e.g. Russmann& Svensson, 2017; Meeks, 201%nkulari, 2020) content analysis.
Besidesmanual codinde.g.Kharroub& Bas, 2015; Adi et al., 2018he advantages of
computational science have rs&l to be used on this field as well, by the application of
computerbased content analy¢s.g.Joo & SteinertThrelkeld 2018 Haim & Jungblut,

2020). Computebased methods, such as machine learning metleogl$S@arimella&

Eckles, 2020), automatfacial expression analysie.@.Horiuchi et al., 2012; Joo et al.,
2019), computer vision analysis..Peng, 2020), and data mining.g.O6 Hal | or an
al., 2016) have become popular among VPC researchers. Interpretive methods, such as
discourse analysi(e.g. Dumitrescu, 2017), semiotic and social semiotic analysig. (
Rovisco, 2017), multimodal analyses.¢.Doerr, 2017)andvisual framing €.g.Bleiker

et al., 2013) araelsooften appliedn the study oVPC. Additionally, experiments are also
corducted to investigate visuals in political communication, in the form of field. (
Matland & Murray, 2015),laboratory €.g. Milazzo & Mattes, 2016) and survey
experimentge.g. Schmuck& Matthes, 2017; Powell et al., 2019).

Research on visuals on satmedia has further challeng€d@anrHaase% Sloan,
2017). As Rasmussen Pennington (2017) put
decipher than printed text, but both are
Messages inaial media pas can becreated through imaggphotos, videos, or gifs)
tags(other users mentioned in a pestaptions(description attached to imagegpst
texts (the textual postandlinks (an URL of a website)lhese components a post can

be grasped by theotion of intertextuality: the meanings of an image are created through
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its visual elementbut also through other images and texts that surround the given image
(Hand, 2017)Further, user engagemdatmsis uch as t he viewer sod ¢o0mme
response t o a post), react iamdsharey(userd bfoadcastingga Al i k e 0
post) should also be considered when studying social media data.
Visuality in social media can be conceptualized by three main elements: images,
circulation, and social rpctices (Hand, 2017) The focus of the research can be
challenging due to the complex relationship between the peculiarities of platforms, the
many types of images, the additional textual meanings, and the social practices. The
existing methodologies fostudying social media from visual perspectives can be
challenging since social media platforms like Facebook and Instagram alter the methods

of interpretation.

2.3 Applied methodsn the thesis

As the thesis works with a large amount of visual det@cial mediaand aims
to provide reliable, replicable, and objective resullishaee articles of the dissertation
apply content analysisThe main features of the three content analgsesliscusseuh
the section belowhowever, more details of the ds¢és arantroducedin the articles.
Further, as Gerodimos (2019) argues, there is a lack of studies that ensure systematic,
portable, and adaptable analysis of gistta. Hence, eachodebooksleveloped for the

articles accompanies this thesis.

Article 1: Inductive and deductiwasual qualitative content analysis

The first articlerelies ona combination of inductive and deductive qualitative
content analysidnductive content analysis is a useful method in the case of is a literature
gap(EloandKg g2 s, 20 0 8) he inductveopartdwas cgelatgm study visual
personalizatiorboth on Facebook and Instagrass there was no previous systematic
visual content analysis that could capture the essence of personalization through different
socialmedia platforms. For that, categories were created with open cocangpofiple of
the imageposts thenafter the creation of an exhaustive coding scheme, it was applied
deductively on the wholdatasebf the researciCategories focused on the visuatura
of the pictures, their content, feature, and sentiment, the depicted people, the depiction of
the candidate, and the cultural and political references.

The dataset includeall Facebook posts (N=2,925) and Instagram post858)

containing picturesof those Hungarian candidates who owned both Facebook and
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Instagram accounts at the time of the 28I&tion (N=51). Coder reliability was ensured
in the coding process: each post was coded by three undergraduatesy dindsecodes

were accepted, whickere recorded at least by two coders.

Articles 2 and 3: Quantitative visual content analysis

Both the second and third articles apply quantitative visual content analysis.
However, the categories were devised differentlyth&ssecond article ainte compare
populist and noipopulist visual communication on social media, categories had to be
able to capture general and populist communication as well. Accordingly, the coding
instrument contained categories related to the visual types of the pictwegpied
visual tools, the context and content of the posts, the depicted actors, and the number of
the people, also the depicted symbols, objects, connections, and clothing. The third
ar t i cl isdnthe \fisnatandsverbal elements of populismtFbrat , Mo f f i t t
theoretical work on the populist style has been translated into a coding scheme that can
capture the bimodal populist communication. A group of categories was aimed to
measure general visual features, while three groups of categaresderived from
Mof fitt (2016) to code 1) popul i st appe
manners, and 3) crisis, breakdown, and threat communication.

The dataset of the second article con
imagebasel Facebook posts from the last 28 days of the 2019 EP campaign (N=997).
Coding was carried out by two coders. The waeder reliability showed acceptable
Krippendorffalpha values for each category (>.69).

The third article was based on a dataset ofnadigebased Facebook posts of
Vi kt or Or b8n thideyear périoad(201-&920r Photas and their verbal
post texts were coded by two codeand the inteccoder reliability showed acceptable

Krippendorff alpha values for each category (>.80).

3. Individual publications and findings
This chapter summarizes the aiand major findings of the three articles that
together form the basis of this artiddased dissertation. The full articles can be found in

the appendix.
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3.1Article 1: Images, Politci ans, and Soci al Medi a: Patterns
ImageBased Political Communication Strategies on Social Media
The first articleaimedto describehe visual political communication strategies of
Hungarian politicians on Facebook and Inséagduring the 2018 parliamentary election
campaign, andheir success in triggering user engageméne of our main arguments
was built on the fact that visuals in political communication were treated as illustrations
to verbal and textual communicatiéor long and not as interests of their own. Hence,
our article put the focus on the images and visual strategies. Our first Research Question
was related to the visual political communication strategies.
(RQ1): What kinds of visual communication stratsgere applied by political
actors on social media platforms?
Built on the results of verbal political communication studies on social ineia
had a special focusgner sonal i zati on, the process in whioc
have become more promm e n t at the expense of parties @
(Karvonen 2010, p. 4). We hypothesized that visual communication on social media is
predominantly used by politicians to personalize their appearance (H1).
We differentiated two types of personaiation: individualization and
privatization. Individualization refers to the process in which the politicians are at the
forefront of politics instead of parties, whi
and personal features are highlightedaasl of their professional ones (Van Aelst et al.,
2012). In our approach, individualization was treated as the depiction of formal political
work, while privatization showed informal characteristics. We expected that both types
of personalization are apgtl in social medidased visual political communication: e.g.
settled images and the candidatesd official (
elements, while spontaneous images and casual clothes are signs of informality. However,
it is worth notirg that the aim of the coding was not to identify individualized or privatized
images per se but to describe the extent of the use of formal and informal visual elements.
Further, as the literature was limited to single platform studies, we put a special
focus on the comparison of two social media platforms, Facebook and Instagram.
Accordingly, the first Researchu@stion was specified in two swjuestions related to
our comparative approach in terms of the platforms.
(RQ1a) What features can be considegederal characteristics of social media
visual communication?

(RQ1b) What are the platforspecific strategies?
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Based on the findings of single platform studies, we assumed that Instagram is rather a
place for informal visuals and privatization (H8) the depiction of family members and
personal momentswhile on Facebook, images are used to depict more formal and
individualized visual elements (H8)such as images depicting politicians in their office

As we were interested not only in the visual camimation strategies applied by
candidates on the two social media platforms but in their success as well, our research
focus was widened to the effects of their visual posts in terms of user engaigement
reactions, comments, and shares. The second Reg@aestion and two sufuestions
were formulated accordingly:

(RQ2) What kind of images perform well on social media platforms?

(RQ2a) What types of visual tool s tri
comparable reaction form?

(RQ2b) What crosplatform similarities and differences can we identify in the
l i king response to politiciansd visual c«
Hence, the number of reactions, comments, and shares of the posts was also measured on
Facebook and Instagras previous works (Bene, 2017; Heedsal. 2019) demonstrated
a strongerlike-provoking potentialof personalized posts than those without personal
elementsyve assumedhatimages withpersonalizedspects either formal or informail
are more liked bothon Facebook and Instagram (H4Jowewer, we also expected
differencesbetweenthe two platformswe alsoassumedhat formal, individualized
visuals are more liked on Facebook (H5), while informal, privatized image posts are
preferred byinstagranusers (H6).

To answer the research questiomgluctive and deductive qualitative content
analysis was applied on the still imalgased Facebook (N = 2925) and Instagram posts
(N = 858) of Hungarian politicians, who were active on both platforms in the period of
the 2018 Hungarian parliamentary élen campaign (N = 51).

Findings supported our first hypothesis, as visual political communication is
highly personalized both on Facebook and Instagram. However, data showed that
Instagram image pos@re more personalized (95 percent of the image poisss)

Facebook images (66 percent), in terms of depiction of the candidates and/or being self

5'n the published article, the third hyphoudhesi s w
be used to display more infor mal aspects of candi
of personal i z &tBene,202{pHL2Y. Dhe disBeatatidn @lemonstrates the corrected

version of the hypothesis.
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made, original images by the candidates themselves. Images that are posted on both
platforms are exceptionally personalized, which tells us that although Facetagds

are not always personalized (44 percent), only the personalized pictures are posted on
Instagram as well.

Further, results supported our second and third hypotheses also, as formal
elements are more often depicted on Facebook than on Instagrdeninfdrmal visual
features are more common on Instagram. However, this does not mean exclusivity.
Formal visual elements are present on both platforms but on Instagram, informal images
are also common. Hence, it can be said that individualization isyitest on Facebook
and Instagram, while privatization is rather an Instagram communication feature.

To reflect on intertextuality, the additional meanings of post texts and captions
were also investigated. Results suggested, that although texts arenfiequieled to
images on both platforms, these kinds of messages had no additional meanings on
Instagram, and only half of the Facebook post texts contained other information than
messages carried out by the images.

User engagement patterns of visual pestse examined by multilevel negative
binomial regression models. Results of the analysis supported our fourth hypothesis, as
personalized images had more likes on both platforms than pictures without personalized
features. Further, the fifth hypothesigsiso confirmed by the data: formal, individualized
visual elements are more likely to be liked on Facebook, and less popular on Instagram.
Nonethelessalthoughinformal, privatized images are popular on Instagram, they are not
more favored on Instagramath on Facebook. Consequently, our sixths hypothesis was
rejected.

Nevertheless, our investigation contributed to the emerging area of visual political
communication research by 1) focusing on visuals in political communication as objects
of interest onfieir own; 2) creating a coding scheme that can Ipéegpto study visual
political communication strategies; 3) moving beyond the commonly applied single

platform approach; 4) examining engagement patterns of different visual tools.

3.2 Article 2: Strikingly similar: Comparing visual political communication of populist
and norpopulist parties across 28 countries

Article 2 had a special focus on visual populist communication. Unlike in the case

of Article 1, wher e Hunga red, this artgle éxantinedc i ans 6

the visual communi cat i.olrhis aloived28an Bteknatooall nt r i
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comparison between populist and Amopulist communication on Facebook, which is the
most commonly used social media platform in Europe (Newetaal., 2020) The
investigation time frame stretched througke last 28 days of the 2019 EP campaign

In this article, wecontributedto the increased attentioon visual political
communication researchas the emerginghumber of studies on visual palst
communication are based on single country analyses, we airbszhtten our knowledge
on the fieldthrough an international focus ambre generalizable results.

From the various definitions of populism (see Mudde, 2004; Weyland, 2001,
Hawkins, 2009we applied a mixed approach. As we focused on the differences and
similarities of populistand nepopul i st communi cat icenric Mud
approach was useful tocus on the question afho andidentify populist and non
populist parties. Hoever,as we were interested in the questionvfat as well,our
hypotheses were formulated on the basithefpopulist communication style approach
(de Vreese et al., 2018)onetheless, besides the content elements, the questiomwof
was also raisedind as visuals in populist communication can only be understood from
t he perspective of Moffittds (2016) sty
symbolically mediated performance elements.

Although social mediased visual communication seemed ndijuret to
populist communicatioKriesi, 2014),it was not investigated so far whether a distinct
populist visual communication style exists. Hence, our Research Question was
formulated as follows:

(RQ1) What are the differences and similarities betvgegrulist and noipopulist
act or s-Based wisuagl eommunication on Facebook during the 2019 European
Parliament election campaign?

Based on the concepts of phymtndsessvene a n d
formulated to describe our expectations atdd to populist visual communication
Application of the codebook and the quantitative visual content analysis showed mixed
results related to our hypotheses.

We assumed that photos without superimposed texts (text applied on the image)
are less used (t4), while photos with text are more common (H1b) in populist visual
communication, as superimposed texts can specify the complex visual messages with
simplification Although thiscan be considered ne of p o p fedtureshoth s ma
hypotheses were egted by the data. Populists are less likely to use photos with text than

nonpopulists, while the use of photos without text showed no significant difference.
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The second hypothesis was also rejected ¢k
tendencytoarousendgga ve emoti ons towards Othe elited o
we also assumed that compared to-populist parties, populists upload more images
with negative contexts (H2). However, images are mainly positive both in populist and
populist communicaan.

Further hypotheses were formulated related to the depicted content of the images.

Based on popul i smés o +ldist aglaanrthatisenscentrastasoche s, and i
traditional elitelike appearance, three hypotheses were formulat®.assmed that
personalized, privatized images are more common in populist visual communication
(H3a), while policy issues (H3b) and traditional political work (H3c) are more frequently
depicted by noipopulists Built on populist antelitism, crisis, and thig-
communication, it was also hypothesized that critical visual contents (unfavorable
depiction of political opponents) are more frequently applied by populists than non
populists (H3d) Although H3a was rejected, asthe visual communication of parties,
personal imageare marginal both in populist and rpopulist communication, H3b is
confirmed by the data with more policy images in the case epopnlists than populists.

H3c and H3d are rejected, as both traditional political work and unfavoratiletides

of political opponents are rarely present in both cases.

Consideri ng paepric indatusemige sassumedatitae populist parties
more frequentlygepict their own leaders (H4a), and this hypothesis was confirmed by the
data. Further, based ro antielitism and thecreation of crisis and enemies, it was
hypothesized that populists depict other part
leaders (H4c) more often than apapulistsAl t hough H4b was rejected,
leaders angpol i ticians are rarely depicted in both
significantly more often depicted by populists than4populists, which confirms H4c.

Nonet hel ess, as populism is about o&éthe people
randompeople mordrequnetlythan norpopulists(H4d), which was confirmed by the
data.As part of the populist crisis and threat communication, armed forces were assumed
to be present more often in populist images than inrpopulist ones (H4e). Walso
expeded that populist parties depict more people in their pictures thaspopmrists
(H4f), as it can be a sign of peoentrism.However, both H4e and H4f were rejected
by the data.
As signs of ordinariness, casthaowdscl ot hes (

(H6a), or random people (H6b) were expected to be more often depicted in populist
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images. The depiction of approving audiences was also assumed to be a populist visual
element (H6c).As casual clothes were exceptional in both cases, H5 wasea@ject
however, politiciansd interaction with cr
which confirmed H6a. Nonetheless, H6b and H6c were rejected by the data, as there is
no significant difference between the populist and-populists depiction of ieraction
with random people, or approving audiences.

Finally, hypotheses related to political symbols and eleatiated objects were
also formulated. It was expected that political symbols, such as EU, country, and party
symbols are more often depictegpopulists (H7a) in order to trigger positive or negative
reactions towards the-iand the outgroup®ata showed that although national symbols
were more often depicted by populists than -populists, there was no significant
difference in the presee of EU and party symbols, rejecting HRopular cultural
symbols were also assumed to be used more often by populist parties (H7b) to express
ordinariness however, this was also rejected by our dadadia symbols, such as
microphones and cameras wersgected to be less frequently shown by populists (H8a)
based on their negative communication about mass médidack of significant
differences in populist and nguopulist visual communication, this was also rejected by
the dataHowever, electionrelated objects, such as ballots or ballot boxes were assumed
to appear more often in populist images (H8b) as signs of their mobilization fowlis
this was supported by our data.

To sum up, Article 2 showed little differences in populist andpa@pulist vsual
party communication on Facebook during the 2019 EP campaign. Although research on
verbal and textual communication suggests a distinctive populist communication, the
analysis of party visuals resulted in only a few remarkable populist featuresdés le
centric nature, ordinariness, and the important role of national symbols can be grasped in
the visuals. However, our study suggests that based on populist party visual
communication on social media, populists are very similar to theirpopnlist
counterparts. Hence, Article 2 underlined that focusing on visuals of politics can

contribute to a more nuanced knowledgepolitical communication.

33Articl e 3: The visual and verbal popul i
Just like Article 2, Articé 3 also focused on populist visual communication.
However,as Article 2 showed only a few differences in populist andpagpulist visual

communication in the case of partiesthis article, we turned our attention from parties
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to an exemplar case pbpulist leades, Vi kt or Or b8&n, the Pri me Min
Further, built on the results of Article 2 that contradicted the previous verbal results on
populist communication, in Article 3, we created a bimodal coding scheme, which

allowed us to focus bbton the visual and verbal aspects of social mbdi&ed political

communication. For t hat , Moffittds (2016) p o
translated into a measurement system with the
coding system. Thisappr oach considers populism as a |
performanceo (Moffitt, 2016, p. 46) that <cont

well, thus we could compare these two modalities. Further, as both Article 1 and Article
2focusedoncampaigner i ods, in Article 3, we broadened
different periods as welfrom 2018 to 2020besides election periods, we examined the
whole first and the half of the second wave of COMI®) and periods of slow news that
is called cuamber time in the news industry.

Research on the visual aspects of populism has already shown a variety of visual
populist characteristics, however, they could offer only fragmented results. Nonetheless,
Moffittds (2016) pol i taclk @ldws & marentomplexcaad i on st yl
amalgamated investigation by connecting the now dispersed findings into an integrated
framework of a theoretically grounded approach.

As Moffitt (2016) describes it, the populist communication style is built on three
main elere nt s : 1) appeal to O60the peoplebd versus O
breakdown, and threat communication. These dimensions have furtheinseisions,
suchaspeopleentrism, closeness to O6the peopled, di
role of the | eader, the |l eaderds ordinariness
words, politically incorrectness, the creation of crisis and enemies, and oversimplification

of complex issues. After translating these into visual and verbalarée, we applied

the coding instrument on the posts of Viktor
guestions:

RQ1: Which di mension of Moffittds (2016)
prominently in Viktor Orb8nés Facebook posts?

RQ2: Are there differeses between the image and textual messages of Viktor
Orb8nbés Facebook posts?
RQ3: Were there differences in Viktor Orbs§

the campaign period, the COMI® crisis period, and the narampaign period?
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Results of the bimodajuantitative content analysis suggesthdt the Prime
Minister is often presented in the pict.t
leadercentric nature but the findings of Article 1 about the increased personalization of
social mediabased visal communication as well. However, verbal selferences were

rare. Further, although the peojlentric characteristics of populism would suggest the

common presence of Othe peopl ed, results
and verbal referene t o t hem. Nonet hel ess, 0t he el
presented actor in the posts. Surprising
present, was not pr edomi relitenféaalung waulé guggest. v e

On the cofrary, these posts were more frequently positive. Another striking finding is

t hat the supposed enemies of Viktor Or b§8nr

Gyurcs8ny were not present in the 1 mage |

Considering the fitsr Research Question, It can
di mensions, in general, were applied dif
elited categories were applied often, t h

applied moderatelyyhile the bad manners categories were hardly applied. The details of
the dimensions show that closeness and ordinariness categories are often present through
performative rituals, expressions, national symbols, and the informal clothing of the
leader. Extordinariness is mainly presented by the depiction of media interest around
the leader and his accomplishments. Elites are presented not only by elite actors but
through the depiction of a setting that signifies wealth.

To answer the second Research Qaest can be said that closeness categories
are presented rather verbally, while ordinariness and the elites are depicted more
frequently visually. As national symbols and casual clothing of the leader are the main
conveyors of ordinariness, it is not ptising that this dimension is predominantly
visually presented. Extraordinariness is also more presented visually than verbally, while
bad manners and threats appeared similarly verbally and visually.

Results showed only slight differences across the fpedods. Closeness
categories are more common during the campaign period than in the other periods, while
threat categories are applied more frequently during the C&Wlperiod than during
the campaigns or the cucumber times. There are no remarkdeledes during the
periods in the application of ordinariness categories, but they are more common during
the period of COVIB19 than during the cucumber period.
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Hence, as a conclusion of Article 36s find

A

Prime Minst er 0 s s-lmased populistrstyleé caa be only partially grasped by the
application of Moffittés (2016) approach. Vik
mainly buildt on the appeal to O0the peoplebd v
preseh at i on of the elites is far from negative.
differ across the time periods, it stays predominantly consistent across the campaign,

crisis, and cucumber periods. Nevertheless, it is worth highlighting that some populist
communication style elements were identified more commonly visually than verbally,

which fact underlines the importance and necessity of visudlgablcommunication

research.

4. Conclusiors and future directions

Although visuals are important part oblgical communication, research on the
field of visual politics just gained momentuonly in the pastdecade. The dissertation
aimed to contribute to this emerging research avharea number of research questions
are stilunen s wer ed . T h al resetireh gluestions ayesralated to 1) the social
mediabased visual political communication strategies of different political actotise2)
influence of external factofissuch as the different social media platforms, time periods,
modalities or the idatification as populist or nepopulisi on visual political
communication, an@®) theeffects of social mediased visual communicatiomo this
end, the thesis provides three related studies.

The three articlesf the dissertation contribute a bette understanding of visual
political communication on social media at least in three general ways: highlighted and
compared visual personalization strategies and their effects on different social media
platforms, described the similarities and differendgsopulist visual communication of
parties and tested the populist style of an exemplar populist leader across different
periods and modalities.

The first article discussed visual personalization strategies and effects on two
different social media platfms: Facebook and Instagram. Our results showed that
personalization is an important visual political communication strategy on both platforms.
However, on Facebook, its more formal dimension, individualization is present, while
Instagram visual communidgah is characterized by its more informal dimension,
privatization. Further, user engagement indicators showed that personalized visual

contents are more liked on both platforms than images without personalization.
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Nonetheless, on Facebook, individualiaeduals are more likely to be liked than on
Instagrambut privatized images are not more liked on Instagram than on Facebook.

The second articlebs results showed t
visual communi cat i on unicatiop Blaowevereteete afe same b o0 o
features that might signal visual populism: the remarkably frequent depiction of the
| eaders, national symbols, and ordinari n:¢

The third articl eds tftidnsd i(n2g0sl 6s)u gpgoepsut | ei ds
I's only partially able to describe Viktoc
Ministerds Facebook posts mainly applied
dimensions of populism, crisis and threat camimation was somewhat relevant, while
bad manners categories are not common. Further, the article showed only minor
differences across the different periods, which result indicates the consistent
communication of Viktor Oimhd%$omepopdistieaturesr , v
are predominantly depicted only by visuals, which underlines the need to examine visuals
in political communication.

Although all three studies had a different research focus in terms of research
guestions, in general, some difénces and similarities in the visual communication of
the three examined actortype®@ popul i st |l eader, Vi kt or C
Hungarian candidatézan be highlighted. One of the main similarities is personalization:
all three actors oftense images to depict individual politicians and leaders. A further
similarity between the European populi st

frequent depiction of national symbols, and ordinariness, however, not in the case of the

presenbte oftoplted. Al s o, positive valenc
Considering the differences, 60t he peopl e
popul i st parties, which i s not true for
peopled tthad. O6Flhret kedr , European parties
casual clothes, while Viktor Orb8nbs shi:t

Furthermoreas the emerging research area of visual politics is still in great need
of portalle coding systems, the dissertation has an additional contribution to the field by
providing three coding instruments that allow visual, and bimodal investigations related
to political communication strategies, personalization, and populism.

Consideringhe findings of the dissertation on the strategic visual communication
of politicians on social media, the following concluding ideas can be drawn.

Personalization, the focus on the leader, application ofa positive tongand certain
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populist elementse(g. depiction of ordinary people, the elites, and national synmdras)
prominent visual political communication strategies. Further, visual political
communication can be considered quite consistent. Although there are some differences
in the use of thedifferent platforms, between parties, and periods, these are not
remarkable: there seems to be a kind of professionalization, thereby a standardization of
visual political communication.

Nonetheless, besides the important contributions, the thesis Hamitésions.

First of all, there is a great need to broaden the research foe@Catudies. Although

the emerging area of VPC investigation encompasses works with a diverse research focus,
there is still room for improvement. There are not only geogecaptisproportionalities
considering the overwhelming extent of U&sed VPC research, but there are
shortcomings regarding the examined platforms,sgp&isuals, periods, and actors. The
audiovisuadbased YouTube, moving images, such as videos, dasd rgirelection
periods, and citizens as actors are less examined from the VPC perspective. Amateur
visual production can be also an important research area of VPC, considering its emerging
role both in protests and populist communication. New directioW®C research could

also be set to the field of visual mand disinformation, which is especially timely in the

era of fake news.

Further, although qualitative and quantitative visual content analyses are useful
methods to provide reliable, replicaldend valid results, thegangrasp thelynamics and
context, where visuals are embeddealy in a limited way Qualitative methods, such as
the compositional interpretation or the semiotic analysis offer a nuanced and detailed
analysis and understandinfo t he | mages, however, these can
amount of data. Further, as Bucy and Joo (2021) also suggested, scholars of the field
should broaden their focus both in terms of applied methods and interdisciplinary
collaborations. The applicatiaf qualitative methods that help understand the details of
visually constructed messages would be as welcome as methods based on the new
technological advances. For that, cooperative works from the area of computational
science and VPC would be necessary.

Moreover, although Article 1 had a crgsstform approach, this could be also
continued in the future by the investigation of other platforms as well, such as YouTube
or TikTok. Additionally,the thesis put more emphasis on the sites of production and the
image itself, while the site of the audience was examined only in the first study, which

might be a further future direction.
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Further, as the narrative literature review suggested, new theoretical insights and
concepts ould be raised on the basis &ofPC. The established concepts, such as
personalization and populism, provide useful grips and VPC can indeed provide new
insights in these areas, however, it would also be beneficial to notice and capture
communicative specificities that primarily unfold iretfield of visuals.

