International Review of Social Sciences and Humariés
Vol. 9, No. 2 (2015), pp. 46-61

www.irssh.com

ISSN 2248-9010 (Online), ISSN 2250-0715 (Print)

European Elections and Commission Presidency
2014: The “Americanization” of the Electoral Cam-
paigns and the Role of the Two Major Political Par-

ties

Stergios Fotopoulos
Political Communication Strategist
Economic and Social Sciences and Solvay Busindssobc
Vrije Universiteit Brussel, 118, Rue Stevin/Bruss&000, Belgium
E-mail: fotopoulos.st@gmail.com

Nikos Fotopoulos
(Corresponding Author)
Sociologist of Cultural and Educational Practices
University of Western Macedonia
3rd km Florinas - Nikis, Florina, P.O. Box 21, 581 Greece
E-mail: nfotopoulos@uowm.gr; nikfot@otenet.gr

(Received: 8-5-15 / Accepted: 8-6-15)

Abstract

The current paper aims to present and analyzeolkeof the two major political European
parties through the electoral campaigns during2®i4 European elections, namely the Eu-
ropean People’'s Party (EPP) and the Party of Earof@ocialists (PES). The 2014 Election
campaigns worth specific attention, as for thet finwe, there was a direct correlation be-
tween the vote of the EU’s citizens and the elecabthe European Commission President.
In view of this and expanding the argument of “Aio@anization” this study suggests that the
EPP and the PES 2014 election campaigns tend ¢émnbds the United States’ Presidential
campaigns.

Keywords: European Elections, European People’s Party, RB&fEuropean Socialists, Pres-
ident of the European Commission, Americanization.

Introduction

Since the landmark year of 1979, when for the filse the European citizens voted for the
Members of the European Parliament, the membegsstaampaigns for the Euro elections
have been perceived as being concentrated on ahigsues rather than European issues
(Holtz-Bacha, 2004). It is true that the Europe#attions are often being characterized as
second-order elections (Schmitt, 2005) without hg\a primary political interest. However,
during the years,a cascade of changes occurreddmegathe European Union’s (EU)
structure.
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In this regard, while there is a lot of multifacteontroversy within both academic and
political circles about the EU’s democratic legiticy or democratic deficit (Follesdal & Hix,
2006; Moravcsik, 2008), from the 930 25" of May Europe’s citizens were asked to vote in
the most crucial European Parliament electionsaso(iflix & Crombez, 2013). Hix and
Crombez (2013) stressed that not only did the 2Bdrbpean elections constitute a great
opportunity for the EU citizens to express theiprapal or disapproval on the way Europe’s
leaders handled the financial crisis within Eurazomr to select the general political
orientation of the Union, but more significanthgrfthe first time the European citizens
indirectly decided who would captain the ship af Buropean Commission (EC)

Meanwhile, the European Parliament endorsed thés-diver EU-wide political race for the
post of the EC’s President passing a resolutiotudticg several recommendations for the
organizational improvement of the forthcoming Eetections.

In accordance with this resolution, the Europeditipal parties were committed to nominate
their candidates for the EC presidency, pavingwhg for interactive campaigns and open
debates throughout the EU. The media soon adopéeteim*spitzenkandidatento refer to
the Europarties’ top candidates, while there isommon belief that the 2014 European
elections were further Europeanized (Sasmatzogloi3).

Thus, this paper aims to explore and analyze tbetieh campaigns for the 2014 European
elections of the two most powerful European pditigarties in terms of electoral
performance, namely th&uropean People’'s Party (EPPand the Party of European
Socialists(PES). Significantly, this articleargues that,bessaaf the new legislative landscape
introduced by the Lisbon Treaty (Art. 17(7) TEU)thvirespect to the election of the EC's
President, the 2014 election campaigns of the EfRttee PES tend to resemble the United
States’ (US) Presidential campaigns. In this cdniewill be examined whether the EPP and
the PES election campaigns were professionalizdgarsonalized.

In order to examine the abovementioned hypothasie, “Americanization theoty is
employed. The termffAmericanization” first appeared in the beginning of 19th centurg an
referred to“the real or purported influence of one or more it of Americanism on some
social entity, material object or cultural practic§Van Elteren, 2006, p.3). In the field of
critical political analysis and communication thexnh refers to the worldwide spread of
successful election campaign elements and strategiéerms of electoral performance, that
were firstly deployed in the US. Some of the Amanized trends that have been enumerated
are the following categories of analysigrofessionalization of campaigningand
personalization(Lilleker, 2007).Although, several scholars havallenged the validity of
treating these trends d&fmericanized”, stressing that the worldwide adoption of these
campaigning techniques/practices is resulted duehsmges in societal and technological
structures, rather than being the consequence oheonditional US influence (Norris, 2004;
Scammell, 1997; Swanson & Mancini, 1996; BlumleK&vanagh, 1999), there is a common
consensus when trying to trace the origins of fbeeanentioned trends. In this regard, US is
perceived as the major election campaigning inrmvéBlumler, Kavanagh, &Nossiter,
1996), while Plasser, Scheucher, and Senft (199@)eathat,'if there is a European style of
political marketing, then its core is a modificatiof the American role mode(p.96).

This articleaspires to contribute to the heated apén-ended debate about the EU’s
democratic deficit/legitimacy. Additionally, the 20 Elections campaigns deserve specific
attention and analysis, as for the first time, ¢heas a direct correlation between the vote of
the EU’s citizens and the election of the EC Pestid

! See Art. 17 (7) Treaty of the European Union
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Theoretical and Conceptual Framework

Soon after the Second World War (WW 1), fundaméatenges have occurred in media and
societies thus influencing the field of politicattian and communication, especially those
practices developed during the electoral campaighsgenthart, 2012; Blumler & Kavangh,
1999). However, there is a strong consensus tleabtlyins of these practices developed
either in the context of Norris’ postmodern struetof campaigning (2004), or Blumler and
Kavanagh's “Third Age” (1999), during worldwide eteral campaigns stem from the US
(Scammell, 1997; Negrine & Papathanassopoulos,)1886nerous political communication
experts stress that successful strategies andugac@mpaigning practices that are deployed
firstly in the US, are copied by the rest of therldpthe latest process being reinforced by the
US’ exportation of several election campaigninges¥p(Lilleker, 2007).

