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Abstract (Deutsch) 

Politische Kommunikation und digitales Marketing wurden durch die Digitalisierung der 

Medien erheblich verändert, weshalb soziale Medien zu einem wichtigen Instrument in 

modernen Wahlkampagnen geworden sind (Belačić & Alčaković, 2024; Vesić, Arsenijević & 

Marič, 2024). In diesem Kontext verlassen sich politische Akteure zunehmend auf digitale 

Plattformen – nicht nur zur Verbreitung von Informationen, sondern auch zum Aufbau von 

Beziehungen zu Wählerinnen und Wählern, zur Gestaltung politischer Identität und zur 

Förderung von Engagement (Chaffey & Smith, 2022). Ziel dieser Arbeit ist es, die Facebook-

Kampagne der Serbischen Fortschrittspartei (SNS) während der Parlamentswahlen 2022 zu 

untersuchen. Der Schwerpunkt liegt auf digitalem politischem Marketing, politischem 

Branding und Interaktionsmustern in sozialen Medien (Lees-Marshment, 2012; Scammell, 

2014). In Anlehnung an die Konzepte von Brand Communities und politischem Branding geht 

diese Arbeit davon aus, dass die SNS auf Facebook eine erkennbare Markenidentität entwickelt 

hat und dass ihr Online-Auftritt als politische Brand Community fungiert, in der 

Unterstützerinnen und Unterstützer auf politische Botschaften in ähnlicher Weise reagieren, 

wie Konsumentinnen und Konsumenten mit kommerziellen Marken interagieren (Needham & 

Smith, 2015; Gundolf, Eggers & Bhatli, 2012). 

 

Darüber hinaus ist es Ziel dieser Studie, eine Analyse darüber zu liefern, wie die SNS Facebook 

als digitales politisches Marketinginstrument genutzt hat. Zudem soll sie Einblicke in die 

Kommunikation auf der genannten Plattform geben und zeigen, ob diese durch das Konzept der 

politischen Marke beschrieben werden kann (Lees-Marshment, 2012; Scammell, 2014). Die 

Annahmen konzentrieren sich auf die Vorstellung, dass politische Parteien zunehmend als 

marktorientierte Akteure fungieren, die ihre Symbole, Kommunikation und Narrative anpassen, 

um den Erwartungen der Wählerinnen und Wähler zu entsprechen. Die Studie untersucht 

außerdem verschiedene Aspekte des digitalen politischen Marketings, wie Branding, 

Interaktivität und Engagement, da diese ein besseres Verständnis des Themas ermöglichen 

(Brodie et al., 2011; Van Doorn et al., 2010; Vesić, Arsenijević & Marič, 2024). 

 

Methodisch kombiniert diese Forschung sowohl qualitative als auch quantitative 

Inhaltsanalyse. Der Fokus liegt auf der offiziellen Facebook-Seite der SNS während des 

Wahlkampfs im Jahr 2022. Die Inhaltsanalyse untersucht thematische Cluster, Posting-

Frequenz, Symbole, emotionale Appelle und Nutzerengagement anhand von Reaktionen, 
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Kommentaren und geteilten Beiträgen (Brodie et al., 2011; Van Doorn et al., 2010). Zudem 

wird besonderes Augenmerk auf die Rolle von Interaktivität, Branding und Microtargeting bei 

der Gestaltung digitaler politischer Kommunikation gelegt (Kreiss & McGregor, 2017; Green 

& Gerber, 2019). 

 

Darüber hinaus leistet diese Arbeit einen wissenschaftlichen Beitrag zur Erforschung 

politischer Kommunikation in Serbien, indem sie eine Forschungslücke im Zusammenhang mit 

der Anwendung des Konzepts der Brand Community auf das Umfeld der sozialen Medien 

politischer Parteien aufzeigt und schließt. Genauer gesagt bietet sie eine Analyse der Facebook-

Kampagne der SNS als Form politischer Markenkommunikation und gibt Einblicke in die 

Möglichkeiten, wie soziale Medien genutzt werden können, um politische Identität zu 

konstruieren, die Loyalität von Unterstützerinnen und Unterstützern zu stärken und digitale 

Kampagnenkommunikation zu organisieren. 

