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Aim: Electoral campaigns are becoming more and more similar to commercial
advertising campaigns, aiming to transfer the core message of a candidate or party to
the target audiences in the most influencing way. By emergence of digital media and
social networks, audiences have alternative choices and this has made the transfer of
message more complicated and difficult than past. The present research is an effort to
identify the factors influencing the selection of the appropriate media combination for
electoral campaigns, by use of PESO model that implies on selection of a combination
of paid media, earned media, shared media and owned media. This research has been
conducted on the electoral campaigns of the candidates for the Islamic Consultative
Assembly in city of Rasht to extract how a mix of media for sending a candidate’s
message to the target audiences can be form and how it will be successfully conducted

during an electoral campaign.

Methodology: This study was conducted using a qualitative research approach and
using thematic analysis technique to analyze the data. The method consists of 6 basic
steps including familiarization with the data, creating initial codes, searching for
themes, reviewing themes, defining and naming themes, and preparing a report. In-
depth Interviews used as the instrument for collecting data. The research population
includes the managers and planners of the previous campaigns of the Rasht city
parliamentary election campaign. Due to the difficulty of reaching all of the research
population, 10 campaign managers and planners were selected. Snowball sampling

method was used; The adequacy of the sample was achieved due to the limited
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number of campaign managers and planners of the previous parliamentary elections
in Rasht city and the lack of new codes in the last three interviews. Analysis of
interviews extracted the effective factors for media mix of electoral campaigns. model
of PESO is used as the theoretical framework for the research.

Findings: The results of the research process show that there are six factors that affect
the composition of media in advertising campaigns; a) Campaign Audience: The first
step in determining the media mix in electoral campaigns is audience analysis. To
know the audience, the campaign designer should answer the question of to whom the
advertising message is for and with what characteristics it must be formed. According
to the interviews conducted and their analysis, it was found that election planners
conduct audience analysis based on five main factors, including demographic factor,
geographical factor, psychological factor, job and field of activity factor and social
influence factor. b) Campaign planning: The analysis of the interviews showed that
election campaign planning can be divided into “campaign structure” and “campaign
planning method”. Both dimensions of campaign planning have the components. As
it is shown in the Tables in the text, the dimension of “campaign formation structure”
includes the pyramid and subsidiary model, the multi-ring model, the structure of
think-tanks and committees, and the use of a combination of political activists, media
activists and influential people. The campaign planning dimension also includes the
components of determining the vote base, planning based on candidate ability and
environmental opportunities, and analyzing competitors. ¢) Dealing with black
propaganda: Election planners believed that one of the factors affecting the effective
media composition of election campaigns is the dealing with black propaganda. The
tactics that election planners offered in response to the question of how to deal with
black propaganda against their candidate; It generally falls into five categories. The
first tactic is “direct response” in which campaign planners try to defend their
candidate by using various communication tools such as face-to-face communication,
press conferences, social media and nightly newspapers and providing documents to
support their candidate in the face of suspicion and negative publicity against their
candidate. The second category is called “indirect responding” in which there is
usually no direct confrontation for the defense. The third tactic to deal with black
propaganda is the "tactic of silence". The fourth tactic is “oppression,” in which
negative propaganda against the candidate becomes a propaganda opportunity. The
fifth tactic is “negative publicity for negative publicity”. d) Effective media
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composition: Interviewees believe that in effective media composition, the reference
and influential media in society are examined and according to the time and place
conditions, the media is determined in accordance with the target audience. For
example, one interviewee stressed that “depending on the election conditions and
determining which media are more effective at that time, such as Instagram or
Telegram, or one-minute videos, or news sites and channels, the combination of
media use is determined.” Another interviewee was also complicated that ... the
influence of the media varies depending on neighborhood and regional divisions; For
example, in the 2008 elections, we used internet television in the upper areas of the
city.” Assuming that campaign planners can well recognize the reference media and
identify the media appropriate to the audience, interviewees believe that media types
should be selected based on an election plan that takes into account the strengths and
weaknesses of the candidate and the opportunities and threats of the environment. In
general, respondents' views on the effectiveness of the media and communication
tools most used in the election campaign are divided into six categories, including
social media, press and print media, online news databases, environmental and
headquarters media, face-to-face communication and election lists. e) Campaign
advertising messages: Interviewees' opinions on how to adjust appropriate and
effective campaign advertising messages can be generally divided into three categories:
methods of planning and determining message strategy, message design tactics and
how to use elite opinion in message design. The interviewees' answers on how to plan
and determine the messaging strategy were divided into three subcategories: a) setting
the message based on the priorities of the election campaign environment and society,
b) considering the characteristics and background of the candidate, and c) setting the
campaign message according to the relevant audience. The opinions of campaign
planners on effective tactics in the field of message design are also divided into 7
categories, including z) emotional message tactics, b) indirect advertising tactics, c)
image-based message tactics, d) use of music in messages, e) silent messages, and f)
differentiated message tactics and g) audience thirst tactics were divided. Emotional
message tactics emphasize that the use of emotional messages is more effective than
logical messages. In indirect advertising, the emphasis is on the effect of advertising
on the subconscious of the audience. Image-based message tactics also involve the use
of one-minute images and videos to design and deliver advertising messages. In the
tactic of music in the message, the use of music and advertising message together is
also mentioned. The simple and understandable message tactic states that the message

should be understandable to the general public of all literacy levels. Differentiating the



advertising message is also in order to be seen and more effective on the audience. In
thirst-quenching tactics, they also make the audience thirsty for the next messages
with a news surf. Interviewees' comments on the use of message experts were also
divided into two subcategories: a) message setting based on think tank opinions and
b) using scientific elite opinions to provide solutions to problems in messages. Finally,
there is checking of the effectiveness of the campaign. The views of the interviewees
on how and how to evaluate the effectiveness of the advertising campaign generally
included the broad category of methods and tools to evaluate the effectiveness of the
campaign. The answers of the interviewees regarding the methods of evaluating the
effectiveness of the campaign were also divided into four subcategories: 1) the use of
surveys, 2) field feedback, 3) the volume of candidates' advertising in the target
community and 4) evaluation through social networks. The table below shows the
coding done in this section. A number of interviewees cited the use of valid surveys as
one of the methods used to evaluate the campaign. Field surveys through trusted
sources among the target community of voters were also among the methods that
interviewees mentioned and described as complementary to the survey method. Some
interviewees considered the presence of candidate advertisements in advertising
spaces as one of the ways to assess the effectiveness of the campaign, and finally the
use of social media to receive feedback on the candidate's position among voters was
another tool that interviewees mentioned. Regarding the effectiveness evaluation,
interviewees believed in moment-to-moment monitoring and stated that the time of
effectiveness evaluation should be done simultaneously with the implementation of

the campaign and in a momentary manner.

Results: With increasing competition to attract votes, election campaigns are seen as a
form of political marketing that requires marketing knowledge, understanding of
media strategies, and the use of message management tools like other marketing
campaigns. Since media entrepreneurship is aimed at making a profit through earning
money, attention and energy, an advertising campaign can be considered a media
entrepreneurial action in which it attracts the “attention” of voters as target customers
and, even at a higher level, motivates them to “spend” actions. Advertise on social
media, environmental and individual to individual. With such a view and considering
the importance of the media in conveying election messages to the target audience,
this study was conducted to investigate the effective media composition of election

campaigns. The results of the study showed that there are six factors that affect the
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effective media mix in advertising campaigns. The first factor is the audience of the
campaign, which is aligned with the activity of identifying stakeholders and target
audiences in the research and identification stage of the “Roster” model. It was found
that among the methods of audience segmentation, categorization based on
occupation and field of activity was the most widely used among election campaign
planners. The third factor identified is the use of public relations in politics, which has
been considered in previous research with several negative results. Public orientation
towards a candidate is much more successful than positive communication because
public opinion pays more attention to negative issues and defenses than to
achievements and successes (Lau, 1985). The interviewees are generally categorized
into six categories in terms of the combination of media used in the campaign: social
media, press, news databases, environmental and headquarters media, face-to-face
communication and electoral lists, which include a combination of presence on social
networks, acquisition of news, and non-media communications. Media and face-to-
face are coordinated in the Pezo model of media combination. Face-to-face
communication includes special events such as annual conferences, group meetings,
cognitive events and round tables. The research states that the impact of this tool on
election campaigns cannot be ignored. The analysis of the interviews and opinions of
the campaign planners in the field of campaign message content was divided into
three conceptual categories: how to plan and determine the message strategy and how
to use the opinion of the elite in the design of messages; emphasizes that considering
the environmental priorities of society, the needs and characteristics of the target
audience as environmental data and the candidate's characteristics and background as
internal information and data helps strategic planning in the field of message
production. Strategies and tactics in the field of content production and message
setting are formed based on the research stage. The sixth factor is related to the
evaluation of the effectiveness of the campaign.

Refrences

Belch, G. E., & Belch, M. A. (2003). Advertising and promotion: An integrated marketing
communications perspective. The McGraw- Hill.

Braun, V., & Clarke, V. (2006). "Using thematic analysis in psychology". Qualitative research
in psychology, 3(2), 77-101.

Broom, G. M., & Sha, B. L. (2013). Cutlip and Center's Effective Public Relations, 11th.

Dietrich, G. (2014). Spin sucks: communication and reputation management in the digital

age. Que Publishing.



Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2011). "Who are the social media
influencers? A study of public perceptions of personality". Public Relations Review, 37(1),
90-92.

Goldstein, K., & Freedman, P. (2002). "Lessons learned: Campaign advertising in the 2000
elections". Political Communication, 19(1), 5-28.

Hillygus, D. S. (2005). "Campaign effects and the dynamics of turnout intention in election
2000". The Journal of Politics, 67(1), 50-68.

Hopf, C. (2004)." Qualitative Interviews: An Overview". In U. Flick, E. von Kardorff, & I.
Steinke, A Companion to Qualitative Research. Sage Publications.

