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Abstract

The current research focuses on the use of audiovisual media services in the political scene and
tries to explore the political marketing and advertising concepts on which these media/services
are based. As a holistic approach, this research explores the citizen-voter as well as the politician
concerning political advertising and audiovisual media/services. It separates the audiovisual
media into traditional and new ones. So, primarily, this research empirically investigates the
politicians’ profiles (high-ranked politicians, parliament, and regional ones) to determine the
type and use of audiovisual media in terms of political information, statements, communication,
and advertising. Moreover, it establishes the citizen/voter’s profile in terms of political
information, political advertising, and communication received from politicians and political
parties. Finally, it is a study with the same conceptual dimensions between the politician and
the citizen/voter to establish the basis for creating a conceptual framework-tool of their
typology that will contribute to a holistic view of political marketing and political advertising
through the use of traditional and new audiovisual media. Findings about politicians show
relationships between audiovisual media reliability and political statement actions. The success
of political advertising has multiple positive effects, as well as political communication via
audiovisual services also plays an important role. Furthermore, models were created concerning
the use of audiovisual media services for political statements and the impact of audiovisual
media services on the intention to vote. In addition, the results from the politicians indicate
several differences regarding the characteristics of the politicians and their profile as a user of
audiovisual media services in political advertising. Findings about voters show that the
reliability of audiovisual media services is a very important factor for political information.

Keywords: new media, traditional media, political marketing, political advertising,
political audience typology

Pe3rome

Hacrosimoro u3cneaBane ce (Qokycupa BbpXy H3IMOI3BAHETO HAa AyAHOBU3YaJIHH MEIUHHH
YCIyrd Ha IMOJUTHYECKaTa CIIEHAa M Ce OMMTBA Ja M3CJe/Ba KOHLEMIMUTE 32 MOJUTUYECKH
MapKeTHHT W peKJiamMa, Ha KOWTO CE€ OCHOBaBaT TE3W MEIWHU yciayrn. Karo xommctuueH
MOJIXO/I TOBa HM3CIIC/IBAHE M3CIIENIBa TPAKIAHWHA-TIACOIIONABATeNl, KAKTO U TOJIMTHKATA BHB
Bpb3Ka C MOJUTHYECKATa peKjIaMa M ayduOBU3yaJIHUTE MEAUUWHHM yciayru. Toil pasnens
ayIMOBU3yaTHUTE MEIUU Ha TPAJAULMOHHU U HOBH. TOBa M3CleBaHE M3CIEIBA EMIIMPUYHO

npoUINTE HA MOJUTHIUTE (BUCOKOIIOCTABEHH MOJIUTHUIIM, TTAPJIAMEHTAPHH U PETUOHATHHM), 32
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71a OTIpEZIeTIN BUA U YIOTpebara Ha ayAMOBH3YaJTHUTE MEINHU 10 OTHOIICHNE HA TOJIUTHYECKA
uHpOopMaLus, U3SBJICHUS, KOMyHUKaLUs U pekiama. OCBeH ToBa TOH ycTaHOBsIBa poduiia Ha
rpakJaHNHA/M30UpaTess 0 OTHOIIEHUE HA MOJUTHYECKA MH(POPMAIHS, ITOJIMTHYECKA peKiiama
¥ KOMYHHKAIH], TOJTy9eHa OT MOJIUTHUIN U MOJIUTHYECKH apTuu. M Hakpas, TOBa € u3cie/IBaHe
ChC CBIIUTE KOHIETITyaJIHM HM3MEPEHHS MEXAY IMOJUTHK W TpakIaHWH/U30Mparen, 3a jaa
YCTaHOBM OCHOBaTa 3a Cb3JaBaHe Ha KOHLENTyaJlHa paMKa-MHCTPYMEHT Ha TsAXHAarTa
TUTOJIOT U, KOSTO IIe JOIPHHECE 32 XOJIUCTUYEH IOTIE] BbPXY NOJUTUYECKUS MAPKETUHT U
MOJUTHYECKATa peKJIaMa Ype3 M3IMOJI3BAaHETO Ha TPAJUINOHHY U HOBH ayJMOBU3YaJTHH MEIUH.
KoHcraranuure 3a HOMUTHINTE MTOKA3BaT BPH3KH MEXKTY HaIC)KTHOCTTA HA ayTHOBU3yaTHUTE
MEIUU U MOJUTUYECKUTE W3SIBICHHS. YCIEXhT HA MOJMTHYECKATa pEKiIaMa MMa MHOXKECTBO
MOJIOKUTENHN €(PEeKTH, KAKTO M MOJUTUYECKaTa KOMYHHMKALUS Ype3 ayJHOBU3YaJIHH YCIYTH
ChIO urpae BakHa poisi. OcBeH ToBa Osixa CH3IaJECHH MOJENN OTHOCHO H3IOJ3BAHETO HA
ayIMOBH3yaJlHH MEIUHHU YCIYyTH 3a TOJUTHYECKH W3SBICHUS M BB3ACHCTBHETO Ha
ayIMOBU3yaTHUTE MEIUMHM YCIYrH BBPXY HaMEpPEHUETO 3a IiacyBaHe. B nombiHeHme,
pe3yNTaTuTe OT MOJUTHLIUTE IMOKa3BaT HAKOJIKO PAa3JIMKU MO OTHOLICHUE Ha XapaKTEPUCTUKUTE
Ha MOJMTHUIMTE U TEXHUS MPOPIIN KaTo IIOTPEOUTENN Ha ayANOBU3YaTHH MEIUIHHU YCITYTH 32
nojuTHYecKa pekinama. KoHcraranuure OTHOCHO M30MpaTennTe MOKa3BaT, 4ye HaIeKTHOCTTA
Ha ayIMOBU3YyaTHUTE METUIHH YCIIYTH € MHOTO Ba)kKeH (PaKTOp 3a MOJIUTHYECKaTa MHPOPMAITHSL.

