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CAMPAIGNING AND VOTING IN EUROPE:  

NEW CHALLENGES, NEW PERSPECTIVES 

 

 

INTRODUCTION 

A plethora of elections have taken place across the European continent over the last twelve 
months, from the European parliamentary election involving all 28 member states in May 2014 
to more recent national contests in Greece, Romania, Spain, Poland, Denmark, Finland, Portugal, 
Estonia and the UK. This conference aims to examine the conduct of European campaigns and 
their impact on voter turnout and voter choices. In this conference we seek to dissect more 
closely the elements of an election campaign and particularly to try to deal with the question of 
how we identify and measure a successful campaign. To explore this we have brought together 
scholars of parties, political communication and electoral behaviour in a bid to connect the 
analysis of the supply and demand side of election campaigns. 

The conference seeks to contribute understanding to some of the bigger questions facing the 
discipline. For example: how election campaigns have changed in styles, strategies, tools and with 
what impacts on voter engagement? Is big data changing the conduct of campaigns and the study 
of voting behaviour? Are voters becoming less predictable, more changeable and so more open 
to persuasion? What factors are shaping election outcomes in the digital age, and to what extent? 
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ORGANIZERS 

Rachel Gibson, Professor of Political Science at the University of Manchester 
 

 Rachel has co-directed several Australian Election Studies (AES) since 2001 as 

well as the 2003 and 2005 Australian Survey of Social Attitudes (AuSSA). She is 

currently advisor to the British Election Study (BES) internet study and a member 

of the planning committee of the Comparative Study of Electoral System (CSES). 

She has held a number of Economic and Social Research Council (ESRC) and 

Australian Research Council (ARC) funded projects dealing with the impact of 

the new media on politics and particularly parties, campaigns and elections. She 

is co-editor of the Journal of Elections, Public Opinion and Parties. 

 

 Karolina Koc-Michalska, PhD, Assistant Professor at Audencia Nantes Ecole de Management 

Karolina is an associated researcher with the Centre for Political Research 
CEVIPOF at Sciences-Po, Paris, France. Her research focuses on electoral 
studies and political communication, especially the role of social networks 
in Western politics and their impact on political engagement. She is also 
interested in original methods, like webcartography or large non-
representative samples of specifically targeted groups. She publishes 
articles on the campaigning effects and media influence on election 

outcomes. 

Ralph Negrine , Professor of Political Communication at The University of Sheffield 

Ralph has been researching and publishing in the field of political 
communication for over two decades. Whilst this continues to feature 
strongly in his work, he also has an interest in both domestic and 
European media policy. He has published on the theme of 
‘professionalization’ in political communication (The Transformation and 
Professionalization of Political; Communication (Palgrave, 2008)) and this 
theme continues to feature in his current work on local constituency 
campaigning in the British General Election of 2015. Recent work has 

included a study of the ‘expenses scandal’ in 2009 (Parliamentary Affairs, 2014) and he is 
currently working on an analysis of media coverage of the European Parliament election in 2014. 
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Darren G. Lilleker, Associate Professor in Political Communication in the Faculty of Media and Communication, 

Bournemouth University 

Darren’s expertise is in the professionalization and marketization of 
politics, and its impacts on citizens, on which he has published widely 
including the textbook Key Concepts in Political Communication (Sage, 
2006), monographs Political Campaigning, Elections and the Internet 
(Routledge, 2011) and Political Communication and Cognition (Palgrave, 
2014)and has co-edited The Marketing of Political Parties (MUP, 2006), 
Voters or Consumers (CSP, 2008) Political Marketing in Comparative 

Perspective (MUP, 2005) and The Media, Political Participation and Empowerment (Routledge, 
2013). 

Sylvie Strudel is Professor of Political Science at University Panthéon-Assas (Paris-II) in Le Centre d’études 
constitutionnelles et politiques 

Sylvie worked at the Centre Marc Bloch in Berlin, as an invited visiting 
professor at University of Tokyo, Technische Universität Berlin, University 
of Stuttgart and Visiting Professor in the Stanford Program in Paris. She is 
on the advisory board of French Politics (Palgrave Journals), executive 
board of the Revue française de science politique and member of the 
Association française de science politique. Her fields of research include: 
migrations in Europe, sociology and theory of European citizenship, 
socio-political divisions related to the question of European integration 
and political behavior in France. 

Thierry Vedel, PhD, research at Centre for Political Research CEVIPOF at Sciences-Po, Paris 
 

Thierry works on the public policies of the new media and focuses on three research themes: changes in 

political communication in industrialised countries; relations between the 

internet and politics, notably during electoral campaigns; the regulation of the 

media in the context of globalisation. He coordinates the Mediapolis project 

entitled « Information politique et citoyenneté à l’ère numérique » which is 

supported by the French Agence nationale de la recherche. He is a member of 

the editorial committees of several journals including: Information, 

Communication and Society, Réseaux, Communications and Strategies, Policy 

and Internet. He has contributed to several international projects the most 

recent of which includes the Network of Excellence « E-participation » supported by the EU. He is an 

associate researcher at the Oxford Internet Institute where he was a Visiting Researcher in 2005. 
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KEYNOTE SPEAKERS 

Claes H. de Vreese, Professor and Chair of Political Communication and director of the Program 
Group Political Communication & Journalism in The Amsterdam School of Communication 
Research ASCoR at the Department of Communication Science, University of Amsterdam. 

Claes H. de Vreese is Professor and Chair of Political Communication 
and director of the Program Group Political Communication & 
Journalism in The Amsterdam School of Communication Research 
ASCoR at the Department of Communication Science, University of 
Amsterdam. He directs the UvA Research Priority Area 
Communication and he is Adjunct Dean of the Faculty of Social and 
Behavioral Sciences FMG. He is the founding Director of the Center for 
Politics and Communication (www.polcomm.org). Finally, he is 
Affiliated Professor of Political Science and Journalism at the 
University of Southern Denmark. 

From 2015 to 2020 he will direct the ERC (European Research Council) funded project: 
EUROPINIONS. 

His research interests include comparative journalism research, the effects of news, public 
opinion and European integration, effects of information and campaigning on electoral behavior 
in elections and referendums, effects of personalised communication, and media exposure 
measures. His research is funded by several science foundation grants, including Veni and Vici 
grants from the Dutch Science Foundation, as well as grants from the EU research programs. He 
has received awards for research from the International Communication Association, the Danish 
Science Foundation, and the Norwegian Holberg Foundation. He was a member of the Young 
Academy of the Royal Dutch Academy of Sciences (KNAW) and is now a board member of the 
KNAW’s Social Science Council. 

He has published 100+ articles in international peer-reviewed journals, including Communication 
Research, Journal of Politics, Journalism Studies, Political Communication, Journal of 
Communication, Public Opinion Quarterly, International Journal of Public Opinion Research, 
Scandinavian Political Studies, European Journal of Communication, West European Politics, 
European Union Politics, Journalism & Mass Communication Quarterly, Mass Communication & 
Society, and European Journal of Political Research. He has lectured in a dozen of countries and 
frequently appears in (inter)national news media. 

He is the Editor of Political Communication and former Editor-in-Chief of the International Journal 
of Public Opinion Research IJPOR. He serves on the Editorial Board of several ISI ranked journals 
and reviews manuscripts for 40+ journals in journalism, communication science, political science, 
and European studies. 
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 Rüdiger Schmitt-Beck, Professor of Political Sociology at the University of Mannheim. 