Kaid, L. L., & Holtz-Bacha, C. (2006). The Sage Handbook of Political Advertising. Sage
Publications.

Khajeheian, D. (2017). “Media Entrepreenurship: A Consensual Definition”, AD-minister, 30,
93-113.

Kraus, S. and Davis, Dk. (1981)."Political debates ".In D.Nimmo and K.R Sanders(eds).
Handbook of Political Communication.Beverly Hills, Ca:Sage.

Lau, R. R. (1985). "Two explanations for negativity effects in political behavior". American
Journal of Political Science, 119-138.

Lileks, J. (2006). "An ode to the ad". The American Enterprise, 17(6), 47-48.

Luttrell, R. (2018). Social media: How to engage, share, and connect. Rowman & Littlefield.

Luttrell, R. M., & Capizzo, L. W. (2019). Public relations campaigns: An integrated approach.
SAGE Publications.

Macnamara, J., Lwin, M., Adi, A., & Zerfass, A. (2016). "PESO’media strategy shifts to ‘SOEP”:
Opportunities and ethical dilemmas". Public Relations Review, 42(3), 377-385.

Marland, A. (2003). "Marketing political soap: A political marketing view of selling candidates
like soap, of electioneering as a ritual, and of electoral military analogies". Journal of
Public Affairs: An International Journal, 3(2), 103-115.

Meguerditchian, T. G. (2007). Public relations and political controversy: a case study of the
Assembly of Turkish American Associations' public relations campaign regarding the
Ottoman Empire's deportation of the Armenians. Retrieved from Dspace the Department
of public Relation and Communication.

Nimmo, D. D., & Sanders, K. R. (Eds.). (1981). Handbook of political communication. Sage
Publications, Inc.

Odden, L. (2011). Paid, Earned, Owned and Shared Media—What’s Your Online Marketing
Media Mix?. URL: http://www. toprankblog. com/2011/07/online-marketing-media-
mix/(Letoltés datuma: 2014.09. 15.).

Osuagwu, L. (2008). "Political marketing: conceptualisation, dimensions and research agenda".
Marketing Intelligence & Planning, 26(7), 793-810.

Journal of Cultural
Studies and
Communication
420
Serial 82,
Volume 22,
Issue 1, Spring
2026



Journal of Cultural
Studies and
Communication
421
Serial 82,
Volume 22,
Issue 1, Spring
2026

Stephen, A. T., & Galak, J. (2012). "The effects of traditional and social earned media on sales: A
study of a microlending marketplace". Journal of marketing research, 49(5), 624-639.
Stromback, J., & Kiousis, S. (Eds.). (2011). Political public relations: Principles and

applications. Taylor & Francis.

Tedesco, J. C., & Kaid, L. L. (2000). "Style and effects of the Bush and Gore spots”". The
millennium election: Communication in the 2000 campaigns, 5-16.

Tolbert, C. J., & McNeal, R. S. (2003). "Unraveling the effects of the Internet on political
participation?". Political research quarterly, 56(2), 175-185.

Wilcox D. L.(2013). Think Public Relations, 2nd ed. Boston, MA: Pearson.

Afkhami, Hossein-Ali, & Dashtgoli, Mana. (2017). “Critical Discourse Analysis of Campaign
Films of Successful Candidates in Electoral Campaigns: A Case Study of the Seventh and
Ninth Presidential Elections in Iran.” Quarterly Journal of Iranian Association for Cultural
Studies and Communication, No. 49, pp. 109-130. [in Persian]

Akrami, Mahmoud. (2004). Anthropology of Advertising. Mashhad: Eyvar Publishing. [in
Persian]

Hajipour, Bahman, Hosseini, Seyyed Mahmoud, & Zare, Sasan. (2016). “Designing a Political
Marketing Model for Local Elections.” Public Management Perspective Quarterly, Vol. 27,
No. 7, pp. 15-39. [in Persian]

Khastavar, Hamzeh. (2009). “Presenting a Method for Calculating the Reliability of the Coding
Stage in Research Interviews.” Quarterly Journal of Humanities Methodology, No. 58, pp.
161-174. [in Persian]

Khosravi, Saba. (2014). “A Semiotic-Mythological Analysis of Photographs and Headlines of
Iranian Newspapers during the 2013 Presidential Election.” Quarterly Journal of Iranian
Association for Cultural Studies and Communication, No. 37, pp. 67-93. [in Persian]

Rousta, Ahmad, & Khouyeh, Ali. (2009). Strategic Advertising Management. Rasa Publishing.
[in Persian]

Zarei, Azim, Sharafi, Vahid, & Bahmani, Mahsa. (2016). “Investigating the Effect of Integrated
Political Marketing Communications and Social Media on Candidate Choice in the Tenth
Parliamentary Elections.” Political Science Research Journal, Vol. 11, No. 4, pp. 97-124. [in
Persian]



VP40 5le o) oslad Y 0395 AY ol (IbLS 5l § (i S llian dobidad g
Sy 38 sl a5 50 g Jolye ol Loyas (ol 45,5 tls (05 e2lsS by g ke o LS Vé@ it
FEA-FI0 (1) YY ¢ olbls) 5 (Kem b oladllas s, Ul g i
doi: 10.22034/jcsc.2023.120303.2071

DOl:http/dx. doi. org https://doi.org/ 10.22034/jcsc.2023.120303.2071. https://www.jcsc.ir/article_ 706393.html_LLi: 2287-2717

(https://creati s. orgllicenses/by/d. 0) sl 3131 BY 4.0 CC 5lls’ 5,8 g old y allis ol 20 4 sy / 5 200y 5©

295 Yo
SULGEH Ol 3515 Gl y oS 5 30 yigo Jolgs bl
SUERS Olidd b 15,15 :axllan 3, 90)

(S Ol 30 30 (oMt (51590 ulino
T6obTaS ) Lo janen Tl 42155 Guils (G sy Sl puoly
QAU /Y 20wl g ,GAANY VDl 4 oo,
TR 1

a b anS oo g wloas has Slels glagees 4 Sl Glacul) o3l e
5 Jiems slaaile) joebs b oS Jite Baa Lble 4 1) 955 plo 05l (n e 6558
sads IS a4y bl glasls, Bpas § plEaies ol el o gloail) goi eloiz] slaas s
sl 0 le5 5 oz B bl 45 ply JES! sl el laile ) oS 5 o2k a5
ol slaojeli ULl gl 155 oIS juileems b amlas 5l 5l eslinal b Lol Lingh
Pl ) ige Jalss (Ggade Jelo g, & amlas ol Jelos 5 o) o o (oDl (51,9
psmge brails, A5 oz oo ol 05,5 Lol 1) )55 sl 5,5 (sl canlin (g1l oS 5
5 O sladlsio (Jgaz Cdn ;o g a8 w85 a0 egn oal 6 0zl Dl 4 G2 4
Slley oS5 e Pk Glp Geei ol @S g HE! el gl gl (2 sladsie
e Syl Lk 4 peizmen 509, )5 4 bap] laely i syl 5 S Sl
g e b)) lasle) o Shae (23 5 (pluled

(Syemde Jeolo ol ()l £ SLB 13 slailer) oS 5 1liels S o t0flguals

y.alijani62@gmail.com ¢l o5 olXiils el Co o ol )l il IS (g gamiils !
khajeheian@ut.ac.ir ¢ Jgime odiuug g5 ¢yl 5 oKiSls ciles) Co o JLolisl Y
hamid15465@chmail.ir sasglos sLis )| olEiils geaw bobinl T



At
= sl
ol sl
syl 5 Snjh el
fry
> $oe Jolye ks
M) Glaley Sy
Jbbu‘ wlals

doddo )
G G o5 wlesd s slade SIS Sl el 4 Sl slecolld
a Ll s Gl 5 elatal o b ol Joy o Djpo 0 o b bk
Ol ple Az blis o (oulbow D)l 5 ST @ (8IS b ed s Suile
o el gl B sla oblsi wf,d 45 Wlossy (5, ka ol sloog T 5 5,3l ans o
sl 4 393 Brme ln Slds Glacass L olalh s a4 (Shbel o5 )le S 5o
oablice (50l 3l (6595m 5l 63,50 p2 Jolhe o ;o gl 3850 bl o wilarile Bas
31 iloas 595m Bge SULU! S il @ (L) I S cSu ofya a5 el eads
S5 Sam e cbe bk ol ) ailale esliiu] cdS Bl oo 5500
(Osuagwu, 2008) 55,5 - Sl

Siyrelin BB lnl s Sl oliols slo )55 5l s JB 2o Jl= cnl b
S0 5925 a5 157 jo glaslu, Glds pow glaie 4 S Do 4 0ls ey g (sole
ploeal 5 998 oo plawil S5 )3 eanSeS 18 I3 LA L g 5 pete e SO 4 o)l oukes
O 4 5 0yl e ply (o] Bas bl 5 ol Jlejl esmu ply (ngas jo Latie
9 Syoos B bl 4 cnlio JSb 4 laply 5l lomn (ool g ey pué S
D50 e (S sl sle B g leasy 5o 5l g0l A

Mz Gl o 53) HeiS o DLl S0 (18,5 Slas 1o b g SAlEe8 5 )lge a4z s L
Loy 5 e Slolysd 5 g (oMl (slysd (lame (5 103 (udome 4559002 Sl DL
@lolid Ghogn nl wedoe )15 cnl slp &5 Qe B g leaiyse az g BB Glie
sl gl e DB )3 Gl SloesS laile) oS 5 Cudse 2 S5 Jelse
Sl a5 coal 5T 53 Giag ool Saedl ol a5 L s gdos alies Sl @
il ply A 350 c0 o Baa gaitio lble 4 ply JWl 6l slails ) oS 5 oo
Slds oS Coddge Jloizl a0 g 000 ol cawlio Ll 4 cenlie S0 4
3 S Jelse L lr Gagsy i sdgh Slpe Al ans Gl 1, bl
ol € gl Sl 151 lails, oS 5