Kniouosu Oymu: HOBM Meouu, TPAaAULMOHHU MEAWU, IOJUTHUYECKH MApPKETHHT,

IMMOJIMTHYECKA pCKIaMa, TUIIOJOTUA Ha MOJUTHUYCCKATa ayquTOpHA
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Political Marketing and Advertising with the Use of Traditional and New Audio-Visual
Media Services
Introduction

Citizens/voters and elected politicians (parliament and regional ones) within Greek
political parties are the means to understand the issue of audiovisual services and political
marketing. The use of audiovisual services in political marketing and advertising as well as the
current evolution of social media is a phenomenon that was born, attempted, developed, and
researched firstly in the USA and later on in other areas of the world, such as Europe. Thus, it
is interesting to research how all these developments have affected European countries like
Greece, which have not yet been studied, taking into account their particular political history.

Greece is a country that only after the political changeover! that began in 1974, with the
fall of the dictatorship (Junta), freely allowed the use of political advertisements by all political
parties. It is also a country that has faced a devastating economic crisis since 2008, which has
led to political upheaval and a major shift in the political dipole that has been the norm for the
past 35 years. Such peculiar political characteristics were the criterion for Greece to be selected
for this study concerning political marketing and advertising through the use of audiovisual
services (traditional and new ones) by the two interrelated players, the citizen/voter, and the
politician.

The study begins with the analysis of useful terms and theoretical context as auxiliary
conceptual tools in the subject matter. Then, it continues by analyzing the political scene in
Greece. More specifically, it discusses the political parties that constitute the parliament? and
the course of political communication and marketing with the citizen/voter. To achieve this, the
analysis is based on the official web pages of the political parties. In this way, there is an
understanding of each political party’s political marketing strategies and all the combinations
of audiovisual media used (traditional and new) on the part of each political party. The citizen-
voter is then examined, as well as the politician and the empirical results of this research, as far
as political marketing and political advertising are concerned, with the use of audiovisual

media.

'The transition from the military dictatorship or Regime of the Colonels to a multi-participatory democracy
(Kassimeris, 2005).
2Up to July 2019
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Literature Review
What is audio-visual media/services?

Audiovisual media® produce images and sound. It is «media formats that contain sound
and/or images (still and/or moving) that require an internet third-party device to be able to
play/display their content ... there are seven recognized forms of mass media: these are print,
audio-recordings, cinema, radio, television, the internet and, now mobile phones (Henderson,
2010 p. 112).

Audiovisual media are therefore means of mass communication that transfer messages
from the transmitter to the receiver. The difference between traditional and new audiovisual
media is the combination of the senses appears to affect the receiver of the information. In the
past, there were visual media (e.g. posters, printed newspapers) and later on audio media (e.g.
radio), which were perceived by a single sense such as the ear (radio-audio media), or the eye
(newspaper-visual media). Television and even more the internet have brought about changes
in the transmission of information, since there is now a simultaneous combination of both
senses (hearing and sight), being thus referred to as audio-visual media.