As Schill (2012) concluded, Anot only
in this area; 1t also provides fertile gr
135). By the systematic and narrative review of the last dechdPC, and b¥illing in
some research gaps related to social mbdsed VPCthe thesisattempted to further
increase the popularity of VPC research. Findings of the empirical reanidwhe three
articles, also the attached coding schemeght be usful for political communication
scholars to widen their focus in the direction of visuals, and those who already contributed

to the understanding of VPC, may find inspiration for new approaches.
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mediabased politicalcommunication. However, there are still several significant
research gaps in this field. The aim of this article is to identify and compare the patterns
and effects of Hungar tbasad cpmonunicationcon Bacebodk ( N = 51
(N = 2992) and Istagram (N = 868) during the Hungarian parliamentary election
campaign in 2018. By doing so, we shed light on two important dimensions of
personalization: individualization and privatization. This work is designed to fill three
gaps in the literature. Wa@ue that existing research of visual political communication

(1) treats images predominantly as illustrations; (2) is limited to single platform studies,
and (3) does not investigate the engagement effects of images. To move beyond these
limitations, thisstudy investigates images as objects of interest on their own, it adopts a
crossplatform comparative approach and examines the engagement effects of visual cues
by applying a combination of inductive and deductive qualitative content analysis. Our
resuls show that images are often used to personalize communication. While on
Facebook the individualization dimension of personalization is more common and
popular, on Instagram its privatization dimension prevails. Furthermore, on Facebook,
users like more giics-related candidateentered images, but on Instagram we could not

find similar effects for more informal visuals.

Keywords: visual political communication, images, social media, user engagement,

personalization, Instagram, Facebook
Introduction

We ae surrounded by visualsuch as photos and other kinds of images in our daily life.

Compared with written or spoken texts, people tend to believe more what they see, and

visuals are easier to remember since they can transmit more specific messages that

more difficult to grasp in verbal communication (Grabe and Bucy, 2009). Although
Apolitical communication today is built on a
political communication research often ignores the visual aspects of communiaattion,

the primary focus still on texts and tebdsed methods. Treated as illustration to textual

or verbal communication, images are still rarely objects of interest on their own

(Stocchetti, 2011). Over the last few years, visuals have been more atefmerfoof

political communication research (e.g. Veneti, Jackson & Lilleker, 2019), however, there

are still numerous underexplored areas. Our research relates to the increasing scholarly
efforts over the | ast f ew opeunicasion stlatagies f ocus on

on social media.
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We argue that from a strategic point of view visuals are strongly connected to the
personalization of political communication. While social mdshsed political
communication tends to be a popular research figld & often connected to
personalization (e.g. Enl i & Skogerbf, 2
aspects. Our article aims to address this gap and highlights visual tools that are applied to
personalize political communication. Furthermdre differentiating between formal and
informal personal visual contents, our research focuses on the individualization (i.e. focus
on the politiciansdé political work) and

and personal background) dinstons of personalization.

At the same time, we intend to bridge three significant gaps in the field of visual political
communication. First, our goal is to elaborate an extensive coding scheme that
investigates images as objects of interest on their m@threr than pure illustration to
textual communication and is thus suitab
visual strategies. Second, while existing studies in the field focus on single platforms, we
adopt a crosplatform approach as thechitectures, affordances and norms of specific

sites significantly shape communication strategies (see Bossetta, 2018). And third, no
study seems to have investigated the effects of different images on user engagement.
While the study of engagement effeaisf politiciansdé communi
emerging subfield in the study of social media and politics (Bene, 2017; Heiss et al.,
2019), most work is limited to textual content. To fill these gaps, our aim is to explore
crossplatform similaritiesand fif er ences i n the patterns al
political communication strategies on Facebook and Instagram during the 2018
Hungarian general election campaign. On the one hand, we hypothesize that
personalization is a prevailing and effeetv. st r at egy of pol i
communication. On the other hand, we expect that on Facaheokdividualization
dimension of personalization will be more frequently used and stimulate higher user

engagement, while on Instagram the privatization dimo@ns the more popular.

Since research currently lacks a portable and adaptable coding model on visual data
(Gerodimos, 2019), we have applied a combination of inductive and deductive qualitative
visual content analysi® create categories, and our @étesfocus specifically on the
details of images. By images we refer only to still images, consequently moving images
Tsuch as videos or gifare excluded from our analysis due to their different visual nature

that requires different methods of analy€sir analysis draws upon a unique dataset that
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includes each imageased Facebook (N = 2992) and Instagram (N = 868) post of
candidates who were active on both platforms during the campaign (N = 51).

Results show that images are often used to personatiz@nunication: while on
Facebook the privatization dimension of personalization is more common and popular,
on Instagram its individualization dimension prevails. Furthermore, while on Facebook
users were more likely to like politieglated candidateenered images, on Instagram

we could not find similar patterns for more informal pictures.

Visual political communication on social media

Visuals have always been part of political communication, they have just become even

more important with technologicalvancesrom the printed press to the television, and

finally the Internet Hand (2012) argues t hat we l i ve i
photography, 06 which is also underlined by sta
photos to Facebook, and 95 nali photos to Instagram (Stout, 2019). This is not

surprising, as it is now faster, easier and more motivating than ever before to take and

share pictures on social media platforms. Due to the proliferation of mobile cameras,

politicians are more visiblénan ever (Messaris, 2019). At the same time, visuals on social

media have become part of political actorsod st

voters (Russmann, Svensson & Larsson, 2019).

Although many scholars argue (see Veneti et al., 2@449) visuals have a huge
importance when politicians communicate with their voters, only over the past few years
has more intense academic attention turned toward them in political communication.
However, political communication studies focusing on imaumege taken a particular
approach to visuals and visual communication for a long time. Even though many
scholars argue that research on political communication should pay genuine attention on
visuals (Graber, 1996; Barnhurst & Quinn, 2012), the real facstdlipredominantly on

texts.

To understand the visual messages and strategies in social media, we ns®ek to
beyond the approach of traditional political communication research that investigates
similar categories for visuals and texts, and insteedyae visuals as objects of interest

on their ownWhile our methodology is based on traditional content analysis, to work out
categories we rely on a comprehensive inductive visual analysis of the specific details of

the images, such as their types o@ fersons depicted inside the frame, cultural and
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political references, the sentiment projected by the depiction, and the visual character of
the image. Candidates use these visual components as purposeful communication tools to
create messages. Hence, waderstand them as elements of strategic political
communication for achieving candidat eso
visual communication. Consequently, our first research question is: What kinds of visual
communication strategies are #ieg by political actors on social media platforms?

(RQ1)

Therefore, the first step of our research strategy is to identify visual tools inductively,
then to develop a coding scheme based on these tools, and finally to analyze the

occurrencesofourcatega es i n politiciansdé visual <co

When it comes to visual political communication, one of the major puzzles is what kind
of political messages can be transmitted through visuals. Although our investigation is
primarily of an explorative nature bause most categories under investigation are not

pre-determined, some hypotheses can still be formulated.

There are strong reasons to hypothesize that social +bad@l visual political
communication is inseparable from personalization (Ekman & Widha0ty/; Metz,
Kruikemeier & Lecheler, 2019). Personalization can be described briefly as the process
in which #Aindividual political actors he
parties and collective ident i talizaien@anfoK a r v ¢
be considered as a new phenomenon (Balmas & Sheafer, 2015), mediatization
(Mazzoleni & Schulz, 1999) and popularization of politics (van Zoonen, 2006), and

especially the logic of new mediahat highlights candidates instead of paitibave

given rise to personalization as a-firstcentr
centuryo (McAllister, 2007, p. 585).

The focus of studies on personalization
behavior, media coverage, andip¢li ci ans 6 communication. Th

the latter aspect and understands personalization as a communication strategy (Hermans
& Vergeer, 2012), which means that politicians intentionally highlight their personal
characteristics rather thah & i r partieso. Soci al medi a s
strategy as they provide an opportunity for candidates to create their own personal profiles
and address their followers directly (Enl

visual conmunication on these platforms can further intensify personalization: while it
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may be difficult to express substantial policy messages through pictures, they are
especially suitable to pr emagavisualtcententandci ansod p
image s t hat hi ghl i ght per sonal traits (Lalance
personal backgrounds (Liebhart & Bernhardt, 2017) are effective tools to foreground

politicians while leaving their parties in the background.

In this study, we investigate thd e gr e e of personalization i n
communication on social media platforms. We argue that politicians are able to
personalize their visual presence on these platforms by offering original visual content

and images depicting themselves. On fthther hand, a nepersonalized visual

communication would predominantly draw upon imported visual materials and pictures

on parties or other political actoM/e expecthat politicians on social media platforms

predominantly use visual communication ergpnalize their appearance (H1).

As many scholars argue (Poulakidakos & Giannouli, 2019; Ekman & Widholm, 2017),

the real question is not about the presence of personalized political communication on

social media, rather its prevalence and the wayptasluced and shared. However, we

have little knowledge on the role of visuals in this matter. Hence, to grasp these less
studied aspect s, we apply Van Ael st and col |
differentiates between two main dimensions of persaioon. First, (1)

individualization means that instead of parties, individual politicians appear as central

actors in the political arena. The second dimension, (2) privatization means that

politicians are presented as private individuals, their petetraaacteristics and lives are

at the forefront of communication instead of their professional features. Interestingly,
Keller & Kleinenrnv on K°nigsl °w (2018) argue that in soc
present as part of the entertaining political cammation style, however,

individualization is more common than privatization. Small (2016) also found that
political | eaders6é personalization strategies
while privatization is rather marginal. These work®ybver, are focused on personalized

textual content, but the visual aspects of personalization are rarely identified.

Investigating Instagram posts, Russmann et al. (2019) and Poulakidakos & Giannouli

(2019) highlight the presence of personalization orggsaand although the visibility of

top candidates is a crucial aspect of these st

and privateo aspects are |l ess emphasized.
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Thus, to operationalize these two dimensions of personalization in terms of asax
political communication, our paper goes beyond existing research. In general, we expect
that both privatization and individualization can be effectively pursued by visual

communication on social media.

Based on the conceptualization discussed abogegngue that individualization relates

to the more formal political work of the candidates, while privatization has an informal
character. Visuals offer great opportunities to add more formal or informal layers to
candi dat esd per son atejvreeddscrioeo(h mdividuatization im n .
personalized visual communication as application of visual tools that highlight candidates
in a rather formal way (e.g. settled image, official clothes etc.), and (2) privatization as
employing visual tools that he depict candidates informally (spontaneous images,
casual clothes etc.). In this research we will discover to what extent candidates use visual
elements that make their communication more formal or informal. Formal and informal
elements of visual commugation are identified by inductive content analysis discussed

in the methods section.

It is important to emphasize that we do not code whether an image is individualized or
privatized per se. Instead, we focus on the extent of the use of visual elenagraset

able to make images more formal or informal. We argue that this approach offers a more
nuanced understanding of politiciansé
communication tools can be employed in one image, and-atwbreecategory coding
scheme that put the particular i mages i ni
6privatized6é would hide this diversity f
more complex as it may simultaneously apply several formal and informall visua
elements to convey messages. An elerbased approach is appropriate to unfold these
strategies as it captures them by contrasting the overall level of usage of formal and

informal visual elements.
Visuals in context. A crossplatform approach

Another @p in the literature is that existing research is limited to single platforms
(Gerodimos, 2019). However, as all communication is cordependent (e.g.
Goffmann, 1956), studies on social media increasingly argue that the architectures
(Bossetta, 2018),arms (boyd, 2014) and affordances of platforms (Bucher & Helmond,
2018) can shape the way communication is conducted on them. To understand political
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actorsoé visual ¢ ommun oucRQY anchdoptadrosspldatfergi es, we s
approach to explorevhat features can be considered general characteristics of social

media visual communication (RQ1a), and what the platfgpecific strategies are

(RQ1b).

In Hungary, politicians use two platforms intensively: Facebook and Instagram (Bene &

Farkas, 2018) Therefore, our crogglatform investigation compares visual

communication tools employed on these sites. Both platforms enable users to connect to

each other, to post visual and textual conteni
feed. However,there are several differences between the sites that may shape
communication on them. Facebook is the most popular social media site in Hungary as

85 per centof the online population use it, and p&r centof them consume news they

receive from it. Ingigram has a smaller, but still significant user base witbe2@enof

the online population registered on it, but onlpét centof them receive news from it

(Newman et al., 2019). While demographically Facebook is a highly diverse platform,

the user bse of Instagram is more specific, as it mostly attracts younger people (see Perrin

& Anderson, 2019). On Facebook, creating a connection between ordinary users requires

reciprocity by default, while on Instagram esided following is the way to connecitiv

someone. Due to this fact and the norms prevailing on these platforms, Facebook

networks are more offlirnanchored (Zhao et al., 2008) even if weak ties proliferate here,

while on Instagram it is more common to follow users who are not known in person.
Political actorsdé status also differs between
is a distinction between ordinary users and pages. The pages usually represent public

actors (actual or fictional persons, organizations, causes, etc.) who can-fideutip

followed. Political actors usually create public Facebook pages that are visually separated

from ordinary users. On Instagram, political actors appear in the same way as ordinary

users (Bossetta, 2018).

As for the role of visual communication, &iacebook it is a widely used tool, although

it is only one of several forms of communication. When text is added to the post, visuals
appear below it, suggesting it is more of an illustration to the textual message. In contrast,
Instagram is built upon sual communication, since all posts must contain some visual
content. Text can be added to them, but it appears below the pictures, and visuals still
dominate the posts with their size. Further, on Instagram there is no option to share posts

or publish hygrlinks. This fact relates to one more important difference between the
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platforms. The dissemination logic of Facebook is virality, as user engagement with posts
is able to extend their visibility beyond direct followers (Bene, 2017). On the other hand,

onlnstagram user engagement cannot distribute messages; the opicaray to make

posts visible beyond followers is to use hashtags (Bossetta, 2018). Finally, it is to be
stressed that in public discourse Instagram is strongly associated with celedomitie

influencers, who visualize intimate details of their personal life for their followers.

The literature demonstrates that politicians use images to pursue personalization
strategies on both platforms. ViFRcebhobk hay
posts with their more personal and emotional features, and the presence of personalization
I's higher in the case of politiciansd Fac
visuals (Metz, Kruikemeier &Lecheler, 2019). Communication olmstagram is
predominantly based on sdifanding snapshots that typically aim to convey

Al mmedi acy, mobility and intimacyo ( Ekma
studies focus on single platforms, we have no knowledge regardingptatissm

differences and similarities in personalized visual communication.

While we expect that on both platforms visuals are primarily used for candidate
personalization, based on the differences discussed above, we assume that visual political
communication on Insgram is more informal and thereby more focused on the
privatization dimension of personalization than on Facebook (H2), while on Instagram

l mages should be used to display more in
the individualization dimensn of personalization (H3). On Facebook, political actors

are distinguished from ordinary users, as they appear as public figures; news consumption
IS common on the site; and politicians can draw upon textual cues more intensively to
express political mesges. Thereby Facebook is more suitable to highlight the
candidatedéds formal, political self. I n c
ordinary users; political content rarely appears in the news feed; and due to the fact that
users can rglless on textual dr because they are less likely to follow people they interact

with offline i personal cues, visuals are extensively used to express something of the

i ndividual 6s personal character, similar
influencers represent themselves there. For these reasons, on Instagram politicians are
under stronger pressure to exhibit their personal life and background rather than their

political work.
The effects of visual tools on user engagement
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Invariably, polt i c a | actorsbo pur pose i s t o influen
communication. Hence, it is highly important to investigate how voters respond to
candidates6 visual communication on soci al me
investigates the effecsf di fferent communicative el ements
media posts on user engagement (Bene, 2017; Heiss et al., 2019). User engagement is a

proper outcome to measure the success of communication on both platforms, even if the

reasons for engagemt are different. On Facebook, triggering user engagement is a

strategic goal in itself, as reactions, comments and shares can significantly increase the

visibility of a particular post due to both the viralinased dissemination logic of the

platform (Bene, 2017) and the engagemeantric operation of the filtering algorithm

(Bucher, 2012). On Instagram, considering the lack of virality and the less invasive use

of algorithmic filtering (Bossetta, 2018), the strategic relevance of user engagement is

more limited, but it can still be perceived as a proxy of the popularity and success of a

post. However, all previous research has focused on the content of the posts in general

without a distinct attention on the effects of different visual cues. Thereferep not

know what kind of images perform well on social media platforms. This is the third gap

our research aims to address. Thus, we also focus on the questions of what types of visual

tools trigger O0likes6é as t henfomo(R@2a)addel y used
what crossplatform similarities and differences we can identify in the liking response to

politiciansd visual communication (RQ2b) .

Existing work extensively demonstrates that ¢
character anactivity is more frequently liked on Facebook (Bene, 2017; Heiss et al.,

2019; Gerodimos & Justinussen, 2015). In line with these findings, we expect that
personalized images will be more liked on both platforms (H4), but based on the above

discussion of wssplatform differences, we also hypothesize that on Facebook, users

may be more open to formal, political werélated individualized images (H5), while on

Instagram, privatized pictures should be more likely to be liked (H6).
Methods
Data

This reseech draws upon a unique dataset that includes all social media activities and
several individual characteristics (gender, incumbency, etc.) of candidates who either

reached at least 1 per cent of the votes in any of the 106-snegider districts or were
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named in any of the first 30 places of a party list that received at least 0.5 per cent of votes
(8 party lists) (N = 633) While the level of Facebook adoption was extremely high across
Hungarian politicians (82%), Instagram use was at an early devatbgohase (10%).

Of this dataset, this project considers those candidates who owned both Facebook and
Instagram accounts at the time of the election (N = 51). Oppositional politicians (72%)
and men (79%), are overrepresented among politicians who use latitinps, whose

median age is 41. Our research focuses on all Facebook posts (N = 2925) and Instagram
posts (N = 858) containing pictures posted from the official starting day of the 2018
Hungarian general election campaign to polling day"@&&bruary to8th April, 2018)3

On Facebook, 51 per cent of all posts included pictures, while on Instagram that
proportion was 93 per cent (the remaining 7% was video content). The visual content and
context of pictures were coded by undergraduates. As coding wstiatial may allow

more space to subjective judgments than textual data, each post was coded by three
independent coders, and we accept only those codes that were recorded by at least two
coder s. Figure 1 shows 't he gecpbstingiort both di st

platforms.

Activity distibution of politicians on Facebook ‘

politicians

no of posts
S
o

L=

Activity distibution of politicians on Instagram

150
a
% 100
(=8
'S
o 50
c
0
politicians
Figure 1. Activity di stri bution of politiciansd i mage
Variables
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Since there is a lack of studies that ensure portable and adaptable analysis on visual data

(Gerodimos, 2019), we have applied a combination of ingeietnd deductive qualitative

visual content analysis. Inductive content analysis is useful when there is a gap in the

existing literature on the topic E| o

& Ky nVWe?esiployed B dn& yandom 10

percent of the images (N = 386) that were first opmahed to create categories that focus

specifically on the details of images, then these categories were grouped into higher

categories. The aim of the inductive analysis was to formulate categories that describe the

images in a detailed way and find the shappropriate groups of categories that help

investigate as many aspects of the image as possible. After formulating a detailed and

exhaust

visual communication, we identifiedeenents that made images more formal or informal.

i ve

codi

ng scheme

t hat

covers

t he

For this, we drew upon the experiences of the inductive analysis. Categories that we could

not assign to the formal/informal dimensions are not removed from our investigation, as

they still represent impaxht indicators of visual political communication strategy, and

they function as crucial control variables during the analysis. It is important to note that

most categories are treated as-nautually exclusive elements, and we coded them if

they appearedithe pictures. Table 1 notes categories that are mutually exclusive.

Table 1. Conceptualization of categories

Groups of | Category Interpretation Indicat | Connection
categories or of2
Photo still image taken by a camera G
Screenshot shapshot of a display G
Image macro | image with text, without party symbol G mutually
Campaign image with text and separately indicated F exclusive
flyer party symbol . categories
Only text although uploaded as an image, only tey G
is visible
Cartoon drawing/armation G
Type Montage an image consisting several photos G
separated by a frame
Albumé more photos per post G
Selfie a picture that someone has taken of I
oneself
Own content | a picture taken by the candidate or his/h| P
staff
Meaningful additional information in the caption G
capture
Official official environment F
Campaign campaign event F
Content Policy visual representation of policies F
Non-political | without political message and personal | |
information
Personal personal life I
People in Candidate P
pictures Othgr. F
politician
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Family |
member
Ordinary G
citizens
Candidate | Official e.g. suit, shirt, tie F
in the clothing mutually
picture CaSL!aI casual clothes, e.g. jeanssHirt | exclusive
clothing categories
Campaign e.g. tshirt, coat or cap with party logo F
clothing
Popular e.g. movies, pop music, sport |
culture
Cult_qraV Partysymbol |of f i cial |l ogo of «c|F
political - -
reference Party colors of ficial colors of]|F
Hungarian any appearance of the Hungarian flag | G
flag
Spontaneous | not preplanned | mutually
Feature | Settled pre-planned F exclusive
categories
Positive optimistic tone, successes G
) Negative pessimistic éne, conflicts, criticisms G mutually
Sentiment Neutral neither positive nor negative G eXCIUSN-e
- — - categories
Mixed both positive and negative G

Note: 2= general visual communication feature (G), personalization in general (P), formal feature of personalization

(F), and informal featurefgersonalization ().

The aim of the first three groups of categories is to identify basic visual tools and their
broader context. We identified ttygpeof images to reveal their visual nature. First, we
distinguished between different types of visuahges, such as photo, screenshot, image
macro, campaign flyer, ontiext images, cartoon, montage, albums, and selfies. While
most of these categories can be used both as formal or informal tools, selfies have a more
informal nature, and campaign flyers ayenerally related to formal political objects.
Second, we investigated whether thélnpart,|
our conceptualization this is one of the two indicators of personalization: if politicians
distribute their own selimade visuals on their own personal pages to their own followers,

the visual communication is regarded as highly personal. By introducing the category of
Omeaningf ul captiond we can investigate
interested only in theffects of visual elements on user engagement, this variable is also
used to remove from the multivariate analysis those pictures where the caption makes a
significant contribution to the post. Regardiogntenf we concentrated on what the
images are ahot : oof ficiald political c-polititak x t
topicd or the candidatebds Opersonal6 bac
related content are used to present formal political objects, images -piohtical and

personal topics make posts more informal.
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The categorypeople in pictureshows the subjects of images. Furthermore, it refers to
Aconnectivityo (Ekman & Widhol m, 2017) throug
with o6other politiciaonedbdi mdm@ayni tyt meenbed s o6 Qur
indicator of personalization is whether candidates appear in the images. Pictures of the

politicians who own the social media profile are considered as personalized content in

themselves. Images depicting poiteans 6 f ami |y members are consi
while pictures depicting other politicians are related to formal political work. It would be

difficult to assess whether showing ordinary citizens in pictures contributes to convey a

formal or informal imageHowever, as politicians are keen to apply this element in their

visual communication, it is important for our coding scheme to be able to capture it.

Clothes can also create connections: official and campaign clothing highlight the

candi dat edeswhife odsualticlotltea dreate more informal impressions.

Cultural and political referenceselp understand the cultural and political object of
messages: t hcruolutgunr adl pbo pruelfaerr ences politicians
and createamoreimfr mal and ordinary atmosphere. O6Part.y
logos refer to the importance of the party, and thereby relate to the formal dimension. The

use of the O6Hungarian flagbé or its colors may
itself this element cannot be connected to the formal or informal dimensieatures

and sentimentsof the images are indicators of the overall nature of pictures.

60Spontaneousdé pictures typical-piegevsumle.vey a mor

Sentimentis d way s an I mportant aspect of any cont
communication. Il n order to identify O&ésenti me
account.

To investigate what features can be considered as general characteristics of social media

visual communication (RQ1a) and what are the plattepacific strategies (RQ1b)

employed by candidates on Facebook and Instagram, the shares of the presence of these
categories are compared on the two platforfiesanswer the second research question,

namelywhéa t ypes of visual tools trigger Ol ikesodo
user reaction form (RQ2a), and what crpttform similarities and differences can be

identified in the liking activity (RQ2bYhese categories serve as independent varigbles

multivariate models where the number of likes rikEsook=219; SDrp=734;

MinsTacram=85 SD=226) are the outcomes. The meaning of liking content on social

media is not straightforward at all, but its name and visual appearance (a-iqumbs
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on FB andh heart icon on Instagram) indicate that liking is designed to express some sort

of agreement with the content. This is an instant, easily available and widely used form

of reaction on both platforms, but an important difference beyond their visual design

that on Facebook five other instant reaction buttons representing different emotions are
at the usersd disposal, while on I nstagr
Despite the wider choice avai lfoarbofreactbno us e
on Facebook, as during the Hungarian campaign, 88 per cent of all reactions entailed
liking (Bene & Farkas, 2018).

To account for other potential confounding factors, several control variables are entered
into the models that are summaizin Table 2. As our dependent variables are-over
dispersed count data and they are nested in the level of pages, we ran multilevel negative

binomial regression models with a random intercept on the level of candidates.

Table 2. Descriptives on the postpage and candidatelevel control variables.

Level control variable code Facebook Instagram
Mean (SD) Share (of alll Mean (SD) | Share (of all
posts) posts)
day of the post mode = 51 mode = 51
Length of the 141 (388) 103 (134)
post level | text
No. of hashtags 0.6 (1.64) 3.47 (3.86)
No. of followers 26515 (82972 956 (1634)
page level
No of posts 91 (51) 51 (48)
Gender O=male female = female = 32%
1 =female 16%
Party affiliation | 0= opp. party gov.party = gov.party =
1 = gov party 40% 18%
candidate Incumbency 0 = not incumbent = incumbent =
level incumbent 33% 23%
1 =incumbent
Local political| 0 = not have local local politician
position 1 = major or politician = =41%
local rep. 45%
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Findings

Table 3 shows thexéent to which our categories are present in the visual communication

of each platform. To estimate the significance of differences between platforms, chi
squared tests are calculated for each category. As a robustness cheqkackd tests

are also pgormed on sutsamples without the posts of the three most active politicians

by platform. Findings indicate that while the general patterns of visual communication
are similar on the two platforms, significant variations exist in almost all categoigs. It
important to note that there is some overlap between the sites: 9 per cent of pictures posted
on Facebook are also shared on Instagram, conversely, 30 per cent of Instagram pictures
also appear on Facebook. The last column of Table 3 shows the chstiestef images

that were present on both platforms.
Personalization in Politiciansd Vi sual Commun

The findings show that the visual communication on both platforms is highly
personalized, so our first hypothesis is supported. The majority oflwismaboth
platforms are selmade pictures depicting the candidates. However, visual
communication on Instagram is much more personalized than on Facebook. While on
Facebook only little more than 50% of images arersalfle and depict the candidate, on
Instagram 9 out of 10 visuals are original content, andthiwds of them show the
politicians who own the profile. Overall, on Facebook 66% of images can be considered
personalized in terms of containing seibde and/or candidafecused pictures, while

on Instagram this is true for 95% of the posts. Visuals that were posted on both platforms
are also extremely personalized, with very similar distributions as in Instagram posts. It
seems that while candidates post numerouspsssonalized visuals on Faaak, only

the personalized ones are crpssted on Instagram.