Thus, not only do electoral campaigns evolve woitdidgwentailing several Americanized
characteristics such @grsonalization and professionalizati@lleker, 2007), but they also
seem to converge into a single set of commonly @edepractices (Plasser, 2002).In this
respect, although the evolution of the electorataigns within countries are shaped through
indigenous factors, the US is seen as the majavator and exporter in terms of political
marketing (Scammell, 1997).

The “Americanization” of Electoral Campaigning

As far as the field of political communication isncernedAmericanizatiorrefers to the suc-
cessful patterns/techniques and strategies, inst&ielectoral performance, that originate
from the US and are progressively spread over tmdvwthrough the framework of globaliza-
tion. For instance, Blumler and Kavangh (1999) gmized the significant role of numerous
Americanized methods exercised by the Labor Pdrfjomy Blair, during the elections of
1997, while Negrine & Papathanassopoulos identifteat techniques followed worldwide
such as théemphasis on photo opportunities, the use of smotars and of image consul-
tants” (p.49) originated from the US political market.uBh pursuant to Scammell (1997), the
US tend to become (if not already done so)“Mecca of political campaigning”(p.1). In-
deed, the on growing sector of political advisogeéats in the US, their role and willingness
to get involved in the process of electoral campsigroviding their expertise both within
US’ borders and abroad [e.g. the concept of intemalization as developed by Farrell
(1998)], as well as the pivotal position of the lWShe communications technology industry
lead to the latter conclusion (Scammell, 1997).

However, even though various campaign techniques haen developed firstly in the US
and then the rest of the world followed, not a# firocesses with a US origin diffused to the
rest of countries at the same extent or intenStyahson & Mancini, 1996). Additionally,
although Scammell (1997), admitted the worldwideomporation of Americanized practic-
es/strategies during electoral campaigns, espgdralthe countries that shared similarities,
common cultural values and social attitudes withdlktoral-political conditions, the extent
of adopting Americanized campaigning elements deépem various contextual circums-
tances, that is, inter alia, the political-elect@gstem and the type of media system (Scam-
mell, 1997).

Thus, although methods and strategies of politt@ahpaigning that have been exercised
within US, “are perceived as on the cutting edge of electiomgeinnovation” (Blumler, Ka-
vanagh, & Nossiter, 1996, p. 56), the term of “Aioanization” is elusive (Plasser, 2002),
and it is rather preferable that one might speatutia“modern model of campaigning”
(Swanson & Mancini, 1996, p. 250). In this regansovations that were developed during
electoral campaigns over the last two decadesyeseimble methods deployed firstly in the
US, reflect in reality wider societal transformai$othat took place in the context of post-
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industrialism or in other words in the general eshtof a post-modern approach of political
communication (Norris, 2004; Swanson & Mancini, 89€aspi, 1996; Holtz-Bacha, 2004).

Professionalization

To start with, in the 1960s the term “scientifidcina” was introduced by Habermas in order
to portray the greater involvement of experts aridndists in the political process (Swanson
& Mancini, 1996). This concept is based on thearothat the political communication in late
modernity has mutated more or less to an instrushemd sometimes bureaucratic institu-
tional tool which contributes to the de-ideologi@atof policy communication. The latter is
likely to be resulted by the political actors’ wiljiness to retake their positions in the process
of communication sincépolitical institutions are increasingly [...] deperdt and shaped by
mass media’{Brants & Voltmer, 2011, p.5).

As far as the election campaigning is concernelitjqad specialists have sprang up since the
1960s, providing both their knowledge and expertis®w how) in political parties and re-
placing the, until then, traditional structuresaampaigning (Swanson & Mancini, 1996).
Strombéck (2007) providing a definition about pssienalized election campaigning, distin-
guished some characteristics that took part dutimytype of election campaigning, that is:
permanent presence with fluctuating degree of sitgnthe greater involvement of the cam-
paign headquarters in terms of diffusing politicaéssages and managing the campaign
through the use of political experts, the condurtifi opinion polling in order to reach out
parties’ members, interest groups and other retestakeholders as well as the conduction of
opposition research for conceptualizing politicakemies’ strengths and weaknesses Al-
though several reasons might have contributed écethergence of this trend, Holtz-Bacha
(2004) refers to the “dealignment process” (p. 2iéjween political parties and citizens,
reinforced by the change of societal and civic ®a)Juas well as the overall increase of the
education level.

Personalization

As far as the trend of personalization is concernédAllister (2007) argued thattiere is
little doubt that politics has become more persea over the past half centuryp.584).
While this trend is mostly observed in the alrep#ysonalized presidential systems, it has
been visible also in the parliamentary democratiesg have evolved from the 1960s.
Although the causes of this trend vary, Brants ¥olimer (2011) perceived personalization
as the result of the changing media environmemteaally the rising of television. Similar
analyses tend to agree with the latter (Lang & L.&@P8; Blumler & Gurevitch, 1995). In
this regard, personalization refers to the on gngwifocusing on individual
politicians/candidates instead of paying attentiom political parties (Vliegenthart,
Boomgaarden, & Boumans, 2011). From the moderr{sénae 1960s) various changes have
been brought in the field of politics, among othedle loosening of the traditional ties of
loyalty between political parties and voters (NarrR004; Blumler & Kavanagh, 1999).
Election/political choices become more individuatizinstead of depending on a social
collectivity through the expressions of the poétigarties (Dalton, 2000). Thus, since
political parties tend to weaken both in organmaail and in symbolic terms, citizens’ votes
are dependent on their ties with individual cantidgdSwanson & Mancini, 1996).
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Research Plan

Methodological Remarks

In order to estimate the professionalization ofER€ and the PES’ 2014 election campaigns,
this paper is based on Gibson and Rommele’'s (20@#®x that entails various empirical
indicators.