Political campaigns with the use of the internet

The association of the political campaign with the Internet started in America. Barack
Obama and his team were the initiators of the integration of social media into political
marketing and communication, and they became renowned in political history for their
innovative and effective election campaign methods (Bimber, 2014; Harfoush, 2009; Kiss,
2008; Miller, 2008; Raoof et al., 2013; Writer, 2016).

Although Obama has gone down in history for his online strategy, since 1996, the candidates
of the American elections have started to develop more technologically sophisticated websites
and to organize administration groups in charge of internet information (for example with the
use of e-mail lists, newsgroups, interest groups, blogs, online fund-raising, net organized house
parties and the social platforms that existed in those years, such as YouTube, MyParty) for their
campaigns (Gueorguieva, 2008; Rice, 2004). In this way, they could, as with television
broadcasts, reach out and inform a new audience that was connected to the platforms and
acquired political information from there. The first innovative steps of the digital campaign

were made by Howard Dean's team, who had thoroughly analyzed Jessie Ventura's campaign

3For an extensive and excellent presentation of the chronological evolution of audio-visual services, from the
19th century to the 21st, please see the analysis of Henderson (2010)
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in Minnesota in 1998 (Davy, 2010). In his successful campaign®, Jessie Ventura (gaining the
vote of 50% of the citizens/voters under 30) did not have offices or physical organizational
structures, but a list of e-mail receivers that grew rapidly and through which he could present
his political positions (Rice, 2004).
From this platform, Howard Dean presented his positions after the instigation of his campaign
manager, Joe Trippi. A simple incorporation of the meetup.com link on the official Dean's
Campaign website brought great results managing to increase the initial 432 Dean's Campaign
meet-up members to the impressive number of 200,000 (Nelson, 2011). Also, through this page,
he was able to acquire e-mail addresses to expand the list of his citizens/voters and sponsors.
Election campaign with the use of social media

The link between politics and the use of social media as a tool for election campaigns
was strengthened in the elections of 2008 in America, by Barack Obama who was then a
candidate (Raoof et al., 2013). He put political communication on a strong orbit beyond the use
of the traditional tools of audio-visual services (television, radio, newspapers) and specifically
within the framework of social media (Baumgartner & Morris, 2010; Raoof et al., 2013).
Howard Dean (The Web's candidate for President’) might have been one of the pioneering
politicians who used a social media platform but Obama (The First Internet President®) used
multiple internet applications as a political tool (Gibson, 2015). His team created web pages
(barrackobama.com), used social media (MyParty, Facebook, and Twitter), and uploaded
online videos (YouTube) in combination with the use of standardized phone text messages and
e-mails. Obama himself considered the Internet to be the key to his success, stating «change
comes from the bottom up» and «There is no more powerful tool for grass-roots organizing
than the internet» (Stelter, 2008). Surely, without that, Barack Obama would hardly have
achieved his goal.

Research method

A quantitative research method was used for the current study, to measure the specific
variables through appropriate questions and collect the necessary information to answer the
research questions. The quantitative data collection tool was a questionnaire related to the
research topic. The selection of quantitative research methods was based on the nature of the

research topic and the need to explore, discuss, and generalize the findings for the population

“won 50% of citizen-voters under the age of 30
’(Dodson & Hammersley, 2003)
%(Greengard, 2009)
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(in our case, voters and politicians) (Aavtomovioc, 2004; TnAkioov, 2004; Opdaykog, 2004).
Additionally, the specific characteristics of the quantitative research methods such as the ability
to collect a great amount of data at the limited possible time were those who support the
selection of the specific method (Rahman, 2017). This research attempt will analyze the
opinions of both politicians and voters to follow a more holistic approach, make the necessary
comparisons, and end up with specific suggestions that can be a guide for the use of traditional
and new media for political purposes.

Quantitative research based on a questionnaire, investigates a topic using codified
numerical data while obtaining information not easily observed. Then the use of statistical
analysis proceeds for description, research question testing, and findings discussion (Remenyi
et al, 2002). The questionnaire is the main data collection tool in quantitative research, and it
allows the researchers to quantify information in a precise manner. Moreover, quantitative
research allows the faster collection of data compared to other methods (Rahman, 2017).

The current research empirically investigates the citizen/voter’s opinions on the use of
traditional and new media for political purposes, the politician and the political party. It
establishes the citizen/voter’s profile using traditional (such as newspapers, radio, and
television) and new (such as web and social platforms) audiovisual media, in terms of the
political information, advertising, and communication received from politicians and political
parties.

