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    Preface


     


    Presidential elections in the United States are, and always have been, major events in American and world history. They are watched by millions of people not only in the US but all over the world. A circumstance that is often not noticed by less informed viewers is that the most famous part of the elections, namely the presidential inauguration, is preceded by weeks, months and even years of presidential campaigning, where candidates raise and spend vast amounts of money in order to convince the American citizens to give them their vote. These campaigns have commonly consisted of journeys throughout the entire country, rallies, conventions and speeches but lately, another medium has been taking a great role in the competition: Social Media. Especially during the 2016 election cycle Twitter became a campaign tool that never has been used during political campaigns to this extent before. Donald Trump in particular has made use of Twitter to such a great extent that it sometimes even seemed like his official speaking tube.


     


    The introductory chapters of this work are dedicated to Obama’s social media pioneer work during his 2008 election cycle. Then the Twitter phenomenon Trump will be analyzed based on an analysis of recurring patterns in a selection of his tweets. His controversial behavior online as well as offline will be set out as well. Additionally, the Online Persona Trump will be examined based on the findings of a data scientist’s blog. As not only Trump uses Twitter, the opponents’ usage of the platform will be regarded as well. This work does not exclusively focus on his online activities but is always expanded to offline-statements and public appearances. Especially in order to take a look at his rhetorical strategies and the populist tendency of his language, the range had to be expanded. Therefore, this Bachelor’s thesis can be considered as a content analysis in terms of an extended analytical press review.


     


    The Election Process


     


    Presidential Elections in the US are held every four years. Election is a process, which consists of two crucial steps: a major political party nomination and a general election. Before the citizens can cast their ballots, the major political party nomination takes place where the candidates of each party who are running for presidency and vice-presidency are nominated with a majority of the delegates’ votes, also called the Electoral College. Each state has a number of delegates according to the state’s population, who convene either in primaries or caucuses. Delegates are pledged to support a certain candidate. In states with primaries, voters go to polling stations to vote for their preferred delegate, while in states with caucuses, party members speak on behalf of the candidate they support for the nomination. Early contests are closely related to the fact that money plays a decisive role in US campaigning. Candidates put great effort into states that hold primaries and caucuses first, as these early contests frequently show which candidate can compete in the run for presidency. This is, for example criticized in Iowa, a state that holds early primaries, and is not representative for the rest of the country but gets comparatively far more attention. Since 2010, individuals have been allowed to spend an unlimited amount of their own money on their campaign. If presidential candidates receive contributions, federal law dictates how much and from whom. These details are also made accessible for the public. The last major-party candidates, for example spent hundreds of millions of dollars on their campaigns in order to hire staff, arrange office space, pay travel cost, advertise on radio, television or newspapers and to host campaign events. Even though the US government provides funds for presidential campaigns, the candidates do not often consider this option because the funds are very limited. Instead, it is much more common that candidates raise money to fund their campaigns.


     


    There have been two major parties in the US political landscape since the 1830s: the Democrat Party and Republican Party[1] - that still dominate the election process now. Since 1852, every president has either been a Democrat or a Republican. There are only few governors or members of Congress who are independent or belong to a third party. One characteristic of the US election process is the first-past-the-post-system. The candidate with the most votes wins, even if they have not received the majority of the cast. In countries that give seats according to the proportion of the votes a certain party receives, a multi-party system is more likely (US Elections in Brief; Coleman, Neale, and Cantor).


     


    Key Terms


     


    As there exists no standardized terminology of concepts like World Wide Web, Internet, Web 1.0, Web 2.0, Digital Media, and Social Media etc., the definitions turn out to be difficult. In this work, I will use the terms as stated in the International Journal of Web & Semantic Technology by Aghaei et al. and in the Journal Of Computer-Mediated Communication by Boyd and Ellison. The World Wide Web is not a synonym for the Internet in general but the two terms are not further distinguished and used synonymously in this work.


     


    The Web 1.0 is, according to Tim Burners-Lee a mono-directional “read-only web“. Only few people were able to provide information that a great amount of people could access then. Content on websites was mainly static. The term Web 2.0, first time officially defined in 2005 by Tim O’Reilly, is also called the “participative web“ due to its bi-directional function (Aghaei, Nematbakhsh, and Farsani; O’Reilly; Hellmann 1). From then on the users of Web 2.0 could interact with each other and produce content. In this context, the term prosumer was introduced. It is a neologism created of producer and consumer (Hellmann 2–3). With Web 2.0, social networking platforms arose that allow users to create a public profile, show content and connect to other users (Boyd and Ellison 211). Social Media can be characterized by “collaborative content creation” (Aghaei, Nematbakhsh, and Farsani 1–3). Digital media are often considered as the opposite to analogue media. In this work, digital media is used interchangeably with new media and comprises any news published on a mobile website or a blog (“Digital Media Definition”).