However, the Campaign Professionalization indexrésted as a reference point for the
existence or not of each relevant indicator witthia EPP and PES’ election campaigns. In
this regard, this table will not measure each iatdicon a scale of 0 — 3 as was done for other
election campaigns in the past (Gibson and ROmr2é1@9). The latter will be done for good
reasons. Firstly, the European Parties constitbhie dervice providers as well as the
coordinators of the national parties as will besprdged in the following sections. In view of
this, the European parties cannot be treated asmdtienal ones. The existence of the
indicators below should not be taken for grantettesithe Europarties have comparative
disadvantages both in terms of budget, internaksire, public resonance, and discretion of
actions in comparison to the national ones. Thusyay be appropriate to search for the
presence or the absence of these indicators wiiopean political parties, rather than
exploring the extent to which these practices tptdce. Another challenge for the Euro
parties that has been identified during these ielestwas according to the Spokesman of the
EPP and the EPP’s campaign manager for the 2014épEan elections, Mr. Kostas
Sasmatzoglou (personal communication, June 20hé)fdct that there was no precedent
template — a how to- campaign. Thus, the experiewes very new for the EPP
Communications team and the EPP Staff. The campgaaghto be built from scratch and
whilst it consisted a great experience, it requimerte effort than it would normally take.
Additionally, data were collected on the basis oélgative, semi-structured and structured
interviews with key-persons.Mr. Kostas Sasmatzadioet EPP’s Spokesman, the Head of the
Communications Department and the Head of the EERstion campaign for the 2014
European Elections and Mr. Tim McPhie, the PES $r@fficer and 2014 Campaign
Spokesman were interviewed live. Additionally, Miohn Lageson, the Assistant to the
Campaign Director, Juncker for President was imered by email. The interviews aspired
to offer an inside view on the evolution of thetps’ political campaigns and their campaign
strategies.

The EPP and PES’ Electoral Campaigns in the First &st-Lisbon
European Elections (2014): An Evolution or a Commuitative
Mutation?

Looking back at the Euro-elections’ campaigns od2@nd 2009, one may argue that the
European political parties have concentrated #ivities on adopting manifestos and acting
as service providers for their member parties (egtribution of election material,
organization of heads of state summits before thefean Councils, arrangement of events)
(Gagatek, 2009a). Indeed, Mr. Kostas Sasmatzogm$pokesman of the EPP and the EPP’s
campaign manager for the 2014 European electiogsed that although some congresses
took place in order for the 2004 and 2009 manitestdbe adopted, there was a limited set of
activities performed by the European political jgatin the pre-Lisbon Euro elections. To
make the role of the European parties even morieliinthere was actually little evidence
that the manifestos were used for election campaggpurposes’ by the national political
parties (personal communication, June 2014). TBusy manifestos have been characterized
as just a set of policies constituting the lowashmon denominator amongst the European
political families. In this regard, Peglis (201 PBgatively criticized thenodus operanddf the
European political parties during the 2009 EU ébast
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However, during the first post-Lisbon election caigm for the European Parliament, one
may observe an important shift in Europarties’ rdlem service providers to pro-active
players in the 2014 election campaign arena. Inddexl Spokesman of the EPP and the
EPP’s campaign manager for the 2014 European @hasgtMr. Kostas Sasmatzoglou, pointed
out that the responsibility for organizing the 20dampaign rested solely on the European
parties. Put differently, although, the politicarpes associated with the relevant European
parties were running their election campaigns dional level, the responsibility of the
centralized, European campaign rested on the Ediepale.g. putting into motion the
process of candidates’ nomination for the Commisdtoesidency, promoting them in the
member states, planning and conducting their cagnpai

The EPP 2014 Electoral Campaign: Plan and Basic Feaes

In 1986, Miller, Wattenberg, and Malanchuk referred primaries as‘America’'s most
original contribution to the art of democracyp.533). Twenty eight years later, in 7 March
2014, through a primary, the EPP’s Congress elédiedean-Claude Juncker, as the party’s
candidate for President of the EC. It was the firse ever that the EPP would hold elections
for the post of the EC’s President. The proposat thhe Europarties select theiead
candidates”was part of a greater effort to persuade Europé@@ens to vote and make the
EU Elections more attractive to them. After the @@ss, a frenzied period of campaigning
began as Mr Juncker hit the road on his campaignftiua tour across Europe!Meanwhile,
back in Brussels, Mr Juncker’'s team was campaigrafang with his e-campaigners. In the
context of the EPP’s digital strategy, a speciahnpthe so-called “War Room” was set up at
the EPP headquarters, accommodating 25 young p¢opbke over the online campaign
transmitting messages, mainly, through FacebookTamitter (Transparency International,
2014). Moreover, directly after his election, Mmaier rushed to appoint a director of his
campaign, who was also holding an office, alondvkis cabinet, at the EPP’s headquarters
(EPP Press, 2014).

Furthermore, the EPP attributed great important®e persuading the voters to exercise their
voting rights, mainly through the use of social lmg@ ransparency International, 2014). The
EPP used largely its Twitter and its Facebook agtém spread this message. Twitter and
Facebook national accounts were also created toosuthe EPP’s action in each member
state. Moreover, immediately after the electiodd@in-Claude Juncker as the EPP candidate
in Dublin, EPP's @EPPDublin Twitter account wamamed @JunckerEU to kick-start
Juncker’s communication on Twitter; also, Juncket@mant Facebook account was re-
activated for the campaign.

In this respect, the Assistant to the Campaign dbire Juncker for President Mr. Lageson
(personal communication, July 2014), agrébat some specific elements of this campaign
had a very American flavour. Some of these elemeeats quite visible, while others took
place more behind the scenes. For example, witardetp the visible elements, there was the
“Juncker bus” which travelled to different campaignwents across Europe, with Mr Juncker
at times travelling on the bus himselfe also mentioned th&he candidates squared off in
live TV debates, and there were even some “towi sigle campaign rallies like one might
see in a US campaigr(ibid.).