Research Models Development
Models Based on Politicians - Correlations - Politicians

This section investigates the relationships between the variables concerning politicians
and their use of audiovisual media services, to reveal correlations between them. Specifically,
the relationship between the factors was studied within each of the three groups of variables
(Figure 1, Group 1: variables that refer to the profile of the political statement of the politician.
Group 2: variables that refer to the greater impact of the political advertising on the political
party and the politician, the impact of the slogan on the voters, the perceived success of the
political advertising, and the impact on voting intention,” and Group 3 with variables referring
to the political party communication (dialogue) with voters through the use of media, the

informative adequacy of media for communication purposes, and the effect of media on the

7meaning the political leaning of the voter
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recognition® of the politician). The current model was based on the following research
questions:

Research question 1: Is there a statistically significant relationship between the choice

of media use for political statement and their reliability? This research question

examines the association between media reliability and the utilization of specific media
forms by politicians;

Research question 2: Is there a statistically significant relationship between the success

of political advertising, the impact on voting intention, the impact of slogans on voters,

and the impact of media on the political advertising of the political party and the
politician?

The second research question investigates the connection between the perceived success
of political advertising, the impact of media on the actions of the voters, and the impact of the
slogan on the voters as the greater impact of media on political advertising both for the political
party and the politician.

Research question 3: Is there a statistically significant relationship between the

politician’s recognition via media, political communication between the political party

and the voter, and the adequate use of media by political parties for communication?

The third research question checks the correlation between political communication of

the political party with the voters, the impact of exposure to media on the politicians’

recognition and how effective is the use of those media for communication by the
political parties.
Moreover, regarding Group 1 of variables the next research question was examined.

Research question 4: Is there a statistically significant relationship between the use of

media for political statements, in the case that politicians follow the political campaigns

of others?

The question is based on the comparison of media usage with how the other politicians

use the aforementioned media.

8In terms of the recognizability of the politician to the general public
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Figure 1
Correlations between the variables for politicians
Correlations (politicians Group 2
Impact on voting
intention
Group 1 f Group 3
( ) R (" Impact on the political |
~ | Use of media for political advertising of the political
statement party
\ ) . : J
a » @ )
Media reliability for Impact of Slogan on Adeqliattle u]se ofmef(.im by
political statement voters L U iR
\ P, . J communication
I ™ I
L, Following political Success of political Political communication
campaign of others advertising between party and voter
h A
Impact on the political
advertising of the
politician

Regression models - Politicians

Two regression models (Models 1 and 2) were created for politicians. The models were
an attempt to statistically predict the use of media for political statements (politicians).
Specifically, the following regression model has ten (10) independent variables which are tested
in terms of their impact on the dependent variable. Those independent variables were divided
into sub-groups according to their content. The first group of variables refers to the profile of
the political statement of the politician and, more specifically, to the way the reliability of the
media and how the media were used by others (political campaign of other politicians) affect
their attitude towards the use of media for a political statement. The next group of variables
refers to the greater impact of political advertising on the political party and the politician, the
impact of the slogan on the voters, and the perceived success of the political advertising. Finally,
the third group refers to the communication—dialogue with the voters through the use of media,
the informative adequacy of the use of media by political parties, and the effectiveness of media

regarding the recognition of the politician.
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Research question 5: Which factors can predict the use of audiovisual media services

for political statements by politicians?
Furthermore, the second prediction model (Regression Model 2-politicians) also has ten (10)
independent variables which are tested regarding their impact on the dependent variable (impact
on voting intention) (Figure 2). This model tries to predict the impact of media on the political
action of the voters (impact on voting intention) according to the politicians. This model was
based on the sixth research question.

Research question 6: Which factors can predict the impact of audiovisual media services

on the intention to vote?

This research question will show the determinants for the politicians regarding the
factors that affect voting intention.
Figure 2

Prediction of the impact on voting intention according to the politicians

Regression Model 2 (politicians) L Imp?ct on_ voting J
intention

4

T Impact on the political |
RAcs e s e e ol
political statement party
s ~
Following political Impact of Slogan on
campaign of others Adequate use of media by voters
\. / political parties for <
communication Success of political
Political icati advertising
Use of media for political b"tw" ""mma‘*‘;:l": ::: <
statement ctween party ° Impact on the political
advertising of the
politician y

Typology Politicians - Voters

Finally, the existence of a media user classification of politicians and voters regarding
their dynamic (or not) use of media was investigated. This attempt was based on the need for a
new categorization in both groups which can be used for a strategic approach in political
marketing as well as for market segmentation and the exposure of political actions via media.