Rüdiger Schmitt-Beck is He is chairperson of the German Society for Electoral 
Research (DGfW) and a co-principal investigator of the German national 
election study GLES. His research interests are electoral behavior, public 
opinion and political communication. He is (co-)author and (co-)editor of 
numerous publications; his most recent books are « Zwischen 
Fragmentierung und Konzentration: Die Bundestagswahl 2013″ (Nomos 
Verlag, 2014, with Hans Rattinger, Sigrid Roßteutscher, Bernhard Weßels 
and Christof Wolf), « Voters on the Move or on the Run » (Oxford University 

Press 2014; ed. with Bernhard Weßels, Hans Rattinger and Sigrid Roßteutscher) and « Citizenship 
and Democracy in an Era of Crisis » (Routledge 2015; ed. with Thomas Poguntke, Sigrid 
Roßteutscher and Sonja Zmerli). 
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PARTICIPANTS 

 Domagoj Bebić (University of Zagreb) 

 Sara Bentivegna (University of Rome "Sapienza") 

 Mark Blach-Ørsten (Roskilde Universitet) 

 Rasmus Burkal (Roskilde University) 

 Mads Kæmsgaard Eberholst (Roskilde University) 

 Justin Fisher (Brunel University London) 

 Marijana Grbesa (University of Zagreb) 

 Jacob Groshek (Boston University) 

 Mona Krewel (Cornell University ) 

 Rori Lamprini (Bournemouth University) 

 Maarja Lühiste (Newcastle University) 

 Rita Marchetti (University of Perugia) 

 Jaromír  Mazák (Charles University in Prague) 

 Ekaterina Rashkova-Gerbrands (University of Innsbruck / NIAS) 

 Simon Kruschinski (Johannes Gutenberg-University Mainz) 

 Václav Štětka (Charles University in Prague) 

 Daniel Stockemer (University of Ottawa) 

 Patrick van Erkel (University of Antwerp) 

 Marija Volarević (Institute for New Media and E-Democracy) 

 Milica Vučković (University of Zagreb) 

 Annemarie Walter (University of Nottingham) 

 Simon Willocq (Université libre de Bruxelles) 
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ORGANIZATIONAL INFORMATION 

In order to enter the buildings you need to have your ID CARD 

 

Conference sessions 

Monday, 14th December 2015 

CEVIPOF SciencesPo Paris 
98 Rue de l’Université 
75007 Paris 
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Tuesday 15th December 2015 

 
Audencia School of Management 
33 Avenue du Maine 
25th floor  
75015 Paris 
France 
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Wednesday 16th December 2015 

University Panthéon-Assas (Paris-II) 
12 place du Panthéon,  
75005 Paris   
 
Salle de Conseils 

 
Aile Soufflot 

escalier M 

2ème étage 

 

 

 

 

 

 

 

http://elections-europe2015.org/wp-content/uploads/2015/06/University-Panthe%CC%81on-Assas-Paris-II.gif
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Dinner 14th December 2015  

La Frégate 

1 Rue du Bac, 75007 Paris 

Around 19h00 (after the sessions) 
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Lunch 15th December 2015 

Crêperie Les Glénans 

20, rue d'Odessa  

75014  Paris 
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KEYNOTES 

 Tuesday 15th December 

 Rachel Gibson Manchester University 

TITLE ‘Big Data Meets Survey Data: Lessons from the 2015 Internet British Election Study 
(iBES)’ 

ABSTRACT This talk will focus on the recent experiment of the 2015 British Election Study to 
blend traditional self-reported survey data on individuals’ political behaviour and 
attitude with their actual social media data usage during the campaign. We measure 
individuals’ attention to political and election issues on Facebook and Twitter along 
with the political messages they are exposed to. The talk will discuss the challenges 
of developing a research design to link the two data sources and present some 
preliminary findings from the study. 

 

 Wednesday 16th December    9h30 

 Claes de Vrees 

TITLE Public opinion and European Parliament elections 

ABSTRACT The 2014 European Parliament (EP) elections were among the most contested in the 
history of the European Union. Never before were elites and citizens so divided on 
EU questions and never before were anti-EU sentiments so strong. This key note 
summarises the state of affairs in research investigating the antecedents of public 
attitudes towards the EU, it provides an overview of changes in public opinion, and 
an analysis of how news media coverage affected evaluations of the EU during the 
2014 EP elections. 

 

 Wednesday 16th December   10h45 

 Rudiger Schmitt-Back 

TITLE General Election Campaigns in Europe: How Do They Matter? 

ABSTRACT After some conceptual and methodological preliminaries the talk will  discuss the 
state of research into effects of campaigns at European national elections in 
comparison to the highly advanced state of research conducted at US Presidential 
Elections. If time suffices is will furthermore present findings of recent studies on 
how campaigns matter for the quality of electoral choices at German Federal 
Elections as an example for unintentional campaign effects. 
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Monday 14.12.2015 

 

Place CEVIPOF, SciencesPo Paris 
98 Rue de l’Université, 75007 Paris 

 Title Presenter Discussant 
13h00 Registration and coffee 
13h30 Welcome 

 
Session I 

 
Electoral campaigns I 
 

Chair Sylvie Strudel 
Pantheon-Assas Paris II University 

13h45 – 14h15 Comparing electoral campaigns across 
time and space: an analytical model 

Thierry Vedel  
CEVIPOF Sciences-Po Paris, France 

 

14h15 – 14h45 Motivating Parties?!: Central and East-
European Electoral Law in Comparative 
Perspective 

Ekaterina R. Rashkova-Gerbrands 
University of Innsbruck / NIAS 

Domagoj Bebić 
 

14h45 – 15h15 The Physical Attractiveness of MPs, the 
Electoral System Type and Candidates’ 
Electoral Success 

Daniel Stockemer  
University of Ottawa 
Rodrigo Praino  
School of Social and Policy Studies 
Adelaide 

Mona Krewel 

 
Session II 

 
Online campaigning I 
 

Chair Darren Lilleker 
Bournemouth University 

15h30 – 16h00 Campaigning across media platforms – 
Danish politicians and their 
communication activities in the 2015 
national election 

Mark Blach-Ørsten 
Roskilde University 
Rasmus Burkal 
Roskilde University  
Mads Kæmsgaard Eberholst 
Roskilde University 

Václav Štětka  

16h00 – 16h30 Permanent campaign, or election cycle 
as usual? Comparing party 
communication and online political 
expression in routine and election 
times 

Václav Štětka 
Charles University in Prague 
Jaromír Mazák  
Charles University in Prague 

Darren Lilleker  

16h30 – 17h00 The role of the internet in 
parliamentary elections in Croatia – 
Analysis of citizens’ and political 
parties’ use of internet in elections 

Milica Vučković 
University of Zagreb 
Domagoj Bebić 
University of Zagreb 
Marija Volarević 
University of Zagreb 
Marijana Grebsa 
University of Zagreb 

Sara Bentivegna  
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Session III 

 
Local campaigning 
 

 
Chair 

Thierry Vedel 
CEVIPOF SciencesPo Paris 

17h15 – 17h45 Porting the successful campaign?! An 
empirical analysis of door-to-door 
campaigning in Germany using the 
example of the 2014 Thuringian federal 
state election 

Simon Kruschinski 
Johannes Gutenberg University 
Mainz 
Nicole Podschuweit  
University of Erfurt 

Rasmus Burkal 

17h45 – 18h15 Constituency Campaigning in the 2015 
British General Election 

Justin Fisher 
Brunel University 
David Cutts  
University of Bath 
Edward Fieldhouse  
University of Manchester 