The EPP developed an internal internet communicatistem. EPP’s intranet and extranet
allowed a rapid coordination of the EPP in Brussatsl its member parties. Moreover,
through the EPP website and Mr Juncker’s websites fand press could register to receive
emails and notifications regarding the EPP’s cagmpalrhe EPP allocated 1.65 million euro
for their Election campaign, coming from the pastyoperating budget (Transparency
International, 2014; Europolitics, 2014). Neverdss, the EPP Spokesman (Personal
Communication; June 2014), highlighted the contitzsiveen Europarties and American
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parties, as European political parties do not prdc® fund-raising. Additionally, a lot of
attention was given to the participation of civicgety and youth proposals. As might be
expected, communication was at the core of the agnp Mr. Kostas Sasmatzoglou
(personal communication, June 2014), stressedstiet a campaign was organized by the
EPP for the first time, thus there was no temptatguide them and it was a very new
experience. As Mr. Lageson characteristically nwdd, “the 2014 campaign of the EPP
was completely uncharted territorypersonal communication, July 2014).

One of the most difficult tasks for the press anthmunication team (consisted of both EPP
staff and Juncker’s private office) was to conveyite people Mr Juncker’s European vision,
the EPP’s messages and the messages that its mparhes wished to communicate to the
people at the same time (Sasmatzoglou, personahaomation, June 2014). The press and
communications team was also in charge for mediatioas, external communications,
opposition watch, and the day-to-day running ofdigital “war room” (lbid.).

One important strategy decision taken by the cagmpgaam of Mr Juncker, and also proving
the strong emphasis put on the digital field, wees production of a YouTube advertisement
to support Mr Juncker’s first (out of five) prigritto put policies that create growth and jobs
at the centre of the policy agenda of the next Cigsion”. The EPP also used promoted
tweets to push the messages of Mr. Juncker, angromote his Twitter account
@JunckerEU.

The PES’ 2014 Election Campaign: Plan and Basic Faaes

On November 8 2013, the PES has announced that Martin Schutr, his nomination by
19 PES parties, was going to be the PES only catalifor the EC Presidency. His
nomination was confirmed by the PES Congress ind&am the T of March 2014 (Party of
European Socialists, 2014a). After the Congresdhul3c initiated an unprecedented
campaigning tour in EU member states, starting f(ammece. At the same time, a grassroots
movement has arisen consisting of the PES comniimisateam, activists and the PES
member parties. For the first time, the EU’s sasig] coming from 28 different member
parties would be supporting a common candidatejingna common campaign in all of the
EU's member states. The PES campaign “knock the”yvadbspired by Obama’s 2012
presidential campaign was organized to push forwdrdSchulz candidacy, and as PES
describes it, it wasEurope’s first ever continent-wide grassroots mialation” (Party of
European Socialists, 2014b).

Under the “knock the vote” campaign, volunteers Miatampaign door-to-door for 90 days,
spreading the PES and Schulz’s message to Eurajteaams.In 2013, a digital initiative was
launched by the PES called “#knockthevote for M&tihulz” aiming to mobilize grassroots
(Party of European Socialists, 2014c). A speciahteg #knockthevote was also created in
order for the PES to approach online voters viaasowtworks:Our model is the election
campaign of Barack Obama’stated Brian Synnott, PES press officer (Deutsdredle,
2014). The online campaigning was of utmost impur¢ain the PES strategy (Transparency
International, 2014; McPhie, personal communicatiahy 2014).

The goal of the PES was to win the European Pagldrilections and thus bringing their

Candidate, M. Schulz one step closer to becomiegnétxt EC President. According to the

PES Press Officer, Mr. McPhie (personal commurocatduly 2014), in order to help the

PES win the elections, the UK Progressive thinkktdrabian Society” has conducted a

study, calculating the votes that the socialistsildmeed. The PES goal was to convince 5%
of the voters who didn’t vote in the 2009 Europ&ections to go out and vote for them

2 See PES: Knock the Vote. Retrieved from YouTube:
https://www.youtube.com/watch?v=0CrwVinFMEg
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He continued stressing th&@ur strategy was all about mobilizing (...) Gettipgople who
say. I'm a socialist, I'm a social-democrat, I'm a lahoto actually go out and vote on the
Election Day” (Ibid.). A PES campaign video proclaimigve know it works! Just ask Barack
Obama, whose ground game made a difference in elgcted®. It is very interesting to
notice here the frequent reference to Barack Obamaierican Presidential campaign.The
PES conducted a pyramid structure campaign (Mcieiesonal communication, July 2014).
On the top of the pyramid, the socialists’ campaigs directed by the communications team
and a team of young activists. The Communicatieastwas working directly with the PES
member parties as service providers, as well ds Mt Martin Schulz. The communications
team was engaged with press inquiries and reqgtarstgerviews with Mr. Martin Schulz, as
well as briefing their top candidate and prepatiim for the debates. The activists’ team,
was consisting of 30 people, coming from variou$SREember parties to participate in the
campaign. They were entrusted with the responitif “mobilizing, training, encouraging
activists from different member partiegMcPhie, personal communication, July 2014).
These activists would also visit different EU ssattd meet the grassroots, train them, and
organize seminars and campaign events.

In terms of communication tools, the PES Had internal internet communication system”
enabling communication officers of all the membaerties to share information (McPhie,
personal communication, July 2014). Additionallhet PES used “Google ads” and
“Facebook ads” in order to promote Martin Schulglkection campaign (Transparency
International, 2014).

This section made an attempt to present the mamegits of the PES campaign for the
European Parliament 2014 Elections. This overviewealed several similarities between the
PES campaign and American Presidential Campaigime¢elly Obama’s 2008 Presidential
Elections campaign). However, a very importantelghce between American Presidential
Campaigns and European Election campaigns residdkei fact of the limited funding
resources. While the funding for American campaigngather large and is gathered from
various sources, very specific rules define thalifog of the European Parties.

The European Televised Debates

Before proceeding to test the “Americanized” eleteeas were discussed earlier, within the
EPP and the PES election campaigns, it might b&uluserefer to the first-ever European
Televised Debates, between the candidates for @hBreésidency. In view of this, the current
section serves as a first step towards the “Ameizea” campaigning practices. Tracing the
history of televised debates, one may find thatftfs¢ broadcasted debate took place in the
US between John F. Kennedy and Richard Nixon irf01@éhile a lot has changed since then,
in general, these debates has been praised fdringag great amount of viewers, attracting
media coverage to a large extent as well as fangodirect information facilitators to the
majority of citizens (McKinney & Carlin, 2008). Elwhere, it has been noted that televised
debates constitute olitical and media yardstick for measuring potiél candidates”
(Kraus, 1999, p. 395).