S8 Ol y9 0¥
OF 5l Ban 5 ool ol 5 bl (IS 55 Bl At ool SLIL )l 50l
Sl DL Gozen glacl) 5 Slejlie ;o Bdg 5 (olew slaog S Sl Sl
@ el amlie LB 6585 b LL b onbew L BL ONVF TR () Ses 5 50 21>
49 ad,e b ]y ledlbl 5 Sleas VI Bandy b is)ls (bl yo &5 w5 ol
LalaglS o Ll o5, be o Ll aisS e il 1) ol ie (5,10l 5 oMbl sy o] 3!
OB sl ail)lud b glacackus 5 o3 |1 6l5l o 1) 393 cwlow Slows 5 5 Slagas
(Y0 o) Sad 5 e)l5) 9S04 ,e LT &

5 ool pealin )] o calow Slads (S35 wadies (Yoo V) cros b 5 cplidals
5 msol, Slols 0sde luss AT oS lie cage a5 cul ik sl
Sl 3550 S BV ams a8 cnl alw Slls g9 05 (S oks
Onsl 9 23l) 5o (el Sl ogl> et Ol 1) SLLEL slae Ll ol
o Ll @l (s g Sl 10 Cuddge jo a5 Cundls (o35 glsil 2 ogdle)
15 loausS s

Sl Lt wle by O il (S Jler 921y 390 (ol Sliaks SL) L
(F tol 55 oo wbline s (F 005 o ks clin (slol5 5 Lagsbls b 1y Jslos (Y s
SLbeil b Sl s (Lileks, 2006) coul pgdosls 5 S0 LG aly K Jab>
2 iile Casliw )0 a5 iz sel (55900 Cabgo gl Sl (eSS (Sl rizes
Jold 4570510 2529 0y )3 Ceo 3 Sy 5 b1k FI Sy Jpame Sy 5 60 Cano
S e il airneS ol (FVAY W gmanal) 05500 sl 9 S S0 ool S
(FAAY0) 5 0las oBuus wlal 5 aizis 055 Glawl & o) lp p3Y 65,4000 4
e g e (A AB S ol slae b Slels GlogeesS Copse 5 b
pla b (0 1dae pLble plulid (g tompazdg 5 $ryabn (o dladas 5 ool
pll (bl (5 xSejlail Bua b e o5k IO (mwails ) ail, Gl (o deio o
S 9l b Cu e al> e o el a5 el (6,508 Jow (sl o gl D) Jow ogd

! Goldstein & Freedman
2RACE

JEN RV pRE
)y Sempp Sldllas

fre
) ojlad Y Jl
V¥ e
AY by



ot
&
oo B e
= sl
ol e i
Sl g (Sind clallas
Yo
 Ssm ol Lokt
I8 slals) oSy

P Je il 5> 055 o0 Soym O 3l plate y5b & bagresS olioe 5l (50 55 45 955 o0
NCSSCN ICHT S ORPI U I SRRt s SPURN PN I S-UNNE JRSPA SO GRPF S S
Tl ke a5 col pyas b bl canlie GBS e g1y € Olbls D asms
(Luttrell and Capizzo, 2019: 48) ol ooy iy o5 Slaal 4y olocws 504
Gl oS el 6,55 Jow ROSTIRY sloosly s b o5l ] g3,a0lp Jo
oo A Juld Joo onl ol a5 JS8 SLLS slateeS So e 5 syaebin
> o oml jo s pbas e (V(Luttrell and Capizzo, 2019) cel 5 7,8 4 ool
A5 Wgd oo et S Blanl OBl (V 0l o olulid 5)ls 0925 a5 ISl L alivss
(7 s paside goiile; 5 rFojll BB lagzg s Baa (Lblee Jols
it Sl s s gbraile, glsil 5l canlie ol Ll a4y Lo gl il gl
oLl ol (b 4 LSS laseast (Fas)ls o)lal e b 59, 15U
5 ooy 5 o5t 12l (O ed e Jiiie Lblre gly ol g3l yul Langy aSus)ls
il 5 BT Sl Jaks T 5 il il eaS Sy sl Syt
@ Lzl anld e 5o b)) Gl sl 5B 5o ool s Slaal b alol> ol Gillas ol

D9 oo r:bu' yodes g L:oj'.) S0

B,k glole) cuS 5 gy Coz sy
G i gl a5 el (Jow QPESO» slaojlyw b a8l slaile, oS5 Jow
Ol 5 el el bk b)) Joe 5l g 09,000 L 4 laile, 5 (bLS) la )l
iy idigy S Y (Sligks aile) glail; (iBg w05 ) Jols gl oS 5 e
kel F g sl sleaSl (o jgax ¥ (Gile S b g soses Lailg, Sloladl szen)
{(Luttrell and Capizzo, 2019:202) <. cov gleaile,

Gl T sl U 3ok 5| it Sl lyie 4 il gl lgime w5
{(Luttrell and Capizzo, 2019: 96) &gl s jeai 2l Clds 5 SB 5L ple olls

' Research

2 Action

* Connections

* Evaluation

Z Research/Diagnosis- Objectives- Strategies- Tactice- Implementation-Reporting/Evaluation
Paid Media



S Glalas 5 WUl s ohil oo jslows 4 @l wlile, @lyme oy 5l bes e
(Odden, 2011) oS o oolitl s o Gyo |y Siass 85 ol,5 5 00iiS'hpan
5Ol JB 5 pogeske » (Sie il (slale; lgime & 5 0805, 40 I5ime oy
ol bl s laple ool JList atan bl o Lol Sl iy e 50
S ol |y Gl azgr as 0gl >k

o, 5 ks Bl 6550 Lol Jglate o @ 55 |l sy oS
et 30 55 4 b laaalyy, ade Jold g9dse (nl b fadpo 850 alox 5l 1095 o
et osme s, 3 b el gl by e shie o] Sladg b 28,0
$lp o bolejle a5 Lo cul &y Bg, ol o (Luttrell and Capizzo, 2019:97) scws
syl il Ll a1y ply a5 owplin b byl isS ai cbloyy laile, L
lSy ply 5o 05d o0 lejle sl G crge 5 WS (o0 Sl g5

oy in plolo ale agsiz by sl cel el glaails, 3 jpi>
S o ool o1 1S3l 5 Ssail S8 5, ol 5 g Ssdie ol SLales 5 ol
oS ol L ool ()55 el 53Dy iilgia o35 36 (Dietrich, 2014: 40)
BT S oy T sl ol VL gl 4o corio b il cslazal Jiles o b ] & ags
Y S L slgiome Jlo ) galomsg 2 5 25l 0l Canngs Cblto azsl a4y Cos allazadge
4 ool e 85 Sible b riman 5 aimsgo il |y 555 pebatz] nio sy
e Sl 55,5 55 55y S e it |y ol 0 g s sty ool
oyl Gl GeeeS 50 9,505, (nl Sl @l sloizl Glaails) )0 jsa> 5 S,
el sl 135 1 a1, W (g3l 5 6 Rl s 5 05,5 e, 1, S sl

Wl e e Shet Cod slaaile, slaim] sloaSil 3 jeam Il Sl 3525 b
$lp pyY Sledbl Sl cou glaasle, il Jé olojle slaow adgs 3550 lsie 4
LMy ecglucs (Freberg et al, 2011: 40) oS o0 o2l 3 Hlojle 51z, leasyd
Olojler Shes 2od sladils; plaie @ den eloizl GlaaSid slaclas 5 Azl @y pis

gl oo bl

! Earned Media
% Shared Media
> Owned Media

JEN RV pRE
)y Sempp Sldllas

\atd
Voled XY Jl
V£l
Al



ot
&
oo B e
= sl
ol e i
Sl g (Sind clallas
frv
 Ssm ol Lokt
I8 slals) oSy

2 4 et ST (G s (G 2 sl e lail; o 4SS Az L
CeaSs 5 glale, @lyme 4y byl Jle olsie 4 sl GK), bals, ol
Oiigs S Lol sl canlio podd Sloj 4l )0 0gr CBg 9 Ol ol (sl seloix ]
5SSl coid 4n3IE S1imal 4 sloply ol |y oyt slazel 5 Ll wslails,
S5 5 oy bl da JUIS ) omly ol sl (glyioms 05 slacs i b
pl (x5 90l o il Gt oS I3 5l oslinl 4 Jlo s 03S e Luen | ol
b oS slasiliul #8ly ) Stephen and Galak, 2012: 624) 548 o cibolrs o
ad,S 5 4 e LS o jluel 5 Ol sl gl Wb slals, Gl w5 s slala,
» obbbw 4 glaws glpoas &b sle JUB 5 Slaseal 5l peS 5l (6 o g
g o0 Sgms 0 393 Bloal a4y olbiws 5llagT 5l elaS e aS Llas Sog,y el

sl Wl o bails; auls gaipndi Jow S Gleie 4 «PESO» Jow (ggoome )0
D9d Ogmne (agee Luly) 5 (Gl SlageS anl B o laaile; 0 )8 Ll cuz (29>
9 Loy S lad S 0 (255 4 093 Slaiagh 5 Joe (nl 5 pele Gl Kiag3
Olpde 5l @ VY Sl sewyhal g €op» Jow jl eoliiwl b caegy b (V01F) o ISen
9580595 9y L 45 Wik a2l 4 cdpmgilidl g Lol adlaio )5 )05 VY 5l sagaclaly,
23> oS A (egee Laly) aope (YIS sl laala; Syl eleial slaaSid 5 ol
Sl Glyme 0y 5 slaile, Lidis cens (Shod Co sloaile, o elazm slaaSes o
xS o ) € sl ol ol Joe ol el g e