Rachel Gibson 
 

18h15 – 18h45 Studying the local constituency 
campaign: reflections 

Ralph Negrine 
University of Sheffield 

Justin Fisher  
 

19h00/19h30 La Frégate 
1 Rue du Bac,  
75007 Paris 

 
Tuesday 15.12.2015 

 

 Title Presenter Discussant 

Place Audencia School of Management 
Tour Montparnasse 25th floor 
33 Avenue du Maine 
75015 Paris 

 
Session IV 

 
Online campaigning II 
 

 
Chair 

Darren Lilleker 
Bournemouth University 

9h30 – 10h00 Pathway to Apathy, Participation or 
Populism: Social Media Use and 
Successful Campaigns in the 
2014/2015 European Elections 

Jacob Groshek 
Boston University 

Marijana Grebsa 

10h00 – 10h30 Campaigning on Twitter: The 2014 
European Elections in Italy 

Sara Bentivegna 
Sapienza Università di Roma 
Rita Marchetti  
Università di Perugia 

Ekaterina R. 
Rashkova-
Gerbrands  
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10h30 – 11h00 Social media affordances, election 
campaigns and follower interactions 

Karolina Koc-Michalska  
Audencia School of Management 
Darren Lilleker 
Bournemout University 
Tomasz Michalski 
HEC Paris 
Jan Zajac  
Warsaw University 

Maarja Lühiste 

 
11h30 – 12h15 

 
Keynote 

 

Chair Karolina Koc-Michalska 
Audencia School of Management 

 Big Data Meets Survey Data: Lessons from the 2015 Internet British 
Election Study (iBES) 

Rachel Gibson 
Manchester 
University 

  

Lunch Crêperie LES GLENANS 
20, rue d'Odessa  
75014  Paris 

  

 
Session V 

 
Media and electoral campaign 
 

Chair Karolina Koc-Michalska 
Audencia School of Management 

14h00-14h30 Does media attention lead to votes? 
Differences between campaign and 
non-campaign media effects for top 
and ordinary political candidates 

Patrick van Erkel 
University of Antwerp 
Peter van Aelst  
University of Antwerp  
Peter Thijssen  
University of Antwerp 

Annemarie 
Walter 

14h30-15h00 Media coverage and the short-term 
dynamics of candidate popularity 

Mona Krewel  
Cornell University 
Julia Partheymüller  
University of Mannheim 

Simon 
Kruschinski 

15h00 – 15h30 Emotion and politics in the mass 
media: the 2015 Greek referendum 
campaign 

Lamprini Rori  
Bournemouth University 

Patrick van Erkel 
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Session VI 

 
Electoral campaigns II 
 

Chair Ralph Negrine 
Sheffield University 

16h15 – 16h45 Same Effort, Same Result? Exploring 
the Gender Differences in 
Campaigning and Electoral 
Outcomes 

Maarja Lühiste  
Newcastle University 
Laura Sudulich 
University of Kent 

Daniel Stockemer 

16h45 – 17h15 Attacking to Gain? Diversifying 
Effects of Negative Campaigning on 
British Voters’ Electoral Participation, 
Party Preferences and Vote Choice in 
the 2015 General Election 

Annemarie Walter 
University of Nottingham  
Cees van der Eijk  
University of Nottingham 

Jacob Groshek  
 

17h15 – 17h45 Why do voters change their vote 
intention during a campaign? A study 
on the determinants of campaign 
volatility at the 2014 Belgian federal 
elections 

Simon Willocq 
Université libre de Bruxelles 

Lamprini Rori 

17h45-18h Sum up  Darren Lilleker 
Karolina Koc-Michalska 
 

 

 
Wednesday 16.12.2015 

 

Place University Panthéon-Assas (Paris-II) 
Salle de Conseils 
12 place du Panthéon 
75005 Paris 

 
KEYNOTES 

 
Chair Darren Lilleker 
 
9h30 – 10h30 

 
Public opinion and European Parliament elections 

 
Claes de Vrees 
 

 
10h45 -11h45 

 
General Election Campaigns in Europe: How Do They Matter? 

 
Rudiger Schmitt-Back 
 

 Discussion 
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Accepted papers (in alphabetical order) 

TITLE Campaigning on Twitter: The 2014 European Elections in Italy 

AUTHOR(S) Sara Bentivegna (Sapienza Università di Roma) 

 Rita Marchetti (Università di Perugia) 

ABSTRACT In line with the figures for other countries, Twitter has achieved a central role in the 
Italian media ecosystem, especially in regard to the political dimension. Despite of 
number of its users (10% of Italian Internet users), Twitter is a niche platform that has 
achieved a central role in the Italian media ecosystem, especially in regard to the political 
dimension, creating an evident and widespread form of media hybridization. Almost 
every day, television programmes and newspaper articles cite tweets by political parties, 
which they use to reconstruct and recount political events. A presence on Twitter, 
therefore, can be a formidable opportunity for candidates to gain visibility, creating a 
context in which the electoral campaign took place was particularly favourable to the 
adoption of Twitter by all candidates. But what are the variables that impact its 
adoption? Which are the communicative styles adopted? And which are the features of 
candidates using Twitter? The 2014 European elections provide us with answers to the 
aforementioned questions. This paper analyzes the timeline of the Italian candidates 
throughout the electoral campaign (22 April – 25 May). Guiding the data collection and 
analysis was the hypothesis that adoption of the platform is now so widespread that the 
traditional variables of political affiliation are no longer relevant, as a consequence of 
both the characteristics of the Italian context and the more general rise of social media 
able to enhance the egalitarianism due to cost reduction and ease of use. Of the 825 
candidates identified, 517 were found to have a Twitter account, 442 were found to be 
an active user (53,6%) and a total of 111,509 tweets were produced. Unfortunately, the 
communication is largely one-directional (48.9% of original tweets) with sporadic shifts 
to the conversational style (13.4% of @replies). This obviously gainsays the rhetoric that 
social media have restored a direct relationship between politicians and citizens. We 
have analyzed both the characteristics of tweets and the features of users. A statistically 
representative sample of 3816 tweets was extracted from the universe of tweets 
produced by the 352 candidates (80% of active users). A content analysis was used as 
the instrument for the investigation. The processing of data previously collected enabled 
us to construct a typology containing three different Twitter styles (Personal Marketing, 
Re-Intermediation, Impression Management), which range from a more ‘traditional’ 
type of communication to one that is decidedly more innovative. Finally, the three 
Twitter styles were connected to candidates, investigating the relevant variables to 
adoption different style and considering their efficacy, at least in communicative terms. 
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TITLE Campaigning across media platforms – Danish politicians and their communication 
activities in the 2015 national election 

AUTHOR(S) Mark Blach-Ørsten (Roskilde University)                

 Rasmus Burkal  (Roskilde University)                       

 Mads Kæmsgaard Eberholst (Roskilde University) 