Starting the analysis with the second televisedatiglihis debate was held in the European
Parliament on the 15th of May among the candidieshe Commission Presidency. The
candidates were standing at their podiums havirggromute to answer each question asked
by the moderator, while the latter was at an opposide podium. Even though, discourse
analysis of this debate falls outside the scopethidf paper, at this point it might be
appropriate to highlight the issues that were dised. In this respect, the five candidates
touched upon, inter alia, youth unemployment, bagkiegulation, the situation in Ukraine,

® (Ibid.)
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immigration, institutional and financial corruptioand the previous European Elections low
turnout. Similarly, in the first European Presiti@nDebate in Maastricht the four candidates
for the European Commission’s highest post (Al&dgpras from the European Left did not

participated) expressed their positions about Eeisoconomy, Euroscepticism, and EU’s
Foreign Policy. The debate was conducted in Englighile again there were limitations

regarding the time frame for answers. However, bdth Sasmatzoglou and Mr. McPhie

admitted that these TV debates did not attractgelaumber of audience in contrast to what
McKinney and Carlin’'s (2008) suggested about tslkedi debates in general. In addition,
while the debate in Maastricht was transmitted liy Euronews channel, the majority of
broadcasters did not perceive the TV debate inBhmpean Parliament as a source of
bringing a large amount of viewers.In this respéug latter was not broadcasted in peak
viewing channels.

Meanwhile, although the EU is not a federal stated{fferently a single country) like the US,
there is a common consensus that these two Eurdapkstised debates tend to resemble the
US Presidential debates (Sasmatzoglou, personamaoaiation, June 2014; Lageson,
personal communication, July 2014; McPhie, persaoahmunication, July 2014). Indeed,
exploring both debates’ setting (e.g. candidatesiding), internal rules (e.g. time frame for
answers), as well as the policies that have beeared during these political “battles” as
were mentioned above, confirms the argument of m@mymon elements being present
between the European and the US debates.

Testing the “Americanized” Trends of the European Rople’s Party
and the Party of European Socialists’ Campaigns

Earlier, it wasstressed that when referring to Aoagrized practices/techniques that have
been deployed during electoral campaigns, the aakebibliography practically refers to,
inter alia, intense professionalization and perbopaigon (Lilleker, 2007, Swanson &
Mancini, 1996). This section will test whether thédmericanized” techniques were present
in the campaigns of the EPP and the PES.

Professionalization

Tenscher, Mykk&nen, & Moring (2012) suggested that professionalization of electoral
campaigns depends on numerous factors classifiea timo broad categories: (i) the
organizational campaigning structure, as well @ghé strategies deployed during campaigns
(division betweerisoftware” and“hardware” respectively, p.149).

In the same line, Gibson and Rommele (2009) identi lengthy list of empirical indicators

used for measuring professionalized campaigningreMmoncretely, this list entails the

following indicators: the use of telemarketing,edit mailing activities, the setting up of an
internet communication system within political pest the creation of e-mail subscription
newsletter, permanent campaigns, the cooperatidtwelka political parties and outside

political/media experts, the establishment of cagwpag headquarters outside political

parties’ offices, the use and conducting of opiniaiiing and opposition research, as well as
the establishment of computerized databases.

According to Mr. Tim McPhie (personal communicatidaly 2014), the PES 2014 campaign
was indeed professionalized, in terms of Gibson Richmele’s (2009) indicators. More
concretely, he argued thdA lot of these tools were used by the member psudit national
level; however, in terms of what the PES did, weehan internal internet communication
system, while setting up a number of networks eniiso we have a media network”
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Similarly, during the US presidential campaign 608, an extensive use of social media was
realized, where party supporters were involvecha e¢lection process, as well as volunteers
were hired (Fletcher & Young, 2012). Returninghe tase of the PES, according to Mr. Tim
McPhie, closed Facebook groups were created by RE#ists for both internal
communication purposes as well as for promoting RBE& especially Mr. Martin Schulz
during the election campaigAdditionally, he underlined the establishment ofeav website
for campaigning purposes that was programmed \deotiline tool“Nation Builder” ,where
e-mail subscription newsletter was provided (pesb@emmunication, July 2014). Notably,
the same tool was used by Barack Obama in the d®wthe labor party in the UK. Another
important element is the creation of computerizathbases; there were about 30 000 people
signing up for the PES, consisting of PES supp®ided journalists.

However, opinion polling was an element that wassmyg during the PES campaign, while
the conducting of opposition research was an omgeiercise (Ibid.). In this respect, the EU
Policy Unit of the PES was responsible for drawtimg legislative cycle, supporting the work
of the Council, liaising with the Socialists and mecrats (S & D) in the European

Parliament, researching the opposition parties'ctela manifestos, highlighting the

differences between these manifestos and findiagdints of opposition.

On the other hand, the Assistant to the Campaigackir, Juncker for President, Mr. John
Lageson admitted that some of the abovementionegirieai methods of election

campaigning were not exercised by the EPP-baseiticablcampaign, but by the EPP
national parties (personal communication, July 2014 this regard, even though EPP
Headquarters did not get involved in telemarketauivities, a website of Jean-Claude
Juncker was provided where online visitors coudphgip to the EPP’s mailing list in order to
receiving press releases as well as a databasaiafots was set up.

The table below (Table 1) summarizes the presehtteedndicators discussed within the EPP
and the PES’ 2014 election campaigns.

Examining the table below one may support the aspirthat the EPP and the PES’ election
campaigns were more or less professionalized adedipit absence of various indicators in
their political campaigns, such as the use of talkmting, the outside campaign

headquarters, and the limited use of opinion pgllin

Taking into consideration that the European politial parties:

@ are not subjected to the same legal status asattenal political parties are,

(i) in the pre-Lisbon elections the European politipakties acted only as service
providers to their national member parties focusiolg adoption of election
Manifestos, as well as

(iii) the lack of any precedent template on how to cagmpdi would be possibleto argue
that even the partial presence of the indicatoesgmted below in the election
campaigns of the EPP and the PES contributes tgrbkessionalization of their
campaigns.