Another major difference between the platforms is evident when we turn to the informal
and formal elements of visual communication. Beyond the overall distribution, we
calculated the share ofinelements for personalized posts separatéiag@ 7' column

in Table 3), but the main patterns are the same as in the total sample. With the exception
of campaign clothing, each formal element is significantly more employed on Facebook
than Instagramwhile the informal elements are presented in larger degree on Instagram
than Facebook. Therefore, our second and third hypotheses are supported. Visuals on

Facebook are predominantly about the campaign, they are taken in official settings and
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the candidtes usually appear in official clothes. Many of them are campaign flyers, they
often show official contexts or transmit policy messages, and other politicians, logos and
party colors are also frequently depicted. On Instagram, the pictures are more often
spontaneous and candidates are as often shown in casual as in official dress. A large
number of images show family members, convey-political or personal messages, and

are frequently taken as selfies. However, it is important to stress that formal esle@meen

also largely present on Instagram. Most posts are campalaped, and even if their
shares are lower than on Facebook, official clothing, other politicians, logos, party colors
and settled design are still frequently employed on Instagram. Itssé®ah while
individualization has a strong presence on both platforms, it is dominant on Facebook,
while on Instagram it is mingled with privatization. This conclusion indicates that beyond
the common patterns, on Instagram visual communication is margoof to exhibit the
Ohumané sides of politicians, whil e on
candidat esd6 pol i tpostedimagespthekchara&esistics of these ar® s s
more similar to Instagram than Facebook visuals, as thesrgilynfeature more informal

and fewer formal elements.
Beyond Personalization: General features

Beyond the patterns of personalized communication, our results show several interesting
characteristics of visual commuaiion in general. Turning to the formal features, the
large majority of pictures are photos on both platforms, but their percentage is much
higher on Instagram. While pictures are usually posted separately, uploading several
photos as an album is quite maban Facebook, while exceptional on Instagram. Although
texts are usually added to pictures (91 per cent on Instagram, and 88 per cent on
Facebook), their function differs on the two sites. Text carries additional information
beyond the pictures in aimdstlf of the posts on Facebook, while on Instagram it usually
only accompanies pictures without any meaningful contribution. Also, politicians are
eager to post visuals of ordinary citizens on both platforms, and in about a third of these
posts (39% on Fabook and 33% on Instagram) they are presented in the company of
the candidates. Further, while national symbols frequently feature in pictures, cultural

references are equally exceptional on both sites.
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The sentiment of posts with pictures is predominyampibsitive, while content with

negative or mixed sentiments is an exception. This is true for both platforms, but visual

communication on Instagram seems to be somewhat more positive.

Table 3 Patterns of visual communication on Facebook and Instagram. (@arrences in

percentages) (significant deviations are in bold)

Groups of Category % % P (Chi | %in % in Crossposted
categories Facebook| Instagran | Squared| personali | personalized
(N) (N) test) zed posts | posts (1)
(FB)
Photo 57.4% 91.6% <.001 78.3% 95.9% (816) | 89% (283)
(2925) (858) (1934)
Screenshot 2.2% 0.5% <.001 0.7% 0.4% (816) 0.1% (283)
(2925) (858) (1934)
Image macro | 6.3% 2.1% <.001 1.2% 1.4% (816) 2.8% (283)
(2925) (858) (1934)
Only text 1.1% 0% 0.0% (816) 0% (283)
(2925) (858) (1934)
Tvpe Cartoon 1.3% 0.3% <.05 0.2% 0.0% (816) 0% (283)
yp (2925) | (858) (1934)
Montage 2% 2.1% >.05 2.6% 2.2% (816) 2.5% (283)
(2893) (858) (1934)
Album 31.1% 5.9% <.001 | 43.7% 6.1% (816) 23.5% (283)
(2893) | (858) (1934)
Seffie 3% 11.1% <001 | 4.4% 11.8% (816) | 13.2% (283)
(2893) (858) (1934)
OWN 53.%% 91.8% <.001 | 80.6% 96.3% (816) | 86.5% (283)
CONTENT | (2893) | (858) (1934)
Meaningful 47.%% 20.3% <.001 52% 20.6% (816) | 45.2% (283)
caption (2893) (858) (1934)
Content
Non-political 8.5% 8% 11.4% (816) | 10.7% (283)
(2893) (858) (1934)
Personal 3. 16.6% <.001 | 5.7% 17.4% (816) | 13.2% (283)
(2893) (858) (1934)
People in 51.9% 67.8% <001 | 77.7% 71.3% (816) | 77.9% (283)
pictures | CANDIDATE | 5593) | (858) (1934)
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Family 6.4% (816) 5.3% (283)
member (2893) (858) (1934)

Ordinary 30.5% 27.5% >.09 38.2% 27.9% (816) | 31% (B3)
citizens (2893) (858) (1934)

picture

Candidate in the| Casual

clothing

Cultural/political

Popular
culture

23.7%
(2477)

(2893)

46.5%6
(563)

(858)

<.001

23.7%
(1477)

1.4%
(1934)

46.4% (563)

1.6% (816)

35.8% (215)

1.4% (283)

reference
Hungarian flag 5.9% (816) 8.9% (283)
(2893) (858) (1934)
Spontaneous | 43.8% 50.26 <.0012 | 48.5% 52.1% (816) | 38.7% (283)
2777) (858) (1911)
Feature
Positive 57.1% 64.%% 63.7% 64.9% (774) | 70% (266)
(2604) (825) (1805)
Negative 6.1% 1.2% <.001 2% 1% (774) 1.5% (266)
(2604) (825) (1805)
Sentiment
Neutral 28.6% 31% >.09 29.5% 31.1% (774) | 22.2% (266)
(2604) (825) (1805)
Mixed 8.2% 3.4% <.001 4.8% 3% (774) 6% (266)
(2604) (825) (1805)

Notes: Formal elements are highlighted with dark gray and informal elements with light gray. Elements defining
personalization is bolded and uppercased. The fluctuation of saiglacross categories is due to the fact that for
multiple choice items cases were removed where all three coders marked differentwaiuissnot significant
(p>0.05) when the three most active politicians for each platform are removed fromiyls&saia it is significant
(p<0.05) when the three most active politicians for each platform are removed from the analysis.

Visual communication and user engagement

Turning to the engagement patterns associated with different visual communication tools,
the results of multilevel negative binomial regression models are shown in Table 4. In

order to avoid bias due to captions, the analyses have been limited to posts where textual

content does not carry any additional information. This means that 47.4%c@bdok

(N=1371), and 20.3% of Instagram (N=174) posts were removed from the original dataset

for this analysis.




Results provide mixed support to our hypotheses. On both platforms, users are more likely
to like pictures where the candidates are featu@shsequently H4, claiming that
personalized images will be more liked on both platforms, is supported. On Facebook,
where politicians use many i mported pictures,
No significant relationship can be found on Instagriant this may be due to the fact that

on this platform almost all pictures are selhde, so the variance of this variable is low.
Turning to the formal and informal elements, it seems that on Facebook people
particularly like visuals where political worls more at the forefront, such as policy
content and posts where logos appear, while on Instagram, these visual tools do not trigger
more reactions. Further, campaign flyers are also significantly less frequently liked on
Instagram. However, several regsutontradict our expectations, such as the higher
popularity of norpolitical content on Facebook. Also, in some cases we found similar
patterns on both platforms. Some informal elements exhibit the same patterns on both
platforms. Depiction of family mebers is popular, while spontaneous pictures are
unpopular among users on both platforms. Further, selfies, personal content and
references to popular cultural objects show no significant relationship with likes on either
platform. Overall, findings supporH5, as formal elements are rather favored on
Facebook but not on Instagram. However, this does not mean that informal elements are
more popular on Instagram: actually, only one informal communication tool, the
appearance of family members, seems to prevokre likes from Instagram followers,

but this is also true for Facebook. Consequently, we need to reject our H6 as privatized

images are not more popular on Instagram.

Table 4 Randomintercept (candidate-level) negative binomial regression estimates ifthe

number of | ikes on candidatesd post s

Groups Category Facebook Instagram

Image macr® .33 (.11 -.18(.12)
Montagé -.28(.17) .05 (.14)
Type
Album -.33(.07y" -.00(.08)
Selffie -.08(.13) -.08(.05)
OWN CONTENT .48 (.08 -.11(.08)
Content
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Cultural/political

Non-political A3 (.12) -.12(.07)
Personal .04 (.15) .01(.06)
CANDIDATE .32(.09™ .23 (.04)™
People in
pictures
Family member .64(.18)™" .26 (.06)™
Ordinary citizens -.06 (.06) -.16 (.03)™
Popular culture 27 (19 A17(.112)

reference
Hungarian flag -.17(.07y .08(.06)
Feature Spontaneot?s -.21(.06) -.11 (.04~
Positive
.18 (.06)” .16 (.04)™
Sentiment Negativé
-.43 (12" -.11(.16)
Mixede -.07 (19 -.03(11)
Day .01 (.00y™ .00 (.00y™
Length of text .00 (.00) -.00 (.00)
Number of hashtags -.01 (.02) .01 (.01)
Number of followers .00 (.00y™ .00 (.00)™
Controls
Number of posts .00 (.00) .00 (.00)
Party 1.70(.54)" 27 (33
Gender 41(.34) .22 (.23
Incumbent .92(.37) .18 (.23
Local position -1.03(.44y -.12 (.3)
Constant 2.69 (.30™ 3.21 (13
Variance of random intercef .81(.90) .30 (.55
Log-likelihood -6806 -2631
Disp. Parameter 1.919 (.07 12.207 (.89
AIC 13682 5333
N Level 1/Level 2 1277149 629/46

Note:Formal elements are highlighted with dark gray and informal elements with light gray. Elements defining
personalization is bolded and uppercasg&t@dndard errors are in parenthedpss .10; *p < .05; **p <.01; ***p <
.001.2Photo $ the reference catego®/Settled is the reference categdtileural is the reference category.

Discussion and Conclusion

Thi s s

tudy has

investigated

Hungari an

and Instagram. The research was designed itigdrthree gaps in the literature: (1) it

p o

investigates images as objects of interest on their own; (2) moves beyond the single

platform approach; and (3) explores the engagement patterns associated with the use of
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different visual tools. Although the primapurpose of the study is explorative, it has also
tested hypotheses regarding the personalized nature of visual communication and its

crossplatform variations.

Our findings on political actorsoarginsual C omim
line with those of texbased research (s&en | | & Sk ogteerptesence &0 1 3)
personalization in visual tools is highly significant, as politicians often upload images that

depict themselves and their own visual content, and these images are alsogopuotar

their followers on both Facebook and Instagram. Thus, personalizatidpe considered

as a general feature of social media visual communicaktiowever, there are major

differences in the level of personalization of visual communication betwetwo

platforms, as images are much more personalized on Instagram than Facebook.

When it comes to the type of personalization employed by candidates, the results show

further differences between the two platforms. Findings suggest that Instagramdras a m

informal character with more spontaneous, -potitical and casual images, while on

Facebook more formal, settled and o6politicald
effects of visual cues, it seems that formal visual elements are more papéacebook

than Instagram, however informal elements are not more likely to be liked by Instagram

users. It can be said that visual communication on Instagram is related more to the

privatization dimension of personalization, while on Facebook the ingilihtion

component is more frequently displayed.

Interestingly, images that were posted on both platforms are closer to a typical Instagram

than Facebook post. It seems that politicians post their Instagyarpatible Facebook

images on Instagram, too.hiE indicates that politicians strategically use visual
communication on these platforms, based on a more or less definite notion about the types

of visuals that conform to the norms and demands of the users of these social media sites.

However, thisnotin does not seem to be particularly r
preferences: according to our findings, there is only a minor overlap between the visual

elements preferred by politicians and users. Nonetheless, Instagram is a truly new
phenomenon in pitical communication in Hungary. This was the first election when

politicians intensively used it, therefore they may have lacked the relevant expertise

needed to run an effective campaign on it. Future studies that specifically focus on
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temporal dynamic®f the supply and demand of visual elements could confirm this

preliminary observation.

An important further step could be the investigation of differences in visual
communication depending on party affiliation. Furthermore, it would be interesting to
understand how politicians run their pages. An important question is if they draw upon
external experts and their partiesd gui de
by themselves in a more amateur or intuitive {alatterror way. It would alsde
important to assess genespecific differences in visual communication. Additionally,

this study suggests that it is necessary to adopt a-plagerm approach when
investigating visual communication, as specific features of the particular platianas
different effects on usage patterns (Bossetta, 2018). Future studies should expand the
investigation to platforms that we cannot explore here, because in the Hungarian context
they are not extensively used for political communication. Also, whike thia first
attempt to measure the engagement patterns associated with different forms of visual
communication, it would be useful to combine visual and-based methods in future
research on user engagement. While some studies take into accountxhaihaed

visual elements of social media posts when investigating effects on user engagement
(Bene, 2017; Heiss et al., 2019), their conceptual framework and category system does
not distinguish between visuals and texts. It could be a major move foirwtrel study

of user engagement if visual and textual elements were distinctly categorized. We hope

that our coding scheme can contribute to this endeavor.

This study has several limitations. First, we have ignored a crucial type of visual
communication,.e. videos. The reason is that we do not think that the same coding
scheme can be applied for images and videos. However, as videos may be an even more
neglected topic in political communication than images, it would be vitally important to
focus on itsole and usage in political communication. Second, we are aware that content
analysis carried out by multiple coders cannot cover the wide array of visual elements
and meanings conveyed by images. Third, this method cannot handle the connections
between theelements of the images that shape the meaning and message of the image.

Future application of qualitative approaches should help bridge these gaps.

Notes
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1. Defining what visuals are is challenging, since authors from different visual
research fields highlig different aspects of the notion (see Rose, 2001; Kenney,
2008). Our investigation is limited to images uploaded to social media
platforms: photos, screenshots, drawings, campaign flyers, and image macros,
while moving images are excluded from the analys

2. Data were collected by the authors and undergraduates from the University of
Szeged under the administration of Norbert Merkovity.

3. Facebook posts were collected by using the Phigamed faceboegagepost
scraper package (se#ps://github.com/minimaxir/facebogkagepostscraper,)
while for downloading Instagram content we used the instagmaaper
package (sebttpsi/github.com/rarcega/instagraserapey via Facebook API.

At the time of the data collection, the access to collect data from public
Facebook pages were not limited or restricted.

4. An i mage is the candidateds owateocontent if
his/her staff, and the candidate shares it as his/her own content that is usually
related to the campaign or the candidate's weekdays. The originality of the
image has been decided by paying attention to the whole post and the caption as
well: if the candidate did not indicate that the image was shared from another
source, e.g. other political actors, citizens or media, or it was not an obviously
re-used image (widelgirculated photos about political actors, imported
illustrations etc.), we codedais an own content.

5. For the analysis, we used gimmADMB R package.

6. Inthe case of alboums, only the opening pictures were coded.
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Abstract

Along with the recent boom in support of populist movementSurope, social media
seems to be the ideal place for their interaction with the public. While Facebook has been
thoroughly explored for populist campaigning, there is still scarce research on visual
aspects of their communication. Analyzing the 2019 Ewogarliament campaign, this
study seeks to determine the distinct characteristics of a populist visual communication
style and its differences in relation to the fmopulist parties. Applying quantitative
content analysis to the images (N=997) poste#farebook by political parties from 28
countries enabled us to show that there is a predominance of similarities in both
communication styles. Although populists demonstrated a higher propensity to depict
their leader and use national symbols, these wepeptions to the overwhelming

evidence of uniformity in campaigning methods. Hence, we argue that despite evidence
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of textual differences, populist communication does not explicitly manifest through

images.

Keywords: visual communication, political commuaiton, populism, Facebook,

elections
Introduction

As political communication research unde:]
and Joo, 2021), increased attention has been paid to the resonant power of images to evoke
strong emotions (e.g. Colemand Wu, 2015), to act as a source of political information

that are processed quickly (e.g Graber, 1996), and to shape attitudes and behaviours (e.g.
Banducci et al., 2008). On account of these characteristics, some have argued that there
is a natural tibetween populists and visual communication (Kriesi, 2014), which recent
empirical evidence would seem to support
TV-/video-studio (Author, 2021), the Sweden Democrats use visuals to share more
private moments #n nonpopulist parties (Ekman and Widholm, 2017), while populists

such as Trump have privileged patriotic symbols in their visual campaigning strategy
(Mufoz and Towner, 2017) . Given the vist
(Larsson, 2020), saalimedia has been central to these debates. Indeed, some have argued

t hat there are Omutual affordancesd bet

facilitated the rise of populism in many Western democracies (Hopster, 2020).

It is therefore of growingmportance to understand how populist politicians are using the
visual affordances of social media, and whether a distinct populist visual communication

style exists. This becomes more urgent when we consider that, so far, studies on populist

communicatorhave | argely focused on textual el
picture of what populism iso6 (Bucy and J
wor k examines populist visual communicat.i

Caetano, 2021)singlecountry studies still prevail, and only through further research
across multiple national contexts and electoral settings will we understand the dynamics

of populist and nompopulist visual campaigning styles.

In this paper, we investigate thdfdrences and similarities between populist and-non
popul i st a c-tased wstal deranweidatmro We apply a quantitative visual
content analysis focusing on still images on a random sample (N= 997) of the image

based political communicationof par e s 6 Facebook pages from
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the 2019 European Parliamentary (EP) campaign. Despite the expectations of the
literature, we do not find a strikingly distinctive populist visual communication style,
which leads us to consider the explamag for this. In so doing, we argue that visually,
populist parties more resemble Rpopulists than vice versa; a point that opens up a
number of reflections on the nature of campaigning on social media. Among other
explanations, this convergence may the consequence of the increasing level of
professionalization of digital campaigning that offers rather uniform patterns of visual

communication.
Populism: approaches and features

Our work applies two key approaches in the study of populism: an@&tic approach
and a communicatienentric approach. First, as we compare the communication patterns
of pre-defined populists and ngpopulist parties, we follow the actoentric approach

that defines populismasathinent r ed i de ol o g gtytdihke hlitamatel)c onsi der s

separated into two homogeneous and antagoni st
corrupt eliteo, and which argues that pol it
g®n®r ale (gener al will) ofuddhebpe@d20sd) (Mppde

is often used to differentiate between populist andpapulist actors, and our empirical

investigation draws upon such categorization. Nevertheless, while our research is

designed to identify similarities and differences in popsilisnd norpopul i st s o
communication, our hypotheses are motivated by the approach that considers populism a
communication styl e. For t his, we apply de
communication approach, where the main dimensions of populist politicalrast 6
communication are (1) peopéentrism, (2) antelitism, (3) and reference to egtoups

(de Vreese et al., 2018). However, as these are all rather cagigetd dimensions, we
supplement it with Moffittds wsastdf&ysopol i ti cal
the symbolically mediated performances, specifically the visual aspects. In line with that,

these contentlimensions are supplemented with two style features, (4) bad manners, and

(5) crisiscommunication.

Beside these main dimensionsddreyond the conceptual debate about the definition of
populism, research identified several additional characteristics and recurring elements
that are not its constitutive features, but widely characterize populist communication. The

role of the leadersi of t en emphasized in populist commun
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peopled, but also represent them, thus 1t/
at the same time (van Zoonen, 2005) . Th
depictingtheleaglr 6 s physi cal proximity to ordinail
activities. For the extraordinary image, the leader must show the ability to be the voice of
60t he peopled by showing their Astrong, Vi
Further, crisis and threat communication involve emotionalization and simplification.

Emotional and passionate performances c a
peopl ed, but by arousing negative egnotio
threatened by o6the elited or O6the others
tool ki t: populists are often Anoffering s
simplification of political i 1813. Crisisaotld o n s
be further emphasized both rhetorically and visually by representing military and armed

forces.
Populism, social media and visuals

Previous studies have shown that social media platforms are particularly suitable for
populist communictgon. Engesser and colleagues (2017) argue that social media
platforms and the logic of connective actioientified by Bennett and Segerberg (2012)

as a driver of political activity on these platformsprovide a great opportunity for
populist actors t@pread and articulate their ideas. Here, personal action frames that are
underspecified and open to different interpretations and personal narratives can spread
well, which fits well with the peopleentric and amtelite character of populist
communicabn. Indeed, existing studies showed that populist appeals spread well on
social media, and users are eager to react, comment on, and share populist messages
(Authors, 2021). Also, the fact that social media messages can reach users without the
interferene of journalist gatekeepers creates an appropriate context for bad mannered
style communication, as well as oversimplified aalitist, and exclusionary messages.
News media frequently present populist messages in a highly critical frame, highlighting
ther contradictions and adding important contextual details (Wettstein et al., 2018). On

social media, populist messages can spread in an unfiltered way.
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On the face of it, the extensive opportunities of imbgeed visual communication on
social media maylso benefit populist actors. Visudtssuch as nonverbal displays, can
effectively shape emotional attitudes (Coleman and Wu, 2015), thus images might be a
powerful way of populist emotionalization on social media. As for negativity, visuals are
suitable © express polarized topics in a pretended moderated way by applying a
communicative camouflage through the creation of divergent and ambivalent pictures,
instead of straightforward and recognizable symbols (Adami, 2020), and their meanings
are not bound ttanguage barriers (Hokka and Nelimarkka, 2019). Further, images can
transmit messages that are easier to understand than verbal messages (Graber, 1996), they
are able to cut down complex political issues into oversimplified visual messages
(Zelizer, 2010) and hence, they might be highly useful tools of populist simplification.
Indeed, Larsson (2020) finds that compared with-populist parties, populists could

achieve higher user engagement on Facebook with their visual posts.

While it seems that poputiactors can benefit from the visual culture of social media, it

is unclear if there is a distinct visual communication style characterizing populist actors.

While for textual discourse there is an expanding body of literature documenting how

populist commnication differs from nomopulist, and identifies the ingredients of

populist communication (Aalberg et al, 2016), our knowledge is more limited when it

comes to the visual aspects of communication. One strand of existing literature examines

the visual faming that politicians (including populists) are subject to in mainstream

media (while acknowledging that politicians are far from passive objects in this process).

In the most comprehensive presentation of populist visual framing so far, based on US

cand dat esd0 depiction in television coverage fr
define the visual el ements of the APopulist C
two broad categories: mass appeal and ordinariness. Mass appeal refers to the depiction

of celebrities, large audiences, approving audiences, and interaction with crowds, while
ordinariness contains visual categories of informal attire, casual dress, athletic clothing,

ordinary people and physical activity.

A second strand of the literatlieo c uses mor e on populist actorsbo
styles and strategies. Gimenez and Schwarz (2016), for example, examine the visual

communication styles of the French National

14 while visuals can be understood as both still and moving images, our research focuses only on still
i mages (e.g. photographs), and when we use the term 06v
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describing the different visualconstc t i on of Ot he peopl ed anc
by differentiating between the depiction
and representing the peopleodo (p. 226) . W
performative elements ofgiit-wing populist leaders, such as the celebrity culile
self-presentation by the careful selection of meeting places, clothes and the people who
are depicted with the politicians. Analysing the visual -sgfiresentation of Jair

Bol sonar o,nd@ketand (2021) aentfy three main groups of populist images:

(1) showing ordinariness by mirroring the people; (2) performing extraordinariness by
bringing ordinary elements into extraordinary situations; and (3) presenting symbols of
power. Investigagtn g Trumpdés technological perforn
Baldwin-Philippi (2018) argues that amateur production techniques, such as the low
quality of images, poorly shot or pixelated images are features of populist
communication. Focusing on righting populist actors on Instagram, Bast (2021)
showed that populist visual messages are similar to-populist visual political
communication in terms of showing expertise and trustworthiness, popularity, as well as

private and positive content.

Finally, there are a few studies with a general focus on visual political communication
that describe some specific populist features. Ekman and Widholm (2017) analyzed
Swedish politicians' Instagram communication and found that-wghg populists are

keen on shring more private content than npapulists. Moreover, investigating election
posters in online and offline campaigns, Johansson and-Batika (2019) argue that

posters are more used for negative campaigning in the case of populist parties.
Research qeestion and hypotheses

Amidst this growing literature on the visual aspects of populist communication, a number

of shortcomings still remain. First, studies often concentrate on a few specific elements
rather than offering a more overarching understandowypopulist communication.
Second, these studies are mainly sirrglentry studies focusing on a few, mostly right

wing populist leaders, thus it is very difficult to generalize their findings. Third,
investigating sol ely pegnuthat fsndamantat qoest®rs c o
remain unanswered, such as what are the differences between populist -googuicah

visual communication? Is there a specific way in which populists use images on social

media? These are highly relevant questions givemxtended visual affordances offered
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by social media platforms. Since our knowledge on the distinctive features of populist
communication is largely based on verbal and textual communication research, and
populist visual communication is investigated maiwith a narrow righiwing populist

focus, we need to go further and bridge these gaps. Hence, this paper carries out an
exploratory research in a cressuntry context, and applies an aetocused approach in

order to answer the following main researctesfion:

RQ: What are the differences and similarities between populistargmop ul i st act or so
imagebased visual communication on Facebook during the 2019 European Parliament

election campaign?

We address this research question through a focus on Fkcetoit is the most used

social media platform in European countries (Newman et al., 2020).

To capture visual communication in detail we distinguished several elements that parties
use when producing visuals for Facebook. While our research is expjorateature,

based on the concept and characteristics of populism discussed above, some hypotheses
are formulated related to the types of visual elements expected to be more often used by
populists. For all other categories that are not related to spegotheses, open research
guestions are applied to find out whether their usage is similar or different across populists

and nonrpopulists.

The first aspect we address is the formal type of the images used byiptréss include

text only, flyer, motage, and photo with or without text. Photos with text on them can
simplify visual messages that can be blurred or too complex in the case of photos without
text. Furthermore, multimodality understood here as picture combined with teid

often used tareate negative messages (Famulari, in press). Since simplification and
negative messages are key features of populist communication (Engesser et al., 2017), it
is hypothesized that photos without text are less used in populist communication (H1a),
while photos with text are more common (H1b) due to their ability to create more specific,
simpler and more negative messages. Without formulating hypotheses, we registered if
an image was uploaded into an album, and if filiensch as sepia or black and white
filteri were used on it, in order to better describe the applied visual tools. The second
aspect is the valenced character of the images where positive, negative, neutral and mixed
categories are distinguished. It is hypothesized that the context of ga isn@ore often

negative in the case of populist parties compared to theipapulist counterparts (H2),
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due to the importance of arousing negat.
(Moffitt, 2016).