ABSTRACT Recent studies of political communication in Scandinavia indicate that more 
politicians are becoming active on Twitter – even though Twitter use in Scandinavia 
is still relatively low  and Twitter, unlike Facebook, is mostly associated with an elite 
made up of politicians, journalists and people working professionally with 
communication. The recent studies also show that the politicians who are most active 
on Twitter are the young, the unknowns and the mid-level politicians, whereas the 
established top level politicians are less active (Larsson & Kalsnes, 2014). The reason 
of this might be that the established politicians have high newsworthiness and thus 
easy and generous access to the traditional news media outlets in Denmark 
(Skovsgaard & Van Dalen, 2014; Blach-Ørsten, 2014). Thus, established politicians 
have less need for social media to create attention for their campaign, whereas 
Twitter for the less newsworthy politicians offer a low cost way to try to gain both 
public and media attention (Skovsgaard & Van Dalen, 2013; Larson & Kalsnes, 2014).  
Based on the assumptions that a) well-known politicians will be less active on twitter 
and more active in legacy news media and b) younger, midlevel and unknown 
politicians will be more active on twitter, we analyse the cross media activities of all 
(799) candidates running for the Danish Folketing in the 2015 national election 
campaign. For the legacy newspapers, we conducted a content analysis registering all 
quotes or mentions of all candidates running for the Folketing. The content analysis 
include the seven morning newspapers in Denmark as well as their online version, 
three of the most popular radio news shows and four of the most popular evening 
news shows on public service television (n=approx. 9000 items). For the Twitter-
analysis we harvested all tweets relevant to the national election using an Open 
Source tool called “Your Twapper Keeper” modified and set up for harvesting all 
relevant electoral hashtags from the announcement of the election to the end of the 
campaign. A total of 262.000 tweets was harvested and included in the analysis. Our 
preliminary results suggest the indeed the top-level politicians ignore twitter in their 
election campaign. Of the three most high profiled politicians in Denmark, one has no 
twitter account, one has a twitter account by has never been active and the third 
tweeted a total amount of thirteen tweets in the entire election campaign. On the 
other hand, the same top-level politicians were among the most quoted politicians in 
the legacy news media. On twitter the top three most active politicians were two 
unknowns and one midlevel politicians. The most active and unknown politician, 
tweeted at total of 700 tweets, the second largest number of tweets were 272 – none 
of the top three twitter active politicians were elected by the final tally of the vote.    
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TITLE Between political cultures: the European elections and Portugal in time of crisis 

AUTHOR(S) Paula do Espírito Santo ISCSP/University of Lisbon 

ABSTRACT European elections are cyclically one of several barometers of how Europeans regard 
the dimension of the European project in their lives. Other indicators of the 
importance of the social dynamics of the EU are echoed among European citizens and 
voters. These indicators are reflected in terms of political participation and are closely 
related to European institutions such as the European Parliament, European 
Commission and European Central Bank, and the way they are experienced in 
everyday democratic political expression, reflecting the civic dimension of political 
culture. The purpose and central challenge of this article is to contribute to an 
understanding of political culture in the European Union, in terms of electoral 
participation, especially in the aggravating circumstance of an economic crisis from 
2008 onwards. This challenge is also faced more and more markedly at all times by the 
main political actors on the European stage, keepers and defenders of a long tradition 
of contemporary European thought, evoking the memory of Jean Monnet, Robert 
Schumann and Konrad Adenauer, to exalt some of its most prominent founding 
fathers.  The main aim of this article is to contribute to reflection on the importance 
of voter participation in European political culture and achieve new levels of 
discussion and practical implementation of citizenship and civic inclusion. On the other 
hand, at a time when balancing the EU and keeping it running are serious, we also 
discuss their identity bases in terms of inclusion and political and electoral culture. 
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TITLE Constituency Campaigning in the 2015 British General Election 

AUTHOR(S) Justin Fisher Brunel University          

 David Cutts  University of Bath               

 Edward Fieldhouse University of Manchester 

ABSTRACT This paper examines the intensity of constituency (district-level) campaigning in the 
2015 British General Election and its subsequent impact on electoral outcomes. 
Data for the study are derived from questionnaire surveys sent immediately after 
the election in May 2015 to constituency agents for all candidates of the six principal 
parties (Conservatives, Labour, Liberal Democrats, Scottish National Party, Plaid 
Cymru and UKIP) standing in seats in Great Britain. These data are used to compute 
quantitative indices of overall campaign intensity as well as for distinct forms of 
campaigning, such as face-to-face campaigning and ECampaigning. This permits 
assessments of the mean relative strength of campaigns and different campaign 
techniques, and the extent to which parties’ resources are distributed according to 
the electoral status of the seat; our starting assumption being that parties will seek 
to allocate and distribute resources in a manner designed to maximize electoral 
payoffs. Results from these aggregate-level data analyses are compared with 
individual level data from the British Election Study. The use of these aggregate-
level data also allow for district level analyses of vote share and change in vote share 
for the major parties, and the extent to which these vary in response to the intensity 
of local campaigns and differing campaign styles. Electoral impact is assessed with 
the broader contextual model of exogenous influences on the effectiveness of 
campaign effects developed by Fisher, Cutts Fieldhouse (2011). Early results from 
the study suggest that the three main GB parties (Conservatives, Labour and the 
Liberal Democrats) did allocate resources according to the electoral status of their 
seats but also in terms of electoral performance following the 2010 election. The 
result is that the campaigns for all three parties delivered some positive electoral 
payoffs, despite some challenging contextual conditions. We also find that 
ECampaigning has become a more significant aspect of parties’ overall campaign 
efforts at district level, but that face-to-face campaigning remains important both 
to parties and voters. 
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TITLE Voting with their hearts or their minds: Sincere and strategic voting in young 
democracies 

AUTHOR(S) Petr Gongala Masaryk University 

 Kamil Gregor Masaryk University 

 Miroslav Nemčok Masaryk University 

ABSTRACT The first round of each runoff election creates a dilemma for many voters. They can 
either react to strategic stimuli and vote in accordance with an outcomemaximizing 
strategy or, they can vote their conscience and decide based on candidates’ 
characteristics. Which of these alternatives is more prevalent? Since the 1990s, the 
empirical work supporting strategic voting has made this concept one of the focal 
points of election studies. Works by Abramson et al. or Alvarez and Nagler have 
shown that in certain types of elections, voters may not be voting for their first 
preference. Substantial case for the presence of strategic voting has been built up 
in the US, UK and Germany (primarily Alvarez – Nagler 2000, Alvarez – Boehmke – 
Nagler 2006, Gschwend 2004). These are, however, countries with highly structured 
party systems where political information is widely disseminated, it is 
comprehensible and strategic incentives are, therefore, readily identified by voters. 
In other countries and, especially in younger democracies, these conditions are met 
in a limited manner, if at all. From the standpoint of political research, evidence of 
strategic voting in young democracies outside of simple aggregatelevel inference is 
lacking (see Albescu – Ioniţă – Mateescu 2012 or Shvetsova – Cox 1998). At the same 
time, as Mainwaring and Zoco (2007) show, new democracies might be on a path 
towards a very different pattern of political behaviour than the old. We therefore 
posit that voters in these countries vote with their hearts and place their ballots 
based on candidate or party preference, rather than attempt to strategically 
influence election results. A unique arrangement of electoral rules in the Czech 
Republic has allowed us to create a quasiexperimental design with a robust test for 
sincere and strategic behaviour. On three occasions since 2000, there have been 
two sets of elections held at the same time, one for the Czech Senate employing a 
plurality runoff system, one for regional representative bodies employing listbased 
PR. By using Bayesian modelling of vote combinations within electoral precincts, we 
are able to estimate the behaviour of individual voters in both elections at the same 
time. We test for two modes of voting behaviour in the runoff elections: 1) placing 
votes based on a party preference, best represented by a vote in PR based elections, 
2) voting based on candidates’ characteristics and 3) placing strategic votes within 
the framework build by Cox (1997). By providing a robust test based on ecological 
inference we are thus able to determine the presence and strength of these types 
of behaviour. The preliminary results, presented at the ECPR General Conference 
2015, show little or no signs of strategic voting in our data, but a significant effect 
of party preference. In the second phase of our research, we must test whether 
candidate characteristics play a role in the observed voting behaviour. 
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TITLE Pathway to Apathy, Participation or Populism: Social Media Use and Successful 