 

Schlüsselwörter: digitales politisches Marketing, politisches Branding, Brand Community, 

Facebook, digitale politische Kommunikation, Serbien, Wahlen 2022  
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Abstract (English) 

Political communication and digital marketing have been significantly transformed by the 

digitalization of media and therefore social medias have become an important tool in 

contemporary election campaigns (Belačić & Alčaković, 2024; Vesić, Arsenijević & Marič, 

2024). In the given context, not only for distributing information but also for building the voter 

relationship, shaping the political identity and encouraging engagement, political actors have 

started to rely much more on digital platforms (Chaffey & Smith, 2022). The aim of this thesis 

is to examine the Facebook campaign of the Serbian Progressive Party (SNS) during the 

parliamentary elections in 2022. The main focus is on digital political marketing, political 

branding and interaction patterns on social media (Lees-Marshment, 2012; Scammell, 2014). 

Aligning with the concepts of brand communities and political brandings, this thesis assumes 

that SNS has developed a brand identity on Facebook which is recognizable and that its online 

appearance functions as a political brand community in which supporters have reacted to the 

political messages in ways similar to how consumers interact with commercial brands 

(Needham & Smith, 2015; Gundolf, Eggers & Bhatli, 2012). 

 

Further, the goal of this study is to provide an analysis on how SNS used Facebook as a digital 

political marketing tool. Moreover, it will also provide insights on the communication on the 

mentioned platform and show if it can be described through the political brand concept (Lees-

Marshment, 2012; Scammell, 2014). The assumptions are concentrated on the thought that the 

political parties have an increasing function as market-orientated actors who adapt their 

symbols, communication and narratives in order to meet the expectations of the voters. The 

study also examined different aspects which are in relation to digital political marketing, such 

as branding, interactivity, and engagement as that provides a better understanding of the topic 

(Brodie et al., 2011; Van Doorn et al., 2010; Vesić, Arsenijević & Marič, 2024). 

 

When it comes to methods, this research has combined both qualitative and quantitative content 

analysis. The focus is on official Facebook page of SNS during the election campaign in 2022. 

The content analysis examines thematic clusters, posting frequency, symbols, emotional 

appeals and user engagement through reactions, comments and shares (Brodie et al., 2011; Van 

Doorn et al., 2010). Also, the attention is highlighted to the role of interactivity, branding and 

microtargeting in shaping of digital political communication (Kreiss & McGregor, 2017; Green 

& Gerber, 2019). 
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Moreover, this work provides a scientific contribution to the study of political communication 

in Serbia by noticing and filling the research gap related to the application of the concept of 

brand community to the environment of political parties’ social media.  More particularly, it 

provides an analysis of SNS’s Facebook campaign as a form of political brand communication 

and provides insight into the possibilities of how a social media can be used to construct 

political identity, strengthen supporter loyalty, and organize a digital campaign communication. 

 

Keywords: digital political marketing, political branding, brand community, Facebook, digital 

political communication, Serbia, 2022 elections 
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Abbreviations 

AI – Artificial Intelligence 

AIDAT – Attention, Interest, Desire, Action, Trust 

IT – Information Technology 

RAIA – Reach, Attention, Interest, Activation 

SMS – Short Message Service 

SNS – Serbian Progressive Party 

SWOT – Strengths, Weaknesses, Opportunities, Threats 

US – United States 
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1. Introduction 

This thesis examines political marketing strategy through qualitative and quantitative analysis 

on the example of the Serbian Progressive Party’s (SNS) and President Vučić’s Facebook 

campaign in the 2022 elections. The digitalization of media has reshaped this landscape and in 

the 2022 election a lot of digital content was published, thus making digital marketing much 

more valuable and giving it a big impact on the public (Belačić & Alčaković, 2024; Vesić, 

Arsenijević & Marič, 2024). With the development and application of the Internet, i.e., digital 

technologies, the role of marketing has changed significantly. More than ever, the focus should 

be on building relationships, not just promoting or creating awareness (Chaffey & Smith, 2022; 

Arsenijević et al., 2020). By understanding followers’ preferences and behavioral triggers at 

different life cycle stages, we make effective and deeper relationships and influence 

satisfactions (Vesić, Arsenijević & Marič, 2024). Political campaign creators rely on internet 

technologies, platforms and digital marketing. Some of the most sophisticated tools for 

targeting, influencing, building communities, promoting activism, mobilizing, organizing, 

monitoring, and analyzing are a few clicks away (Kreiss & McGregor, 2017; Green & Gerber, 

2019). Compared to traditional media, where it was almost impossible to run campaigns without 

massive databases, digital media provides through social networks various online 

communication tools, and applications to track trends and the impacts of campaigns. (Vesić, 

Arsenijević & Marič, 2024). It can be stated, that the benefits of the digital campaigning are 

specially seen among the more technologically literate, and that they have developed awareness 

that they are in a world where political competition uses new technologies more and more often 