In terms of the content of the images, vigidguish between images displaying political
work, the campaign, policy issues, and personal/private matters. Due to the ordinariness
of popul i st politicians and their aspir .
Caetano, 2021), it is assumed thargonal images focusing on the private life of
politicians are more frequent in the case of populist parties (H3a). In contrast, images that
emphasize policy issues (H3b) and demonstrate conventional political work (H3c) are
assumed to be more common amang-populist parties as populists keep distance from

the traditional elitdike political appearance. Apart from (general) negativity in party
communications, critical visual content can depict specific political opponents in an
unfavourable way. Given #ir tendency towards ardlite sentiments and threat
communication, it is also hypothesized that critical visual content is more common among

populists than nopopulists (H3d).

Images are especially useful tools to personalize communication on sociad med
(Authors, 2020). Here, it is assumed that due to the lezatdric character of populist
communication, populist parties more frequently depict their own leaders (H4a). In
addition, the antelite and critical character of populist communication sutggdsat

ot her partiesdéd |l eaders (H4b), as well as
deployed by populists than ngopulists. At the same time, it is expected that because of
the peoplecentric focus, populist images will more likely includadom people (H4d),

and, due to their use of crisis and threat discourses, armed forces more often than non
populist parties (H4e). In terms of the number of the depicted people, it is assumed that
populist parties are keen on depicting more peopleair ffictures than nepopulists
(H4f1) as it can refer to Abeing with th
(Gimenez and Schwarz, 2016).

Beyond the specific actors depicted in pictures, a politiceeifgpresentation is crucial.

Based on the redts of Grabe and Bucy (2009) we expect that casual clothes are more
often depicted in populistsd | ma-geatsic ( H5
character of populism. Further, in line with the peeg@atric nature of populism, and the

visual popbi sm | iterature di scussed above, W
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interaction with (H6a) crowds, or (H6b) random people, and (H6c) depicting their

approval by audiences is more common among populist parties.

Symbols and objects, such as flags or adaarms can refer to a variety of symbolical

meanings and serve as subtle backdrop cues that can affect the recipient (Dan and Arendt,

2021). By recording a variety of symbols and objects, we aimed to shed a light on the
populistspecific symbolism. We grect that political symbols (EU, country, party) play

a more important role in populistsd communica
negative reactions toward the and the outgroups (H7a), while popular cultural symbols

are able to emphasisket ordinariness of populist actors (H7b). As populists use social

media to bypass critical journalistic gatekeepers (Engesser et al., 2017), and they often

attack mass media (Fawzi, 2019), mass medigtric image may be less important for

populists, therlre we expect that (H8a) microphones and cameras are less often shown

in populistsdé iIimages. Nonet hel ess, as mobiliz
key feature of populism (Canovan, 1999), the mobilizatemused populist

communications arexpected to put more emphasis on the act of voting, therefore (H8b)

electionr el at ed objects appear more frequently on
Research design
Data and methods

The research is built on a datase-basadhat i nclu
Facebook posts published in the last 28 days of the 2019 EP campaign (UK: April 25 to

May 23; Ireland: April 26 to May 24; all other countries: April 28 to May 26). Only parties

reaching at least 5 percent of the votes in their respective coungiesconsidered for

analysis (N = 189), leading to the identification of 12,285 iraaged Facebook posts.

However, 13% of these posts belonged to a single party: the Italian populist party, Lega

Nord. To avoid the potential skewing of our sample, a ransiimple of Lega posts was

included to make its number of posts equal to the second most active party (N = 671),

resulting in a sampling frame with 11,376 posts. Then, a random sample (N =1024, 9%

of the total sample) was drawn. After removing deleted gbsts 27) our final sample

contains 997 images.

Populist parties were identified by using the categorization of The PopuList (Rooduijn et
al., 2019). Our sample is representative of our sampling frame, i.e. the overall Facebook

campaign of European parti@s terms of both countries and patiype. The largest
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deviance between individual countrieso6 s
(Romania), and while the share of populd]
it is 34% in our sample. Ttest our hypotheses, we performed a quantitative content
analysis, which allows us to discover patterns, trends, and themes between populist and
nonpopulist parties. We built a detailed coding scheme for the variables discussed above
which includes 46 wables (see Table 1, 2, 3) and can be found in the Appendix. Coding
was shared between two coders, and we tested the reliability of their work isarsple

of 113 post s. Krippendorfoés alpha coef fi
(see Appadix).

Results
Visual naturel type, context and content of the images

Our findings are summarized in Table 1. Considering the type of image, photographs with
and without text were the most commonly used by both types of parties, and were the
only types dimages with the usage exceeding 30%. Interestingly, the distribution of text
based visuals and flyers was identical and equaled, respectively, 17% and 10%. As for
the differences between n@opulists and populist parties, the former are inclined to
multimodality (respectively 37% of nepopulist and 30% of populist parties have used
photos with text). Therefore, Hla and H1b have been rejected by our data: populists are
less likely to use photos with text than Aoopulists, while in case of photos withdaxt

there is no significant difference. While montage is a raaplylied visual element in our
sample, populists use it more frequently than-populists. Although previous academic
inquiries proved that there is a positive effect of using filters$er engagement (Munoz

and Towner, 2016), populist parties made significantly less use of them. Presenting
pictures in albums is an equally popular tool in both-saimples and is used in-23%

of imagebased posts. Regarding the valenced context, talysas 1 demonstrates that
there is no significant difference between populist andpupulist parties. Pictures are
predomi nant | y p o sbased coremunicatiorn &hiletnegatisedor mixadh g e

images are exceptional even for populist parties wieiad us to reject H2.

Table 1. Visual naturé type, context and content of the images

Groups of Categories Non-populist Populist P
Categories parties parties
Type Text only 17% 17% > 1
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Flyer 10% 10% >1
Montage 2% 6% <.001
Photo with text 37% 30% <.05
Photo 34% 37% >1
Filters 11% 6% <.05
Tools
Album 23% 22% >.1
Positive 52% 57% >.1
Negative 5% 6% >1
Context
Mixed 4% 3% >1
Neutral 38% 33% >1
Political work 2% 3% >1
Campaign 28% 31% >1
Policy 17% 12% <1
Content
Personal 2% 0.4% >.1
Critical 6% 5% >1
Other 23% 22% >.1

As discussed above, personal images portraying theoldical aspect of life can serve

as an effective vehicle for creating and maintaining the image of somebody who is

embedded in society. However, thesults of our study demonstrate that the use of

personal images is marginal for both populist (0.4%) and-populist (2%)

communication therefore H3a has to be rejected. It was also assumed that the content

emphasizing policy issues, e.g. images of ddes, hospitals, or school visits, and

traditional political work, e.g. pictures of politicians attending meetings, conferences, or

working in their offices, would be more prominent in Faopulist Facebook postings.

Our findings show that the latter ustdds type of content in 17% of published posts,

which was 5% more frequent than populists, and represent a marginally significant

difference offering a cautious confirmation of H3b. Traditional political work was barely

depicted in the posts of all anadyz parties, and no significant difference exists between

populists and nopopulists, rejecting H3c. The most frequently used image content type

on both party groups was campaigotures, however no significant difference between

populists and nopopuligs are found in this respect. Further, and in contrast with H3d,

criti

perspective, is not more frequently used by populists (5%) thajpaoyuists (6%).

cal

content

depicting

ot her

partieso

114

p o



Actor characteistics and personalization

When it comes to the actors depicted in the posted images, populist parties were
significantly more likely to depict their own party leader and party candidates, which is

in line with H4a. Top candidates were also often showharpictures, but there was no
significant difference between populists and 4papulist in this respect. However,
depicting other partyds |l eaders and pol i
not differ significantly between populists and Apgpulists, contrary to H4b. Curiously
enough, during the electoral campaign, European populists used the image of other
countryos | eader s si gmopllistg @whmch togfirmmbldc.elt o f t
seems that populist leaders are keen on presehgirgptopulist connections all around

the world.

‘y ’ ,
99 v
O
' * e
¥ ‘ ’ ¢
] Q h%
' HA MEGNEZZUK EUROPA PROBLEMAIT,
AMELYEK SZAMOSAK, LATHATJUK, HOGY EZEK

\

DONALD TRUMP,
AZ AMERIKAI EGYESULT ALLAMOK ELNOKE FIDESZ

Figure 1. The depiction of ot her countryos
Freedom and Direct Democracy (left) and Hungarian Fidesz (right).

Our findings support H4d by proving that populsilitical parties used the image of
armed forces more often (2% vs. 5% of identified posts) even if it was a marginal

phenomenon in their communication.

Table 2. Actor characteristics and personalization

Groups of Categories Non-populist Populist P
Categories parties parties
Oown partyéds | {23% 30% <.05
Top candidate 29% 24% >1
Own partybs p|33% 44% <.01
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Number of people

Ot her partyds| 3% 4% >1
Ot her partyods| 3% 4% >1
Ot her country|01% 2% <.05
Children 3% 2% >1
Randm people 25% 26% >1
Crowd 16% 15% >1
Armed forces 2% 5% <1
0 13% 9% <1
1 38% 38% >.1
2-4 17% 21% >.1
5-10 13% 13% >.1
10+ 15% 15% >1
100+ 4% 4% >1

Given the fact that populist communication often relies on a pdreonaection of the

leader with the electorate, the depiction of people in their visual campaign is an important

element of their strategy. Surprisingly, the discrepancy between populist apomalist

parties in using the image of random people wassigptificant, rejecting H4e, and this

i s al so

visual communication, but not specific to populist parties. Interestingly, the number of
depicted people are also strikingly similz@tween both types of parties. Populists and
nonpopulists were identical in their depictions of large crowds over 100 people (4%),
minor gatherings (15%), groups of 5 to 10 people (13%), and single persons (38%), with
minor differences in the depictiorf @ to 4 people (17% vs. 21%), therefore H4f is
resoundingly rejected. However, depicting any people in images is slightly more common

for populists, as only 9% of their images include no people, while this ratio is 13% for

nonpopulists.

t he <c

ase

for

depicting

crowds.
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Figure 2. Thedepiction of leaders surrounded by crowds during the campaign. Polish populist
Law and Justice (left) and Spanish PSOE (right).

Since it is easier for the average citizen to identify with someone of similar appearance
and style, it was assumed that casl@thing would be more often used as an instrument

of populist peopleentric appeal. However, the results of the analysis do not prove this
idea. Politicians in images of both populist and-populist parties predominantly appear

in official clothes, ag kind of nonrofficial clothing was exceptional. In this regard there

Is no significant difference between populists and-populists, which rejects H5a. The
emotional connecticbuilding strategy of visual populist communication also assumes
depicting pditicians while interacting with random people and crowds, or receiving
approval from audiences (Grabe and Bucy,
visual communication, the first assumption proved to be in line with H6a as deploying
interaction wih random people is more common for populist parties, but H6b and H6c
were rejected by our data, as no significant differences exist between populists and non
populists in images showing politicians in interaction with crowds or alongside approving

audiencs.

To sum up, while there are many similarities betweenpagpulists and populists in how

they present actors in their images, it seems that own party politicians and interaction with
random people are more emphasi Zlaglisdlsor po
true for other countrydés | eaders and arm
clothing of these actors are highly similar promoting a rather official image of

campaigning.

Symbols and objects in visual communication
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The last of he analyzed dimensions of visual communication during the 2019 EP
campaign is the representation of symbols anc
visual communication would involve more political symbols, but this was true only for

national symbolsThe result of our analysis proves that populists are much more prone

(27%) to using national symbols in comparison to-populist parties (9%). However,

this gap was not revealed in the case of EU symbols, where there was no significant

difference betweerpopulist and nofpopulist parties. Party symbols were the most

frequently used symbolic elements in both -saimples, but their usage was not

significantly different across populists and roopulists. To sum up, H7a is rejected, but

it is important to nte that it is supported for national symbols. Popular cultural references,

however, were equally exceptional in both-salnple, rejecting H7b.

Table 3. Symbols and objects in visual communication

Groups of Categories Non-populist Populist P

categories parties parties

Symbols EU symbol 11% 9% >1
Country symbol 9% 27% <.001
Party symbol 66% 61% >1
Popular cult symbol 1% 1% >1

Objects Microphone/camera 19% 19% >1
Election 5% 14% <.001

Connections Interaction with crowds 3% 1% >1
Interactionwith random peoplg 2% 7% <.001
Approving audiences 3% 2% >1

Clothing Official 91% 95% >1
Casual 6% 4% >1
Athletic 1% 0.4% >1
Campaign 3% 1% >.1

Showing a medizentric image, microphone and camera frequently appear in both

popul i obpEdp wlnidstnsd i mages, but no significant
in contrast with H8a. However, electioelated objects, such hallot boxes, ballots, or

crosses on a ballot are much more specific to populist parties underlining their strong

focus on mobilization, and support H8b.
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Discussion and Conclusions

Through a focus on the context, content and presentation of actors in the posts of
European Parliamentary parties on Facebook, the ambition of this paper was to examine
whether a distinct papist visual communication style exists on Facebook. Eight sets of
hypotheses were tested based on the expectation that there would be consistent
differences in the visual communication repertoires of populist versuspomuist
parties. However, with thexception of a few, most of the hypotheses were rejected,
suggesting that visual campaigning styles are largely shared. This is an important finding
given the direction of previous studies where, discursively, populist political
communication has distincharacteristics. Visually too, populist communication is, for
example, more leader centric, with qualities of mass appeal and ordinariness (Gimenez
and Schwarz, 2016; Grabe and Bucy, 2009); and prominent use of national symbols
( Mendon-a an d.Wailewetfaumd elemerddotiiese differences, they were
still outhumbered by the similarities in visual communication repertoires. This, however,
does not make our findings any less interesting or significant, as they allow us to reflect

on some importat questions for the field.

First, what might explain the similarities over a range of visual forms? Is it that populist
parties are adopting ngropulist visual practices, or vice versa? On the whole we would
argue that the former is more likely. Fortausce, previous research suggests populists

are more likely to utilise negative communications, as they further facilitate the
distinction between Ousd towards Ot he el
2016). However, findings suggesattwith a 10:1 ratio in favour of positive over negative
posts, populist partigsvisually at least are more in line with what we might expect of
nonpopulists in terms of emotional context. In terms of content too, findings suggested
that populist pares would seem to adhere to existing conventions, mostly oriented
toward informing audiences about the campaign process and criticizing political
opponents, albeit slightly less focused on policy thanpagulist parties. In contrast to
previous research, her e was al most no reference to
Caetano, 2021), although our focus was on Facebook (rather than Instagram) and on party

(rather than personal) accounts.

For the actors visible in campaign posts, it is a more mixed pidfusugh we would still

argue they lean towards established -populist practices. Populist parties are, for
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example, more leadeentric, but still only in 30% of posts, perhaps suggesting that levels

of personalization typically seen by populist pate a national level do not translate to
transnational contexts. Further, we saw | itt]e¢
archetype that has characterised TV coverage of populist leaders (Grabe and Bucy, 2009).

With 68% of populist party postdepicting less than four people, and interaction with

crowds or approving audiences barely registering, their visual campaign style did not
communicate mass appeal. Neither did it project ordinariness through casual clothing

(Grabe and Bucy,Towged QHE7). ToMtbhelcortrarya populist leaders

looked highly formal.

Our findings do, however, demonstrate a considerable difference in the use of
nationalistic symbol s. Concurrent with other
results show that popst parties use more national and patriotic symbols thar non

populist parties. Drawing on ethhsymbolismi an area within nationalism studiés

Schertzer and Woods (2021) argue that the deployment of ethnic myths, symbols, and

traditions facilitate bourmlr y ma ki ng processes; they define t
and cultural mar kers (and, in so doing al so |
have demonstrated the widespread popul i st us
extensive use of patriotc sy mbol s ( Mufoz and Towner, 2017)

President Hugo Ch8vezb6s use of flags (Salojar

Thus while there were exceptions, on the whole our study lends support to the emerging
body of research suggesting that characteristidabkshed in textual populist
communication cannot necessarily be transferred to visual material, at least on social
media (Bast, 2021). We offer three reflections that may explain these findings. First,
populist leaders are often less the political oetisdhat they would have us believe. Like

their mainstream counterparts, they are mostly men in suits, who have come from the
same elite schools and colleges, and mix with the same vested interests in business and
finance. Discursively, they may be ablebieak from some established communicative
conventions, especially through social media, but visually, it may be harder to break them,
especially through a shared party social media account. Second, and relatedly, such
campaigning conventions are estaldidland reinforced by campaign professionals who
work across all aspects of the campaign, and ensure that social media platforms are used
in consistent ways, including visually (Authors, 2021). Importantly, studies show that

across countries and the politicspectrum, such professionals share a common
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understanding of what counts as campaign professionalism and good practice (Tenscher
et al., 2015). Furthermore, recent research has shown how social media firms themselves
are actively shaping digital campaigstrategy, content, and execution (Kreiss and
McGregor, 2018): a process that might likely lead to common practices across party
divides. Therefore our results may be interpreted in light of the development of parties as
enterprises (Panebianco, 1988)dafmom the perspective of professionalization of
political communication (HoltBacha 2002): as political parties are adopting the logic of
private companiesO strategies and technic
and digital agencies, whosweain goal is efficacy rather than emphasizing populist
features. These influences are not to be underestimated, especially in the context of a
secondorder campaign where few individual politicians have high profiles and the party
machine plays an impoméa role. Third, our findings are also a reminder that social
medi ads direct nature does not aut omatic
strategies will prevall, or that populists will be necessarily good at using these sites.
Rather, as with themainstream political counterparts, there is unlikely to be a uniform
populist use of these platforms. Together, we suggest that due to these logics, future
research might not start from the hypothesis that populist parties have a distinct visual
campaigimg style to norpopulists on Facebook. Further, while our study does not
challenge those who find different discursive styles or policy focus between populists and
non-populists, it does call for a careful and nuanced use of generic descriptors such as
oemmunication styled or &édcampaign strat e/

discursively than they are visually.

Our study opens up many questions for future research. For instance, maybe the type of
election setting plays a role in the use @ual communication. In our case, European
elections are secorarder events with lower voter turnout than national elections (Reif
and Schmit, 1980) which offer different electoral dynamics to national general elections,
not to mention noselection contets. This should be explored by future research. With
their distinct affordances, genres and audiences, it is likely that platforms matter, too, and
so we should hesitate to generalize findings from one platform (in our case, Facebook) to
60soci al awhmwld(Kraigs etals 2018). Here, it is important for future research to
systematically compare different platforms for elements of visual populism, which may
find that some platforms share more mutual affordances with populism than others.

Finally, while we offer three explanations for the visual similarities between populists

121



and nonpopulists found in this study, interviews with key protagonists (politicians, party
strategists and communication consultants) would likely reveal important insights about

the extent to which this is strategic, or the result of other factors.

122



Author Biographies:

X®ni a IBaJutios Research Fellow at the Centre for Social Sciences, Institute for Political
Science (HAS) since 2015, and a PhD student at the Cotvimiusrsity of Budapest since 2018.

Her research focuses on visual political communication.

Daniel Jacksonis aProfessor of Media and Communication at Bournemouth University, United
Kingdom. His research broadly explores the intersections of media, podiesogial change,
including news coverage of politics, political communication, the mediation of sport and the

dynamics of civic culture in online environments.

Pawe§ B arismandcdsssstant Professor at the Department of Journalism and Social
Communication at the University of Wroclaw, Poland. His research interests oscillate around

political communication, new media and journalism studies.

M8 r t o nis 83mioreResearch Fellow at the Centre for Social Sciences, Hungarian Academy
of Sciences Centre of Excellence and an Assistant Lecturer at the Department of Political Science,
E°tv®s Lor8nd University, Hungar y. atibh, sociat e s e a

media and politics and political behavior.

Uta Russmannis a Professor at the Department of Communication at the FHWien der WKW
University of Applied Sciences for Management & Communication, Vienna, Austria. Her
research interests include itigy communication, (visual) social media, public relations, strategic

communication, political communication, and media and elections.

Anastasia Venetiis a Principal Academic at Bournemouth University, United Kingdom. Her
research lies in the intersectiof media and politics, including (visual) political communication,
digital political campaigning, media framing of protests and social movements, and
photojournalism.

Funding

The author(s) disclosed receipt of the following financial support for thenaseauthorship,

and/or publication of this article: The research was supported by the Incubator program

123



of t he Center for Soci al Sciences, E°tvos Lo
03013645). M8rton Bene i s a Felewshipawaded of t he

by the Hungarian Academy of Sciences (BO/ 334_
DNKP Fel | ow2E3HIL£LORVINNEID).

124



References

Aalberg, Toril, Esser, Frank, Reinemann, Carsten, Stromback, Jesper, and De Vreese,
Claes (Ed3. (2016).Populist Political Communication in Europ@st ed.). London:
Routledge.

Adami, Angela (2020) Visual Analysis and Right Wing (Populist) Groups.
Partecipazione and Conflittd3(1):315-336.

Baldwin-Philippi, Jessica (2018) The Technological fBenance of PopulismNew
Media & Society21(2): 376 97.

Banducci, Susan A., Jeffrey A. Karp, Michael Thrasher, and Colin Rallings (2008) Ballot
Photographs as Cues in Ldnformation ElectionsPolitical Psychology29(6): 903 17.

Bast, Jennifer (2021) &haging the Image. The Visual Communication Strategy of
European RightVing Populist Politicians on Instagradournal of Political Marketing

1i 30.

Bennett, W. Lance, and Alexandra Segerberg (2012) The Logic of Connective Action:

Digital Media and the Reonalization of Contentious Politicsinformation,
Communication & Society5(5): 739 68.

Bucy, Eri k P., and Jungseock Joo (2021)
Collaborative Programs, and the Opportunity to Think Bhge International Jornal of
Press/Politic26(1): 5 21.

Canovan, Margaret (1999) Trust the People! Populism and the Two Faces of Democracy.
Political Studies47(1), 2 16.

Coleman, Renita, and H. Denis Wu (201fage and Emotion in Voter Decisions: The

Affect AgendalLankam: Lexington Books.

Dan, Viorel a, and Fl orian Arendt (2021
Investigating the Effects of Ideolodyelated Visual Subtle Backdrop Cues in Political
Co mmu n i cThetlnteonational Journal of Press/Politie§(1): 22 45.

Ekman, Mattias, and Andreas Widholm (2017) Political Communication in an Age of
Visual Connectivity: Exploring Instagram Practices among Swedish Politiddangern
Lights15(1): 15 32.

125



Engesser, Sven, Nicole Erns}Popuismand®cidEsser, an:i
Media: How Politicians Spread a Fragmented Ideolégyprmation, Communication &
Society20(8): 110926.

Famulari, Umberto (in press) The strategic use of visuals on Facebook: A multimodal
analysis of images and audience reactiangd the campaign for the 2019 UK general

elections. Vsual Communication Quarterly

Fawzi, Nayla (2019) Untrustworthy News and t h¢
a Populist Worldview Shapes HRabedntepnatemalt sé6 At t it
Journal of Press/Politic24(2), 146 164.

Gi menez, EIlsa, and Natalie Schwarz (2016) The
OProximity to the Peopledé on the Online Pl at
Peopl ed$stPanmrntegi. o©hi 6 ghe SA£{20Xd48.r e f t

Grabe, Maria Elizabeth, and Erik Page Bucy (20083ge Bite Politics: News and the

Visual Framing of Election®©xford University Press.

Graber, Doris A. (1996) Say It with Picturélhe Annals of the American Academy of
Pdltical and Social Scienc46: 85 96.

Hokka, Jenni, and Matti Nelimarkka (2020) Affective Economy of Natidtadulist
Images: Investigating National and Transnational Online Networks through Visual Big
Data.New Media & Societ2(5): 77092.

Holtz-Bach a , Christina (2002) AProfessionalizati ol
Case of the 109 9drnabd? PolitiCahMarketindld4): 23037.

Hopster, Jeroen (2020) Mutual Affordances: The Dynamics between Social Media and
PopulismMedia, Culture& Society43(3): 551 60.

Johansson, Bengt, and Christina Hdiacha (2019) From Analogue to Digital
Negativity: Attacks Counterattacks, Satire, and Absurdism on Election Posters Offline
and Online, pp. 9918 in A. Veneti, D. Jackson, and D. G. LilleKeds)Visual Political
CommunicationPalgrave Macmillan.

Kreiss, Daniel and Shannon C. McGregor (2018) Technology Firms Shape Political
Communication: The Work of Microsoft, Facebook, Twitter, and Google With

126



Campaigns During the 2016 U.S. PresidentigtI€, Political Communication 35:2,
155177.

Kriesi, Hanspeter (2014) The Populist Challenfest European Politic37(2): 361 78.

Larsson, Anders Olof (2020) PictuRerfect Populism: Tracing the Rise of European
Populist Parties on Facebodew Media& Society 146144482096377.

Mendon- a, Ricardo F., and Renato Duarte
Visual SelfPresentation of Jair Bolsonaro on Instagrdime International Journal of
Press/Politic26(1): 210 35.

Moffitt, Benjamin (2016)The Gobal Rise of Populism: Performance, Political Style, and

RepresentationStanford: Stanford University Press.
Mudde, Cas (2004) GoveenménbgndiOppositi@d(Z)a4it6yei st .

Mufoz, Caroline Lego, and Tels the Meksage: T o wn
|l nstagram Mar keting and t he Jodr@alldd PoRicale si d e
Marketing16(3 4): 290 318.

Ne wman, Ni c, FIl etcher, R. , Sc hul ReutersA . | /

Institute Digital News Report 202Reuers Institute for the Study of Journalism.

Panebianco, Angelo. 198®olitical Parties: Organization and PowemMNew York:

Cambridge University Press.

Reif, Karlheinz, and Hermann Schmitt (1980) Nine seeorttér national elections: A
conceptual framewortor the analysis of European election resuistopean Journal of
Political Research8(1): 344.

Rooduijn, Matthijs, van Kessel, S., Froio, C., Pirro, A., De Lange, S., Halikiopoulou, D.,
€ Taggar t ,6 ThePPopul(is2 anlad@erview of populist, fagit, far left and
Eurosceptic parties in Europ®etrieved from https://poplist.org

Sal ojarvi, Virpi. 2019. APopulism in Jo
Venezuel an Ne wibaoarpedcana INordigyJewsnal @f Latin American
and Garibbean Studied8(1): 28 39.

127



Schertzer, Robert, and Eric WeNatbmlist 202 1. i #
Populism of Donal d Tr unghdisandRacia Stueiesd(7Co mmuni c at
1154 73.

Tenscher, Jens, Karolina Kddichalska, DarrenG Lle k er , Jur i My kk&nen, A
S Walter, Andrej Findor , Carlos Jal al i, and J
Practitionersd Perspecti vesEuwopeaPJownalefs si on al E

Communicatior81(2): 95 1109.

de Vreese, Claes HEsser, F., Aalberg, T., Reinemann, C., and Stanyer, J. (2018)
Populism as an Expression of Political Communication Content and Style: A New
PerspectiveThe International Journal of Press/Politica3(4), 423 438.