Campaigns in the 2014/2015 European Elections 

AUTHOR(S) Jacob Groshek Boston University 

ABSTRACT Declining levels of voter turnout in European elections, particularly for the European 
Parliament, which reached an all-time low in 2014, stand in stark contrast to a wide 
and growing body of literature that suggests the increased availability and use of 
online social media is a pathway to greater participation in politics (i.e., Gil de Zúñiga, 
Veenstra, Vraga & Shah, 2010; Gil de Zúñiga, Jung, Valenzuela & 2012).  The study 
reported here examines these competing but related trajectories by analyzing all 44 
elections that took place across Europe in 2014 and 2015.  Of specific interest here 
are the varying rates of social media users as those related to not only overall voter 
turnout but also to which parties won greater representation.  Of course, the debate 
over the capacity for online campaigning to polarize the electorate has been ongoing 
(Baum & Groeling, 2008; Lee, Choi, & Kim, 2014; Prior, 2013) for decades, yet the 
(de)mobilizing effects of broader and wider-reaching social media campaigning has 
not been put into a comparative cross national framework. This study thus answers 
the call in providing a more detailed examination of how changes in election 
campaigns toward online, social, and mobile interfaces have – or have not – resonated 
with voter turnout and translated in specific ideological outcomes in the most recent 
rounds of national presidential, parliamentary, and EU parliamentary elections.  Here, 
voter turnout from the International Institute for Democracy and Electoral Assistance 
(IDEA) are set against usage data compiled by the Social, Digital & Mobile Worldwide 
initiative along with an array of figures from well-known agencies, such as the World 
Bank, Polity IV, and the United Nations.  Preliminary analyses of these data streams 
have thus far identified an overarching positive correlation between social media 
users and voter turnout in this series of elections, but also that that relationship is 
limited and conditional across parties and outcomes. Additional analyses will further 
develop and specify the differential conditions and pathways where online social 
media use may well be a mediating factor in pan-European politics, from apathy to 
participation or populist movements.   
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TITLE Media coverage and the short-term dynamics of candidate popularity 

AUTHOR(S) Mona Krewel Cornell University        

 Julia Partheymüller University of Mannheim 
ABSTRACT For decades now we can consist a growing interest in research on media effects on 

perceptions, attitudes, evaluations and behavior of voters. Several studies have 
demonstrated that selected aspects of media coverage actually matter for candidate 
popularity. Most research on media effects however was limited to specific aspects 
of media coverage, mostly the visibility of the candidates or the tone towards them. 
At the same time existing research was often based on insufficient data, drawing 
exclusively on survey data, or limited strategies of data analysis. Earlier studies have 
been conducted either on the aggregate level or relied on regression analysis on the 
individual level. With our paper in contrast we try to overcome some of these earlier 
shortages of media effects research on candidate evaluations. Instead of 
concentrating on single aspects of media coverage like other studies did, we examine 
which aspects of media coverage affect candidate popularity during election periods 
the most. For this purpose we look at the visibility of candidates in the media, the 
media’s tone towards these candidates, media coverage on issue ownership, and 
finally the candidates’ reported electoral chances as well as their performance during 
major campaign events such as the TV debates in the media in order check to which 
extent these different aspects of media coverage can be held responsible for voters’ 
candidate evaluations. We will use data from three rolling cross-section surveys as 
well as three corresponding content analyses of TV newscasts conducted as part of 
the German Longitudinal Election Study (GLES) in the run-up to the 2005, the 2009 
and the 2013 German federal elections. Methodological approach Our unique data 
basis allows us to follow a linkage approach and run multi-level-models in order to 
account for the hierarchal order of our data and deal with the methodological and 
statistical problems of previous studies. The results indicate that besides the tone of 
the media towards the candidates, which overall seems to pretty neutral, all of the 
aforementioned aspects of media coverage matter for voters’ evaluations of 
candidates. Interestingly media coverage seems to affect the challenger’s popularity 
much more than the incumbent’s popularity. We would explain this by the fact that 
public opinion in case of the incumbent has to be deemed as already much more 
consolidated than in case of the challenger who has not already governed for four 
years. Therefore media coverage is much more likely to affect voters’ evaluation of 
challenger candidates. 
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TITLE Porting the successful campaign?! An empirical analysis of door-to-door 
campaigning in Germany using the example of the 2014 Thuringian federal state 
election 

AUTHOR(S)  Simon Kruschinski Johannes Gutenberg University  

  Nicole Podschuweit University of Erfurt 

ABSTRACT  Despite the manifold opportunities presented by online campaign tools and 
multimedia channels, political parties in Germany recently focused on a “premodern” 
(Norris, 1997) campaign instrument to mobilize voters, convey campaign messages 
and ultimately generate votes: door-to-door canvassing. There is a wide range of 
studies in the U.S. focusing on different aspects of door-to-door campaigning and 
prove effects of interpersonal communication with candidates and volunteers on 
voter mobilization (Green & Gerber, 2008; Nickerson, 2008; Barton, Castillo, & Petrie, 
2012). Although the Obama campaigns aroused a great deal of interest for door-to-
door campaigning amongst campaign strategists and coordinators in the German 
Bundestag election 2013, there is only one study (Faas & Hohmann, 2014) publicly 
available for Germany to date. Therefore we will address basic questions of 
relevance, strategic organization, aims, conduct, success and scientific backgrounds 
of door-to-door canvassing in the German context and compare these findings with 
the ones from the U.S. context. The aim of the presentation is to give an overview on 
the role and impacts of door-to-door canvassing in two different party and media 
systems and shed light on the following questions: How do political parties and 
campaign coordinators “translate” campaign instruments like door-to-door 
canvassing successfully from one country to another? How is a successful door-to-
door campaign defined from a political actor´s perspective? What role does big data 
play for the success of door-to-door campaigning in each country and how do German 
political parties manage to reach relevant target groups, despite strict data protection 
laws? What potentials and limitations do canvassing have for the success of the whole 
campaign? To address these questions, we conducted two partial studies in the 
context of the 2014 Thuringian federal state election in Germany and contrasted our 
findings to the comprehensive U.S. research literature. In a first step, guided face-to-
face interviews with the campaign coordinators of the five strongest parliamentary 
parties in Thuringia (CDU [Christian Democrats], SPD [Social Democrats], the Green 
Party, the Left Party and FDP [Liberals]) were held prior to the election. Based on 
these insights, a questionnaire for a quantitative online survey of campaigners was 
developed and distributed via the party´s mailing list by the surveyed campaign 
coordinators. About one-quarter (N=130) of the 550 campaigners who received the 
invitation to participate in the survey completed the questionnaire. Equally to their 
U.S. counterparts, the interviewed German campaign coordinators characterize the 
“Ground War” as essential for the success of their campaigns and also state the same 
aims of mobilizing partisans, conveying the campaign´s message and collecting voter 
data. Unlike the comprehensive and hypermodern gathering and analysis of voter´s 
personal data in past U.S. elections, strategic organization, conduct and effectiveness 
of German door-to-door campaigning draws mainly on “voter potential analysis” 
based on past election results and household data offered by Deutsche Post. 
According to most of the surveyed campaigners, contacted voters were 
predominantly partisans and familiar with the canvassers, which showed both 
statistically significant effects for the canvasser´s success at the door and coincide 
with findings of U.S. studies (Lazarsfeld, Berelsen, & Gaudet, 1944; Green & Gerber, 
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2008). Summing up, door-to-door canvassing seems to be an efficient instrument for 
voter mobilization in Germany although it has to be adapted to the country´s 
environment, social and legal terrain as well as election and media system in different 
degrees to be conducted successfully within a campaign. 