*Seettknockthevoteon Facebook and Twitter
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Table 1: Campaign Professionalization index

Use of telemarketing - -
Use of direct mail
Setting up of an internet N N
communication system
Email ‘sign-up’ or
subscription list for \ V
regular news update
Outside campaign

headquarters
Permanent Campaigning - To a certain extent
Use of outside public
relations/media ? ?
consultants
Use of computerized N N
databases
Use of opinion polling To a certain extent -
Conducting opposition N N
research

Source: Gibson R. & Rommele A. (2009). Measuring the Pssifenalization of Political
Campaigning

Another important element of professionalizatiofinsgativity” in which the weakest points
of political opponents in terms of argumentatioeygonal background, political skills or
behavior are underlined through confrontationaltigal ads (Lilleker, 2007; Kaid, 2008).
Negative ads were dominant during 2012 US Predaleglections, between Barack Obama
and Mitt Romney. However, it is possible for onestess that the negativity was not applied
to the EPP and the PES’ election campaigns. IndeedMcPhie admitted that the 2014
election campaigns of the Europarties were lesf@otational than what happens in the US
(personal communication, July 2014). In this reg#rdre was an agreement between the two
leading candidates, Martin Schulz and Jean-Claudekér to run a clean campaign, speaking
about policies, while not building their argumeitatin verbal personal attacking, since
“whatever the European election results were gdmd¢pe, nobody was going to have a clean
majority” (Ibid.). Thus, this abstention of confrontationallipcal narratives confirms the
argument that limited negative advertising has badgserved in countries where coalition is
an integral part of setting up governments, e.gnfaay (Holtz-Bacha, Kaid, & Johnston,
1994).

Personalization

While the existence of personalization as a gerteeald during election campaigning has
been contested (Kriesi, 2011), Rahat and Shaef@@7)2classified the latter in three
categories, namely:

(a) Institutional personalization,
(b) Media personalization,
(© Behavioralpersonalization.

Significantly, the first term is defined as the tisgf of these norms and institutional
arrangements that emphasize on individual candidaather than on political parties.
Subsequently, the second term is related to a shiftedia’s traditional narratives regarding
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the political sphere, thus focusing on candidates reot on political groups. The third term
correlates the personalization with candidatesividdal practices; meaning that politicians
tend to behave as autonomous actors and not as gfad collectivity (Rahat & Shaefer,
2007). Furthermore, Van Aelst, Sheafer, & Stany201f) identified two forms of
personalization in the field of political campaiggi More concretely, the first refers to a
focus on individual candidates as main playershim ¢lectoral process, carrying on their
perceptions/ideas, policies, and capabilities (Vithlialization”), while the second form of
personalization indicaté'a shift in media focus from the politician as op@er of a public
role to the politician as a private individual{“privatization”) (Van Aelst, Sheafer, &
Stanyer, 2012, p.205).

In this regard, having watched how the EPP andPt&8 conducted their campaigns for the
2014 Euro elections as was analyzed earlier, oneabserve an increase of personalization
in campaigning. For instance, the organizationalcstire of both the European political
parties that were under study, their campaignirghrigues/narratives, as well as their
electoral material (e.g. a photo of Jean-Claudekrmwas accompanying the introduction
and conclusion of the EPP’s election manifesto, laviseveral PES’ posters have been
launched portraying Martin Schulz), may prove thguanent above. Indeed, the Spokesman
of the EPP and the EPP’s campaign manager for @hid European elections, Mr. Kostas
Sasmatzoglou (personal communication, June 20fréssed that the entire EPP’s campaign
was built around Mr. Juncker. Put differently, muciore Europe citizens knew that this
electoral campaign was of Mr. Juncker rather thdnthe EPP. In this regard, Mr.
Sasmatzoglou (ibid.) concluded tHitr. Juncker was essentially our election campaign”

In the same lines, the PES press officer and thhid 2&mpaign spokesman, Mr. Tim McPhie,
underlined that the PES communication team was skdtuon the Martin Schulz’'s
campaigning tour, making him the figure-head of taenpaign (personal communication,
July 2014). However, another important element tia¢ may identify during the PES
campaigning is the “privatization” aspect in ac@rde to the Van Aelst's et al. (2012)
twofold division. To bring again the example of tb& Presidential Elections campaign,
during the 2008 Democratic National Convention he UUS, a video of Barack Obama’s
biography was broadcasted before his acceptanceckspd&hat would help the audience
connect better to Barack Obama and to identifypirson behind the politician. In the same
line, pursuant to Mr. McPhie’s words, the commutass team wanted to present Martin
Schulz as an individual personality,and not jusy@cal politician. In this respect, Martin
Schulz’s personality, story, and background wefféected during the campaigi\s Mr.
McPhie put it,“he [M. Schulz] has an interesting background. In Brussels perspede is
not the typical politician. He didn’t go to univéss he wasn’t a national minister. He was
running his own business for ten years before mgitito politics. He had his bookshop in his
local town and | think that connected him with peags well”.

Conclusion

The present paper analyzed the 2014 European d&lecdimpaigns of the EPP and the PES.
More concretely, the Europarties’ campaigns weranered in the light of the new
institutional landscape introduced by the Lisboealy, under which the European Political
Parties were invited to nominate their top candigldor the Commission Presidency and run
pan-European campaigns. As it has been often sigghat the EU Election campaigns tend
to adopt more and more elements of “Americanizéelteral campaigns, this paper focused
on exploring whether the 2014 European electionpesagms of the EPP and the PES
resemble the political campaigns deployed for USsiEential elections, as a consequence of
the new framework defined by the Lisbon Treaty (Ait(7) TEU).

The findings of this study suggest:
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. The EU election campaigns of these Euro-partiesewmth professionalized and
personalized, indicators that constitute evidericgampaign “Americanization”.
. Moreover, this study discussed that even thoughnomg observe a certain increase

of political advertising in the campaigns of theFE&nd the PES, these Europarties
refrained from exercising practices of negativeemtising among each other. In this
regard, the political competition for the Europdarliament Elections, even though
it contained Americanized elements, it was lesdroatational in comparison to the
“struggle’of the US’ Presidential elections for f#ite House.