Wettstein, Martin, Esser, F., Schulz, Wijrz, D. S., and Wirth, W. (2018) News Media

as Gatekeepers, Critics, and Initiators of Populist Communication: How Journalists in
Ten Countries Deal with the Populist Challengehe International Journal of
Press/Politics23(4), 476 495.

Wodak, Ruth, an8ernhard Forchtner (2014) Embattled Vienna 1683/2010: RAghg
Populism, Collective Memory and the Fictionalisation of Politiisual Communication
13(2): 23155.

Zelizer, Barbie (2010) Journalism, Memory, and the Voice of the Visual.i&7.. In
Barbie Zelizer (edAbout to Die: How News Images Move the Pylligford University

Press

Zoonen, Liesbet van (200&ntertaining the Citizen: When Politics and Popular Culture

Converge Lanham, MD: Rowman & Littlefield.

128



Supplemental material

This supplerant al materi al cont ai Strkingly Bimilar:c odi n
Comparing visual political communication of populist and nonpopulist parties
across 28 countrie8 by X ® % DmnieFJackdota s Pawe § B,ar M&rotwasrk
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Coding scheme
The coding process:

1. This research is based on the visual communication, thus almost each and every
variable is based only on the image=l the visual elements. It is really important
that all of the categories and variables needs to be decided on the basis of the
images. However, it is indicated that textual messages ON the images should also
be considered.

2. Hence, after opening a linkyé first step is to useitps://translate.google.cond

translate every textual messages ON the images to English.

3. The next step is to decide the type of the given image (Text only, Flyer, Montage,
Photo withtext, Photo).

4. Images containing only text are not coded further. In the case of albums, only the
first one is coded, which is often bigger than the others. If the first image of the
al bum contains only text i mages,e thei
further. Otherwise, it has to be decided what type of image is the first image.

5. Mutually exclusive categories: Type, Context, Content, Clothing, and Number of
people, are mutually exclusive categories, which means that coders should choose
only one variale that best describes the image. E.g. an image can offlgxbe
only, Flyer, Montage, Photo with text or Photo, NOT both Flyer and Photo with
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text. I f an image is not Atext onlyo type,
have to be coded in any casdjile from the not mutually exclusive categories
those ones should be coded which are visible.
6. On the other hand, Tools, Actors, Symbols, Objects and Connections categories
can have multiple elements, e.qg. both Filter and Contrasts can be applied on an
image, Al bum option can be used as well in a
be depicted with Armed forces, Children, and a Crowd as well.
7. Actors: Not like in the case of other categories, where only the image and the text
ON the image is important, heitas easier to identify politicians and other actors
on the images by reading the whole textual messgae of the post. It is important
that variables have to be coded according to the conditions of May 2019, which
practically means that party leaders ardembif they were leaders in May 2019.
8 Clothing is only important in the case of
relevant here.
9. Number of people: We count the main actors of the image, thus if 3 people
(whether politicians or random peopledio e sn 6t matter here) are ¢
the far background there are random passers, latter are not counted, only the 3.
However, it is important, that only the far backround is not relevant, thus if
politicians are the main actors of an image, but énlthckround there is a crowd,

it has to be coded as a n100+ approxi mat el

Visual nature

Groups of Categories Description Krippen
Categories alpha
coefficients
Text only Images containing only text, e.g.

https://www.facebook.corahhedslisten/p
0sts/10156983371231023,;
https://www.facebook.com/GreenPartyl
land/posts/10158682912778066; Image
depictingonly stats, diagrams,
screenshots about Twitter posts, or
pictograms are als
We do NOT code them further.

Type Flyer Images with text, where the symbol of t .89
party (ogo or slogan)and a mobilizing
word (e.g. Votel/Comel/Join!) is als
included in the image. It is important th
a photo of a politician standing next to
flyer on the street is not coded as fly
Images are coded as flyers in the cast
this:
https://www.facebook.com/USRNational
posts/2197265300364642;
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Montage

More than one photos merged into o
image, mostly separated by some kind
visible frame (however, there are monts
photos where we cannot find any
separating frames). If there are differg
types of images on the montage, sim
indicate imont age
many further variables as possible.

Photo with text

There is a text on the photo, but unlike
the case of flyergarty symbols (e.g. loga
slogan) are not necessarily visible on
photo. However, if a party symbol
depicted, it can
category still, but it is important that the
are no direct mobilizing words (e.g. "Vo
for.."), rather citdons from politicians, o
describing facts
https://lwww.facebook.com/moderaterng
0sts/10156169508136156;
https://www.facebook.com/Sozialdemok
atie/posts/10156849626050081

Photo

A simple photo without any text on it.

Tools

Filters

Strong colour effects that change the
colour of the whole imada separated
part of the imageWe do not want to
figure out whether a bit of light filter is
applied or not, here we code onleth
evident filters, that blur the whole image
or give a green or pink effect, e.g.
https://lwww.facebook.com/diegruenen/y
sts/1015631010862803dr part of the
image, e.g.
https://www.facebook.com/fpoe/posts/1
48437291964203

.80

Album

Indicate here if gpost contains multiple
images. Do not type the number of {
images, only indicate the fact that it is
album.

91

Context

Positive

The atmosphere of the image is posit
due to positive facial expressign
backgrounds, actorsr a textual messag
ON the image, e.g. ileports some succes
expresses hope for something positive]
the future, states something positive ab
someonepr sayshanksfor someone.

Negative

The atmosphere of the image is negat
due to negative facial expression
backgrounds, actorsr a textial message
ON the image, e.g.he image shows
criticism of something or someon
expresses sadnesgiegative irony, of
presents people with negative emotionsg

Mixed

The atmosphere of the imagenéxed due
to a negative faal expression
background, actowith a positivetextual
message ON the image, \dce versaE.g.
the image showan angrypolitician, while
the textual message is something posit
or the textual message is negative, but
politician is smiling.

Neutral

The atmosphere of the imagerisutra)
there are no strong positive or negat
facial expressionshackgrounds, actois
textual messagedN the image.

.91

Content

Political work

Political work content is coded when th
image depicts politicians wite doing

political work (=NOT campaign), such §

.69
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meetings, conferences, work in th

offices.

Campaign

Images about campaign events, e.g.
collecting signatures, party events.
Considering that we are investigating a
campaign period, most images wll

into this category, but here we should tr]
to list only those images that specifically
depict campaign activity. In most cases
politicians are depicted on some kind of
stage with a microphone, but sometime
they are handing out flyers on markets,
on the streetdmages depicting a podiun
with a microphone without any other
context are always falling into this
category.

Policy

By visual representation of policies w
mean e.g. factories, construction sites,
hospital, school visits, anythingahcan
have a policy message. If the texty
message ONhe imagerefers to a policy,
it can also be considered as poli
message, e.g. a stock phdike image,
depicting a family of random people, a
the written message on the image is ab
family policy.

Personal

Images depicting noepolitical life,
personal appearances: the politicial
family members, photos of food, drink
gym, or photos taken with celebritig
sport events.

Critical

|l mages depicting ¢
from a negatie approach, e.g. from
negative angle/perspective, or the text
message ON the image describes of
partiesd/ politicia

Other

Anything that cannot be codedhto
political work, campaign, policypersonal

or critical categories.

Actor characteristics and personalisation

Groups of
Categories

Categories

Description

Kr i
alpha
coefficients

ppen

Actors

Ow n
leader

part

It is important that variables have to

coded according to the conditions of M
2019, which practically means thparty
leaders are coded if they were leaders
May 2019.Check the par
country before codingHonorary leaders
areal so |l eaders, e.

.83

Top candidate

The first candidate on the EP list of t
party. 't is wusef|(
Wikipedia site on the 2019 EP electio

e.g.

https://en.wikipedia.org/wiki/2019 Euro
ean_Parliament_election_in_Hungary
her e is Hungariaa bphrees
contesting the 2019 European Parliam
electodo where all of
are listed.

1.00

Own part
politician

It is important that variables have to
coded according to the conditions of M

2019, which practically means th

.79
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politiciansare coded if they welthe given
p ar tpoliteciandn May 2019.Check the
partiesdéd from ever

individualized or fixed engagnent with
anyone in particular ( Gr abe §

2009) or without touches but the

Ot her pal ltis important that variables have to
leader coded according to the conditions of M
2019, which practically means that pa 97
leaders are coded if they were leaders )
May 2019.Check the par
country before coding.
Ot her pal ltis important that variables have to
politician coded according to the conditions of M
2019, which practically means th 97
politiciansare coded if they welthe given )
p a r tpoliteciandn May 2019.Check the
partiesd fnirydeforescodmg.
Ot her ¢ of Itis important that variables have to
leader coded according to the conditions of M
2019, which practically means thather 1.00
count r i easedcodédeifahdyewen '
leaders in May 2019Chec k t h
from every country before coding.
Children Babies, kids, youngsters under 18. 74
Random people | Less than 10 persons we cannot identify
politicians, leaders, celebrity, police .74
soldiers.
Crowd Crowd: 10+ persan .80
Armed forces Police, soldiers, etc. .80
0
1
2-4
Number of peopl 510 .85
10+
100+
Symbols and objects
Groups of Categories Description Krippen
categories alpha
coefficients
Symbols EU symbol IEU flag, EU stars, but not as the party's 93
ogo
Country symbol | National flag, coats of arms, famous
places(Eiffel tower, Brandenburg Gate, .85
etc.)
Party symbol P a r tlogos (thdt can be on a pin, or o
a hat, {shirt, on in the background on a 80
roll-up) and he colour of the partgon )
clothes orin thebackground on a relip)
Popular cult Visual reference to movies, music, book 1.00
symbol sports ]
Objects Microphone/cam| Visible microphone, camera or podium.
era Images depicting TV interviews can alsq
be coded here, even if these objects a 91
not visible, but it is somehow visible thal :
the aim of the image is to highlight the
fact of an interview.
Election The most conspicuous symbol is a balld
box, but ballots, or crosses on a ballot a .92
also coded here.
Connections Interactionwith AfiShots of the cand
crowds anonymous handshakes, grips, or touch
to groups of supporters without 97
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politician is depictedurrounded by a
crowd.

Interaction with
random people

Shots of the candidate giving rapid,
anonymous handshakes, grips, or touck
to couple of supporters (not a crowd, bu
some random people), or without touch
but the politician is depicted sutmaded
by a random people.

.88

Approving
audiences

"Visual linkages to approving audiences
shown applauding, waving, cheering,
whistling, laughing, nodding in
approval." (Grabe & Bucy, 2009)

.94

Clothing

Official

Men: e.g. suit, shirt and/or tie.
Women suits,blouse dress, high heels

Casual

In general: jeans;ghirt, sweater,
sneakers. Men wearing sweater on shir
also casual.

Athletic

fi Bort pants, jogging gear, or other
athleticgead ( Gr abe & BuU

Campaign

e.g. tshirt, coator cap with a party logo

77
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Thevisualand verbalpopul i st st yl enFadebodki kt or Or b8n
Abstract

The aim of this study is to contribute to the field of visual political communication by
creating and testing a bimodaisual and verbalkodingschemewhich can be applied
to studypopulismasastylEor t hat, t he p aZ0e6jthedaryoans| at es Mof
populist communication styl@to a code bookhat can capture not ontize verbal but
alsothevisualelements of populist styléccordingly, the coding scheme isegssto
perform aquantitative content analysis Miktor Or b gimagiebased~acebook posts
between 2018 and 2020. This thigsar period includes election campaigns, the first
wave of the COVIB19 pandemi¢ andsomemonths withoumajorpolitical events The
resul ts s he{®R016)papulist dtiefisfonlytpart@lly present in the
Hungarian Prime Min s & lemodal Facebook communication. Furthermore, the
comparison of different communication periattsesnot reveal major differences
However,there aresignificant variationsn verbal and visual communication: the
populist style isnainly communicated byisualelementswhich means that the study

of populist communication requires the examination of vsual

Keywords visual politics, populism, mitimodality, Facebook, content analysis, social

media
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Thevisualand verbalpopul i st st yl enFadebodki kt or Or

Vi ktor Orb8n is clearly one of the mo:
right-wing populism(seeMu d d e , 2 01 &;at KO rg°TheRemmtidced a
populist political approach at least two decades ago and have represented it in
government positions for 12 yeaksis academically acknowledged prominence in the
right-wing populist field is visually weltlepicted by the fact that theye one of three
populist figures with Donald Trump and Marie Le Pen in the cover of Norris and
l nglehart s seminal bwngpopudidmdNotris &lrgletta, mp o r .
2019).

Orb8nds populist communicatopolist styl e |
politicians worldwide. As for other populist leaders, social media, especially Facebook,
Is a central platform for Viktor Orb8nds
politician in the Hungarian political sphere (Bene & Farkas, 2018). On thisnpta
they can directly connect to their foll o
their posts they can reach many ffollowers as well. However, if one takes a closer
look at their Facebook page, they will most probably find posts with very txts,
but with images or videos included. On F:¢
largely visual, verbal messages rarely go beyond a few words.

Althoughthere isincreased interésmongacademicso studypopulist
communicationmost existing aproaches to populism (e.g. Mudde, 20@0/yland,
2001, Hawkins, 2009de Vreese et al2018 define the concept in a way that can be
applied mostly in verbal messages. Or b&8n«
insufficient since populist leaders dmly draw upon visual communication with a
strong performative dimension that is hard to capture based on these approaches. The
peculiarity of Viktor Orb8ndés social med:
their short verbal components are considevaie the gestures, scenes, actors,
connections, or lookouts appearing in their visual components are ignored.

Luckily, a few studies take on investigating visual aspects of populist
communication (e.g. Farkas et al., 20&¥nenez and Schwarz, 2018erkman, 2019.
However, in the lack of an overarching populist concept that is able to accommodate
visual communication, they could offer fragmented findings of certain elements of
visual popul i sm. I n this resear ayle, we ar ¢
approach with its strong emphasis on performative dimensions of communication, is

suitable to be applied to multimodal communication. Therefore, the present study
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A

applies Moffittébés (2016) political style appr
symbolical y medi ated performance in the study of V
communication.

This studyfocuses bothonthe visual andierbalaspect®f populist
communication style when transl d¢tmageg Mof fitto
basedander bal ) coding scheme. By this coding sche
Facebook activities over a thrgear periodhatincluded electioa(i.e., 2018
Hungarian Parliamentary election, 2019 Hungarian Local election, 2019 European
Parliamentary election)he emergence of the COVIDO pandemic, and a number of
slownewsmonth&si r st, we are interested in the exten
approach is able to describe the social media communicationexfeanplarycase of
populist leaders. Secomnde focus on the differences between verbal and visual
components of the posts to see if populist elements are communicated differently across
modalities. Third, we look at how the application of populist communication is
conditioned by political situatianby investigating similarities and differences in
Orb8nds communication under differ-8nt politic
cucumber time).

Findings indicate the partial viability of
of Vi kt or |@edia gomdicasion,@s one aitthe three main categories,
l.e.Appeal to the People vs. the Eljgee r f or med particularly well on
image posts, whil€risis, breakdown, thredtad also a limited presence in their
communication. Conveedy, the third main componerBad mannersmissed almost
completely from their social media presence. The most frequently used populist
elements are more extensively communicated via visual cues than verbal expressions,
but we found no remarkable differes across the investigated time periods.

Theoretical background
Populism and visual communication

Populismis a divisive phenomenon with a multitude of definitional approaches,

varying in emphasis opopulism as &hin centered ideologfMudde,2004),a political

2The term bi modal connected to the concept of mul ti mod
6division of |l abouré among the disciplines traditional
in the world wedr e t meahsmignednimg neaking are nottseparated but @lmostf er e n t
always appear together: image with writing, speech with gesture, math symbolism with writing and so

fortho (Jewitt et al., 2016, p. 2). These connections
integrated in multimodality. Since the study focuses on visual and verbal communication, it can be

considered as a bimodal, i.e. a study involving two perceptual domains.
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strategy(Weyland, 2001)a discourse(Hawkins, 2009)a communicatiorphenomenon
(de Vreese et al2018) and astyle (Moffitt, 2016). One of the most important common
features of these conceptualizations is their emphasis @pfgusition betwendé t h e
Elitedand6 t heepleP. However, the different appr oas
frameworks to study populism with varied ideasadro can be considered as popuylist
how populism appeargndwhatare the sources of populism.

With the appliation ofMu d d e 6 s actprZén®iazhihimal definition,
scholars were able identify populistparties and leaders and compare théth non
populist political actoraaoss countries (see Mudde, 2007; Akkerman et al., 2016) by
investigatingparty maniéstos, speeches, or content taken from the websites of political
actors (Pauwels, 2017)he strategic approach focuseshmw leadergursue and
sustain political poweacross different national, economic, and social circumstances
(Weyland, 2001)By theapplication ofthe fuzzyset theoryWeyland,2017) it is
possible to define the level of populism in the case of political adtbesdscourse
approach iprimarily focusedonthe appearance okrbal messages thateate alivide
between ordinarpeope and elitescross timeandcountriesHawkins, 2009).Holistic
grading methodgesembling content analysis, have been applisgéecheto
categorizéhemasnonpopulist mixed, orpopulist(Pauwels, 2017)According tode
Vreese and colleagué2018), populism as @ommunication phenomenasthe
combination ofideological and discursive dimensicasd focuses orhe frequencyf
content and style features. By the application of content andlysigegree of
populismcan be describeain various patforms (Engesser et al., 2QHrnst et al.,
2017).

However, nostof theseapproaches to populism are rootedha
operationalization of verbal communicatidheir empirical focus is mostly limited to
the verbal content elements of communication. & crucial shortcomingsaecently
researchers have started to recognize the urgency to investigate visuals in political
communication, or as Bucy and Joo (2021) call this area of study, visual politics.
Scholarly efforts have recently been made tor@eéind operationalize visual populism.
Imagesi just like verbal messageare used to negative emotionalization by the
negative depiction of o6the Othersé (Wodal
implicit social stereotypes (Arendt et al., 2015)J &m broadcast symbolic and
economic threats (Schmuck and Matthes, 2017). Further, visual depiction of negative

emotions as fear, anger, and resentment can spread not only without country or
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language barriers (Hokka and Nelimarkka, 2019), but images keréodfiur and

camouflage the explicit radical populist narratives by using no explanations to the

cultural context of the depicted sean(Freistein and Gadinger, 2020isuals are also

used to highlight pop uHowevdr shévisualcansrectioe ss t o 6t h
of 6the Peopled and o6 pr oxsinoethe fpormdreigntyhe Peopl e d
populist parties for the people, while the latter is the depiction of populist parties of the

people (Gimenez and Schwarz, 2016)addition it is demonstrated thétere are

di fferences in the depiction of o6the Peopl ebd
show more homogenous i mages of 60t he Peopl eb
Another visual populist feature is the frequent depicbf the leader (Herkman, 2019),

whose presentatidiincluding clothing, facial expressions, étsymbolizes and

embodies ordinargndextraordinary r ai t s ( Mendon-a and Caetano
TadeuszCiesielczyk (2019) also strengthen this argunmenhonverbal elements such

as eye contact, facial expressions, or gestures, adding that both negative attitudes
towards Othe EIlited6 and references to the o0th

Useful as these fragmented results are, they do festatomprehensive or
integrated understanding of populist communicatidrey highlight certain crucial
visual elements related to populist communication, but they are less connected to any of
the more general conceptual frameworks of populism. Natuthlfyis understandable,
since, as we argued, most of these conceptualizations do not accommodate visual
communication, therefore they are difficult to apply to a multimodal analysis.

However, Moffittds (2016) conceptualizatio
communication style can fill this gap, when
symbolically mediated performance made to audiences that are used to create and
navigate the fields of powero (p. 46). This i
communication but a focus on how it is performed, which offers a multimodal
interpretation framewor k. isfmotaNaidulrientity 6s ( 2016)
or Ot hipdlitcd styedhtatisalore (p. 155). 1 ts three main fe
appeal to 6the peopled versus O0the eliteb; 2)

threat. These main dimensions include a variety ofcsiibgories of populism, such as

itsleade’c ent ri ¢ nature, the | eaderms ability to p
extraordinariness at the same time, showing
6t he EIlited, creating crisis and enemies, and

issues. These features can be communicated via both verbal and visual cues.
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Consequently, the style approach allows researchers to include both verbal and visual
aspects of populism by focusing on teeformers, audiences, stages, and the +arse
s ¢ W &urher advantage of this theoretical framework is that it does not ieterp
populism as a binary categdrpopulist or nat but as a gradual scale on which changes
in the populist communication style of different actors can be measured iriffer
periods. In other words, thisterpretation of the populist style allows uddok at the
communication of actors previously defined in binary terms in a more nuanced way,
which results in a broader interpretation of populist performance.
Researchquestions
So far, scholarly works show rather isolated findings on visual popwign
make an attempt to fill this gap by tran:
testableformal instrument of measurement for popwistbal andvisual
communicatiorwhich cover all of the crucial aspects of their conceptualization of
populism By using this instrument, our goal is to describe multimodal Facebook
communication of the Hungar i aomeoPtheimost Mi n |
prominent contemporary populist leaslenjoying longevity in power (Norris &
Inglehart, 2019)Although forourtesting purposes we could have chosen a case where
populismisé ss c | ear | y p rrightvangress wauld sobhave Oge 8 n 0 s
necessarysince one of the advantages of the style approach is that it allows for an
analysis independentbfi nary definitions, by examinin
clearlyexppr e t he e xt e ng(20i6pconedptuaizatiorMstiitaliletfor 6
capturing the bimodal communication of a particular case of populist political actors.
Consequently, the firsesearch question of the paper is as follows:
RQ1: Which dimension of Moffittds (20:
prominently in Viktor Orb8nés Facebool
Moffittds (2016) political communication
amabamated investigation, allowing the now scattered observations to be integrated
within the framework of a theoretically grounded approach. Observations both on
rhetorical and aesthetic elements of communication can be treated as elements of the
populist syle Consequently, the populist style approach allows researchers to highlight
visual aspects of a pol it i cverballelatioothads ¢ o
could range from gestures and emotional displays to fashion and grooming. Collectively
these visual cues have a central role in the construction of populist political

communication (Moffitt, 2016)However, it is uncovered to what extent the
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communication of different populist elements differs across verbal and visual
communication. It can béat some elements are more frequently emphasized by visual
cues, while others are primarily communicated via verbal messages.

RQ2: Are there differences between the image and textual messages of Viktor

Orb8nés Facebook posts?

Although the current politidaontext may have an impact on the application of
the populist style, there is little knowledge thie timingaspect of populist
communication. Thys further research question is formulated based on the application
of populist communication across diféat time periods. It is known now that verbal
populist communication is often used as a strategic tool, and more actively applied
before than after the elections (Schmuck and Hameleers, 2020). As for the AOVID
period, populist communication was usedtiengthen the context of the crisis, create
and highlight enemies such as the media and the elites, (Burni and Tamaki, 2021),
amplify the strong |l eadership, the | eaderos o
fighting for the national interests (Be and Boda, 2021). Howevéhjs question has
not been investigated in the case of specific political actors, mordbeee is little
knowledge on populist communication in the period of-nampaigns. Thus, the third
research question of the study ssfallows:

RQ3: Were there differences¥iktor Or b 8Fac&l®ok communicaticacross

the campaign period, the COMI® crisis period, and the naampaign period

M ethod

This study can be described as a bimodal quantitative content analysis that
assessd Vi ktor Or b8nds us eimagéposgsovertlecosrseof n hi s Fa
three yearsAs moving images (gifs and videos) need different methodological
approaches (Rose, 2001), they are excluded from the presentAstumlying instrument
has beenesignedhat comprised 92 verbal and visual categofié&se are mostly
deduced r om Mof fittds (2016) concsupplermeattd wor k on
with afew other descriptive variables, suchtiagvalenceof the posts, the number of
people repesented, and the actor types, which we adopteddrpnevious work, that
examinedpopulismby content analysis (Farkas et al., 2022), and we also considered the
production characteristics of the images. The purpose of this supplement was to put the
Moffitt categories in context and to study the basic visual characte@ticshoice to

focus on Orb8ndés Facebook profile is motivate

144



platformin Hunganand t he promi nent role of this p
communicaibn (see, Merkovity et al., 2021Eighty-onepercent of the Hungarian

online population uses Facebook and 59 percent of these users consume mews on t
platform (Newman etal.,, 2021 n Hungary, Viktor Orb8n is
political actor sincethy r egi st ered on the platform ir
had 1.1 million followers at the end of 2020.

The sample

Given the goal to contribute insights into visual populism, this study treated the
I ndividual I mage post Oleastfie sampbngunOfext§ n 6 s |
postsaccompanying sampled image posts were included in the saimgleforethe
sample frame did not include text posts that appeared without irmagests that
include videos rather than still image®he sample was awn using CrowdTangle, a
public insights tool owned and opged by Facebook. A total of 488l image posts
were identified on Viktor Oyrabd®Pecénsber@l, of i | ¢
202Q which is46 percent oéll the posts they published duy this period This three
year period was chosen for both convenience (access to archived material) and strategic
reasons. The time frame included two major events (electioh the emergence of
COVID-19) that posed challengesleadership and therelpyovidedan opportunity to
observe populist inclinations to surface on social media. As a baseline comparison, this
period also provided ample opportunity to study quiet news periods, known in the

media politics arena as cucumber time.

Three election aapaigns occurred during the sample period: (1) Hungarian
Parliamentary (02/17/201i804/08/2018), (2) European Parliamentary (04/06/2019
05/26/2019), and (3) Hungarian Local (08/23/2019/13/2019klection campaigns
The sample also comprised the fidst wave of the COVIB19 pandemic (03/04/2020
1 07/17/2020) and more than half of the second wave (07/18i202(81/2020).
COVID-19 periods were determined based on the work of Uzaali colleagues
(2021), while campaign periods are the official alygdefined time frames of election
campaignsTime periods between elections and before the pandemic were treated as
cucumber time. The Campaign Period produced 86 image posts, the dO©VAEriod

176, and Cucumber Time was represented by 230 posts.

Coding instrument
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The units ofanalysiswer¢ he i ndi vi dual post from Orb8nb:
An image post contained at least one imageraostly included an accompanying text
content (96 percent with text). Most categories were applied separately hmatie
and textual contenSuperimposed text on the image was treated as part of the image
and codedhccordingly

A few categories were designed for descriptive insight, these include the valence
(positive negative, neutramixed of posts as well agpduction variables related to
camera shot angle (high, elgvel low) and shot distance (long, medium, close). The
category system employed to assess populiasbased on three dimensions
conceptually developed by Moffitt (201&Fhe Peopléversusd £ h E)Bad e 6
Manners, ancrisis, Breakdown, Threabut several individual categories which can
easily be connected to this conceptualization were adopted from existing content
analysis (Farkas et al., 2022Table 1 offers a summary of how Moffit§2016)
dimensions were operationalized into individual categories and the viability of these
categories in capturing instances of populisi®mentioned above, st categories
were operationalized to have visual and verbal equivalents, which made comparisons
between the two modalities possible. In most gabespresence or absence of a

populist trait was recorded using yes awodoptions within categories.