 
 
 

TITLE Social media affordances, election campaigns and follower interactions 

AUTHOR(S) Karolina Koc-Michalska Audencia School of Management 

 Darren Lilleker Bournemouth University 

 Tomasz Michalski, HEC Paris, France 

 Jan M. Zajac, University of Warsaw 

ABSTRACT The paper analyzes follower responses (actions and interactions) to campaign 
communication of political parties on the 291 social network profiles of parties 
campaigning during 2014 European Parliament elections in 28 countries. The data 
shows parties use a range of communication forms, designed to elicit differing 
responses from their respective communities.  However, the type and quantity of 
responses differs and while political variables offer minimal explanations for 
community responses, we find responsiveness of the host, time of publication and 
clustering of activity types act as the strongest predictors. Largely though we find 
visitors tend to work on behalf of the parties, extending their reach through likes 
and shares, suggesting they are largely supporters, but parties can aid this by 
producing shareable and interactive content. 

  
  

TITLE Studying the local constituency campaign: reflections 

AUTHOR(S) Ralph Negrin Sheffield University 

ABSTRACT 'This paper looks at what happens in a local constituency campaign and reflects on 
how what happens impacts on larger questions about professionalization, 
community participation and party control. It concludes by suggesting that there is 
still merit in studying campaigns in their local setting using traditional 
methodologies such as participant observation.' 
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TITLE Motivating Parties?!: Central and East-European Electoral Law in Comparative 
Perspective 

AUTHOR(S) Ekaterina R. Rashkova-Gerbrands University of Innsbruck  

ABSTRACT What motivates and constrains the behavior of political parties? Utilizing a detailed 
examination of European Electoral Law, the paper seeks to answer this question. 
We know a fair amount about the fact that party systems differ in their size, in their 
structure, and in their output towards society. In many ways, knowing a country’s 
party system, as well as tracing its development, can offer insights to other 
questions including a much clearer picture of the quality of democracy. It is 
imperative therefore, that we understand how do party systems come about and 
what affects their development. One important and much understudied factor in 
party system development is the regulatory framework which guides party 
competition in national elections. Using a rational choice approach in the 
examination of electoral regulation, i.e. focusing on rules which affect political 
parties electoral calculation in some way, this study examines the first and current 
Electoral Laws in ten Central and East European Countries. The Electoral Laws are 
coded using content analysis tools and a specially developed coding scheme, which 
identifies twelve major categories of electoral regulation of political parties. The 
findings of this research will show how and where different electoral systems differ 
and offer insights in the types of party systems that ensue. One of the values-added 
that this work provides is that it is the first study to provide a detailed examination 
of electoral regulation differences beyond the standard ones of electoral threshold, 
type of government, the existence of public funding. This research studies the rules 
at much deeper level to answer questions like ‘what type of private funding is 
allowed and what type of private funding is banned? How much public funding is 
there and who gets it? What are the costs for new entrants?’. Answering these 
questions will not only give us a better understanding of the variation in the rules 
of the game that exist in the chosen countries, but it will offer a valuable insight 
about the effect of specific regulations in political behavior.  
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TITLE Emotion and politics in the mass media: the 2015 Greek referendum campaign 

AUTHOR(S) Lamprini Rori University of Bournemouth 

ABSTRACT The impact of political campaigns in voting behaviour has been sufficiently 
acknowledged in literature (for instance Schmitt-Beck and Farrell, 2001). Although 
campaign factors have been assessed as short-term external variables, the impact of 
the very nature of campaign itself is highly under searched. What aspects, styles and 
kinds of campaign affect voting behaviour? How does extraordinary political or 
economic context, like crises affect the conduct of campaigns? Is rational or 
emotional thinking more effective for winning an election? Crises, tensions and 
political unrest provide excellent opportunities to study the impact of emotions in 
political behavior. For over five years now, news stories in printed and electronic 
Greek media have been dominated by negative and emotional terms, whilst the 
protest cycle – massive, frequently violent and antisystemic – has been quasi- 
monopolized by emotional discourses and signals. The victory of SYRIZA in January 
2015 has nothing but multiplied symbolic connotations, whereas the government’s 
decision to conduct a referendum on July, 5th exacerbated emotional exchanges in a 
context of unprecedented polarization and insecurity. Expressions like “hope over 
fear”, “national pride and dignity” have shaped public attitudes and discourse. This 
paper proposes the study of emotions among mass media during referendum 
campaign through content and discourse analysis. How did emotions affect the styles, 
strategies and tools of political actors involved in the campaign? How frequent were 
emotions in journalistic and political discourse? How did emotions frame the debate 
and in what sense did they shape public attitudes? Through an original research 
design, we will elaborate the content diffused during the morning informative zone 
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TITLE Permanent campaign, or election cycle as usual? Comparing party 
communication and online political expression in routine and election times 

AUTHOR(S) Václav Štětka Charles University in Prague 

 Jaromír Mazák Charles University in Prague 

ABSTRACT Theoretical background While the role of social media in political communication 
has been subject to extensive empirical research in the recent years, most of the 
studies conducted in this territory are focusing on election times, typically 
understood as an exceptional period at the top of the election cycle, characterized 
by highly elevated communication activity by parties and candidates, and by 
increased participation on the side of the citizens. However, some scholars suggest 
that the traditional distinction between the election time and the “routine” or “off-
peak” period of the election cycle is becoming progressively blurred and that we 
are witnessing a move towards “permanent campaign” (Ornstein, Mann 2000; 
Elmer, Langlois 2012), as non-stop, year-round battle for voters’ attention and 
popularity. This tendency is arguably intensified in the online media environment, 
providing platforms for a low-cost, steady flow of information from parties to 
voters (Strömbäck 2007). However, so far there has been only limited research 
trying to empirically test the thesis about the permanent campaign in relation to 
the use of social media (e.g. Larsson 2014a, b). This paper aims to fill that research 
gap, by comparing the intensity of party communication and citizens’ participation 
on Facebook in different periods of the election cycle in the Czech Republic. The 
study is driven by following main question: are there significant differences in 
parties’ online activities and citizens’ online political expression during the election 
campaign time and in the off-campaign period? Methodological approach 
Following the principle of methodological triangulation, this study utilizes multi-
method approach, as it relies on a) frequency analysis of party communication and 
users’ interactions on Facebook profiles of ten Czech political parties, and b) 
analysis of data from two population surveys investigating, as a main dependent 
variable, the level of citizens’ online political expression (Gil de Zúñiga et al. 2014), 
measured as composite index of selected activities on Facebook (posting, or liking, 
sharing, commenting on political content). Ordinal logistic regression is then 
applied to test the influence of socio-demographic variables as well as political 
efficacy, political news consumption and voting behavior on citizens’ level of 
political expression in the two examined periods. We used the Netvizz service 
(Rieder 2013) to collect data from Facebook pages of ten Czech political parties, 
first in the three weeks surrounding the 2013 Parliamentary Elections campaign, 
and then in the three weeks constructed by systematic random sampling from the 
“routine” period of six months between January and June 2015. The two surveys 
were obtained by means of a quota sample representative of the adult Czech 
population with regards to region, size of residence, gender, age and education; 
the first survey (N=1653) was administered immediately following the 2013 
elections, while the second one (N=1022) was administered in June 2015. 
Preliminary findings The analysis does not seem to lend sufficient evidence for the 
concept of “permanent campaign” in the Czech online political communication 
environment. The amount of traffic on parties’ FB pages in the “routine” period 
was significantly lower in comparison to the election time, irrespective of party 
type. The survey data confirm the lower intensity of online political expression in 
the off-peak period. Voting was strongly related to online political expression 
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during the campaign period in 2013, but the link was substantially weakened in the 
2015 data. On the other hand, political news consumption was stronger predictor 
of online political expression in the 2015 “off-peak” period than in the campaign 
period in 2013. In both observed periods, people positioned closer to the extremes 
on the left-right political spectrum were found to display higher levels of online 
political expression on Facebook.  
 