5 & NFST il ol 0950 o slazz] loailo ) olsie b 553 QLS 5 525 (Y- VA) JyY
€onP 5 sy Joo 95 S 3 5l sloiz] slovail; slogeesS syl sl LS|
3l et €l pl ol o Jow gl oo &)l jlisbo .ol 00,8 glal | « gl el ol oo Jow
Srorelin Cozlr 4 e &5 Sl gl Guiod Al e g Ghyaelngie e Ok

oS HLbl oS 558 e Latuive | (6 NEST Ll als o 10 0 se sy S5 il
50 «IeldS STal a1 Tgime ab xS Saniwn )] 550 sl go ax Taiis xS

' SOEP
2 Share- Optimize- Manage- Engage
* Share



plo LT Sog8 atiliS SSTasl 4 Wl olsiome 55 43P 45 358 0 (aseie | (5 ludite Al> 1o
5 s5iuile o | by e slaaly Ty poe Al e s KS] gl ol mdlae 5 35,5
L3 3 S b sl (oS 4 398 s0 s | (55,0 Al e )3 5 A0S e (5 Sojl]

(Luttrell, 2018) «Sas az (gl 5 SaisSz Sl a Saril

R 5 (ewludighy ) ¥
$lp (8 Jdod) Seeas Jdow ST 5l eolainl Ly a8 380 0 0o, b pol> oy
S Jodos (VA Y+ o8) SO 5 ol wuo 5l sl oo ploxl boosls Jdo 5 430
$lp a8 ol lbo,loe 15 650 1,8 Wb plase o5 conl &S Ldow (g, s
QLT Joe bl 35510 ol 3 1) ool 03Y (ST Jelod 503 slogsts, 5l ke 12
sl slaas slol deosls b Sleal Jolis sl ad> 0 8 Jolds  Sgawine Judos (AF Y-+ 5)
a5 ol u*’)‘)f Al g L‘”Qﬁ“"‘:“" (_g)l;\f!nl.? g yal ‘Lmojm ‘5,..4)[.; ‘LmQj.a.é.o & §Tn

| o..\.f;o..\?.i‘.fﬁ&.aj’d.g \ o)Lo..i;Ji.i)).)
3
L.J.L'wﬂ S LSJ"K(’U
L&aé‘é Lﬂd_}w Lﬁdw

© © @ e @)

sl et SlS ag
ol slas a0 saiae

oygodn Juloi (g, Jolpe -1 o lest JSi

O

@ oarg bl ook ooliiul axlas Iyl 5l leesls gyglans slp 1@uiad Iyl
sloalas (gadge ainej ,o DMl gl 4y 5l 50 5 Sgede el (3, sbo i
a8 5 13 oolawl o) g0 ausls izl 5 Gues
SlagmesS Gl sl 5 Olnae Jold Ghoghy onl Goion anclr 1 Gulind diged 9 axol
Glete 4 axgi bcwl culy ol i e Sales Sbbesl Olids sl sleo g0

! Optimize
2 Manage
3

Engage

JEN RV pRE
)y Sempp Sldllas

YA
Voled XY Jl
V£l
Al



Shes Ve oslaw By dolS 5 aiadan 5T aisei b, 5l eoliiwl b dapyl ase 4y cw s
ColiS s it OBl o Wiged plie & L] glacmmaS olpyaey 5 olpae
looyg3 GSLked SlagreeS liyaalin 5 Glpoe Shas )3 Cudgazme 4 4z b S 45
ol AT arlan s 3 it GlosS g pie 525 Sy b 53 one S LS

ol 00l 55 Jgaz j0 o8l pl Slasin o

S digad g Shrg-) o)les Jgux

E(AETE A W a4 o | WS
lgol yo  Sblsl gla 1,4l Lie « Kig5
J9l o Sl s u—'*‘*ff) 2 9 9l Sdegh b owlidansl> gloss | F- \
e sl ) el 5 Sl eeS Lol o | gy e 0 lmlis s | oY | Y
: ey b ool Fanles Sl e o0l ol pole onlis IS f | v
i) 015 e 5 oy allS’ SUls (sla e 52,200 - e |
£ra s bl e g SilSe raige :
# fion ol b T 7 TR R e
S el S5 lgal o alaswils”  sblbsesl gla - 1 yd0ls Lie
sl eliks 7 e .6. G el s s Goi o el I fy | o
5 Ul (sl (a8 Dbl 5 ik ataS Jsi
)P [ uz"-"s ’.)5 2 oS Jotame G“L?‘“f’}l;"\'s)‘u‘u)ls vy s
mt}m)‘sél
Slgol yo Slbsesl Glises slo S 32 ja0liy 5 j5lie i o
. N L{ ) ol il WﬁMM)“;-JLM)K A Y
s Sl sla Loy oMbl ¢ lds anweS Jox
2 S Gl e (Sl @bl 5 Slis aeS st oo kit S ve | A

U“J'?"" OU/‘.\}.ALQJ ujl..bu.»l wfﬁ)mlﬁ;ﬂ 9 pow sS.:.'»j)'ISJ\ ..\.i})l u.;L;..’.‘.)Lf Y q
OB snles (LBl sl oS’ 5 32)40b 2 5SS G e
u*l’.“’

el psle wleles s | YA | Y-

G ISS &Sl 5l 8 ol Ksegs (Sgeae Jlod Jol al>pe elal ooty Judi

Sy90 <A L |y amlac o 5l Jols sleosls JS slowl gladdlas jo oS g4,0 1) Waosls
axlao 2 e loaS g ol plosl Slws Djgo 4 (613505 (pg0 a5 o aisls )8 adlas
dod (05 hpe g ogill Glaggede B jo alBe slauS gunatus Wb atie
pow Al o LB o 50 oud attie g LB G cud (5,350 slaosls Ao

sleas adgl Ldow 5l G ol RKeegh a5 iy ol 4 1cd S pll Jgede Jdos b,




ol al> e 10 .358,5 CuS 5 gean S ol sl 1) sael Cans 4 it glaaS o4
plesl 155 5 alie slaaS 5 axd )5 )13 2ously 990 (L Al ye 55 00l Sl la(ygenie
B o pled B edd Al e o plomln 5 w8 T8 same 605k 3,50 (peae
A angd g slaasdly
09313k @bl 5l easlas Lo 5 36 sleasdly (oLl o sln 2l 9 295
Sl diges (lgre 4 amlas iz a3 )3 sl slaslas lo 5l ol cpl gl ol oolal
o S (5, IEAS L 90 Lasie 5 olisS Sl alols G o o]l oS e g wiad
b oS amslic oo b baaslas 5l alaS o ol Sloy abold g0 )5 onds Lasuin slaas
bl slime 4 asl doyo £ YU cdblhae e aslin 0sd o) p AS Cillae )ljee
LBl glaas UL eSle a5 Ll 5 LOFAA Glinlss) cal Lo, 13508 3 pd b

el 19555 1 clin QUL Sl gl S Glgt o0 090 P e dae Sl iew py Sy Gl

030313k Ghes & 2L -Y ojleds Jgax

905136 LLL PRVIIREY Sl Js olass Olgs )
(a0 33) lalgy oladlgi s dusliao e
A A | f. EY \
VY ¥ YA ay EF Y
YAYd 4 Y. Yy EY Y
A 5 Y YA EV. ¥
Ty Yo AA N4 g5

corlr bl g ad esliind e 5 6y90 2l 3l W gls) SR sln
Slks g o al) wle) 5 Slds ojem icale aslul 4 baS Julow 5l ead 2l el
Slos b aml B cnl g od @l aslul 4 oS Tsasme @dal 5l e i il o o] >l

.M]CMOQL@QT%B‘\S&ZOO){&

JEN RV pRE
)y Sempp Sldllas

Y.
Voled Y Jlu
W e
AY by



/
- sslho
ol gpadl il
Sl g (Sind clallas
£y
 Ssm ol Lokt
S lalsy oS

o3 slaaidl ¥
Jolgs a5 058 g0 ool muly Jlsm cnl & i3 (nl jo 00l ploxil amlae Jlog 4 azgi
soa] sy gl FaielaS doms bl Uil slogseS 6lp laile, coS 5 5 f5e
S SlagesS jo lila; oS5 » S5 Julo 7 oS w0 Gl gy al 2

el 0al ooly lid p 5 S jo Julge ol w0l 3e2g

U1 (518 p0S 5105y s 33 51 50 Jalg Y ol S5

oS el —-F
50 el gmlinodblie Sl Glls glocmmS ;o Al oS 5 e (8l st o8
5 PSaz sy 1y Uk ply o5 ol aalss ol Sl nl & (oS ok lid ol
ab e ol ol 5 oad ol sloaslas sib TS e g o iy 43 L
Jole ol cams oo plol sooe Jole iy wlal o |y wlidcdole Ll 5 jasb 5
3985 Jule g cudled aneej 5 Jad Jule (3liddly) Jole (oldliaz Jole ((oSlibcones

el T sloacgarme s 5 Jalse 5l g5 JalS Ly oasaoylis p) Jsoz ool oloiz]



ol Jole & bt po raidly —¥ o jlois Jgo

a>lao digos adlso Jolgs
a5 elaizl gl 5 i 03, Jaa 50 2 Vaora Lo @
Bos sl Ygano (b slacil & 4253 b 5 ouisls o
@ bwgle 5 bwgie il 5 olsz 5 Jlsle (o 03, Lo
(IE3) o5 analr oYL | 5 cloca| mhaw
M@y,wﬂﬁ‘wl}ma\‘@b&m . wolaidl s
ol pll ol Glow » Slels Jao ¥ g o5
(5E3)
hls g lez Lo (glagails asyl a4y azgi Lojgn G o @ i
5 Oloz F23 1) bl ol Bus g ¢ ,alb slaail> o
(2E4) o> |18 Gaal jiils oyl 0 0509 40) b Jsl (sl
O b ol s a5 gledae s S8 | - ot i - glails
ashis 5 WMo slow p cdolbee (gl wolo o0 Lo
GE3) el 0353 (550 e gt bl i
a5 bl ot 5 Lisl Ll 4 1) bosinsgsl, Lo @
(QE8) S oo goipdins (glaiie 5 iz Blud | 9 "8RS
oS s ol o les oS LS 4l bl b e
5 el gy BT Sl g b S 5 WS e ol )5
S 1 Ll 3 el (Kos 5wt pecd 45 LS
P el ot gy BT el el 5 WSS
GEO) 05 | i 5
Olyedy il (Feagd s s, slaolely Sl S e Sl
OBl b oS 5 gBaesl) cod b sl eslanal Jle
ol b 5 oy S5 sleluals slp cdy b oSle
(1E4) 2o Sl
ozl arelr ode pid ool (S luails S e
(4E1) oS Qbsl a9 ol oo (bl | by oo
ol Jelie sile Jid aiw) sloe p (goipamds © 5 obeluils
| T . RO
@loles o &8 sl olaghy; Sl s (K oS | a5 oS
(2E1) o jlo 0 5,15 oylbole olﬂ Jeliv 5 Bleal
ple lblie Gl 2 SIS el 4 Gl @ ple bl
5 Wb ol asle (ol Lkl 5 poye paee Jols o Ll eleiz S5k