Particularly, this typology simultaneously checks all media (newspapers, radio, TV, the web,
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and social media) about politicians and then to voters and how they perceived the
aforementioned media's impact on political marketing and advertising.
Data collection tools

The questionnaire was selected as the data collection method. This selection was based
on the positive aspects of the questionnaire against other methods of data collection such as
semi-structured interviews and focus groups. More explicitly, the ability to collect a large
amount of information and the quantification of the findings which can lead to specific
propositions, were the main reasons for the selection of the questionnaire. Two questionnaires
were used to collect data from two specific populations (voters-politicians).

Research sample

The research sample was part of the research population (Bryman & Bell, 2015) and it
was selected differently for politicians and voters. The research population consists of all units
that have the necessary characteristics to be selected for a research attempt.

Simple random sampling was used for the selection of politicians. Specifically,
politicians were in top political positions such as representatives in the Greek Parliament,
mayors or regional governors, and municipal and regional counselors. Their selection was made
randomly from a name list. The questionnaire was distributed either by e-mail or in person. The
response rate was 68.2%. This method of sample selection allows the researcher to make easier
and more valid generalizations.

On the contrary, the sample of the voters was suitably selected from voters residing in
the large Greek cities (Athens, Thessaloniki) of the country and from other peripheral cities as
well. The inclusion criterion was the participation of the voters in the last election process. The
final sample of voters was 457. The questionnaire was distributed hand by hand. This method
of sample selection allows the researcher to select a great amount of data in a limited time and
with limited cost and it is based on those voters who answer the research questions.

Research process and data analysis

A pilot study was conducted before the actual research. The research questionnaires
were completed by politicians and voters to detect potential issues and make necessary changes.
The outcome of the pilot study showed that some changes were necessary to be made, especially
in the wording part of the questionnaire. After the data collection, the answers from all
questionnaires were coded and the data were transferred in an Excel file. Potential outliers were

checked and those questionnaires were excluded from the final sample. The analysis of the data
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selected through the research process was made with SPSS. The findings were depicted in tables
and figures, while inferential statistics, scale reliability, Pearson correlation, regression
analysis, and comparisons with t-test and One-way ANOVA were used to answer the research
questions. In all cases, the level of significance was a = 0.05 (5%).

Findings

The first research question explores the relationship between the choice of media for
political statements by politicians and the reliability of those media. Specifically, the findings
indicate that the higher the perceived reliability of audiovisual media services, the higher their
use for political statements by the politician. As a result, it can be stated that politicians are
intent on ensuring the credibility of audiovisual media services to use them and make a political
statement.

The second research question investigates the relationship between the success of
political advertising, the impact on voting intention, the impact of slogans on voters, and the
impact of media on the political advertising of the political party and the politician, based on
the opinion of the politicians. Specifically, the findings show that the success of political
advertising presents medium and strong positive statistically significant relationships with "the
impact on voting intention" ( =.564, p < 0.01), "the impact of the slogan on voters" (» =.760,
p < 0.01) and “the impact of media on the political advertising of the political party” (r =.541,
p <0.01).

The third research question focuses on the relationship between the politician's
recognition via media, political communication between the political party and the voter, and
the adequate use of media by political parties for communication. The findings from the
analysis show that a politician's recognition via media presents a weak positive statistically
significant relationship with "the adequate use of media by political parties for communication"
(r =.222, p < 0.05), while political communication between the political party and the voter
also show a positive relationship with “the adequate use of media by political parties for
communication” (» =.372, p < 0.01).

Findings from the fourth research question are related to the relationship between the
use of media for political statements in the case that politicians follow the political campaigns
of others. They indicate that the use of media for political statements presents a medium positive
statistically significant relationship in the case that "politicians are following the political

campaign of other candidates" (» = .390, p < 0.01). Specifically, the more politicians follow
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the political campaigns of others, the more they use media for political statements. Therefore,
it can be stated that this action is associated with their attempts to stay competitive or it is a sign
of "me too" behavior.

Regression analysis has been used to create a prediction model for the use of media for
political statements by politicians. The model predicts 53.9% of the variance and the variables
that participate in the regression model are "media reliability for the political statement" (b =
426, p < 0.05) and “the impact of media on the political advertising of the political party” (b
= -.268, p < 0.05). Specifically, the use of media for political statements by politicians is
maximized when the media are considered to be reliable and their impact on the political
advertising of the political party is lower. This finding could be explained by the attempt of the
politician to cover up for the absence of the political party's advertising on media or by the
attempt of the politician to promote his ideas locally with minimum association with the party
and its political advertising which is nationwide.