TablelA summary of the coding system based on Mo

Category Variable s (both visual and verbal) Viability of categories
Appeal to 6 59 variables in total, 48 useable
vs. 0t he EI

Closeness to ordinary Individualized physical attention to peopl| 14 variables in total

people approving adiences, vox pops, o _
(High _ performative expressions of the leader, | NO incidents of:
Igh Trequencies leader engaged in performative rituals, | x ,
indicate populist leader vis?tingg the ;?eople leader attentiv| & o POPS (visual & verbal)
style) 0 child fordi ’ | 0 visiting the rople (visual & verbal)
0 children ot ordinary peopie 0 approving audiences (verbal)

Useable number: 18=9
Useable visual: -2=5
Useable verbal:-B=4

Ordinariness Rural setting, ordinary food, ordinary 27 varidles in total

) ) leisure (only verbal), family of the ldar, o _
(High frequencies animals, sport events, humble personal | NO incidents of:
indicate populist background, agricultural activities, leade

0 hletic clothi |
style) carrying a backpack, leader in informal g athletic clothing (verbal)

backpack (verbal)
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clothing, athletic clothing, leader
associated with national symbols, religio
symbols, leader denying expert opinions

(@]

agriculture (verbal)
0 denial of experts (verbal & visual)
Useable number: 23=22

Useable visual: 1:3=12

Useable verbal: $4=10

Extraordinariness

(High frequencies
indicate popubt

Presence of celebrities, other populist
leaders, fitness/health displays,
masculinity, graphication,
accomplishments of the leader,

14 variables in total

No incidents of:

style o 0 graphication (verbal)
tyle) mediatization of the leader Useable number: 14=13
Useable visual:-D=7
Useable verbal:-1=6
Elites Signifying wealth in setting, the presence 4 variables in total

(Low frequencies
indicate populist
style)

of elite

Useable number: 4
Useable visual: 0=2

Useable verbal:-®=2

Bad manners

(High frequentes
indicate populist style)

Slang, swearing, political incorrectness

6 variables in total
No incidents of:

slang (visual)

swearing (verbal & visual)
political incorrectness (verbal)
Useable number:-8=2

O¢ O¢ O«

Useable visual: 2=1

Useable verbal:-2=1

Crisis, breakdown, threa

24 variables in total, usable 9

Enemies

(High frequencies
indicate populist style)

Presentation of the following entities as
threats: migrants, Brussels, George Sord
Ferenc Gyurcsg8ny,
COVID-19 (only visual), eli¢, Other
enemies (only verbal), media

16 variables in total

No incidents of:

media (visual & verbal
COVID (visual)

elite (visual & verbal)
Useable number: 163=3

0 migrants (visual)

0 Soros (visual & verbal)

0 Brussels (visual)

0 Gyurcss8ny (vVvisua
0 Kar8csony (vVvisua
0 )

0

0

Useable visual: 8=0

Useable verbal85=3
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Priming threat Reference to the border, armed forces, | 8 total categories
sounding the alarm, simplification

(High frequencies No incidents of;
indicate populist . .
style) 0 border (visual)

0 simplification (visual)
Useable number:-8=6

Useable visual: €=2

Useable verbal: -©=4

As mentioned above, most categories were operationalized to have both visual
and verbal equivalents, which allowed for comparison between the two modalities. In
mog cases, we recorded the presence or absence of populist elements within the

categories using yes and no optiofi@sble 2shows visual examples of each dimension.

Table 2.Visual examplesf the coded dimensions

Dimension | Visual example
Appeal opl é6dhespedthe elited
Closeness .

(Physical
closeness to the
peoplg

Ordinariness TN : - .
(Agrl_cultural 7 : g Déluténi fusi. Nalunk, a Pu
actIVIty) f LA B mindenkinek mindenhez

0@
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Extraordinariness
(Celebrity,
Masculinity)

Elite

(Presence of the
elite, Setting
signifying wealth

Bad manners
(Politically
incorrectnese

Crisis, breakdown

Protection from
threat
(Armed force}

g | Orbén Viktor

Elit alakulat // Elite squad

BOH® 151

Orbén Viktor

P Orban Viktor
4 .,

i 020-@
12:30 Talalke ure
Eurépai Bizottsag eln 0 Meeting
with European Commission nt Ursula von
der Leyen

— in City of Brussels.

® 10K

() Comment

) Comment
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As it can be seen from the examples, it is possible to code a post into several
categories, for example, in the image of <cl os
closeness to mple depicted, but the ordinariness of the leader is also clearly visible in
the simple, casual clothes of the Prime Minister.

The people versus elites.

To assess how Orb8n represented O0the Peopl
dimensions were identified, eameasured through multiple categories. First, closeness
categories assessed demonstrated comfort with regular people, signaling that the leader
is one of them through physical access to him. Physical attention to regular people,
being among them, visitintgpeir homes and neighborhoods, paying attention to the
children of ordinary people, giving voice to them, and using nonverbal gestures and
expressions to acknowledge people were included here.

Second and third, to capture the complexity of populist kesgglesitioning
themselves both as one with the people and exceptional compared to ordinary people,
self-depictions of ordinariness and extraordinariness were documdihted.
ordinariness categories focused woaluest he | eader
of ordinary people. Accordingly, this includes the food and drink typically consumed by
ordinary people, the leisure activities they enjoy (e.g. attending sporting events,
spending time with family, caring for pets), casual dress (e.g. sportseaas, |
backpack), and a rejection of pomposity and expertise or an appeal to common sense.
Emphasis on a |l eaderdés humble personal backagr
of agriculture also counted among the ordinariness categeugbermore, the
categories of ordinariness include religious and national pride, national and religious
symbols, as representations of the values of the people.

Extraordinariness items documented the-sgliresentation of leadership and
personal prowess. Familiarity Witelebrities, physical fithess and masculinity, media
interest in the leader, and accomplishments were coded.

Fourth, populist relations to the elitegolitical, bureaucratic, economic,
religious and cultural elitéswere tested through categories th&asured their
presence in posts as well as settings that signal wealth and privilege.

Bad manners

Three categories were devised to capture how populists distance themselves

Afrom other political actors in ftépms of | egqgi

60) by breaking unwritten rules. Using slang, swearing, and politically incorrect
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statements were recorded in verbal posts. Visual images featuring written signs (e.g.
held by supporters or shown in graffiti) or visual appearances of politically
inappropriate behavior (e.g. inappropriate physical contact) were also counted.
Crisis, Breakdown, Threat.

This dimension comprised the populist tendency to create and maintain crisis
with the communication of perceived or real threats. It was operatiedat four
techniques: constructing groups and people as threats, reminding followers of how a
crisis is mitigated, exaggerating threats, and offering simplified solutions to complicated
problems. I n the case of Or b8iatobemehispl e a
enemy list are migrants, George Soros, Brussels, two Hungarian oppositional party
| eader s, Fer emM) Gynudr cGeSrngye | (ye xkar 8csony (N
media, and elites. COVH29, and other enemies without specifics were atited to
capture threat appeals. Threat mitigation involved signals of protection against danger.
Visual or verbal references to the border and armed forces were recorded. Alarmist
posts that dramatized or exaggerated crises and danger, as well agesiraptif
sweeping fixes for threats, were also coded.
Data collection

Image and text posts were coded by two coders, one undergraduate student in
political science and one of the authors of this article. Two coder training sessions were
followed by pretess of coder reliability whdluesh r es:
for individual variables within a range of 0.66 to 1. More coder training ensued before
data collection started. A random subsample of 187 posts (38 percent of the full sample)
was subjeted to an intercoder reliability test that resulted imean value of
Krippendorff's alphas in 0.9Three variables that did not achieve the acceptable level
of 0.8 valug(visual leisure, verbal COVIR9, visual other enemies) were excluded
from dataanalysis. Data were collad over the course of 4 weeks.

Results

Preliminary descriptive findings

From the 495 sampled image posts, three images contained only text (e.g. only
statistics, diagrams, screenshots of laws and regulations) and were thexefoded
from analyses. Of the remaining 492 image posts, almost 96 percent were accompanied
by a separate text post and another 1.8 percent featured text superimposed on the image

posts.
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Descriptive insights about the depicted actors, production feaamds/alence
of the image posts show that the leader is presented in 77 percent of the posts, which

means visual depiction in all cases, verbalssfifrences are present only in five posts.

The second most frequently depicted actors are the elitee(57gppe nt ), whil e 06t he
Peopl eb, other populist |l eaders, and Brussels
Supposed enemies of Viktor Orb8n, such as Geo

Gergely Kar8csony do not appelbataliand t he post s

even migrants are present in less than 1 percent of the posts.

Proportions of actors in Viktor Orban's Facebook posts

80% -
h 76.83 %

56.91 %

20% -

9.35 % 915 % 9.96 %

0% 0% 0.81%

0% -

! ! ! ! ! ! ! ! !
Viktor Orban  other populist leader elite the people Gyérgy Soros Brussels Ferenc GyurcsanyGergely Kardcsony migrants
Actors in the posts

Figure 1. Actors presented in Viktor Orb8nés post

I n posts wher e Vih&seadortyp&sappe&mn vernssimgar e sent ,
proportions. The only significant differeads related to the elites: 68 percent of the
posts de p presensamgelit€actor&swell.
In terms of valence, the majority (63 percent) of posts were positive. Negative
and neutral posts each made up 15 percent of the total and 7 penpestsafomprised
a mix of positive and negative tones. However, posts depicting the Prime Minister are
significantly more emotiona(2 =2 5. 00 6, dwhite 35 perpent of@he Pobtdl )
not depicting Or b§narenegativeptd percentofttepastsd 9 per cen

where he appears are positive and 17 percent is negative.
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The majority of imagewhere the leader is depictaeere framed as medium
shots (77 percent), suggesting a personable but not intimate personal distance (see
Meyrowitz, 1986). About 2@ercent otheshotswh er e Or b S8werelorgy, pr eser
which are often used asenesettingor establishing shots withoututh opportunity for
advancing personal connections between a leader and social media users. Only 1
percent of shotswerecleseps, i ndicating Orb8n6s reluc
proxemic cues in his posts.

Eyelevel was the most common (90 percent)l@nged in images @r b, 8 n
followed by low (6 percent) and high (30&rcent) angles. tanbe said hat Or b8 nb
posts did notend toshow either empowering people through Jawdiminishing
people through high angle sh@kdeyrowitz, 1986)

Viktor Orb 8 n6s populi st styl e

To answer our research questions, data were collapsed along the major
dimensions of conceptual interest and-ubmes such as people vs. elites (closeness,
ordinariness, extraordinariness, elites), bad manners, crisis communicagames,
threats) (see, Table 1). This approach afforded statistical analyses on aggregated

dimensions despite lofvequency counts for many individual categories.

The firstresearchguestion prompted an investigationtbé extent to whiclhe
threedimesi ons of Moffittadmcse (29dd)bypyoVYiukt et G
Facebook communicatiorin general, as Figure 8 showmtpresence of each element
in the poss, either visually or verbally, the categorieAppealso6t he Peopl ed
0t B leiwere épplied remarkably often, the creatiorCofis, breakdownand threat
was less frequently applied, while the Bad manners category was hardly used by Viktor
Or bgn.
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Proportions of populist categories in Viktor Orban's Facebook posts

80% - 79.47 %

6768 %

32 40% - 39.02 %

27.03 %

20% -
15.85 %

1.83% 2.24 %
0% -

closeness ordinariness extraordinariness elite bad manners enemies threat
Populist categories in the posts

Figure 2. Proportions of populist categories in V

Unpackng details about the subthemegha most frequently applieéppeal to
0 t heepléRersusd t Hitebcategory, results show that ordinariness and elites are
present in the majority of the po$terdinarinessn four out of fiveposts and the elites
in threeout of twoposts.The other twesubthemesategories are alstharacteristiof
Vi kt or c@mmbngcatibnextraordinariness appears in 39 peradrihe posts and
closeness in 27 percent. Overall, 97 peroénhe posts contain somgpeal todhe

Peoplédversusd t hliedelEmens.

Ho we v ethe,Roplddversusd t Hitedcdiegory is built on the
contradictiondetweentheP e o @mhdé 6 Hiteq itks essentiato investigate to what
extentthe elemants related to ordinary peoglsuch asloseness and ordinarinéss
appeatogether withthe representation of the eténterestingly, thisontrast is
present in 56 percenf all posts,.e. this proportion of posts featuretbseness or

ordinarinessogethemwith the appearance of tledites.

Nevert hel e ssotnecgdsdrig pofrayedtineadmegatige wayiktor
Or b Scan@msinicationin fact, the elitesire more frequently presentmda positive
context. Nearly twehirds (64 percenkof posts featuring elites haeepositivevalence,

13 percent are neutral, only 15 percent are negative, and 8 percent belong to mixed
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valence Negative or neutral posts where btk elitesand peoplecentric closeness or
ordinarinessategoriesre presemappearedn 14 percent of all postshis meansghat
the explicit contrastad t h e Rezsasp i b é isiBdt genezad but it is far from
rare as one in seven posts applies this strong distinction.

All the other categories are less frequently applied, espeBatlymanners
which is pesent only in 2 percent of all pos&isis, breakdownand threatcategories
are present in 17 percent of all posts, which is based on the depiction of some kind of
thred that appeared in 16 percent of the posts, while the enemies are not frequently
depcted in the | mage pobppdsatleasttwdnaib Gategories n 1
are present, anahly in 3 percent of the posts is no populist element. There is only one

post, where all three categories are present at the same time:

¢ \ Orban Viktor
[ 4 10 March 2019 - Q&

Tabori kis trakta
— in Warsaw, Poland.

% 12

oY Like (J Comment

Figure 3. Allt hr ee categories in a post. Viktor Orbe§&
Il n this post, the post text says Ashort 1
meanings. It is not only a reference to

Hungaian military leader and poet from the 17th century, but it also means a feast,

which is visible in the photo. Thus, it can be understood as the application of slang
(colloguial and jargon term&formal words in the post text, e.g . Further, Or
wearing informal clothes, which is a sign of ordinariness. At the same time, the soldiers

are signifying both threat and protection from threat.
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AsAppealdso6t he Peopl e d subthemeseam tadbe themoB! i t e 6
importantp ar t o f Vi k tlisbstyle,Gtiswoghhaving gonone detailed focus

onvariables in this general category.

Proportions of closeness categories in Viktor Orban's Facebook posts

attentive to children of ordinary people - 224 %
visiting the people - 0%

)

8

% performative rituals - 915 %

£

=

8

= performative expressions - 16.46 %

@«

w©

S

@

@

@

|

@ VOX pOpS - 0%

o

[&]

approving audiences - 061 %
physical attention to people - 183 %
L 20 40 60
%

Figure 4. Detailed proportions of Closeness categ

Closenesgategories n O rpbsgsmgpsegsrimarily through performatw rituals and

expressions, the other categores rarely appliedT hes e show t he® Prime Mini
attendance at events such as funerals, memorial services, weddings or voting, and

include verbal mention of these. It also includes the use of body languagpressions

that create closeness with the viewer/listener/reader through the use of a consistent sign

within the group, sch as the thumbs p, wav e, The othergategdriesrarei t 0 .

rarely usedwhile the ordinariness wadepicted mainly throgh symbols, especially the

representation of national symbatgsualress, and the ruraétting
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national symbals -
religious symbols -
denying expert opinions -

athletic clothing -

Ordinariness categories in the posts

family -
leisure -
ordinary food -

Rural setting -

Figure 5.

informal clothing -

backpack -

agricultural activities -

humble personal background -
sport -

animals -

17.07 %
0%
0.2%
264 %
0.2%
0.41 %
1.83 %
081 %
5.89 %
1.42 %
5.69 %
11.59 %
U”I/o 26%
%
Detailed proporti

3394 %

40%

ons

Proportions of ordinariness categories in Viktor Orban's Facebook posts

42.68 %

of

60%

Or di

Extraordinariness is primarily presdmt showingmediainteres around the

leaderanddepicting his accomplishments.

Proportions of extraordinariness categories in Viktor Orban's Facebook posts

mediatization -

accomplishments -

graphication -

masculinity -

other populist leaders -

Extraordinariness categories in the posts

fitness/health displays -

celebrities -

0%

Figure 6.

124 %
13.82 %
1.02 %
569 %
508 %
2UI%
Detail ed

%

proporti

40%
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60%

Extraordi
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Both components d@j t hlitebcdEegory are comménapplied:in a sgnificant
proportion of posts (5percent)some kind oklite actorappeasin the post, while the

depictionof a wealthy environment is present in every third post.

Proportions of elites categories in Viktor Orban's Facebook posts

elites - 56.91 %

Elites categories in the posts

wealth in sefting - 3232 %

%

Figure 7. Detailed proportions of Elites categori

To answer the second Research Quoastive investigate our variables in verbal
and imagebased communication separately. As Fegg8shows, there are differences

the application ofthe categoriebased on the modalities.
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Proportions of populist categories in Viktor Orban's Facebook posts
7419 %

62.8 %

40% -

modality

)
&= verbal

3333 % 33.74 % ;
visual

29.07 %

24.19 % 23.37 %

8.33 % 9.15% ga30

224 %
122% (g1 9% 0%

closeness™* ordinariness** extraordinariness* elite™* bad manners enemies™ threat
Populist categories in the posts

Note: stars on x-axis labels indicate if there is significant difference between the proportions of verbal and visual communication;
*p < .05 "p=< 01 *"p < 001

Figure 8. Proportions of visual and verbal populist categories ik or Or b8nds Face

Closenesss canveyed primarily verbayi by the Prime Ministerwhile ordinariness and
elites are much more presedin their posts visuallyResults on the visual ordinariness
can be understood with the consideration of gt that ordinariness categories are
mainly present througsymbols analothing. Further, maller butstill significant
differences can be perceived between the more visteiycted extraordinarinessnd
the only verbally represented enemy imageso, from this perspective might be
consider ed as .Bddmannesiabdlthesampeaeimsimdas 0O

proportions verbally and visually.

Considering the results across the three different time periods, data show

relatively little difference.
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Proportions of populist categories in Viktor Orban's Facebook communication during different periods

100% -

858 %
80.23 %
80% -
74.35 %

60% -
53.49%

%

72.09 %
67.83 %

4432 %

40% -
36.05 %

2348 %

20% -

0% -

! !
closeness™* ordinariness*

\
extraordinariness

36.09 %

3.04 %

116% =7 *

485 %
22T% 430
I

\ I I
elite bad manners enemies

Populist categories in the posts

Note: stars on x-axis labels indicate if there is significant difference between periods (ANOVA);
i 01

*p<.058; *p<.01;*p<.0

Figur e 9.

three different time periods

Proportions

of populi st

233%

13.91 %

!
threat™*

styl e

As Figure Sshowsclosenesgategories arsignificantly more present idiktor

period
campaign

ovid

Ci
. cucumber

categories

Or b 8§ n 6 $asedacgbeok communicatiduring thecampaign periodompared

to other periodsWh e n it

comes to the

c amopt ahdegledPs , t

appears in every second post. Unsurprisinglg,threat is much higher duritige

COVID-19 periodthan in the other periodslowever, it ighe leastommon during the

campaigns, therefore it seems that it is less used to mobilize voters. Thendyare

slight differences inhe application of ordinariness categories, but it is worth

mentioning thatheir proportionduring theperiod of COVID19 is alittle, bus

significantly higher than during the cucumbgeriod

Thi s

application

study
of

Discussion
investigated Vi
a coding instr

ktor

ument

populist syle into a bimodal measuring system. There are conclusions to be drawn

about howwelMo f f i

ttos

popul i st

styl e -dgsgpr oach i s

social media communication of one of the leading European populist actors.

TheAppeal

he | e:
Orb8ndés pop
that opera

ab

etoedvérsudd ¢ h B diénsidn eaptured by falng most
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instances of the populist style. Crisis, breakdown, and threat categories are applied to a
lesser extent, while Bad manners categories are rarely applied. Also, it should be
highlighted, that wthintheAp p e a| eopdveérdudd € h B di Imethnessd on, Ot
Eliteéd hsgmbri ght ed uttheratime dépictioreof tRelgéesiprhoed . F
positive than negativ&his largeemphasis on elites can also be observed in situational
elements, asetting signifying wealth is more visible in the posts than the rural setting.
Compared to the frequent presence of the
rarelydepi cted in the Hungarian Pri-oesetricMi ni st
style is prominent in his seffresentation, as closeness and ordinariness play a

significant role in his communicatiolVhile these elements are frequently presented in

a fragmented way, it is not uncommon that the peoeidric elements are directly

contrased with negative elite depiction.

Orb8nés bimodal soci al media communi C
minimal differences across different periods. Depiction of the pemgléric closeness
increased during the campaign period, while extraarihess during the period of
COVID-19. However, differences between the modalities are more pre\ihle most
frequently usegbopulist elements are more pronounced in visual communication than in
verbal communicatiarOrdinariness and elites are mogthgsented visually, and the
visual depiction of extraordinariness is also more prevalent than its verbal equivalent.
These findings underline the necessity of studying visuals in populist communication.

On the other hand, closeness is predominantly conuated by verbal cues.

Generally, results s fhasedpopulist style@oebrioh 6 s
truly correspond to Moffittds (2016) def |
his populism is essevenmusatlhief ediila siée dneos i @nh
specifically the peopleentric seHrepresentation and tmostly positivedepiction of
the elites. The | atter creadstoepresem aniantip or t a |
elite position from an elite position with more than a decddgpvernance. Thus, this
mixed depiction can beonsidered aa strategic toolThe stability and consistency of
communication across the different ti me |
developed a populistyle on Facebook that does not need tado theactual events.

Finally, an important finding is that populist style can be better grasped in visual
messages, showing that populism research that focuses only on texts can only give an
incomplete picture.

It is also worthnotingthat the studyid not set out to examine Vikt@r b § n 6
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interpretation of himself as a populist actor. Rather, the aim of our paper is to contribute
to the understanding of populism as a communicatidnsty by tr ansl ating Mof f
(2016)theoretical framework into prace, by developing a more nuanced research
direction that takes into account visual aspestsell As a consequence, our results
can be interpreted on a scale where the populist communication style and its elements
can be applied by all political actoppulist and notpopulist, even to varying degrees
from period to period.

Nevertheless, the study has limitations. The research focused only on social
media, but Orb8n may communicate differently
communication or bad maer may be grasped better on other communication
platfor ms. Descriptive f i ndpredamantdyforo wed t hat O
positive communication, thus crisis communication and bad manners do not fit here.
Hence, it can be6)papulig styedefmition dha dnly partialyp s (20 1
grasp t he Hungar isaatial hMedia coenmiicatian.sFutwe résearch
should examine other channels and platforms by the application of the coding
instrument.

It should also be noted thatthe pbpust Fi desz pahaskay 6s communi c
highly organized, mulstakeholder communication strategierea highly developed
and organized system of task division opergtdde t z & V8 rThiameans 202 1)
thatcertain populist elements may not be foun@in b 8 n6s comnhenpi cati on but
may be highly presemm the communication afther politicians, ministeraind media
personalities. Future research may be worth examining the populist communication of
Fidesz as a populist party separately.

It would alsobe worthwhile to examine and compare populist andpuapulist
|l eadersdé communication from other countries t
much Moffittds (2016) populist style is inher
of populist leadersompared to nopopulist politicians. Finally, another future
directioncouldbethefocus on moving images, as videos are also frequently used visual
tools of Vikt or ngydfferant measages tham posts wihastill ¢ o
images.

Overall, thecoding instrument presented in this study can be a useful tool to
study populism worldwide, as it has operation
theory into flexible verbal and visual frames, where cultural differences can easily be

adapted to it byltanging specific enemies, or clothes.

162



163



References cited

Akkerman, Tjitsk&de Lange Sarah LI Rooduijn Matthijs (2016: Radical rightwing
populist parties in Western Europe: into the mainstrean®n d on New Yor k, NY:
Routledge.

Arendt, Floriafi Marquart Franzisk@aMatthesJ © @L5:AEf f ec t-wingof r i ght
populist political adverti sldowmplooMeda mpl i cit an
Psychology: Theories, Methods, and Applicatjorsl. 27, Issue 4178 189.

Bene, iBdaZsatf02):AHungary: OrPomlistsGoversandd and a |
t he Pan dBobbaGuiandNinc o | a(szerk:@dp@ism and the
Politicization of the COVIBL9 Crisis in EuropeCham: Springer International
Publishing, 87100.

Bene, MB r iFarkasX ® n(RO48)AK®° ve s s , reags8lj, oszd meg! A Kk

2018as orsz8ggy Tl ®si v 8l°cssBkaclEiSz akndreap §nybano. I n
(szerkkV8r akoz8sok £s Val - s 8goBudapeRtMTAITKH ment i V81| as
PTI, Napviligd4 Kiad-, 410

Bene, iBga6abgela(2021))ADi scovered and Undiscovered F
Politics Mapping Online Political Communica
i n Hu nlgeasecyiomsVol. 7, Issue 111 21.
https://doi.org/10.17356/ieejsp.v7i1.868

Burni, Alinei Tameki, Eduardo(2021))APopul i st Communi c-a% i on Dur i ng
Pandemic: the Case of HArtemipazionéesCORflitté/d.i d e nt Bol s

14, Issue 1113 31.https://doi.org/10.1285/i2035660914i1p113

CrowdTangle Team (2021¢rowdTangle Facdook, Menlo Park, California, United
States. List ID: [71208]

Engesser, SvérErnst, Nicolé Esser, FrankB ¢ ¢ HFlerin(2017))APopul i sm and Soci a
Media: How Politicians BipmatiandCommuRicaaog ment ed | d
& Society Vol. 20, IssueB, 1109 26. https://doi.orgl0.1080/1369118X.2016.1207697

Ernst, Nicolé Engesser, SvéB ¢ c h e | FIAEmitm e(m20 PAa)yties and Popl
Analysis of Facebook an thformationt Gommunieatonoss Si x C
& Society Vol. 20, Issue 91347 64. https://doi.orgl0.1080/1369118X.2017.1329333

164



F ar k a si,Jackg&o®,rDangéBaranowski, PawéB e n e , 1 REsmanm,rJia
Veneti, Anastasia (2022k St r i ki ngly Similar: Comparing
Communication of Populist and NdPopulist Partiea c r o s s 2 8Eubpeamt r i e s
Journal of CommunicatigrOnline first, 118.
http://journals.sagepub.com/doi/10.1177/02673231221082238

Freistein, KatjaGadingerFrank(2020)APopul i st Stories of Hone
Mothers: A Visual Narrative AnalysisReview of International Studiggol. 46, Issue
2,217 36. https://doi.org/10.1017/S0260210519000421

Gimenez, ElsaSchwarzNatalie(2016)AThe Vi sual Constructi on
AProximity to the Peopl ed omonttaideSwinl i ne |
Peopl ebd¥$stPamrrntgiochi sche Z&0ldlslesher221842. f ¢r Sc
https://doi.org/10.1007/s1164016-0200 3

Hawkins, Kirk A.(2009:A1 s Ch&8vez Populist? Measuring
Compar at i v e CdmparatveBRoltitali StudiedVol. 42, Issue 81040 67.
https://doi.org/10.1177/0010414009331721

Herkman, Juha (2019 Popul i sm in Political Cartoons:
L e a d @apslas CommunicatiorVol. 17, Issue 3252 67.
https://www.tandfonhe.com/doi/full10.1080/15405702.2019.1614183

Hokka, JenriiNelimarkka Matti (2019):A Af f ect i ve Ec ePopulisty of Nat
Images: Investigating National and Transnational Online Networks through Visual Big
D a t Mewv Media & Societyol. 22, Issue 5770/ 92.
http://journals.sagepub.com/doi/10.1177/1461444819868686

Jewitt, CarryBezemer, JeffO6 Ha | | o r a n Intrdducing n{ulBindodabty :
London ; New York: Routledge.