(BEI) cuils dga0d

i ool sl
)y Sempp Sldllas

fry
Voled Y Jl
V£l
AY by



oo
e e
sl ez aolibad
Sl g (Sind clallas
fry
2 e Jlse plulid
S lalsy oS

oS 3yl —V-F
5 €pmoS 23 S8 LSl 4 SLbll (e (g3 a0l a5 ols lis baslas Jdow
SIS S spyasln dx g0 o el Gunpeetl B €S (53,40l 0go
S Gl Lattie Jgax jo a5 jsbiles il sael pj Jeam o a5 siies slbadlse
Seele ‘6“&1’“% 65§J| ‘6|4>L“)-‘) 9 0 dﬁi” )| Jolss €S GQJJSM Sesloy
Sl 398563 o8l g glaile ) dled (wlw (Y8 oS 55l solaial 5 leazS 4 SO LI
» 6}1)4.&3).3 “_gl) oli,l.; Oy L;LQABJ}A » JMM «CJ-.?-.:-‘S ‘5}3.)4.@[.3).3 ITEILENCIRENET N1

oS G322l p Jole s Loy o glaaidly -F o)lols Jguor

a>Llao digod adlao Jolgs

[FRUCH TPV VEPUEL R -0 [PV IN € 51 S UURCH R H R

ST
(10E2) 025 o ool |, %0 i o ol o ln o) ol <

dil> G0 3 ddls Jold il dil> L 5l bl glp b i B
Glaal>ae 665
(16E5) 5,5 solazu] baasls ) adl> § Blisl adls ¢l oo ol o B

bzl slad oS el S8 bl 5 Shlod o S 4 55 Iyl e
loJgd 5 25 pasin | calidie LBl g (g sLad § Sl 4
o Ll o bl bl s e oanles ja a8 oleles Lo’ 5 /S5 GU1
53 Grtelin Ol bl Gk (eeS 5 (et WS e

(6ES)

M’ e oo HO

EKES pl sl Sgmg 4 ILSES b eSSl sl ol o3¥

g plidss olBl (pwbw ld YL segec Lalg, L ool ol
(8E8) o4 0 slaslu, (Vid 5 alides e (0 Sgaiclo

§ ol OS5

6|4JL..')

5l ©gb bl 5 (U1 slocaml (oLl 5 Ladl cilis ]
Sl p e syl

lapails Sl isew e o] b cslizte g 040 o0 plasl S8 561 sgm
< © < Lo gloSis 5 lagasls

(4E8) 04 50 o0lel

SlrgaSee vy ) L3 plo cldld e eS8 BB | Jedow (e 60 )4eli

(13E9) wis,S oo s j0y0alp o] 00,8 s L3,

Sl s S aiejls wlbesl o al ek p sl Tuals el

acbo Kqop(H9 co

e o L T

sleas o Gl gojglecws 4 o jaiz,e o1 LS o g el
o) el

(BE8) uily 3390 wuilys g0 ;00 Sl




obow Oladi L oye5 w-V-F

Sl ima Gl gl oS 5 e olse 5l (S 45 Wisgy wites L ol 0l
Jlow a5 el o Sl )l aeb a5 Sl SaST ol obew Olids b o je5 5 Sblsel
Sl s mu )0 IS Heb a assls &l oes slasails ade olw SLs Lo e SSeS>
Sloslul b oS oo oo 095 losails ade i Olds 5 Sleeds L agalse jo  Shlsel
5 ozl sleasis ( Slegdas Canls o> 4 o> bl e bl Glise sl
p9d dlwd LS gy 055 oS Culex 000 lauails I Clasies &l 5 asbic
«oloipsllaor ol ST ol € g S ol Slids L agaloe SCSU pngns
oy SSh 0gd co ot Sldd cus ) SO a louuils ade e Sl o] jo a8 el
ol € i Ol JLE o aie Sllsy 35

ol Glaalii b dgrlgo 41 gy po (glaaidly —0 ojlods Jgu

Jo 4 Gygpi 45 i ol 055 ploxil ool )15 a5 el cpl Koo ol
s ly

CJB o i f O jge 4 aSh (petils o) ales> 4 piiten by ] )

(26E1) oS 00l olml 1) (lesgs bioods 5 L3

Sy 5l n 2 2l Llypd (S (e Sl i 50 (255b
S 1ails sl 1) Ll s o 1550 g ols Fwly 5 conl SgSw 4 5Ls SgSw
(Q4E1) o35 o 5

b oS oolainl plespallan olgie 4y luails 44 WMol 008 0 (2w

(24E4) ol oo pll 1) ,I5 cpl (losss o>

sleipsllae

QT Ghobds céhys pase 4 ool sluals ade p ool Sl |y e olbids
oy dpd S iy s bl sliw g o oleosd 5 el Tuusls Sleds e

QIE3) i

JEN RV pRE
)y Sempp Sldllas

fre
Voled XY Jl
V£l
AY by



At
= sl
ol sl
syl 5 Snjh el
Yo
> $oe Jolye ks
M) Glaley Sy
Jbbu‘ wlals

ol glaile ) oS 5 -F-F
3ype analr 53 5,5 5 am pe w5 S glaile; oS5 50 Wkitne pENgdaslas
Ot Bae Cble bl ailsy (B 5 Sloj Lulpd wazsi by ad S I8 o)
oSyl anseis 5 ol bl s 4 ey cils ST slowigdaslas Jie olsicds o oo
L5 bl aids G slaghd b a5 b ol Sl e el az oy any of 5o
oXigd dnlas Lol oo (astivn aile) jleolatul oS 5 (5 550 5 Gl JUI 5 lacole
Sglice baasles) 6 138 30 glailate 5 (glalors Slogandl 4 Al D 45 3gy Sine i (5,500
ol b aas S oo osliiul et YU bl jo 5l Gapmeli 5l A bl s Se s
) g Sl | g2 0 Al (2934 Wilgi o0 (Gl SlocmmeS Gl yadbin &5 02 B0
bl 2l il glgl a5 wisiies (B ugdaslas wes olulid ) bl b el
st Llod e Sloyags 5 e b loyuils cind 5 lacsd o] o a5 gl SLbesl 7,k
5 Laile; G351 plie ey o (B Wglamlas ks IS sk 4 gl Gl ool
Dol oo e Awd iS4 ls 05 SLl S o i a5 bLS ) gla ll
slaale, (Frnl 62 Gladl (gl laals, 5 Slegdas (elatxl slaails) Jols
B> aSl 5yse ,5 andl . SUS! slocand 5 o4z 4 0z Olblsl ook 5 lase
Slereds b oo ovalivn (Baisbaslac s OS] Wed oS 5 K0S L slalpl ol
SbL lagy, bl claizl sloaSis a5 sumsls oSt Blsdaslas Sp Jle
b oyas Gl @I85 51 sl slaaile, a5 Wog sime Ko (S g diws Slls

Aoy aslae =g jz jo dile, il o



- _4

o oSyl
st G

bl
R & 0 p

oo (S LSl Olds (oS’ o solaiuw! Pl laailn, - Y o)l JSC&

e 50 10 elatal GloaSis 5,515 ¢ o 08 5b anw) 0 GBwgdaslas )bl

Sl slajs; 5 latzl GlaaSd gog sige (F 5 olatl sloails, gl 5 S 36 ()
o szl sbals, s> 3 U5 50 osad 0 0ed o gamaiws ol
el leykas bl 51 (6 je b lsreay asils ST ol Jels gloxl b Buigtaslas
&L&:J L;:LQ.::J el 5,35 01 paar o lbab der Cwl atie &5 ga» oD
tloizl sloasiol 109 Fa0 9y50 ;0 KA |y p3Y eslaul HInl cnl 5l aisS o oxw g O5)l0
@ ol a4 aslas aw JBlas o Js cnlas ogzg i sl Ll obbesl SLL slesg, 5o
Sl slas slaoslor 3gy aine Bwigdaslas 5l (So Mo ol o,la] it O)90
Cangn o] &l 4 b bl SLL slags, oled 1o ol ple wonl s 5 (st Gows
GsLo..a-l GlaSl i (s Sl 35y Suop L 0,5 Glo s (6,50 cdigd dzlas
2 labe) Sl S plpea 55 glr sleals) 5 Slegdae (oga )3 GBwsdaslas