As mentioned earlier, in order to estimate the gssibnalization of the EPP and the PES’
2014 election campaigns, this study refers to thamgaign Professionalization
Index.Examining the indicators proposed by the abmntioned Index, one may notice that
the majority of these indicators were indeed presen the EPP and the PES
campaign.Moreover, by presenting and analyzing=fhB and the PES campaigns, this article
proved that not only did the EPP and the PES fabas campaigns on Mr. Jean-Claude
Juncker and Mr. Martin Schulz respectively, bufdat these European political parties built
systematically their election campaigns around ttendidates.

In addition, except from the US fundamental elemeat political campaigning, while
examining the EPP and PES campaign, this papetifidgdnsome additional Americanized
campaign techniques and practices. More concredslyfar as the EPP is concerned, there
was a sort of “primary process” in Dublin Congregsere Mr. Jean-Claude Juncker was
elected to lead the race of the EPP for the EGQjhdst post. Also, the “Juncker bus” as well
as the digital “war room” within the EPP headquartgave an American flavor to the
election race.

At the same time, examining the PES knock the eatapaign, this paper identified, again,
some “Americanized” campaign elements, such as-tindoor activities, the PES’ online
presence (e.g. hashtag #knockthevote), and theyrestdblished PES’ website programmed
via the online tool “NationBuilder” that was alssad by US Democrats in the American
Presidential Elections of 2012.

Significantly, another Americanized empirical inalior is the'Spitzenkandidaten'televised
debates that were held among the five leading dateb for the EC’s Presidency. There is no
doubt that several similarities exist between thEseopean televised debates with the
respective ones conducted for the US Presidentatiens. Nevertheless, the US televised
debates, on the one hand cover a wider range afigmlon the other hand, US Presidential
candidates analyze more in depth their suggestézrigso

In light of the above, the paper’s findings suggést:there are indeed a lot of similarities,
between the EU Election campaigns and the US Rnatsadl campaigns, even though one
cannot claim that the EU Election campaigns aratidal to the American campaigns, as a
lot of differences still remairAll interviewees confirmed this argument, highliglgt that the
European campaigns were at a certain extent Anmezied, while some differences between
EU — US systems remaining. Taking into account thetEU constitutes a paradigm of a sui
generis federal state (Tommel, 2011) and that efsionship between the EU’s two biggest
parties (the EPP and the PES) is sui generis, ¢lengh it reminds the traditional
government — opposition correlation (Gagatek, 2003his paper concludes that the
Europarties’ 2014 campaigns can be characterizediageneris.

In conclusion the 2014 European Parliament Elestimere drastically different. It is the
researchers’ firm belief that the 2014 EU Electiarese a milestone for European Democracy
and also a milestone for the European Parties’ tol@014 a new example was set for the
future EU campaigns. The 2019 campaign, will benavere Americanized, but even more
Europeanized as well.



International Review of Social Sciences and Hunesiitvol. 9, No. 2 (2015), 46-61 59

References

[1]
[2]
[3]

[4]

[5]

[6]
[7]
[8]
[9]
[10]

[11]

[12]

[13]

[14]
[15]

[16]

[17]

[18]

[19]

[20]

J.G. Blumler and M. GurevitchThe Crisis of Public Communicatipr(1995),
London: Routledge.

J.G. Blumler and D. Kavanagh, The third age oftwali communication: Influences
and featuresRolitical Communication16(3) (1999), 209-230.

J.G. Blumler, D. Kavanagh and T.J. Nossiter, Modeommunications versus
traditional politics in Britain: Unstable marriagé convenience, In D.L. Swanson
and P. Mancini (Eds.Rolitics, Mediaand Modern Democrac{i996), 49-72, USA:
Praeger Publishers.

K. Brants and K. Voltmer, Mediatisation and de-calitation of political
communication, In K. Brants and K. Voltmer (Ed$)plitical Communication in
Postmodern Democracy — Challenging the Primacy dalities, (2011), 1-16, UK:
Palgrave Macmillan.

D. Caspi, American-style electioneering in Isragkmericanization versus
modernization, In D.L. Swanson and P. Mancini (lEd2olitics, Mediaand Modern
Democracy(1996), 173-192, USA: Praeger Publishers.

R.J. Dalton, Citizen attitudes and political beloawvj Comparative Political Studies
33(6/7) (2000), 912-940.

D. Welle, Schulz aims for the top in EU electior2014), Retrieved from:
http://www.dw.de.

EPP Press, Juncker: Martin Selmayr appointed Cayngairector, (2014), Retrieved
from: http://www.epp.eu.

Europolitics, Estimated campaign cost for Europpariies, (2014), Retrieved from:
http://europolitics.info.

D.M. Farrell, Political consultancy overseas: Théeinationalization of campaign
consultancyPS: Political Science & Politics31(2) (1998), 171-178.

F. Fletcher and M.L. Young, Political communication a changing media
environment, In H.A. Semetko and M. Scammell (Edshle SAGE Handbook of
Political Communication(2012), 36-48, UK: SAGE Publications.

A. Follesdal and S. Hix, Why there is a democrd#géicit in the EU: A response to
majone and moravcsidCMS 44(3) (2006), 533-62.

W. Gagatek,European Political Parties as Campaign Organizatiorioward a
Greater Politicization of the European Parliamente&ions (2009a), Belgium:
Center of European Studies.

W. Gagatek, The European people’s party and théy peHr European socialists:
Government and oppositio2uropean View(2) (2009b), 301-311.

R.K. Gibson and A. Rommele, Measuring the profesdination of political
campaigningParty Politics 15(3) (2009), 265-293.

S. Hix and C. Crombez, Why the 2014 European padig elections will be about
more than protest votes, (2013), London Schoolawinémics Blog, Retrieved from:
http://blogs.Ise.ac.uk/europpblog.

C. Holtz-Bacha, L.L. Kaid and A. Johnston, Polititdevision advertising in western
democracies: A comparison of campaign broadcasteenUnited States, Germany
and FranceRolitical Communication11(1) (1994), 67-80.