Ker°s®nyiPat Kkndr 8¥eronika (2017): Liberal
Leader ship of B €onlinussleumal of Sarialahy abdd Sm@ahP.olicy
Vol. 8, Issue 3, 31%337. https://doi.org/10.14267/issn.20627 X

Mendon- a, iCRilectaarndbo, FRenat o Duarte (2020): A
SelrfPr esent ation of JaiThellBenatomainlaurnalofon | nst :
Press/Politics Vol. 26, Issue 12101 35.
http://journals.sagepub.com/doi/10.1177/1980220970118

165



Merkovity, NorberiB e n e , iNgkastXx®m(R021):AHungary: The 11l iberal
Ma n a g e melilleker, DardfernComan loana Ai Gregotr Mi i iogelli, Edoardo
(szerk):Political Communication and COVHD9. Routledge, 260979.

Meyrowitz, Joshua. 198®o Sense of Place: The Impact of Electronic Media on Social

Behavior New York, NY.: Oxford Univ. Press.

Metz, Rudolfi V8 r nagy, R®ka (2021): AMass, oiMovement ,k O
Party? Fideszds Hy b rPoldics@d Gavernarscd(4),3b7n a | Strateg
328.

Moffitt, Benjamin (inpress)A How Do Popul i sts Visually Represe.]
Systematic Comparative Visual Content Analysis of Donald Trump and Bernie
Sander s6 | nst EeglintermtioAat Jounnal oftPressiitics.

Moffitt, Benjamin(2016): The global rise of populism: performance, political style, and

representationStanford: Stanford University Press.

Mudde, Ca (2004)A Th e P o p ul iGsvernnZestiartd Q@possidudl. 39, Issue
4,541 63.https:/doi.org/10.1111/j.1477053.2004.00135.x

Mudde, Ca (2007):Populist Radical Right Parties in Europ€ambridge: Cambridge

University Press.

Mudde, Cas (2016) : Europeds Popgaoaréignst Surge: A
Affairs, Vol. 95, Issue 6, 230. htp://www.jstor.org/stable/43948378

Newman, Ni¢ Fletcher, RichardSchulz, AnnéAndi Simgé Kleis Nielsen, Rasmus
(2020):Reuters Institute Digital News Report 20Reuters Institute for the Study of

Journalism.

Norris, Pippa@lnglehart Ronald(2019):Cultural Backlash: Trump, Brexit, and

Authoritarian PopulismNew York, NY: Cambridge University Press.

Pauwels, Teun (2017AMe asuring populism: A review of curr
Heinisch Reinhard Q.Holtz-Bacha,Christind Mazzoleni Oscar(szerk):Political
Populism: A HandboakNomos, 12836.

Piontek, DorotaTadeuszCiesielczykMa § g o @A donver bal components ¢

populist style of political communication: A study on televised presidential debates in

166



P o | a@edt@l.European Journal of Commigation Vol. 12, Issue 2150/ 68.
https://doi.org/10.19195/1899101.12.2(23).3

Rose, Gillian (2001)Visual Methodologies: An Introduction to the Interpretation of
Visual Materials SAGE.

Sc h mu ¢ k ,i HaDeleeisMicRael(2020):A Cl oser t:& Cdmpaatvee opl e
Content Analysis of Populist Communication on Social Networking Sites #aiRce
PostE | e c t i o ninfdPheation, €adnsnanication & Societyol. 23, Issue 10,
1531 48. https://www.tandfonline.com/doi/full/10.1080/1369118X.2019.1588909

Sc h muc k ,iMattesJi °r ¢(Eg7)AEf f ect s of Economic and
Appeals in Righiwing Populist Advertising on Ardimmigrant Attitudes: The Impact
of Textual a n dolitical Camanlinicatignyiok 34 Issue 4607 26.
https://www.tandfonline.com/doi/full/10.1080/10584609.2017.1316807

Uzzol i, iKovg&uSndaiPZghal|ltiSzabam@RI)AA hazali
COVIDiI19j 8rv8nyhull 8mok Ter ¢l et i, Vdglhl8sneb 5 ®Qg k i
3,291 319. https://www.ksHwu/statszemle_archive/terstat/2021/2021_03/ts610302.pdf.

de Vreese, Claes Hzsser, FranikAalberg, Toril Reinemann, CarstéBtanyer, James
(2018))APopul i sm as an Expression of Politic
Ne w P er sThelotérrnatoebdournal of Press/Politicsvol. 23, Issue 4423
38. http://journals.sagepub.com/doi/10.1177/1940161218790035

Weyland, Kurt (2001)ACl ari fying a Contested Concept:
Amer i ¢ an Céhparative Paiticg/ol. 34, Issuel, 1i 22.
https://doi.org/10.2307/422412

Weyland, Kurt (2017 APopul i s m:StA aRcelgiitci deplPxfoma c h 0 . I r
Handbook of Populism szer k. Cri st - - bal Rovira Kaltw
Ochoa Espej o, Omferd: DxfoedrUnieerdydPsessdd) iRy .

Wodak, RuthiForchtneyBernhard2014)AEmbatt | ed Vi endMing1683/ 2
Populism, Collective MemoryVisuuld the Fictd.i
Communication/ol. 13, Issue 22311 55.
http://journals.sagepub.oddoi/10.1177/147087213516720

167



The visual and verbal populist style of Viktor
Coding scheme

Ther esearch has three main ai ms: (1) to test Moffittds (
generalizable coding scheme based on the featdresmilist style; (3) to test whether the populist

communication style differs in the three different periods (campaign period; crisis period; cucumber

period).

As compared to parties, in performing populism the leaders have a distinctive role (Moff@}, 28
analysis focuses on the communication of populist leaders.

The method multimodal quantitative content analysis.

This coding scheme is based on Moffittds (2016) wor k,
derived from tPhpudeseor aptiao®PeB)i ti cal Styledo (pp. 50

The coding process, categories and variables

Coders receive an excel database containing all the Facebook image posts of the leader. Specifically, present

research is focused on the Facebook communication df ¥ik Or b § n, hence the excel fi
image posts from three different periods: the 2018 Hungarian Parliamentary election campaign; the first

and second wave of Covith (2020); a period of low activity between campaigns and crisis {2029).

1. Asafirst step, coders shoubghen the link of the image post r om t he exc el col umn ALiI:

The unit of analysisis the individual image post from the leader on his/her account. An image
post contains necessarily at least one image, and not necessaphsdibty a post text, and/or a
superimposed text on the image.

Orbén Viktor
oo

Haho, facebookosok!

Ujra itt. Az allatokra nem csak az allatok
vilagnapjan kell figyelni. Vigyazzunk rajuk! @

#alfil BB

@ 24K 1.6K comments 482 shares

oy Like (J) Comment /> Share
Most relevant

Péter Ovadi
K6z6s tgytink az allatvédelem! &

BEL
Vigl‘/}’lzzunk l'i’ljllk! Like - Reply - 4 h ®3 108

Y 29 replies

AL LATOK VILAGNAPJA \‘ Orban Viktor 2. VMonika Bak

] Write a comment...

This is a multimodal study, which means that both text and image are taken into account. The
visual categories are about the individual image and the superimposed text on the imagd. Think o
the superimposed text as part of the image and help to construct the visual message. Yet, when it
comes to the presence of the leader please code him as present only when he appears in likeness.
In other words, his brand logo superimposed on an imagehéhdoes not appear in, should not

be treated as he is present. The verbal categories are about the text post. Posts should be coded
accordingly: if there is only an image, with or without a superimposed text on it, code only the
visual categories, bitthere is a text post, code verbal categories too.
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Emoiji in the text post of the leader can serve as context for interpreting the text, e.g. smiley faces
can help determine the valence of the text post. However, emoji are not coded as images.

The secondstep is to examine the whole post carefully. Coders are encouraged to scroll down
follower comments to find context for the post if necessary and translate verbal messages if
necessaryhitps://translate.googleom)). Coders should keep in mind that their personal views

and interpretations should be put aside in applying the instrument. To do this, strive for applying
the categories as they are defined and treat the images and words in the way that thegraeelpre

by the leader. The goal is to assess how the leader communicates with his/her social media
audience. The goal is not to gain insight into coder evaluations or opinions of what the leader is
communicating.

The variables are identified accordingviinether they ardulfilled (in this caseenter 1in the

given excel cell or select the appropriate category from the-dioem list) or not (in case @ion-

fulfilment, enter O in the given excel cell).

There are 5 main sections to this coding instrun®@I@DALITY, VALENCE, PRODUCTION

(Camera angle and Shot distance), PEOPLE AND PLACE (Actors, Number of the people, and
Setting), and THREE DI MENSI ONS ADAPTED FROM
versus Othe Elited; o0Bad Mb AlmrsectioasGtart vatmspecificr i si s
instructions relevant to that one, then categories are described in more details.

SECTION 1: MODALITY

1. This section focuses on the visual and textual components of each post, which means that coders

should take into aount both the visual and the textual elements according to the instructions.

MODALITY

Textonly | Images containingonly text,e.gonf This i s a, ifdexhobnktwpyde further

statistics, diagrams, pictograms, or
screenshots about Twitter posts, la
and regulatigreso
here and will NOT be coded further
The idea here is that the image is
entirely taken up by wordso
contextual or background clues are
visible.

However, images that contain text
but include people (e.g., holding a
banner, a street scene with relevan
graffiti) or newspaper headlines
showing contextual surroundings
should not be tr
It should be coded as an image and
the textual information should be
treated as part of the image used in
making coding decisions.

This is NOT a AText onlyo, sho
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Text on the If there is text superimposed on the

image image after it was taken (e.g.,
banners, flags, logos,eet ) c o
here. Treat the text on the

1= photograph as part of the image an

=yes . )

(there is gse the information as part of the

text on the | Mmage fgr subsequent visual

image) categories.

0=no (no

text on

image)

Post text | If there is a verbal message that
accompanies the post next et

1=yes i mage*, please ¢

0=no the post appears as an image only,

code Anood here.

*The excel file
column that contains the post text,
even if thereobs

visible after open the link we can
see the message in theeldfile.
Code this as a post text, because tk
are actually post texts. If there are
different messages in the actual po
text and the 0Me
focus on the actual post text.

170




SECTION 2: VALENCE

2. This section refers to the overall tonetbé post in terms of positivity, negativitgnd neutrality.
This means that coders should focus on both the visual and textual components of each post when
deciding the overall tone, as valence can be affected by the image itself, the text of thedpost, a
the text on the image. Consider all of these dimensions for a ghdbaldlusive coding decision.

VALENCE

Positive =1 The tone of the image could be positive due to
positive facial expressions (smile, compassion
the leader (take a specific loat the leader), or
other people, or backgrounds (uplifting nature,
patriotic, cheering crowds, bright colors, etc.).

The verbal message could also contain positiv
cues, (e.g. it reports some success, expresses|
hope for something positive in the futustates
something positive about someone, says thanl
for someone, or there is positive humor in the
post.)

I f one modalityés val
is neutral, code the poas positive. For example
visual=neutral, text=positive, overall coddlvee
positive.

As the example shows, the visual valence is
neutral due to the neutral facial expression of t
|l eader , but the text
to the encouraging to
that refers to hope. Hence, the overalenak of
the post is positive.

Negative=2 The tone of the image is negative due to negat
facial expressions of the leader (anger, sadneg
fear, contempt, disgust), or other people (see f
|l eaderds frown and do
around him in thexample), or backgrounds
(somber and not uplifting). The textual messa|
could set the negative tone with criticism of
something or someone, expression of  sadn
negative irony, or presents people with negativ
emotions. If one modality is negatiand the
other is neutral, code the overall tone of the pg
as  negative. For example: visual=negative,
text=neutral, overall code will be negative.

As the example shows, the visual valence is
negative due to the negative, concerned facial
expressia of the leader, and there is no text
post 6. Hence, the ove
negative.
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Mixed=3

The tone of the image is truly a mix of positive
and negative cues. This could be due to a
negative facial expression (anger, sadness, fe
contenpt, disgust) of the leader, or other peoplg
or the backgrounds, with a positive text messa
or vice versa. E.g. the image shows a happy
leader, while the textual message is something
negative.

As the example shows, the visual valence is
negative due tohe negative, angry facial
expression of the depicted person, the dark
colors, and the negative superimposed text,
which is part of the visual message. However,
text postds valence i
rise of the minimum wage (reporting sess).
Hence, the overall valence of the post is mixed

ELVETTEK egyhavinyugaiiat,
ELVETTEK egyhavi fizetést,
MAGAS ADOVAL sijtottix az smbarekat

Neutral=4

The atmosphere of the image is neutral, there
no strong positive or negative facial expressior|
nonverbal behavior, background cues, other
actors and the textual messages also doffiet
a specific valence direction, or there is no texty
message that could help. Thus, both the verba|
and the visual elements are neutral or factual
without an emotional charge.

The first image to the right offers an example g
that: the visual valercis neutral due to the
neutral facial expression of the leader, and the
post has no specific valence direction either, a
is about a fact (fAcal
valence of the post is neutral.

It can also happen that there is not enough
information contained in the post to make a
decision about valence, use this option, just lik
in the second example on the right, there is no
text post or superimposed text that could help
decide the valence, and there are no facial
expressions or any otheontextual information.

But use it sparingly. It might include a photo
without a good view (e.qg., back of head) of the
|l eader 6s facial displ
the photograph, and no contextual information
assess valence.

SECTION 3:PRODUCTION-CAMERA ANGLE AND SHOT DISTANCE

3. In this section the focus is on the image alethes ignore the text post and text on image. This
means that coders should focus only on visual components of each post when deciding the
production details.

PRODUCTION :

Angle or camera perspectiv§Code only for humans. If there is no human face in the picture, code 0 for both productior]

categories.)
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High=1

High angle shot looks down at the subject
from a higher perspective. Keep an eye o
the leaderthe ande should apply to the

leader, as it does in the example to the righ

Eyelevel=2

The leader is at eylevel with the camera. |
the leader is not present, other people are
eye level with the camera.

Low-angle=3

The camera angle is positionedlow the
eye line of the leader, looking at the
leader. The example above is a good
example of the camera being at eye level
with people in the picture, but at a low ang
on the leader.

PRODUCTION :

Camera distance(Code only for humans. If thei® no human face in the picture, code 0 for both of the production catego

Long shot=1

Showing the full figure of the leader (or
other people if he/she is not present)
inside the frame, which signads
impersonal distance between the leader af
the camera. Long shots might also includg
panoramic views of nature, skylines, or
masses of unidentified people. The examp
on the right shows that the camera is far
from the leader, thus his full figure is visiblg
from this distance.

Medium shot=2

When the figure of the leader inside the
frame is cut off somewhere between the
waist and the knee. This signalsarial but
not close distance to the camera. The
example on the right shows that although
people in the background are depicted fron
longshot , the | eader o
legs are not visible, thus this is a medium
shot of him.

Closeup shot=3

Only the head and shoulders (or even mor
facial prominence) of the leader are visible
inside the frame, suggesting close distancg
from thecamera and personal relationship.

In the example on the right, only the head
and shoulders of the leader are visible, his
face is close to the viewer of the image,
which makes this picture a cles@ shot.
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SECTION 4: PEOPLE AND PLACE

From this point forward, coding decisions have to be made for the image and text separately
please see the separation of visual and verbal coding decisions in the columns.

4. The following categories are designed to capture who is appearing in the post, the density of

human representation, and the setting of the post.

be surenot to code the
leader as present due to thg
branding logo superimpose
on an image in which he is
not appearing in likeness.

shgular (E/1
nekem, etc.). Pay attention
that the Facebook ID is not
part of the post text, just as
the example on the right
shows, do not code it as
reference to the leader.

Who is in the | Visual Description Verbal Description Examples
post?
Actors
The leader If the leader is recognizable| Textual reference in the post
in the i mage | text mentionsthe name of th
1=yes the leader is not present leader, or reference to
0=no visual | y Agamb,0 ¢ him/herself in firstperson

Other populist
leader

1=yes

0=no

A populist leader other than
Or h i§ visually present.
Other populist leaders can |
from the country of the
l eader (Hungg#d
Jakab, Jobbik), but they cal
be from other countries too,
as the example shows on th
right: the Polish populist
leader is depicted with

Vi ktor Orpbp§list .
leaders may not be visible
(e.g. an image of the funera
but they should still be
coded visually if the image
is of their funeral service.
They may also appear in an
old photo or in a painting or
statue. In all cases code the
as visually present

For populist leaders check:
The photos of the most
important populist party
leaders and thePopulists in
Power Around the World
(2018) at the end of the
coding scheme.

Mention any other populist
leaders. Other populist leade
can be from the countf the
leader, but they can be from
other countries too. For
populist leaders check:
Populists in Power Around
the World (2018), at the end
of the coding scheme.

Elite
1=yes

0=no

Elites are people who have
political, bureaucratic,
economic, religious ah
cultural power.

Although a good sign of an
elite is formal attire (suit &
tie, or its equivalent for

women with pantsuits or

Elites are people who have
political, bureaucratic,
economic, religious and
cultural paver.

Focus on the verbal
references to the below listed
groups:
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dresses), focus on the
identification of specific
groups, that can be identifie
by:

(1) recognizing by knowing
the depicted ék, e.g., the
pope as a religious elite; (2)
cues in the context of the
post as in the image examp
where the name of a large
company is prominent
behind the economic elite..

Here are the kinds of elites
to be on the outlook fer
code any of them as perst
in this category:

Politicians: from the

|l eader s h o mg
other countries, and from
supranational level, such as
EU politicians.

Bureaucrats and public
administration: judiciary,
state or supranational
bureaucracy, such as elites
from the judiciary system,
the administration or the
bureaucracy.

Economic elite:large
corporations, executives,
managers, economic power
locally or from all around
the world, including
institutions such as rating
agencies, IMF, WTO).

Religious elite priests,
ministers, rabis, clergy or
religious leaders from any
other faith group

Cultural elite: artists (=not
celebrities, who are known
for being known) who are
highly appreciated painters,
musicians, producers, etc.
and academics, scientists,
experts in power pans.

If any of these group
members are visually
depicted, C 0 (

In the example to the right,
the leader is depicted with
executives of a large
company. But the leader
presence with the elite is ng

necessary, C

Politicians:f r om t he
home country, from other
countries, and from
supranational level, such as
EU politicians.

Bureaucrats and public
administration: judiciary,
state or supranatiah
bureaucracy, such as elites
from the judiciary system, the
administration or the
bureaucracy.

Economic elite:large
corporations, executives,
managers, economic powers
locally or from all around the
world, including institutions
such as rating agencid®F,
WTO).

Religious elite priests,
ministers, rabbis, clergy or
religious leaders from any
other faith group.

Cultural elite: artists (=not
celebrities, who are known
for being known) who are, by
highly appreciated painters,
musicians, producers, etc
and academics, scientists,
experts in power positions.

If any of these group
members are verbally referre
t o, code fiyes

Although Brussels, EU,
Soros, Gurcss§
Kar 8csony can
as Elite, do not code them
here, there are separate
caegories for them.
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any Elite can bedientified in
the image.

Although Brussels, EU,

Soros, Gur cs
Kar §csony <ca
considered as Elite, do not
code them here, there are
separate categories for then

6 The Pe| Regularorordinary people.] Ver b a l refere
Their presence is centraltol Peopl ed ( Hun:
1=yes the image-in otherwords, |ember ek, a n@®
0= they are the|lcoded as a #dy
=no
photograph. They could
appear with the leader or General references to groups
not. Look for signs of of fAthe Peopl
modest clothing, victi moadear as
oc cupeﬁion; and settings tha The second example to the
signal ord|.r1ary.people. The right shows that the post text
goal here is to identify nen refers to fsu
?xperts arld noa_lltes. Code thus it doesn
nNyeso, . i f . re image is not about them, the
appear promlngntly in the .| appear verbally, so code it
photograph as is the case i here.
the first example to the right
However, if only kids or
children are depicted, they
are not <code
Peopl eo, we
category for them.
LGBTQ+ Code fAyeso i f Referencestothe LGBTQ+
people the LGBTQ+ community arg community.
depicted. Look for signs like
é=yes rainbow flags, banners, ping
=no

posters, or a piece of cloth.

George Soros

Code fAyeso if
is depicted in the image.

Verbal references to Gega
Soros.

1=yes
0=no
Brussels Code dAyeso i f Referencesto Brussels tiet
EU appears visually. This | EU, Europe in the post text g
ézyes can be a superimposed text| in the checkin option.
=no

on the image, which is part
of the visual message, just
like in the first example on
the right, or a street sign.

However, the second
example on the right shows
only verbal references to
Brussel s, C 0 (

EU flag, the building of the
EU parliament, and the logg
of the EU with stars are

signs of Brussels if any of

The first example shows only
a visual reference to Brussel
with the superimposed text,

do not code it here. Howevel g

the second example on the
right shows verbal reference
in post t ehere.,
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these are pr ¢
here.
Ferenc Code nAyeso i 1 Verbalreferences to Ferenc
Gyurcs8 Gyurcs8ny is|Gyurcs8ny.
image, just like in the
1=yes example on the right.
0=no
Gergely Code fAyeso i f Verbalreferencesto Gergely
Kar 8§cso|Kar8csony ie|Kar§§csony. Th

image, just like in the

the right has no such a

1=yes example on the right. reference.

0=no

Migrants Code fiyeso i 1 Verbalreferences to migrantg
1=yes asylum seekers are depicte| migration, refugees, refugee
0=no may bepresented as camps.

amorphous, facelessasses
of people, or individually.
The checkin can help
identify the places where
migrants may be depicted,
like in the example on the
right AfHegy €
Bordero.

The number of people

No people
1=no people

2=not
applicable

Code ANo peo|
people are present in the
image. This includes when
only a hand or aleg is
visible. The presence of
people means that a head i
visible, thus as the second
example shows only a hand
tshould be cqd
peopl eo.

Code fANo peop
is a reference to empty stree
deserted landscapes, or othe
references to the absence of
people. These kinds of
references may appear durin
the Covid waves, when
people were not allowed tp
out.

If there is no verbal referencd

to people, or there is no text
post, like in the first example
on the right. This option
should be wu
applicabl e=

s e
20

One person=3

Code fAOne pel
only one person is visibie
no crowds or others in soft
focus background.

Code fAOne per
is a reference to one person,
this might be selfeference of
the leader to him/herself,

maybe in firstperson singular|

(E/1 = ®n, en
etc.). Pay attention that the

FacebooKD is not part of the
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post text, just as the example
on the right shows, do not
code it as reference to the
leader.

2-5 people=4 | A countable group of peopl§ Co d e5 fiReop !l e =
is visible-more than 1, no | is a reference to a couple of
more thanb55. people, inner circle, close
peopl e=40 i f | advisors, etc. where one can
contains 25 peope, just like | assume a handful or a little
in the example image on th¢ more than one.
right.

6-15 people=5| Co d el 51 6p e o p | €| If the post mentions groups
there are clearly more than| between 6 and 15, inding a
people in the image but les§ sympathy group, the cabinet
tan 16. Some might be in | his staff, extended family, etq
soft focus butrecognizable | Codel Fi6peopl e
individual human bodies ca
be distinguished, as is the | The second example on the
case in the first image on th right shows this reference to
right. small group with the text pos

fiAction group
be coded here.

16 and Code Al6 and|Code fil6 and

countable if there are clearly more tha| if there is a reference to the

people=6 15 people in the image, but| size of smaller crowd as

still countable. Some might
be in soft focus but
recognizable individual
human bodies can be still
distinguished, as is the case
in the first image on the
right.

ithere are ma
clearly not a huge mass.

Uncountable=
7

If a mass of humans,
indistinguishable at the
individual level is visible,
code fAUncount
the example on the right
shows, no individual is
distinguishable, only a large
mass.

If there is a reference to the
size of c¢crowd
eye can seeo
masses, etc., code

fiUncountabl e=

Also: verbal references to
generalgrops as At
Hungarianso,
fithe victimso
fiUncountabl e=

Setting
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recognizable, just like in the|
first example image on the
right, the architectal
elements of the room, and
the huge map on the wall.
Further visual signs of
wealth can be weknown
expensive hotels (Hilton,
Ritz) places that symbolize
wealth (Wall Street,
Andr 8ssy str g
depiction of expensive
shops), or welknown
museumgMuseum of Fine
Arts), or the red carpet.

The third example on the
right signifies wealth by
depicting finedining in a
presumably fancy restauran

Rural Look for signs of nature anq Verbal reference to rural life
sparsely populated or specific rural areas. This
1=yes landscapes. This could be g could appear as simply
0=no landscape photo, justliketh ment i oni ng #Av
first example on the right, of f al us i 0 ,gtodhe r
this could be street scenes i| name of the rural area, eithel
villages without cues to on the post text, or the check
suggest major urbanization,| in option.
just like the second example
on the right. In Hungary, Budapest and
county seats are coded
verbally as
other places are coded as
ARural 0.
Urban Major buildings, traffic, and | Reference to urban life or
pedestrian are visible as in | cities, just like in the example
1=yes the example to the right. on the right, where the post
0=no text refers to London.
In Hungary, Budapest and
county seats are coded
verbally as #
other places are ded as
AiRural o.
Signifying Settings that are decorated| Reference to expensive,
wealth with opulence or expensive | exclusive, and lavish
minimalism. Expensive environments, for example
1=yes objects or architectural well-known expensive hotels
0=no elements are visible and (Hilton, Ritz) places that

symbolize wealth (Wall
Street, Andr §
well-known museums
(Museum of Fine Arts). The
second example on the right
verbally signifies wealth by
the checkin option that
shows Kapiszt
is located in the Buda Cides

SECTION 5: THREE DIMENSIONS ADAPTED FROM MOFFITT

From here on

Moffitt (2016, 513).