5l aws cpl 6,138 51 zals 5 e U1 @l lebsl oowe Laiils Ty lebl layneS Cwns

5 el s a5 0e ol Buigtaslas Bass &8ly ;o 5 05 bapaes o bails,

JEN RV pRE
)y Sempp Sldllas

Aard
Voled Y Jlu
W e
AY by



At
= sl
ol sl
syl 5 Snjh el
Yy
> $oe Jolye ks
M) Glaley Sy
Jbbu‘ wlals

3 bl ey a5 lad Jlais 6135 51 aS | > wigis a8 5 ey SLls slogymeS
Cewd LT Glases (g )l08, 050 ol b 0 Glegdaod aS 0y diixe (Baglaslas
B s ol sleals, a5 wils oSt GBasdaslas 5l s Sy andl Kool
£0° 35 558 F 5 095 dly e ks slogmaS 8 sl Jicks slaastivgs
sob 4 el o jloel S 0 S5 Gllo s ) ol sleails, (o GJT 3G, 9 OYle
lails, plo 5 ol 03 sldals, 4 casi | Sl gbals, Bussaslas S
Conle JJo 4 g 3 oW sladile, a5 Wisg aiias Loyl aiuils (S (5,135 51 6l o
obzes slazl gboals, jac o wladly ol> glbale, D> 5 5 oy ol
aS b | 0g3 (5135 S

s obLes blo )l gow jlnl SO Gleie 4 58 golin 5 Jae Dbl eolis!
oy o 5l aile, plo LS o Sbbsl Glads glo S ol yaelp a5 col Slaalsie
daasliyy, 5l olids o a5 5,5 oSt Bussastas 5| S0 Lul, Geed )5 055 o
Poo Slgy 92 obml bl a4 |, Jase olids )05 00 (Bugiaslas 5l Ko
A A5 WA pd e e O S ol JBNelaslas (S AT (g sbas ails o
€3yl 0 g1y 098 00y 5l g azsS )5 ae Sl )0 iy w45

@ axils oS o] (6,138,506 » Sl ol a0l a5 cegeie loaws I Ko (SO
OlFse ) amey cnl 5o QB Wgdamlas Sl kbl a5 09 ) 50 9, (b3, sleylpl s 25,15
39 D905 el Sl Bt Il g Il Lo e a5 00> bl (g0,8 00 Gl dgie aw 4
952 9 IS 536 Sl |y 0T 5l ooliisl (F Wi amlan 608 oy Sliels 5l (ogas
L bbb silusclite Cuz oz @ oz 5 632 O Ol 65,5 4 Wo S L)
&l o 0g Aie Aty eed [0 Baigdaslac )l SO e pleeas aiils o p5Y
Gly olore bl o blagails o cuoyd Jdo 4 oz @ oz sl SaSU 5l colanl
o M Lo 5laar o8 bl (6,500 saisd axlas § ol 35 31 s Liogs S yxe
5% 6&0 IR dlas «... Sg 00> Ay 00> JM u>JaLr.'a')l gSL‘%‘}-." 9 L;Lmjfﬂ Oy ymaden )‘l
v o> caS g ol 8o lal 000 1) Hliling, pes oo g ladilbosgd ogas o) i



g ool 0 s a5 Slalil 5 b Se 5l S olsie 4 laailioged labing,
€5 plasl Loyl [ 04 a5 0,02 Sl b o4 oo
oo Slls S Glals, slalnl 5l sed ganas; L Busdaslas 5l S
5o 85 0T gl 5l (S a5 5 ebas wisls oo 3 aylnl cp 5 55 03, 4o 1) op
woe) 0 Kol Foo s Clida )55 0 5 oxzr 4 onx lo)lpl slaxl Gloasi s

S 1y ol pBassaslas Cdel a5 ol il aslas oo 50 Llauals 5 58> oo
OB Ssbamlas I (S dge plarear wilooe lals; 5 (L)l oS5 50 mie Woie
5 Sl jezme TLulS 5 wies b gl das SGop a5 Sl 4 e WeS
OB Wgdalas ou 3550 laile) 5 (B IR S0 plgear 55 (St rizen

w0yl T4y F5e ueS (b Jgl Gidu 50 4S Buas asal> 4 b 55 Slpises jo all
Bas il b cenlite ol psen Gl po3l p Baisdaslas | S0 aS |2 00l ax g
&8l F5e lgi oo udome (B ales SLLl oS (o a5 (6,50 Il oo S oo 0 ST
Sbdd Il cpl a5 wakiae Bugdaslas adl cal Sl candd Sl eslaal 5ol
SO oyl o )bl B asdaslas j So Lul) en 50 5wl S0 > dan )0 Wilg o
33 M3 &5 cal Ll slacand (el Sse g oo adlal olnl o 3 a5 Koo ailse

OIRS RS )3 098 o0 0033 325 () 9 Sy Slaeed whaw )3 113 5 s 3525 Ol s
95 S slacend Gll i poye LB (o9 ol 5 (09 SO e S 4
slcwdd a5 cul pl oad ool I3 Sl s Wb a5 g wes o ) Sl Coles
SN e ogas p0 Kt slaned ;3 & 5 Col Fge oy slajed o Sl
M &S (Baisbaslas 5l (o Jle plrear wd ke slosla bl 5 (Ll cud
eSile 59551 Sy e P51 Gy Send ST &y e e sl 58 el o
s a8 Cwl s cpl a4l il esgr a3 e VY sgas llbedlsl Geane (5,185 50
Sga> 5> dul A Cewl Law oy cpl (JolS concd 4y 4 g wims o sl obil 4 ol Al
@3 slacedo e o] ile 5 cul Fge pBaimaisl) aniS Sl jo wo e Y

Lol lagails 545

JEN RV pRE
)y Sempp Sldllas

Fra
) ojlad Y Jl
V¥ e
AY by



ol gpadl il
Sl g (Sind clallas
Fra
 Ssm ol Lokt
S lalsy oS

oS (Sl gloply pulisi —0-F
L oeeS P 9 clio Gl slopls malath (SoSx a0 pBWsdalas 1 Lkl
b oSS by @31l e 5 roaelin Ny Aoite a3 g5 oo SIS ok &
Glagl Sge Gampead laply (Shb s GRS B 5 e (S s el
dsio 4w @ iloply @Il e 5 GRpaln (KSx 0je> yo (Baisdaslas
55 ) (7 o SLLl (reS analar g o slocu sl sl el oo (V 508
123355 0 )Lal by cblis b canlite (peS ol pelas (V5 Iy ailS iy 5 la S5
b eiem 0 Ligu il sl SiaS U ae jo  SLbll Glids sloraeS ol janl ol Has
ST (¥ epiine o doekd ST (¥ o bl by ST () ol alsiia V &y 55 oLy
ot JB g ool ply SL (O ol ,o (Homge 5l oolital (F i pgad p (e plo
A Gl bolie (5learts (S (Y 5 sleie ply S

3 55 el loply 6554 o5 S o 05T 435 ol 2 (gl ply S5
BETos5b 55, lids 851 5 oSl 1 aeiis e gl o el ihate slaply
S slopkd 5 nslar 5l eslinal 4 barye 53 pgal n e ply SESU ol bl
ool 53 by 45 hrwse U o el Sl ply @) 5 SLb cgr laids
s9se o)l oo BB 5 ool pley SSL 50 09 e 0Ll Slaks ply g (mage oLl
5 Gladss ol 035 et adly S50 BB solgm mhaw 1o L o0 poes sl ply b oS
0 Glwanid SaSU ol Gble (59, g it (S Sl g o eas by o
2 OB Ngbamlas L el aiS oo gom Glaply 45 x> S)lsmzse L) b
BB Olla olul 2 plo @oelats OV e B oo 90 4 55 ol Jlaastie 605 B4 (oga>
e Laply o ODEs o S8, @) gz sele E ks ) sslisl (Y 5 S8

B o slid ) Gidy nl 0 eald Zl Sl slaaS JolS gunpendi ) Jgoo b oo



CreoS (Flalid ply ouliid 4 bgy po Lraidl -7 o lols Jgur

a>lao digod adlze Jolas
e e g pl ks
S -l 3l glonsles asul o1 clad L L
575 Oloz o 5l (glonss 2l BB Ol 6 eon b 5 Le slausy]

BE4) oS bl )] il g ez b ol 5l 00,8 (ot el

SU e el

doils’ pass o Shs e Joli 5 8,5 S 50 L ply s
(2TE1) 098 o0 4 laauilS 095 Jlas g SLds S

laails” ariog 5 o S5

<855 50y el e ool 5 5yl oy 55l plaS o (sl b
S s Gl sley S sl ) by Sl 5 oly olsi oo s
(29E1) < 5

S pl oelas
oo b colite

.
Ha &
& e
T %

&

(5E2) suos ol (gl lauails sl Kwsls pgas

ebes! ply SaST

23,8 50 I Sy ©ype a4 b sl Bl ez beasls
Syl 10l lp e DLl analer oyl Lulpd 50 ooz
(16E10) ol g wilgs o5 o 2

e . ks S5

g ool JpSR e ol Gloasls Gl U ol - o
e oty smsin Sz ol Jlo 3 055n S 5 55z
(28E4) el iyl 5 cloza! sloaSitjo jomme phd 5 joone

Ry

ol Al e i)l 1) ks Coeaily sbeld dlosgs poye

51 eolaiwl Sask

(S1E4) sl i 5 5 shemgo 5] ls Loz il alo )0 e
M s b S a0 Wb laple walat jo a5 5,500 Sl 5l (S | B 5 eole plo KaSU
(29E9) sl Bus axalz ol 8l pgas slyr o] 53,5 oolusg pad poy

Sl b al blaails slaws 4 ax g b Slods sboply pulas (o
(35E4) ... 055 0090 Sladg a5 o 5 5,5 ples

plee ply ST

- oo oolizal o1 5 Ul slageS )3 Lo a5 Llb iy, alex

20,5 o ol ) (g0 SO S cpl g g (sjleaiis gy oS

Gilwais St

AsTemS <7 e

Ale co (oS Az 0)90 (pl o AT 29h iz ligz g poje &S bl
(BTE3) .. 55 loguils
@ hojem 06 Y S8 Gl cnlnln wijon ) S ol Isime o
bl el e

I las ol Tgails anl b g 0,5 e el baply cuglsl olsie
(26E9) il oo Jis! Bos anel> 4y (slasle, canlin o 5 3,k