(Belačić & Alčaković, 2024). On the other hand, it is important to consider the consequences 

for society, consider the interests and rights for various actors, and carefully think about the 

public interest and what is the best way to determine the advantages and challenges brought by 

the internet (Pilik & Ahmadov, 2020; Karlsen & Aalberg, 2021). Due to all of the above, the 

issue of political internet is not at all simple or straightforward. One of the aims of this paper is 

to describe the digital world with a relatively broad theoretical overview and practical examples 

that have marked a political path. One of the topics that are analyzed is also how the policies 

activate as many internet users as possible, so that they become active and loyal users of digital 

channels (Vesić, Arsenijević & Marič, 2024).  
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In following chapters, the analysis will be done in multi layered way. In the first part, the basics 

of digital marketing will be presented as a context within which the use of the internet for 

political purposes will be discussed.  

 

This thesis will also show Serbian voters' perceptions on digital media and will evaluate their 

eagerness to get informed on political matters through digital channels. In a scientific context, 

this paper aspires to contribute to the understanding of the state of media and the potential of 

political marketing within the territory of the Republic of Serbia in 2022 elections (Vesić, 

Arsenijević & Marič, 2024). At the same time, it will provide practical value for political 

subjects by offering insights into voters' political information-gathering preferences and hence 

aiding in more informed decision-making related to their marketing and advertising strategies. 

The work will also specifically analyze Facebook as a digital channel. It will also concentrate 

on acquisition, increasing the user number and retention (Vesić, Arsenijević & Marič, 2024) 

Also, the focus is on building relationships not just promotion or creating awareness. The 

importance of microtargeting will also be analyzed. The thesis will provide explanation how to 

present topics in an original way, how to attract attention, and how to be different from others 

in digital performance. Political actors must have a strategic design of their communication. 

That is done through distinctive content usage, simplified messaging and platform specific traits 

in order to capture the audience attention and diversify themselves in a high competitive digital 

environment (Schäfer, 2023). It will also describe the separation between the expansion phase 

and the follower retention phase as it is necessary to activate as many followers as possible 

(Vesić, Arsenijević & Marič, 2024).  

 

Contemporary research stresses more precise segmentation and targeting through data-driven 

campaigning and the growing role of political branding (Needham & Smith, 2015; Pich & 

Armannsdottir, 2021). The thesis asks how SNS used Facebook as a political marketing tool 

during the 2022 campaign, how the party can be understood as a political brand on this platform 

and how the reaction and interaction patterns around its content can be analyzed. The central 

hypothesis is that the party functions as a brand: SNS develops a recognizable brand identity, 

uses consistent symbolic cues and narratives and relies on a Facebook-based brand community 

whose behavior resembles that of consumers around commercial brands (Needham & Smith, 

2015; Gundolf, Eggers & Bhatli, 2012). The study focuses on one party, one platform and one 

election and will analyze topics, thematic clusters, posting frequency, engagement patterns and 

the network structure of interactions. 
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2. Theoretical Background 

The theoretical background of this study outlines the interdisciplinary perspectives from 

political communication, marketing and digital media in order to explain how political actors 

strategically deal with audiences in the digital world. Digital political marketing can be 

described as a part of a wider shift toward participatory and networked communication, where 

audience not just a passive receiver, but is an active contributor to political meaning-making 

(Castells, 2009). Digital platforms provide a possibility for political actors to mix strategic 

communication with voter interaction, therefore reinforcing identification, visibility and 

engagement (Howard, 2006). The online political campaigning development has also increased 

personalization, data importance and platform-based communication in shaping campaign 

organization and voter outreach (Vaccari, 2013). Together, these perspectives form the basis 

for understanding the functioning and evolution of digital political marketing. This chapter 

highlights key concepts such as digital media, brand communities, Facebook-based 

communities, target marketing and customer engagement.  
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2.1. Political Marketing Theory Origins 

To understand where political marketing theory comes from, it's important to look at its 

beginnings. Political marketing has come to existence as a mix of political science, commercial 

marketing, and communication studies. More precise, Lees-Marshment’s Handbook of Political 

Marketing (2012) is regarded as a foundational work which made candidates and political 

parties as market-oriented actors who strategically design, advertise, and modify their 

“products”. These products can be seen as policies, personalities, and images with the main aim 

to meet voter demand. Early researchers mostly examined campaign practices in traditional 

mass media, where radio, television, and print media were dominating. In these frameworks, 

voters were seen as rational consumers, and campaigns were understood mainly through the 

dissemination of standardized messages across broad audiences (Scammell 2014; Strömbäck & 

Kaid 2014).  