     

  


  
    1 Campaigning with the Internet


     


    1.1 Campaigning with “old media“


     


    Before the Internet, campaign strategy combined strong representative obligations and rhetoric skills. People were addressed in masses. Nowadays, people are too busy to attend campaign rallies every month so candidates have to go where the voters actually are. The invention of radiobroadcasting played a game-changing role in political campaigns, as it made it possible for candidates to talk to their voters in a new way. Franklin D. Roosevelt is described as having mastered the medium radio in the 1932 election cycle (Denton 3). With the advent of television, the candidates were not just mere slogans or speakers anymore, but living people you could watch life and in color on television (Kissane). Especially Ronald Reagan made use of the television as a campaign tool in the 1980 election cycle. Denton even described him as the “first true television president” since his persona, messages and behavior met the requirements of the medium television (Denton xii). Radio and television can live-broadcast political events or speeches but they both depend on the audience present in front of the television or the radio. Additionally, radio and television have gatekeeping-functions, as journalists first need to investigate stories before they can report on them, while on the Internet, every person can spread raw information within very short time. Radio and television both work with certain features. Radio messages require a strong voice and a good slogan. Television commercials need catchy visuals, sounds or work with text on the screen. The same applies for campaign flyers, which also need memorable text and graphic design elements or good photos. With the internet, campaigns can now reach every single voter – virtually. It offers more versatility as it combines all features. The internet significantly changed the speed of campaigning as voters can be approached visually on Instagram, Facebook or YouTube at any time. Those, who want to receive information, can subscribe to newsletters. Radio listeners can subscribe to podcasts and speeches and campaign commercials can be streamed online. Compared to the old campaign tools, the internet outreaches all of them with its mobility, reachability and availability (Kissane).


     


    1.2 Campaigning with “new media”


     


    Campaigning has changed with the rise of new tools and techniques. Computer Mediated Communication (CMC) brought interactivity and decentralized political issues into peoples’ homes. This means that supporters, as well as opponents, could communicate directly about political players (Gibson and Ward 63–68). It is proven that opposition politicians tend to use social media more frequently to publicly show their dissent (Hong and Nadler). Decentralized organized parties, for example the Green Party or protest groups, as well as new social movements, nowadays also make more use of technology than traditional parties have made. Mainstream political parties approached new media carefully without significant results on party leaders or policies (Gibson and Ward 68).


     


    The internet first became popular in US political affairs in the late 1990s, in which the voter turnout decreased (Bimber, “Digital Media and Citizenship” 116). In the course of mediatization of campaigning in the late 1990s/2000, the web helped politically interested citizens to go canvassing, raise fund for candidates and get in touch with other volunteer campaigners (Gibson and Ward 68). The tools for canvassing have changed and online-campaigning is of similar importance as are events of offline-campaigning like rallies. The tendency towards a more direct style of communication during campaigning has intensified with the development of websites and email. According to surveys conducted in the UK and Scandinavia in 2000 and 2001, the participation of voters during campaigns through, for example, blogs, social media or videos was not widely accepted. Smaller organizations achieved more attention with their online activities than major parties that rather focused on traditional media. The voters’ awareness of online campaigning has especially increased during the 2008 Obama election cycle, in which people started to access election material online. While in 1996 only 4 percent of the population accessed information about the elections online, the number rose to 55 percent in 2008 (Gibson and Ward 68). One frequently discussed question is whether the internet can push new people into political debate or whether only already interested or committed people use such web sources.[2]


     


    It is worthwhile to note that success in political campaigning related to social media is based on the individual candidate’s model of campaigning. It is questionable whether models based on a strong party organization can provide the concreteness of a direct candidate. The internet offers more possibilities to parties and candidates to promote themselves in elections than before due to relatively low costs of launching an internet campaign (Ghillebeart q.i. Gibson and Ward 64). The internet allows smaller parties to make a larger impression on possible voters than they actually represent– just by having a professional web presence (Copsey q.i. Gibson and Ward 64).[3] Studies found that some countries stated that smaller parties, especially the Green Party and those oriented to the right, were strong users of technology and were competitive in online campaigning and that right parties in particular recruited members and networked on the Internet.
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