RTINS

oslazwl YL sbos, Hmaasto Ol | basl, ¢ ,led o) 0 Lo
5 Syp ollboladl b sleaslas acgomme Jlvo lore 4 oS o0
9 331 olaill cebal Cosdgn cnl 5l 235 g lo S, ogas

(32E3) puiS o0 ol ey o b Jlais jo b Lol o]

O ol ks 5l oslanl

Sl @) g el
laply o odSia >

<" Fdn
7R 59 @ o ® o

i ool sl
)y Sempp Sldllas

ff.
Voad Y Jlu
W e
AY by



ol gpadl il
Sl g (Sind clallas
FF)
 Ssm ol Lokt
S lalsy oS

S (o i oy 0 =7 -F
sk 4 Glels sS85l Dbl egrn g (SeSa A jo (Bshaslas Sl Ly
S siytlan el 53 oS (sl ) o5 5 Loy S alyia Julis IS
shoslial (V (g8 dlsila Yz @ 5 (Sl GueS (25051 (S0 laghsy pogas 50
(F 5 Son anal> )0 bl laks w2 Gl (7 o Glone (6725995 5k (Voo a3
il > oo ol S5 5y b s o] slasSih G 5 o)
oy e gla oz a3l 6,55 4 Baisd anlas 5l golass ass oo i 1) i
oy Gk 5l Gle oy W0 pedp eSSz eslial 890 lahs)
Sl B ugdaslas a5 0g oo by, aex 5l 55 B asesgl) Bas s ls )0 e
O Nigdamlas | (S s S o plie (sl gy JoSe |y ol 5 in)S e 0yl
e oo oy 31 65 e 1y ik (glalsh 5 Il Slinks i e
3955k Sk s Cuz (sl slaaila, 5l 6 o e Saled )0 5 wiaild oo S (250 S
okl ol 4 JBagiaslas a5 0g ololil Koo 5l Basasly sl jo layails consy
5 oy ol alisd 4y alizd sy 4y BB B Wsdaslas (i il Qb5 9500 50 oS e
ot 3 e sl b plasen wl il il el oles 45 a4l

Seds plail glakaz]

W (S (B 51 (U551 g 49 gy o (saaiSl -V ol oo

C
&
&

B

4> Lao digos =55 Joho

plnil Sgdige wB S I 4 GupeS A5l Dbl 0 AT s, e
(41E1D) el Dbl pbl jo (slo )50 (sbo oomims ,las

sl SIS S ppar o b o I S6 e @bl e i LS 0wl | 659,55k

(42B1) 255 o0 9,955k plae 53 Baw asslz )0 (el o e }3\
g e ey papee

6 6 ) | (7

ol 2 e & sl el o il sleog 5 oslnl @b L claas

piSs ) 10,955k ool @S o dnen sloa S slatlE |
(32E9) '




&S A g Sy O
o mbow 2Lk e Glare 4 SUBET Gla )5 )T S 6l B, il L
GBS 4 slails; glasyal, So (bl ils Wl o cudBse (sl a5 wigd e
AL a8 Ll s 5o )se bk 6oyl nle ezmes ply Sy e sl
(Khajeheian, 2017) ¢l (55,0 g 425 ¢ Jou S 3o,k 5l Carbin S 4y Bglass slasls,
Cazg» > o] o a8 cudls Glals, 3L el S 1) Slds 5,8 ol e
Sro @lp bl Sl YL (xhw jo gy Baa Lide plae 4 Baiesgl,
oz bogd 08 40,8 5 how sl gleals, o SLds Sleladl g €55 50
s ol e Ban bl & U sloply ol o aale, msl 415 5 alSgs
Aoy s b pll (SLlsl Slids lageeS A il laile; oS 5 (o) S L
Sl 0ezy Sl laceS jo idu Sl glale; oS5 n She Jule il aS ol olas
15 s lbles 5 lind ololid colld b a5 ol praS olidodlbie Jle oo
. (Luttrell and Capizzo, 2019: 57) Cewl Liwl jors € i) Jow Landeid g Guiod al> o
1S o a5 4zl b odae jabay Uil ela iy oL, 0ilcens oy lidodl
Ol )0 &5 Al akie g o)l bkl sils ol . bbb oS s (144Y)
2ol Gt Sdlad iy 5 Jad elul p saiuains (b an ity sleoged
00t lolid Jole opogs ol AL gl diges SLE gl olyaely oles
Slaal (asin g lele b Wb a5 ses o lis Jele ol cowl oS Sl 552,460 5
o5 L e sipail 055 gl a5 Sype SeKaST 5 sl
Sl )3 oagme Lalyy 02l galy (A Y V) ol 55e (6 oo 532,000
o5 Oty SRR 50 4T el ol Sl b agzlye oot lulid pge Jole .ol
L e Dbk oS Wlose; 4l (nl @ ouste () K20y ol 4185 18 4z gl 5 )0
S (oo Jo oo S| 5l 53850 jlas 950l S0 4 S (soges (RIS o 55 Sue
laceddoe g Loyl 4 U aiiS oo dzgi fiion andle 5 (o Jlluo & (gogee )3 5
|y CrenS Sy syl g ol e ole Sy ol Sligls b agrlye cnluly (Lau, 1985)
alas slagaly Jolod ol sl oS5 ond Lol p)ler ol and oo 38

! Meguerditchian

JEN RV pRE
)y Sempp Sldllas

fFEY
) ojlad Y Jl
V¥ e
AY by



At
= sl
ol sl
syl 5 Snjh el
Y
> $oe Jolye ks
M) Glaley Sy
Jbbu‘ wlals

sl GiBu b 0 IS jeb 4 e )0 soliiul 090 slaile, oS 5 asy o Bl
@ o pz Slbls,l qgolin 4 shee sloasle;) (5> ol wlesdao ‘GCL“‘"" sk
GladSed ;0 ja> oS 5 L 3)lae (nl &5 Wad oo anaies SLBET glacnd 5 oz
309y 50 9y 9 slale; e lbls)) s Sl cow gloailn, (g pmd Side oS sloiz
Og7ed (o slaslug, Jold 5, 50 9, Olbls )l o )ls (Saales €957 glailn; oS5 Joe
Gy A Wb oo 35 e 5 S laslag, (29,5 Slid> Wl gl oles
ol ol on S Wy o LS 5 sl o 5 (slail (sl o, b oSS
slls, o8y Gl wals Sluls wox Jole (Luttrell and Capizzo, 2019: 79) o les
3o Glasle, el LS 5o glale, e glaylnl 5l solazul pg3) p (gaml Jodoo ol ool
Sl glacand 15U e uizmes cwl Sl Glods 5,87 cise 31 ili8l cps
75U Gl e &5 A0S oo g pal Segh slaadl Ll el Gglite alie aslss (o Sl5
I3 Y O B L SO B ) IR O S SRR X g W i P E-S 1 R S S L PR ST
2Pl Joe plae 4]y il @l Wlgioe €G> Glaile, coS5 5 s oz 4 onx
S Gloply abas pan Jule oS @l Gudme  Sanles SLGl olids sle )l IS
bl o> 0 Sl Slids sle )l S ol yaely Ol baslas Jdos ol
ey PRl G g haaelin Uhy sestde wwd dw 50 S plo e
Sl laply (b s G e 65 4 (S 5 teln (Sb laSSE
ol 433,513 05T 3,90 (VY DIFAA) Liwg, idoin o lids o3l xul (630, a0k 5 oo
Dhblie sla Ty 5 lagwanile cnsle amo slocugyl 35,5 9 Lo et
1S sosls g Gledlbl (S )0 Tauuils aicion 5 (S 9 e sbosls flaie 4 Bon
wBlaal i cpl ply a8 0 SIS S slaply osi ds) jo SOl il o5 ,a0l A
& Olidod a>ye n (e ply welal g Igiome adgi 0je> 0 LSISE 5 slal ]
2l oin 4 bgrye il Jole 055 oo 5D Senl i) Joe 5l Al e ol
)8 azg 5,50 55 (Luttrell and Capizzo, 2019: 57) « s, Jow ,0 a5 Sl S

a3 o ol

:GL“C ,_glb.b).g)lf .A,\



Sl SlagmesS Olpyaelin 9 (LU ulcess & Wig oo yol> gh @S oo
b s by o Sl Gl 5l GaSese b L wle SWS Sl slas il
Jlesml iali8l aie o yws jo mlin 5l Jee colatul 5 SLLl slopaeS (51l

o9 secesguze B,Y

ol 5l canle ezl 0gr placasgaome Glls 12l cum 5l g conle o 5l Ghagsy 0l
T LS ol Jlto 5 atitiand ey ale S Ghagk sy S olx
ol el Siagn Jlast o¥le o muly @le s, il 5 2960 G a2
(Ghegh oo b 4 axg b g ol agh 0 xS eslitul A slaeged
Lzl com 5lasas Sleladl 6,550 9 o8 alais a4 s 5h 4y 5380 e )b 5 b )b o Kawgss
Sl slad 5 bl 6555 glog b cndy pll Gy ool slaalas 5 b 55
sl oles 5o g Sledbl gyl ST auls Lly red o Cubls S99 alols sl
A S LBl 0505 0 65V 2y 5l Cendlyi oo b oo plonl SLLT Slids s
Ol e 40l 0592 9 (LSl yaa adlate )5 Aoy (nl GKaegh Slatusgize 4 az i L
) ol laaily wilgs gas Logsl 5 0ud plasl 395 ol pelaizl 5 (Sim b (sloFis b 5 2t
Bl proxi lapliw g pl > g agylinl S0 4

ST Uil sl Lol 8.Y

Olpsaabn 5l (S sledl (o) 9 S GlageS S39m 10 O 50 (o n )
5 Ol glal> e 93 0l (695 5 QB G RalS n (de Sl slageS
0] Jelge 5 SLBl glo (e