 
 
 

TITLE The Physical Attractiveness of MPs, the Electoral System Type and Candidates’ 
Electoral Success 

AUTHOR(S) Daniel Stockemer University of Ottawa                  

 Rodrigo Praino School of Social and Policy Studies Adelaide 

ABSTRACT Power, money and physical attraction have walked hand in hand since immemorial 
times, as Alexander the Great, Julius Caesar, Richard the Lionheart, and other great 
leaders have been described as having the most attractive physical characteristics: 
handsome, strong, and of shapely and proportional built (Brewer, 2000). This 
tendency prevails up to now (e.g. Tsafati, Elfassi, and Weismiel-Manor, 2010; 
Hoegg and Lewis, 2011). Because attractive individuals are often seen as more 
pleasant and friendly, they seem to gain more societal advantages than the less 
attractive ones (cf. Brewer and Archer, 2007). However, not only does the 
“beautiful-is-good” effect lead individuals to assign positive attributes to physically 
attractive people, but equally importantly (see Barelds-Dijkstra et al., 2008), 
society, in general, assumes that attractive individuals are happier and more 
successful than the lesser attractive ones (Hatfield & Sprecher, 1986; Eagly, 
Ashmore, Makhijani & Longo, 1991; Watkins & Johnston, 2000). The beauty is good 
stereotype also holds in politics as good looking candidates are more successful in 
their political careers. (Tsafati, Elfassi, and Weismiel-Manor, 2010, Lawson et al. 
2010; Hoegg and Lewis, 2011). In particular, the finding that attractive candidates 
get a vote premium of several percentage points in elections is firmly anchored in 
the physical attractiveness and voting literature (e.g. Efran and Patterson 1974: 34; 
Albright et al. (1997), Todorov et al. (2005), and Lenz and Lawson (2010). 
However, while it is an established fact that more beautiful candidates get a vote 
surplus in elections, it is unclear if this beauty premium is mediated by institutional 
and contextual factors. In this project, we evaluate whether the electoral system 
type mediates the influence of physical beauty on candidate selection. In more 
detail, we hypothesize that physical beauty should play a larger role in first past the 
post systems, where the candidate is in the focus of media and voter attention, as 
compared to PR list systems, where the party is at the focus of voter and media 
attention. Using the German National Elections - an MMP system where half the 
representatives are elected by plurality vote and half of the representatives by PR 
– we aim at evaluating the mediating influence of the electoral system type. To do 
so, we engaged in a several step research project. First, we asked more than 1000 
Australian students to code the physical attractiveness of each MP from Nordrhein-
Westfalen, who is currently serving in the German parliament. Second, we 
compared the physical beauty of directly elected MPs to candidates that lost in the 
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first past the post tier and find that our coders rate those candidates that win more 
beautifully by approximately 1 point on a 0 to 10 scale. Comparing the list 
candidates of the four electoral lists (CDU, SPD, Gruene und die Linke), we do not 
find that elected MPs are better looking than non-elected candidates. Third, and 
controlling for years of parliamentary experience, electoral capital, party capital, 
age, gender, education and union engagement, we find that physical beauty is a 
significant factor explaining somebody’s likelihood to win in the majoritarian tier. 
The same does not apply to the PR tier. Hence, we find support for our hypothesis 
that physical beauty matters more in more personalist electoral systems.   
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TITLE Same Effort, Same Result? Exploring the Gender Differences in Campaigning and 
Electoral Outcomes 

AUTHOR(S)  Laura Sudulich University of Kent                

  Maarja Lühiste Newcastle University 

ABSTRACT  Electoral institutions constitute the fundamental rules of the electoral game. How 
players strategically decide to play the game is up to individuals. While significant 
changes have been made to increase the amount of women in legislative bodies, 
electoral mechanisms alone will not eliminate the yet significant gender gap in 
descriptive represention. European Parliament election – while occurring under PR 
rules only – provide variation in terms of both electoral institutions and parties’ as 
well as candidates’strategies. Making use of a unique dataset that maps the online 
activity of candidates running for the 2014 EP elections in 28 countries – both on 
Twitter and Facebook – we explore how candidates’ cyber campaign effort (as a 
proxy for electioneering) influences their electoral success and how it varies by 
gender. Firstly, we explore gender differences in cyber-camapigning as such. 
Secondly, we assess the impact online campaign effort has on women and men 
candidates’ chances of getting elected under different electoral rules. The 
comparative nature of the data enables us to assess the relative weight of systemic 
versus candidate level elements. Futher to this we are able to address differences 
across platforms and to specifically unravel whether there is a) a persistent gender 
gap in usage of specific campaigning tools and b) whether a similar effort leads to 
a similar outcome independent of candidate gender, ceteris paribus 
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TITLE Attacking to Gain? Diversifying Effects of Negative Campaigning on British Voters’ 
Electoral Participation, Party Preferences and Vote Choice in the 2015 General 
Election 

AUTHOR(S) Annemarie Walter University of Nottingham       

 Cees van der Eijk University of Nottingham 

ABSTRACT Regardless the prominence of negative campaigning in election campaigns 
worldwide, including in Britain (see Van Heerde Hudson 2011; Scammell and 
Langer 2006), the theory on effects of negative campaigning has been completely 
based on U.S. research (see for a handful exceptions Maier and Maier 2007; Pattie 
et al. 2011, Nai 2013; Haddock and Zanna 1997; Sanders and Norris 2005). The 
evidence therefore is potentially biased and non-generalizable. Consequently, we 
have little knowledge about the effectiveness of negative campaigning across 
political systems (Fridkin and Kenney 2012) and are largely unaware about its 
attitudinal and behavioural effects on British citizens. In this paper we focus on the 
effects of negative campaigning in the British multi-party context. This study 
examines to what extent and in what way negative campaigning affects voters’ 
electoral participation, party preference and vote choice in the 2015 General 
Election Campaign in Britain? By examining these questions with the help of survey 
data from the 2015 British Election Study this study contributes to the field of 
negative campaigning in three ways. First of all, this is the largest study on the 
effects of negative campaigning on voters’ electoral participation and party 
preference in a multiparty system (N=40.000). Second, this study is the first within-
country comparative study in Europe, studying the three countries of Great Britain; 
England, Scotland and Wales. Finally, this study is the first to measure the effects 
of negative campaigning using a non-ipsative measure of party preference (PTVs) 
which is able to tap voters’ party support in contrast to an ipsative measure of party 
preference that taps voters’ vote choice. The panel character of the survey data 
and the large sample size allow for more extensive and more refined controls to 
ameliorate endogeneity concerns. A novel operationalisation of negative 
campaigning, that is better attuned to the concept in question and less influenced 
by social desirability, further strengthens the foundation of causal inferences. The 
statistical techniques employed are logistic regression analysis on the original data 
set (unit of analysis is the voter) and conditional logit and conditional OLS on 
various stacked data sets (unit of analysis is party x voter). Preliminary results show 
that exposure to negative campaigning does not affect voters’ electoral 
participation in a multiparty system, but does affect their electoral preferences. 
Exposure to negative campaigning might not always alter voters’ vote choice, but 
it is likely to change parties’ relative standing in voters’ electoral preferences set.  
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TITLE 
Does media attention lead to votes? Differences between campaign and non-
campaign media effects for top and ordinary political candidates 