1. The following categories are designed to capture how the connbcoh w e e n

t he depicted,

| eader i s

and crises.

cat egor i eFratues & Pdpulissneagia PoliticaltStyle

how

addr es



LDAppeal

2. This first Moffitt dimension has 4 stihemes: closeness between the leaddrthe people, heartland symbols,

to 6t he

ordinariness, and extraordinariness.

3. Each suktheme contains a number of categories to capture the complexity of the leader positioning him/herse
as one with the people (and separate from elites) AND extraordinargared to ordinary people.

Peopl ebd

versus

6t he

Eliteo

ClosenessCategories measure how approachable the leader is and to what degree the leader derrmmébrateih
reqular people,suggesting he/she is one of them through physical access to him/her.

Individualized
physica
attention

1=yes

0=no

To code this,
the leader must
be depicted
visually. If
he/she is not
visible, in
likeness, code
finodo he

Touches, hugs, handshake
bumps, or any physical
closeness to
that is appropriate to the
setting.

Selfies arecoded here too:
images depicting taking of &
selfie with the leader, just
like in the second or the

third example on the right.

There might be instances
where the arm of a person i
visible in the foreground as
selfie is takenPay attention
that oneperson seffies (a
person is taking a selfie
him/herself), where the
leader is not in sight, or only
visible in the backrogund
without individualized
physical attention are not
coded here, only seffies
taken with the leader.

This category refers only to
6 e Reople', not to family
interactions, and not to
politicians.

In case of physical closeneg
to politicians or family
me mber s, cod

Reference to personal
connection and affection,

e. g. Aimy dea
fipeople | im
in love with o .

Also, if the post mentions
making selfies with the
people.

Approving
audiences

1=yes

0=no

Code fAyeso f
of approving audiences.
This might include showing
them applauding, waving,
cheering, whistling,
laughing, showing thumbs
up. Could also include
people holding banners,
posters that approve of the
leader or his government.

Reminder: The goal is to
assess how the leader
communicates with his/her
social media audience. Thu
if an image like the first
example to the right is take
out of context in the post
(which is a Charlie Hebdo
protest in France not relateg

to the Hungarian

Banners, posters or
newspapers with words thg
approve the leader.

Also, verbal references to
pro-government protesters,
or marches are coded herg
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government), code it as an
approving audience.

Depictions of pre
government protesters,
marches are coded here tog
as the second example on
the right shows.

Vox pops
(voice of the
people)

1=yes

0=no

If reqular people are
presented as
endorsing/expressing
approval of the leader code
fflyes. 0 This 1
an image of a person with
text in quotation marks from
that person either along or
superimposed on the image
The idea is
voice is heard, their words
are deemed important by th
leader

The post text cites the
peopleds opi
might be quotes from
people or paraphrasing
about what a regular perso
told the leader or wrote the
leader. Again the idea herg
is that the leader gives voic
to the people through his
verbal post.

Performative
gestures/expre
sions

1=yes

0=no

To code this,
the leader must
be depicted
visually. If
he/she is not
visible, in
likeness, code
inod he

Specific expressions,
gestures that go to the innel
circle of o6t
followers, e.g. SaraRalin
winking; G.W. Bush hand
signaling a i
extends to the leader
clapping, s h ¢
upo, waving,
salute, or signaling V for
victory.

However, saluting soldiers
are not <codef(
because we are interested i
theleade s 6 per fo
gestures and expressions.

The first example on the
right depicts the leader
showing his raised arm and
fist (go team!) with the
group of men as an
expression of being part of
this inner circle.

Verbal references to
cheering someone on, dik
iGo for itl!o
luck! o (Hajr
the second example on the
right.

Phrases |ike
Ailiberny8kos
coded here as inner circle
performative expressions.
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Performative
rituals

If the leader is sbwn
attending rituals, such as
funerals, weddings, laying

Code Ayeso i
reference to performing or
attending rituals like

1=yes wreaths at a memorial, funerals, weddings, church|

0=no church service, or the act ol service, inauguration of a
voting, c o d e | factory, or the act of voting
on rituals suggest the leade| etc.
believes and practices the )
rituals valued by the people| The example on the right

shows both visual and

The example on the right verbal cues on this, by
showsboth visual and verba| depicting the leader in a
cues for this, by depicting | cemetery, and the cheak
the leader in a cemetery, ar| refers to a cemetery too.
the checkin refers to a
cemetery too.

Vi si ti n| Theleader is visiting Verbal references to the

Peopl e d| ordinary peple, victims at | visit of ordinary people,
their homes, factory worker{ victims at their home,

1=yes while working, etci but not | factory workers while

0=no the managers, experts, working, etc.i but not the

supervisors (they are elite).

The example on the right
shows the leader visiting
guadruplets in the hospital
code fAyeso.

managers, experts,
supervisors (elite).

The example on the right
refers to visiting a random
family with quadruplets in
the hospitatc o d e fiy
here.

The heatland symbols Categories focus on national and religious symbols that signify the togetherness, the communi

ithe Peopleo and the

|l eader .

National
1=yes

0=no

National flag, as in the first
example on the right, coats
of arms. Nationally
significant paces (Eiffel
tower, Brandenburg Gate,
etc.) In Hungary this can be
any world heritage site, e.g.
Andr 8ssy str g
of the DanubeBuildings
along the Danube from the
Mar garet Brid
Bridge, the Buda Castle, Th
Sz®chenyi Cha
The Gell ®rt 1
the Liberty Statue, the
Citadella, the Liberty
Square.

The second example showsg
the Andr 8ssy
leadstoh e Her oes

Pay attention that Viktor

Or bg8nds of figd
the Buda Castle, thus if the
image depicts his balcony
with the view of the Danube

Bank, code 0y

Verbal references to the
nation, country, patriotism.
This can be mentioning
finemzet o0, or
first example, the post text
sais fAiRespec
brave! 0, whi
patriotism,
Hungarianso.
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However, if the image was
taken in his office but no

world heritage sitesivisible,
code finod hel

Religion
1=yes

0=no

If the leader is visually
associated with church, a
cross, religious holiday
celebrations, Christmas,
religious boo¢

As the example on the right
shows, the leader is
attending a religious
ceremony.

Verbal reference teeligion,
church, faith, God,
Christmas.

Ver bal refer
Vel ed, Titi
with you, Un
also coded a

The example on the right
shows verbal cues with
AChurch serv
should be co
here.

Ordinariness: T

his refers to

b elivimgdike thameandsharing their @aluBse pagsibns, @nd interests.

Ordinary food,
drink

Photo of any food or drink
that isnot fine-dining,
expensive, e.g. homemade

Verbal references to
ordinary, simpl€oods and
drinks, or the act of

1=yes food, cafeteria food, fast | eating/drinking these.
0=no food, traditional foods, a cug )
of coffee at a gas station. | | he example on the right
Pictures of restaurant foodg has verbal references to
can be coded here too, ifit | 0 F di nary foo
looks like a simple, non soupo, thus
expensive meal in nen coded as a n
expensive surroundings, jus
like in the example on the
right.
Ordinary This category refers to Verbal references to doing
leisure everyday activitiesiech as | any kinds of ordinary
shopping, eating at a leisure (shopping, eating in
1=yes restaurant ol arestaurantaraf ®,
0=no gardening, etc. But not cooking, gardening, etc).
agricultural (food producing]
activities. This also includes| Verbal reference to )
entertainment and visual | commercial movies, music,
reference to commercial | POOKS.
(nr]gl\igiecijsmtl)fclnisb:r?akiot The second example on th
i right shows verbal
coded here). The_rﬁt references w
example on the right shows listo thus ¢
the leader reading a boek
thus code ny ¢
The second example shows
only the books that he will
read-code fiyes:q
Family A photo depicting the family| Verbal references to the
members of the leer-own || eader 6 s own
1=yes children, grandchildren are | to families in general).
0=no coded here too, as in the tw

examples on the right.

The third example shows
Vi ktor Or b8nid

The second example on th
right shows verbal referenc
to the | e-adle
fyeso here.

W Oehsin viktor
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without his son, who is
depicted on the second
example on the right, while
the fourth example depicts
three from the fie of his
grandchildren. To identify
them, the post text may be
useful.

v f

)
#1

Children A photo depicting the leader Verbal references to
with children of other children in general in the
1=yes people-not his own, or only | post text. The pat text of
0=no children of other people the second example on the
without the depiction ofthe | r i ght st ates
leader. Brussels decide on our
children! o.
The first example on the | reference to children.
right shows this, as from the
previous cat g
examples codersan be sure
that these children are not
part of his famlly BRUSSZEL az elmult hetekben
The second example has a HEME ISR
superimposed text about e
child protect
general visual reference to
children--code #fAye
Animals A photo depicting any kind | Verbal references to
of animal. animals in general.
1=yes
0 The first example on the The first example on the
=no

right depicts a dog code
iysed here.

The second dog example
also adds superimposed tex
reference to animals, anoth
fyeso code.

right shows only visual
depiction, the second
example shows verbal
reference in the poséxt to
flani madbde dy
here.

But dondét fo
superimposed text is part g
the visual s,
verbal reference.

igvazzunk rajuk!

N Orban viktor
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Sport The leader is attending sporl Using sport phrases, e.g.
events/languag| events, but not doing sport.| goal, play, etc.
€ Please pay attentionthdle || n t he case
1=yes symbol of the Olympic importart that the phrase
games does not necessarilyl has to be in a sport context
0=no means a sportevent,e.g.itft o code it h
can be a press conference | Encouragements to
without a sport event. candidates are not coded g
sport language.
The first example depicts th
leader on a standcode Sport language can appeat
fiflyeso here. not only in sport related
posts, just like in the secon
The second example has n{ ¢ 4 mple: fANe
visual sport reference code| ; ¢ 3 ne.odd e §i yes
finod here.
The presence of the leader
not necessary hereif the
image shows a sport event,
should still be coded as
fiflyeso even if
not seen at the event.
Humble Photos from the past of the| Verbal references to the
personal leader, nostalgic pics are humblepersonal
background posted. background of the leader.
The example on the right
1=yes The example on the right | refers back to Fidesz, 199Q
0=no depicts t_he Ieader_ with the | in the posttextc o d e
whole Fidesz faction 30 here.
yearsagocode fiy e
Agricultural Driving a tractor, using a Using verbal phrases of
activities scythe, harvesting, etc. (Bul agricultural activities
not gardening, e.g. planting| (tractor, scythe, harvesting,
1=yes a treeflower.) The example | etc.). The key here is that
0= on the right shows exactly | the reference is to growing
=no . ~ N .
this-c ode fiyes 0] orharvestingfood.
The example on the right
hasno verbal reference to
agricultural activities, code
inod here.
Denial of Visual images with Criticism of experts,
experts superimposed text that academics, doctors,
questions or makes fun of | scientists. Reference to the
1=yes experts or promotes the superiority or importance o
0=no importance of common common sense. (Hun:
sense over learnedness. ij-zan ®sz0)
Backpack The leader iseen wearing a| Verbal references to a
backpack, just like in the backpack, just like in the
1=yes example on the right. example on the right, wherg
0=no t he text\pos
backpacko.
To code this,
the leader must
be depicted
visually. If

he/she is not
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visible, in
likeness, code
finod he
Informal Clothing is only important in| Reference to clothing is
clothing the case of the leader, othe| only important in the case
actorsoé cl ot h oftheleader making
1=yes relevant here. reference to his own.
0=no ) References to otherta r
Generally, if the leader clothes are not relevant
wears jeans, orghirt, or here.
sweater, casual jacket,
To code this, baseball hat or srakers. Verbal references to casua
the leader must Unbuttoned shirt, no tie, clothing, e.g. jeans, or t
be depicted even if he wears a suit shirt, or sweater, or sweatg
visually. If without a tie. on shirt, casual jacket or
he/she is not ) sneakers.
visible  in The example on the right
i ' shows a casual jacketode
ikeness, code | N
Ainod heliYyeso her e.
Athletic Clothing is only important in| Clothing is only important
clothing the case of the leader, othe| in the case of the leader,
actorsd clothother actors
1=yes relevant here. The leader | relevant here.
0=no J%%Z?: ésg;gasrzrrt g)t?]r;trs, Verbal seffreferences to
athletic geart short pants., jogging gear, q
soccer/football jersey, like i Other athletic gear.
To code this, | the example image on the
the leader must right.
be depicted
visually. If
he/she isot
visible, in
likeness, code
finod he
Extraordinariness: |t shows theabteadédr depakisleinty tthe
fembodi ment of O6the People.
Celebrities The photo depicts the leadg The mentions the names 0
with celebrities (soccer celebrities.
1=yes players, athletes, pop stars,
0= writers, etc.). Celebrities arg
=no
people who aré&nown for
being known.
The presence of the leader
not necessary hereif the
image shows celebrities, it
should still be coded as
Afyeso even if
not seen at the event.
Fitness If the photo highlights the If there is verbal reference
|l eaderbés strqto the | eade
1=yes healthy physical state or sporty, virile and healthy
0= athleticism, e.g. doingsportf physi cal st a
=no N A . i
code dAyes. 0 | Thiscan include reference
on the right, lhe leader is to the health examination o
kicking the soccer ball the leader that shows he/s
Tococethis, |code fAyesod hi¢isheahy.
the leader must




be depicted

visually. If
he/she is not
visible, in
likeness, code
inod he
Masculinity Visual depiction of Verbal references to
masculinity and/dominance. masculinity and manliness
1=yes This could be in clothing | or denigrating another man
0=no (unbuttoned shirt showing | as somebody less
part of the che}tor in masculine. This also
To code this, behavior that objectifies includes verbal references
the leader must women such as appearing | to women as objects or in
be depicted with scantily clothed their traditional roles as
visually. If women, touching women | caregivers.
he/she is not inappropriately, or signs thal
visible, in they are use(
likeness, code | signal the leader's physical
inood h el| prowess. Itcouldalso be

visible in depictions of
women in tradibnal gender
roles as caregivers or sex
symbols.

The first example on the
right shows the leader in a
group of strong merit
signals the leader is accepts
in a group of macho men.
The second example shows
closeness to a woman that
by general standardsgould
be rated as attractive, of
reproductive age, and eagel|
to appear in close proximity
with the leader. This signalg
the sexual prowess of the
leaderrcode fyes
cases.

Graphication
1=yes

0=no

To code this,
the leader must
be depicted
visually. If
he/she is not
visible, in
likeness, code
finoo he

Iconization of the leader,
e.g. the Obama Hope poste
or any graphic design on thg
photo, e.g. a halo effect
around the leader, just like i
the example on the right.

This category is unlikely to
emerge as a verbal
category.

References to theader as
a saint, hero, icon, knight,
or having such qualities

would constitute a verbal
equivalence to be coded ag
ifyes. o

MINISZTERELNGK
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Accomplishme
nts

1=yes

0=no

The photo depicts the
|l eader s acc(
e.g. awards, results of
elections, signings, policie
and/or celebration.

The first example on the
right shows

accomplishments in terms g
confirmation of his work
with a letter from a voter
thanking and praying for the
|l eader 6s wor

Images depicting the hard
work of the leader, both in
terms of physicaand mental
work, inauguration of a
factory or a new route, or
just like in the second
example on the right, where
the pile of paper symbolizeg
the huge amount of work.

The text refers to the
accomplishments of the

|l eader, e. g.
wono fAdwee imad,
winning.

References to hard work o
success of the leader.

The third example on the
right has a verbal reference
to do hard w
goes ono.

Code Ayeso h

Mediatization
1=yes

0=no

The presence of a media is
clear and part of thsubject
matter of the photograph an
their interest in the leader is
shown.

Both the first and second
example on the right shows
that the leader is facing a
media interest. Depictions o
the leader in newsrooms or
at radio stations are also
coded here.

Pay attention that cameras
and phones ol
are not coded as
mediatization.

Verbal references both to
pro- and noRgovernment
online or offline media
attention to the leader,
interviews given by the
leader.

The examples on the right
has no suckerbal
references-c ode fin
here.

(2) o6Bad Mannersbd

4. We focus on 3 categories here: slang, swearing, and political incorrectness

Slang
1=yes

0=no

Look for colloquial and
jargon terms, informal word
on clothes or banners,
posters, or in the
supennposed text on the
image, which is part of the
visuals. If it is present, cod
fyes. 0 Howev
category will most likely
only be coded on the verbal
side.

Colloquial and jargon
terms, informal words in th¢
post text, e.g. flaszter
(=pavement), fusi
(=working without a
permit).
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Swearing If swearing on clothesoronf 6 Coar se 6 and

a banner, a poster, or in the| vulgarexpressions appear
1=yes superimposed text appear i in the text postc o d e 1]
0=no the image, c¢

category will most likely

only be coded on the verbal

side.
Political This category mightincludel To é ment i on
incorrectness | socially inappropriate unmentionabl

closeness (e.g. ahand kiss| 6 what everyo
1=yes a female politician) orvisua| t hi nksé, «cl a
0=no appear ances ( against Hungary, for

defiance of politically
correct attitudes about
gender, sexual preference,
religion, disability, age, race
etc.

example in the case of the
EU/Brussels, treating
Hungay unfairly. Slurs
against minority groups,
criticism of
correctness?®d
mocking a group,
individual, or ideas.

(3) Crisis, Breakdown, Threat

1. We focus on 13 categories here.
2. The first 9 categories are about the depiction of/reterea potential threatshere are also 2 categories about

signaling protetion against threat and danger, and there are 2 categories measuring sounding the alarm, and

simplification.

Crisis, Breakdown, Threat: Groups and people

Migrants as
threat

1=yes

0=no

If refugees and asylum
seekerpresented as
amorphous, faceless
masses of people who arg
a threat, c q
Images of invasion,
crossing borders illegally,
overcrowding public
spaces, posing a security
threat in committing
crime, individual refuges
and asylum seekers
wearing burkas, or poor,
dirty clothes convey a
negative and threatening
depiction.

The example on the right
shows superimposed text
about migrants as threat,
also the image has a dark
filter that refers to
negativity, additionally ta
facial expressions of the
refugees are somewhat
negativei code yes here.

Code yes if there are
references to migrants,
migration, refugees,
refugee camps as threats
to the Hungarian way of
life physically, culturally
or economically.

A MIGRANSOKAT
MEG KELL ALLITANI!

N Ortiin Vikear

George Soros
as threat

George Soros appears as
threat to Hungarian ideals|
and values by propagating
and supporting the idea ol

References to George
Soros as posing a threat
Hungarian ideals by
propagating and
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1=yes

0=no

Open Society, liberal
ideology, NGOs, and
migration.

Thus, he would appear ag
evil with a master plan to
destroy conservative,
Christian values.

supporting the idea of
Open Society, liberal
ideology, NGOs, and
migration. Thus, he woulg
appear as evil with a
master plan to destroy
conservative, Chrigan
values.

Brussels as a
threat

Depiction of Brussels, the
EU Parliament, EU
politicians, technocrats as

References to Brussels,
the EU, EU Parliament,
EU politicians,

1=yes agents of the threat to the| technocrats, who appear
0=no well-being and as agents of a that,to
independence of Hungary| Hungarian wetbeing and
independence
The first example on the
right shows a sign in the | The first example on the
dark about Brusd®- code | right has no verbal threat
Afyesodo here. reference, but the secong
example has a has one in the post text: 1
superimposed text iDonodot | et
iBrussels hgon chi-cododen! NEMENGERONKT
Hungaryo, wh here N b ik
strong visual sign of threa|
-code fAyeso.
Ferenc Cde fiyeso ifCode fiyeso
Gyurcs§ Gyurcs8ny i§gGyurcss8ny i
threat the image as an agent of | in the post text as an age|
l=yes the threat, as in the of threat. He appears as
example on the right. He | the embodiment of the
0=no appears as the embodimd left, who destroyed AZ EGENBE ENELTEK A REZSURAKAT
of the left, who destroyed| Hungary during his rule, .
Hungary during his rule, | and he has controlled all
and he has controlled all | the opposition ever Sie.
the opposition ever since.| His goal is to destroy
His goalis to destroy whatl what Fidesz has built up.
Fidesz has built up. The example on the right
has no verbal reference,
onlyvisuarcode A
here.
Gergely Code fAyeso i{Code fiyeso
Kar 8cso|Kar 8csony i g Kar §csreferrgd td

threat

the image as an agent of

in the post text as an age

1l=yes threat as in the example | of threat, as in the
on the right. He appears § example on the right. He
0=no the embodiment of the lef{ appears as the
who destroys Budapest. | embodiment of the left,
The example on the right | who destroys Budapest.
is coded as ) '\ Orbin Viktor
of the dark and red colors| The example on the right
that convey the negative | has no verbal reference i
messagé a threat. this sense,
Media as a Visual representationin | Ref er ences
threat the image or text on the | or any hostility towards
1l=yes image to suggest that ney news/journalism. This
0=no media are fake, biased, | can be locabr

unfair, enemies of the
people, antigovernment
or unreasonable.

international news.
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The elite as
threat

1=yes

0=no

Elites are people who hav
political, bureaucratic,
economic, religious and
cultural power. Elite can
be: Politicians,
Bureaucrats and public
administration, from
business or economic
sectors, religius figures,
or cultural experts.

If any of the above
mentioned groups or
members of the groups ar
visually represented as
threats or enemies (by
dark and red colors or wit
the superimposed text),
code fAyeso

Although Brussels, EU,
Soros, @d r c g
Kar 8csony cg
considered as Elite, do ng
code their negative
depiction here, there are
separate categories for
them.

Elites are people who
have political,
bureaucratic, economic,
religious and cultural
power, whose visual
depiction can be various.
Elite can be: Politicians,
bureaucrats and public
administration, from
business or economic
sectors, religious figures,
or cultural experts.

If any of the above
mentioned groups or
member of the groups arg
verbally referred to as
threats or enemies, code
fiyeso here.

Although Brussels, EU,
Soros, Gur c
Kar 8csony ¢
considered as Elite, do n
code their negative verba
appearance here, there 3
separate categories for
them.

If the Elite is visually
represented as threat,
choose from the drep
down list, who they are:

Politicians From the
|l eader ds hon
from other countries, and
from supranational level,
such as EU politicians.

Bureaucrats and public
administration Judiciary,
state or supranational
bureaucracy, such as elitg
from the judiciary system,
the administration or the
bureaucracy.

Economic eliteLarge
corporations, executives,
managers, economic
powers locally or from all
around the world,
including institutions such
as rating agencies, IMF,
WTO).

Religious elitepriests,
rabbi, ministers, or leader:
of any other faith group.

Cultural elite Artists

(=not celebrities, who are

If the Elite is verbally
referred to as threat,
choose from the drep
down list, who they are:

Politicians From the

|l eader s ho

from other countries, and
from supranational level,
such as EU politicians.

Bureaucrats and public
administration Judciary,
state or supranational
bureaucracy, such as
elites from the judiciary
system, the administratio
or the bureaucracy.

Economic eliteLarge
corporations, executives,
managers, economic
powers locally or from all
around the world,
including institutons such
as rating agencies, IMF,
WTO).

Religious elitepriests,
rabbi, ministers, or
leaders of any other faith
group..
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known for being known),
who are highly appreciate
painters, musicians,
producers, etc.), and
academics, scientists,
experts in power positions

Cultural elite Artists
(=not celebrities, who are
known for being known),
who are highly
appreciated painters,
musicians, producergtc.,
and academics, scientistg
experts in power
positions.

Covidl19as a
threat

1=yes

0=no

Visual representation in
the image or the
superimposed text of the
Covid-19 virus as a threat
This may appear e.g. as
patients on breathing
machine in hospdtls, mass
graves, dead bodies, or th
picture of the virus itself.
It is important to code

i mages here
the tone of the image or
the superimposed text
refers to threat.

Verbal references to
Covid-19 as a threat in th
text post. It is importat
that the text not only
describes the virus or its
effects, it has to have a
threatening tone to code
as a fiyeso.

Other enemies
as threat =
write in the cell
what kind of
threats are
depicted/menti
oned in the
post

Visual representation in
the imageor text on the
image of any individuals
or groups of enemies as
threats that are not listed
above, e.g. NGOs, or
minorities.

Please pay attention to
ithe Peopled
and if they appear like
that, write
here.

Verbal representation in
the post text of any
individuals or groups of
enemies as threats that g
not listed above, e.g.
NGOs, or minorities.

Expressions like this hav{
an undefined enemy, coq
it as AufmWe
have to protect Hungary
with the young
generation. Their future i
at stake. o

Please pay attention to
fithe People
and if they appear like

t hat , write
here.

Crisis, Breakdown, Threat: Mitigation

Border
1=yes

0=no

Border signs, fences,
barriers, stop signs. The
border symbolizes the
threat, but also the
protection from it.

The first example shows
both the fence and the
borderscode fAye

Referenceso the border,
fence, barriers, stop signs
The border symbolizes
the threat, but also the
protection from the threat

The second example on
the right shows verbal
reference to the borders
the posttextc o d e ]
here.
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Armed forces
1=yes

0=no

The leader is seen with or]
showing off soldiers,
police, border guards, or
any armed forces as read
and eager to protect the
country. This might
manifest in images of
formal military parades or
informal mingling with
people in uniform, as the
two examplessow.

Thus, look for signs of
people in uniform to make
a coding decision. If they
symbolize countering
threat in the abstract or
more concret
here.

References to soldiers,
police, and border guards
or any armed forces. The
symbolize the mtection
from the threat,
countering the threat.
References to military
parades, welcoming
ceremonies with soldiers,
or informal greetings to/o
armed forces.

The second example
refers to soldiers in the
posttextrc ode Ay
here.

Crisis, Breakdown, Threat: Sounding the alarm

Sounding the
alarm

1=yes

0=no

Look for signs of
exaggeration, attention
grabbing, and tittelation to
provoke fear and concern
or to stir emotion. This
might be visible in large
and alarming red
superimposed text on the
image,darkend ominous
images, negative
compelling images
(protests, migrant
invasion, negative
emotional facial displays)
use of graphics to divide
people or ideas into
different conflicting campg
within the image.

There might be reminders
from the past to praxke
fear related to historical
suffering. .

The first example on the
right shows exactly this:
dark background, red
letters, reminder from the
pastt-code fiyes

However, the second

example does not have a

Words like: Emergency,
breaking rules, alert,
safety, victim, crisis, are
good general indicators o
this categorf
in the text post.
Narratively, the text post
might be disseminating
information about a crisis
or perpetuating a
continuing sense of crisis.
Also look for metaphors
of conflict: e.g. war
battles, sport or any othe
metaphors that signal
crisis, conflict, threat.

The second example on
the right refers to a

Afighto in f{
code fAyeso

AMULTI OLDALARA ALLTAK
AZ EGEKBE EMELTEK A REZSIARAKAT.
AREZSICSOKKENTESSEL VEG

A
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