93 50 lbls )| Glal> e 90 ol 695 ol solSTy 5 HKSs (6,38 50 olal oy p Y
O jleel Jl G sk Sl s 108 Sl 5 G gl peine SlLS o
dasails &

2 Sl L Ll Slils slogeeS cidu il Joe 4l cumr o iesh el ¥
gl et sla s

JEN RV pRE
)y Sempp Sldllas

fFFF
) ojlad Y Jl
V¥ e
AY by



ol gpadl il
Sl g (Sind clallas
¥Fo
2 Pe Jolse pluls
S lalsy oS

Jole abaxde b Baogl, poily kb, o slox! gleass 6,108,850 ) F
slojsy o ezl slo 4l (55,15 4 VL il el 5 lils ganile;
b
ade e Olds b ablie sbagplpnl piouidl Joo &l Boa L olages plxl 0
dasasls
P Shen pf g W Gyl 55 4 Gisu Sl Joe &l Gaa b Gegh ol F

&b

590 ool Sbuls slaeld golatl lezad Jlow» (WWAFP) Lle o JSis g e« coxdl
COlnl Goster ok, SLBL 5 5 pian slooyss (69,90 (o) n i SLED ol
Ao ] dmis o lesfd (bl )l g (Ko 48 wilalho Gl ) Oldlao cpozxil aobidad

gl pis ragies «bindd (wbcd 00 g0 ((VYAY) L3500t ¢ ol ST

2 b GLLE S (A (YD) pluls 8]} g Sgemmadams (o the 2 2>
SYA-V0 asio TV 0,90 Y o leds ( 98 o i (IS el dolilad « e bl

bl Glpt e aslsg, fas s g WSe LD o jghal - alas Jlow» (VYAY) Lo (g9
Wlbli,l g Koy Oldlae Sl pl Oldlas ozl aolliad «AY Jlo (5 9002 sl
AY-FY amio YV olas

K sipgh sbaslas ;0 )050S Ao o oLl aslxe gl by, S L(VYAR) ojax linlss
AVENEY amio DA o,leds o Sl pole  cwlbd gy aobidiad

Ol 0l 2 pE 58 (owlew Gl 5 2L,k (VTAY) aer (pmnd 5 Sgeze Ghdae
P9 Pz 4

Loy s bl OG5 w! Sy o (VWAA) . e g5 g ezl by,

ool )k a2 )LSe Sl ;85U (o) 2 (VTA0) Lagen ot 3 e (B0 fodae o))
aoliiidg s € odbul (5]y5d udime UL ams o auils Gl eloiz! glo ailus,
AVF-AY amio V) oy90 0F oyleds o owlow pole

Sk 55 ST e a5 Cnlons g8 13l SR 0558 (1Y) s (SIS



Al DLzl )]s « o2 8 g Wladud (VW) | punse o 5l

3 Osnal S OTP) sagerazme (olzyd g b gll)l Jardy, sy sew (e
GaSl ek a4 azgi b olnl )0 Goseer Sk, DL o poye LSl 4 (eSS
Ll g Kibyd Olelllae iyl Slalllas el dobibad « blgs  iiee eloisl
PN amis F4 olod

Belch, G. E., & Belch, M. A. (2003). Advertising and promotion: An integrated marketing
communications perspective. The McGraw— Hill.

Braun, V., & Clarke, V. (2006). "Using thematic analysis in psychology". Qualitative
research in psychology, 3(2), 77-101.

Broom, G. M., & Sha, B. L. (2013). Cutlip and Center's Effective Public Relations, 11th.

Dietrich, G. (2014). Spin sucks: communication and reputation management in the digital
age. Que Publishing.

Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2011). "Who are the social media
influencers? A study of public perceptions of personality". Public Relations Review,
37(1), 90-92.

Goldstein, K., & Freedman, P. (2002). "Lessons learned: Campaign advertising in the 2000
elections". Political Communication, 79(1), 5-28.

Hillygus, D. S. (2005). "Campaign effects and the dynamics of turnout intention in election
2000". The Journal of Politics, 67(1), 50-68.

Hopf, C. (2004)." Qualitative Interviews: An Overview". In U. Flick, E. von Kardorff, & 1.
Steinke, A Companion to Qualitative Research. Sage Publications.

Kaid, L. L., & Holtz-Bacha, C. (2006). The Sage Handbook of Political Advertising. Sage
Publications.

Khajeheian, D. (2017). “Media Entrepreenurship: A Consensual Definition”, AD-minister, 30,
93-113.

Kraus, S. and Davis, Dk. (1981)."Political debates ".In D.Nimmo and K.R Sanders(eds).
Handbook of Political Communication.Beverly Hills, Ca:Sage.

Lau, R. R. (1985). "Two explanations for negativity effects in political behavior". American
Journal of Political Science, 119-138.

Lileks, J. (2006). "An ode to the ad". The American Enterprise, 17(6), 47-48.

Luttrell, R. (2018). Social media: How to engage, share, and connect. Rowman & Littlefield.

Luttrell, R. M., & Capizzo, L. W. (2019). Public relations campaigns: An integrated
approach. SAGE Publications.

Macnamara, J., Lwin, M., Adi, A., & Zerfass, A. (2016). "*PESO’media strategy shifts to
*SOEP’: Opportunities and ethical dilemmas". Public Relations Review, 42(3), 377-385.

Marland, A. (2003). "Marketing political soap: A political marketing view of selling candidates
like soap, of electioneering as a ritual, and of electoral military analogies". Journal of
Public Affairs: An International Journal, 3(2), 103-115.

JEN RV pRE
)y Sempp Sldllas

Aird
Voled Y Jlu
W e
AY by



ol gpadl il
Sl g (Sind clallas
PV
 Ssm ol Lokt
S lalsy oS

Meguerditchian, T. G. (2007). Public relations and political controversy: a case study of the
Assembly of Turkish American Associations' public relations campaign regarding the
Ottoman Empire's deportation of the Armenians. Retrieved from Dspace the Department
of public Relation and Communication.

Nimmo, D. D., & Sanders, K. R. (Eds.). (1981). Handbook of political communication. Sage
Publications, Inc.

Odden, L. (2011). Paid, Earned, Owned and Shared Media—What’s Your Online Marketing
Media Mix?. URL: http://www. toprankblog. com/2011/07/online-marketing-media-
mix/(Letoltés datuma: 2014.09. 15.).

Osuagwu, L. (2008). "Political marketing: conceptualisation, dimensions and research agenda.
Marketing Intelligence & Planning, 26(7), 793-810.
Stephen, A. T., & Galak, J. (2012). "The effects of traditional and social earned media on sales:

A study of a microlending marketplace". Journal of marketing research, 49(5), 624-639.

Stromback, J., & Kiousis, S. (Eds.). (2011). Political public relations: Principles and
applications. Taylor & Francis.

Tedesco, J. C., & Kaid, L. L. (2000). "Style and effects of the Bush and Gore spots". The
millennium election: Communication in the 2000 campaigns, 5-16.

Tolbert, C. J., & McNeal, R. S. (2003). "Unraveling the effects of the Internet on political

participation?". Political research quarterly, 56(2), 175-185.

Wilcox D. L.(2013). Think Public Relations, 2nd ed. Boston, MA: Pearson.

Afkhami, Hossein-Ali, & Dashtgoli, Mana. (2017). “Critical Discourse Analysis of Campaign
Films of Successful Candidates in Electoral Campaigns: A Case Study of the Seventh and
Ninth Presidential Elections in Iran.” Quarterly Journal of Iranian Association for
Cultural Studies and Communication, No. 49, pp. 109—130. [in Persian]

Akrami, Mahmoud. (2004). Anthropology of Advertising. Mashhad: Eyvar Publishing. [in
Persian]

Hajipour, Bahman, Hosseini, Seyyed Mahmoud, & Zare, Sasan. (2016). “Designing a Political
Marketing Model for Local Elections.” Public Management Perspective Quarterly, Vol.
27, No. 7, pp. 15-39. [in Persian]

Khastavar, Hamzeh. (2009). “Presenting a Method for Calculating the Reliability of the Coding
Stage in Research Interviews.” Quarterly Journal of Humanities Methodology, No. 58, pp.
161-174. [in Persian]

Khosravi, Saba. (2014). “A Semiotic-Mythological Analysis of Photographs and Headlines of
Iranian Newspapers during the 2013 Presidential Election.” Quarterly Journal of Iranian
Association for Cultural Studies and Communication, No. 37, pp. 67-93. [in Persian]

Rousta, Ahmad, & Khouyeh, Ali. (2009). Strategic Advertising Management. Rasa Publishing.
[in Persian]

Zarei, Azim, Sharafi, Vahid, & Bahmani, Mahsa. (2016). “Investigating the Effect of Integrated
Political Marketing Communications and Social Media on Candidate Choice in the Tenth
Parliamentary Elections.” Political Science Research Journal, Vol. 11, No. 4, pp. 97-124.
[in Persian]

Kavanagh, Dennis. (2000). Election Campaigns: Modern Marketing of Politics. Translated by
Ali Akbar Asgari Telavat. Tehran: Soroush Publications. [in Persian]

Keshavarz, Issa. (2011). Advertising and Culture. Tehran: Citeh Publications. [in Persian]



Aghili, Seyyed Vahid, Roshandel Arbatani, Taher, & Farjian, Mohammad Mehdi. (2017). “The
Impact of Television on Shaping Public Participation in Presidential Elections in Iran,
Considering the Emergence of Mobile-Based Social Networks.” Quarterly Journal of
Iranian Association for Cultural Studies and Communication, No. 49, pp. 131-161. [in
Persian]

Mohammadian, Mahmoud, & Shamsi, Jafar. (2013). Political Marketing and Advertising in the

West. 2nd ed. Tehran: Mehraban Nashr. [in Persian]

JEN RV pRE
)y Sempp Sldllas

FFA
Voled Y Jlu
W e
AY by