AUTHOR(S) Patrick van Erkel University of Antwerp 

 Peter van Aelst University of Antwerp 

 Peter Thijssen University of Antwerp 

ABSTRACT This paper follows a large body of literature that investigates the effect (campaign) 
media coverage has on electoral success. Unlike most previous studies, we do not 
focus on the inter-party competition between political parties - or in the case of 
majoritarian systems between candidates who represent the party - but instead we 
investigate the role of media coverage in the intra-party competition. In many 
European countries political candidates have to compete with their fellow party 
members in order to win preferential votes. Previous studies have found different 
factors that can explain individual electoral success, or failure, such as the ballot list 
position, social-demographic characteristics and political experience. However, one 
factor that has been mostly absent from these studies is the role of the media. In this 
paper we argue that media coverage has a positive effect on individual electoral 
success. Yet, we expect the nature of, and mechanisms behind, this effect to differ 
between different types of candidates. In particular, we argue that for ordinary 
candidates media attention leads to more votes as it increases their name recognition. 
Hence, for these candidates it is especially the media coverage during the campaign, 
shortly before the elections, which influences their electoral score. For top politicians, 
on the other hand, media coverage is less important for name recognition, as they are 
already well known, but rather serves as a mean to shape a favorable image and to 
create a (one-sided) para-social connection with their electorate. As this image and 
bond is unlikely to emerge during the short span of a campaign, we expect that for 
these candidates especially non-campaign coverage matters. To test these 
expectations we examine the 2014 elections in Belgium. For 988 political candidates 
we link the number of news articles in which they appear to their electoral score. 
Additionally, we combine these data with survey data which were gathered for each 
candidate shortly before the elections, asking them about their social-demographic 
characteristics, political experience and ideology. Using Structural Equation Modelling 
(SEM), in order to account for issues of reversed causality and omitted variable bias, 
we find support for our expectations. For top candidates it is media attention on the 
long term which can predict their electoral success, whereas for ordinary candidates 
it is the coverage during the campaign which matters most. In the end, this paper 
shows that future research ought to be aware of candidate differences and should be 
more careful when inferring media effects to apply to all political candidates in the 
system. Additionally, it shows that in order to understand the role of the media during 
campaign, we ought to examine not only what happens during the campaign itself, as 
is the tendency in many studies, but also look beyond and focus on long term media 
attention. In other words, campaigns should not be studied in a vacuum. 
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TITLE Partisan dealignment, personalization, political dissatisfaction and campaign 

volatility. A study on changes in vote intentions during the 2014 Belgian federal 
election campaign 

AUTHOR(S)  Simon WILLOCQ Université libre de Bruxelles 

ABSTRACT Over the last decades, strong empirical evidence has accumulated demonstrating 
that voters are becoming less predictable and more unstable in their voting 
behaviour. This growing uncertainty in voters’ party preferences does not only lead 
to a rise in the level of inter-election volatility (i.e. vote switching between two 
consecutive elections); it also translates into an increase in the level of campaign 
volatility (i.e. shifts in vote intentions during the months preceding the elections). 
This paper examines why a large number of voters have changed their vote 
intention during the months preceding the Belgian federal elections of May 2014. 
In order to explain campaign volatility, we test three distinct hypotheses: the 
partisan dealignment hypothesis, the frustrated floating voter hypothesis and the 
personalization hypothesis. First, the partisan dealignment theory holds that the 
growing instability in voters’ preferences can be largely attributed to the erosion 
of traditional partisan loyalties. The main argument of this theory is that the decline 
of partisan attachment has led to an increase in the proportion of independent 
voters among the electorate and that this “apartisan” voters are more uncertain in 
their voting preferences than traditional party identifiers. Second, the frustrated 
floating voter theory assumes that campaign volatility is triggered by political 
disaffection. According to this thesis, voters switch from one party to another in 
order to express their dissatisfaction with the political system and its actors. Finally, 
the personalization theory suggests that voters whose electoral choice is largely 
determined by candidate evaluations are more volatile that those who mainly rely 
on partisan cues to guide their voting decision. Furthermore, we include a wide 
range of control variables in the analysis: sociodemographic characteristics, 
political sophistication and ideological profile. Our study draws on data from the 
2014 PartyRep Belgian Voter Survey which is a two waves panel survey consisting 
of a pre-electoral wave and a post-electoral wave. This panel design allows to 
measure campaign volatility by comparing respondent’s vote intention at the 
beginning of the campaign (reported in the pre-electoral wave) with his actual 
voting choice in the federal elections (reported in the post-electoral wave). 
Preliminary results indicate that about a third of the respondents have switch from 
one party to another during the federal elections campaign. As expected voters 
who reported no partisan affiliation are more likely to change their vote intention 
during the months preceding the elections. Our results also seem to partially 
confirm the frustrated floating voter hypothesis. Citizens with a low degree of 
external political efficacy display a higher level of instability in their vote intentions. 
Similarly, voters with a low degree of affection for their favourite party are more 
inclined to change party preferences during the campaign. By contrast, the 
variables “trust in institutions” and “satisfaction with democracy” are not 
significantly related to campaign switching. In line with the personalization 
hypothesis, voters who take their electoral decision mainly on the basis of 
candidate evaluations are found to be more volatile. Finally, it appears that 
campaign switchers exhibit a low level of political interest. 
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TITLE Comparing electoral campaigns across time and space: an analytical model 

AUTHOR(S) Thierry Vedel CEVIPOF Sciences-Po Paris 

ABSTRACT Do electoral campaigns matter? Which factors really shape electoral campaigns? 
A look at comparisons of campaigns over time. An analytical model. 
Old and new methodological problems in comparing campaigns. 

 
 

TITLE 
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ABSTRACT There is ever growing interest concerning new communication technologies and 
the electoral processes. Following, aim of this study is to reveal how political 
parties in Croatia use Internet in election campaigns. More precisely, conducting 
quantitative content analysis of partisan web sites we shall try to answer how and 
to what extend have political parties in Croatia use marketing potential of the 
internet in elections in 2007 and in 2015. Furthermore, we will examine if political 
parties used Internet to engage citizens online. Secondly, using data from public 
opinion survey conducted at the Faculty of Political Science, the study shall try to 
reveal how often citizens used internet to inform themselves about the elections. 
Bearing in mind that internet penetration in Croatia is on a high level, we shall try 
to answer how important is online communication with the citizens during 
elections in Croatia and what has changed with the emergence of social networks. 
Conducting longitudinal analysis from 1997 to 2015, and taking into account 
socio-demographic variables, party identification, partisan strength, political 
interest, and other media exposures variables, we shall see how is the use of 
online tools in informing about the elections changed with the years. 
Furthermore, this study discusses use of the Internet for political information in 
relation to, traditional media, political attitudes, party identification and voting 
turnout in five parliamentary elections in Croatia. Similar study regarding citizens' 
use of the Internet as a source of electoral information, has never been done in 
Croatia. 
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