C. Holtz-Bacha, Political campaign communicatioron@itional convergence of
modern media elections, In F. Esser and B. Pfe(&ts.), Comparing Political
Communication — Theories, Cases and Challeng2804), 213-230, New York:
Cambridge University Press.

L.L. Kaid, Political advertising, In L.L. Kaid (Ed. Handbook of Political
Communication Researc({2008), 155-202, New York: Routledge.

S. Kraus, Televised debates: Marketing presidem#aldidates, In B.l. Newman
(Ed.), Handbook of Political Marketing(1999), 389-401, Thousand Oaks, CA:
SAGE Publications.



Stergios Fotopoulost al 60

[21]

[22]

[23]

[24]

[25]
[26]
[27]

[28]

[29]
[30]
[31]
[32]
[33]
[34]

[35]

[36]
[37]

[38]

[39]
[40]

[41]

[42]

H. Kriesi, Personalization of national election gqaigns, Party Politics 3(23)
(2011), 1-20.

K. Lang and G.E. Lang,The television personalitpatitics: Some considerations, In
P. Seib (Ed.),Palitical Communication (Vol. 1)) (2008), 71-80, London: SAGE
Publications Ltd.

D.G. Lilleker, Key Concepts in Political Communicatjo(2007), London: SAGE
Publications Ltd.

I. McAllister, The personalization of politics, R.J. Dalton and H.D. Klingemann
(Eds.), The Oxford Handbook of Political Behavioy2007), 571-588, New York:
Oxford University Press.

M.S. McKinney and D.B. Carlin, Political campaigelates, In L.L. Kaid (Ed.),
Political Communication Researc{2008), 203-234, New York: Routledge.

A. Moravcsik, The myth of Europe’s democratic defilmter Economics: Journal of
European Public Policy(November-December) (2008), 331-340.

A.H. Miller, M.P. Wattenberg and O. Malanchuk, Sctatic assessments of
presidential candidatedmerican Political Science Revie80(2) (1986), 521-540.

R. Negrine and S. Papathanassopoulos, The “Ameézetgon” of political
communication: A critiqueThe International Journal of Press/Politics(2) (1996),
45-62.

P. Norris, The Evolution of Election Campaigns: Eroding Pobfi Engagement?
(2004), Cambridge, MA: Harvard University Press.

Party of European Socialists, European SocialistBVartin Schulz as Candidate
for Commission President, (2014a), Retrieved frbttp://www.pes.eu.

Party of European Socialists, Martin Schulz and BE&retaries General Gear up for
Election Campaign, (2014b), Retrieved from: htipaiv.pes.eu.

Party of European Socialists, Young socialists takihe streets of Paris with Martin
Schulz, (2014c), Retrieved from: http://www.pes.eu.

M. Peglis, European parties in the post-Lisbonitygdturopean View10(2) (2011),
221-230.

F. PlasserGlobal Political Campaigning — A Worldwide Analysi§ Campaign
Professionals and their Practice®002), USA: Praeger Publishers.

F. Plasser, C. Scheucher and C. Senft, Is thereurapBan style of political
marketing? A survey of political managers and ctiasts, In B.I. Newman (Ed.),
Handbook of Political Marketing(1999), 89-112, Thousand Oaks, CA: SAGE
Publications.

G. Rahat and T. Sheafer, The personalization(spaditics: Israel, 1949—2003,
Political Communication24(1) (2007), 65-80.

K. Sasmatzoglou, 2014 European elections: Europetitical parties, presidential
candidates and the pan-EU campalgm,opean Viewl12(1) (2013), 67-74.

M. Scammell, The wisdom of the war room: U.S. caigipag and Americanization,
Joan Shorenstein Center Research Paper Rf1997), Cambridge, MA: Harvard
University.

H. Schmitt, The European parliament elections afeJ2004: Still second-order?
West European Politic28(3) (2005), 650-679.

J. Strémbéck, Political marketing and professiaeali campaigning: A conceptual
analysis Journal of Political Marketing6(2) (2007), 49-67.

D.L. Swanson and P. Mancini, Politics, media, armutienn democracy: Introduction,
In D.L. Swanson and P. Mancini (Ed$?plitics, Mediaand Modern Democracy — An
International Study of Innovations in Electoral Qaeigning and their
Consequence$1996), 1-26, USA: Praeger Publishers.

D.L. Swanson and P. Mancini, Patterns of moderotetal campaigning and their
conseqguences, In D.L. Swanson and P. Mancini (EBsljtics, Mediaand Modern
Democracy — An International Study of InnovationsEiectoral Campaigning and
their Consequence$l996), 247-276, USA: Praeger Publishers.



International Review of Social Sciences and Hunesiitvol. 9, No. 2 (2015), 46-61 61

[43]

[44]

[45]

[46]

[47]

[48]

[49]

J. Tenscher, J. Mykkédnen and T. Moring, Modes affggsional campaigning: A
four-country comparison in the European parliamgntalections, 2009,The
International Journal of Press/Politicd7(2) (2012), 145-168.

I. Témmel, The European union — A federation Sun&s? In F. Laursen (EdJThe
EU and Federalism — Polities and Policies Compar@011), 41-56, UK: Ashgate
Publishing Company.

Transparency International, Observations on thestrational elements of the 2014
European  parliament election campaign, (2014), i®Retd from:
http://www.transparencyinternational.eu.

M. Van Elteren Americanism and Americanization: A Critical Histooy Domestic
and Global Influencg(2006), Jefferson, NC: McFarland and Co.

P. Van Aelst, T. Sheafer and J. Stanyer, The patzation of mediated political
communication: A review of concepts, operationdglmas and key findings,
Journalism 13(2) (2011), 203-220.

R. Vliegenthart, The professionalization of polticommunication? A longitudinal
analysis of Dutch election campaign postémerican Behavioral Scientjsb6(2)
(2012), 135-150.

R. Vliegenthart, H.G. Boomgaarden and J.W. Boum&tgnges in political news
coverage: Personalization, conflict and negatiwitBritish and Dutch newspapers, In
K. Brants and K. Voltmer (Eds.)Political Communication in Postmodern
Democracy — Challenging the Primacy of Politi¢2011), 92-110, UK: Palgrave
Macmillan.