Research question six focuses on the prediction of the impact of audiovisual media
services on the intention to vote. The findings suggest that the regression model predicts 56.1%
of the variance and the variables included are ‘“the political communication between the
political party and the voter” (b =.204, p < 0.05) and “the impact on the political advertising
of the politician” (b = .254, p < 0.05). Specifically, the impact of media on voting intention is
maximized when the political communication between the political party and the voter is high,

and their impact on the political advertising of the politician is also higher.

Conclusion

The current thesis is an empirical investigation of the topic with references to the current
situation. The main goal of this study is to create a conceptual framework using traditional and
new audiovisual media in political marketing and their impact on voters and politicians. The
analysis reveals the practices of Greek politicians and their political parties in the use of
audiovisual media by their official political parties, the politicians’ websites, and social media.
Additionally, the perceptions of the voters, which are analyzed based on the same variables and
findings, reveal their point of view as well as their behavior regarding the use of media. The
thesis is an in-depth empirical study on the use of traditional and new media by voters and their
attitudes towards these media as a source of political information.

The profiles of voters and politicians are analyzed based on the use of traditional and

new audiovisual media as sources of political information, means of political advertising, and
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tools for communication by politicians and political parties. The media profile characteristics
of politicians are also described to illustrate the use of media for political purposes as well as
their behavior choices during a political campaign. Those profiles are established based on data
regarding the use of media for political purposes, including political advertising and
communication, either on traditional or new media. The study ultimately reveals the connection
between politicians and voters, the use and the differences between traditional and new media,
and the typology created based on their responses, a fact that leads to the creation of a
conceptual framework for political marketing that illustrates the connection between the
different variables in the use of traditional and new audiovisual media.

Generally, the findings for politicians indicate that the higher the perceived reliability
of the audiovisual media services, the higher their use for political statements by the politician.
As a result, it can be stated that politicians attach great value to the credibility of audiovisual
media services to use them and make a political statement. Moreover, the findings suggest that
the higher the success of political advertising, the higher the impact on voting intention, the
impact of slogans on voters, and the impact of audiovisual media services on the political
advertising of the political party and the politician. Additionally, the higher the impact of
slogans on voters and the impact of audiovisual media services on the political advertising of
the political party, the higher their intention to vote.

Data analysis shows that the more politicians follow the political campaigns of others,
the more they use media for political statements. Therefore, it can be stated that this action is
associated with their attempts to remain competitive or that it is a sign of "me too" behavior,
which means, as mentioned above, that the politician tends to emulate other politicians' activity.
In the attempt to predict the use of audiovisual media in political marketing and advertising by
politicians and the intention to vote based on politicians, two models were created concerning
the use of audiovisual media services for political statements (Model 1-politicians) and the
impact of audiovisual media services on the intention to vote (Model 2- politicians). The first
model predicts 53.9% of the variance and the variables that participate in the model are "media
reliability for the political statement" and "the impact of media on the political advertising of
the political party".

Finally, the findings from the politicians indicate several differences regarding the
demographic characteristics of the politicians and their profiles as users of audiovisual media

services in political advertising, while at the same time, new media were found to have a
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significantly higher impact on political advertising than traditional media. Explaining these
findings, it can be stated that new media, as a new marketing tool, can affect the user in multiple
different ways as well as that the user-politician has control of his political statement and
political information in contrast with traditional media, whereas other groups (journalists and
owners of the media) control the distribution of information.
Research limitations
Despite the important findings from the primary research, the current study has also

encountered some limitations that should be taken into consideration. The first and most
important limitation of the research process is related to the research sample. Specifically, the
sample of politicians includes male respondents in the majority. This fact makes any
comparison between male and female politicians-users of media difficult, despite their obvious
differences in terms of media usage in previous studies. Therefore, a better representation of
the research sample could bring more generalized findings. Similarly, the sample of the voters
presents a concentration in terms of age and educational level, with most respondents belonging
to the 18-35 age group, and holding a degree from Higher Education Institutions.
Future research developments

Regarding future research developments, the current study could be extended to
countries with low usage of media for political purposes. This fact will show how different
media adoption levels have an impact on the use of media for political purposes, as well as how
other factors, such as the cultural background of the respondents, could affect their decisions.
A similar approach could be adopted for the voters with the addition of other factors that affect
their voting intention to clearly describe the whole decision-making process.
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