 

Researchers have highlighted a paradigm change in political marketing with the occurrence of 

media digitalization. According to the theories of digital campaigning there are three 

interrelated dynamics. Firstly, segmentation and targeting have become more precise with the 

rise of data-driven campaigning and algorithmic advertising. Studies show that digital platforms 

enable microtargeting, whereby political actors can make messages to highly specific voter 

segments (Kreiss & McGregor, 2017; Noetzel, Binder & Matthes, 2025). Second, there is an 

expansion of political branding. Parties and candidates give more importance to identities and 

symbols through multiple platforms, highlighting personalization, authenticity and emotional 

resonance (Needham & Smith, 2015; Pich & Armannsdottir, 2021). Third, emotional marketing 

has gained importance, with researches showing that affective appeals, mostly like fear, anger, 

pride, and hope, shape voter attitudes and participation (Schmuck et al., 2022; Nai, 2020). These 

developments provide an insight how digitalization improves emotional engagement, 

personalization, and interactivity, which in theory increases the effectiveness of campaign. 

  

There are existing researches about campaign strategies in the 2022 elections which have 

examined political communication on social media (Jevtović & Cebalović, 2018), and analyzed 

the broader impact of digitalization on political communication (Belačić & Alčaković 2024). 

While these studies recognize that digital platforms are important, they tend to just describe 

what they see happening instead of testing whether existing theories can actually explain these 

new phenomena. The work of Vesić et al. (2024) on digital political marketing provides 
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contemporary theoretical frameworks that will inform the analysis of Serbian political 

marketing practices. 

 

Existing marketing literature conceptualizes parties and candidates as market-oriented 

organizations that seek to understand voter needs and adapt their “offer” accordingly. Political 

branding develops this view by treating parties and leaders as brands: bundles of meanings and 

associations that help voters navigate complexity and express identities. Drawing on a 

netnographic study of the Nikon user community “Nikonians”, (Gundolf, Eggers & Bhatli, 

2012) show that brand communities provide at least three types of information: product 

performance information, product consumption behavior and brand related information. 

Product performance information captures how users evaluate technical or functional attributes; 

product consumption behavior reveals how, when and why products are used; and brand-related 

information reflects perceptions of brand positioning, competitive comparisons and broader 

market assessments. For small and resource-constrained firms, these information types help 

identify market gaps, exploit emerging opportunities and adapt offerings more closely to 

consumer needs (Gundolf, Eggers & Bhatli, 2012). From an entrepreneurial marketing 

perspective, brand communities are therefore a resource-saving tool of market research. Instead 

of conducting expensive, formal surveys, firms can monitor ongoing conversations in brand 

communities to reduce uncertainty, discover trends and evaluate market opportunities (Schulte 

& Eggers, 2010; Gundolf, Eggers & Bhatli, 2012). However, this strategy requires time and 

analytical skills, so the constraint often shifts from money to attention and expertise. While this 

work focuses on commercial brands, the core insight can be transferred to politics: a party’s 

social media environment can be treated as a political brand community where supporters (and 

sometimes opponents) interact with brand signals, express emotions and provide feedback. In 

this view, the party can use its social media presence not only to mobilize and persuade but also 

to monitor reaction patterns, detect resonant issues and adjust communication in a 

quasientrepreneurial way. This perspective connects political marketing and branding with 

ideas from entrepreneurial marketing and netnographic research on online communities 

(O’Cass & Voola, 2011; Kozinets, 2015). 

 

Brand identity, brand personality and brand loyalty are constructed through recurring symbols, 

colors, slogans and leader images, and through consistent narratives about “who we are” and 

how the party differs from its competitors. Brand communities can be understood as 

specialized, often online, social formations centered on a brand, where members exchange 
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experiences, evaluations and expectations. These communities function as information hubs 

that provide three types of insights: product performance information, consumption behavior 

and brand-related perceptions, which small and resource-constrained actors can use as a 

resource-saving form of market research (Gundolf, Eggers & Bhatli, 2012). Transferred to 

politics, a party’s social media environment can be interpreted as a political brand community 

where supporters react to brand signals, articulate concerns and reinforce shared meanings. This 

thesis uses the mentioned understanding of brand communities as sources of trend discovery 

and feedback to conceptualize the SNS Facebook page as both a branding channel and a 

political brand community. 
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2.2. Definition of Digital Political Marketing 

Digital political marketing can be described as a usage of digital media, digital platforms, data 

and online communication tools by political actors in order to promote their ideas, visions, 

engage voters and build long-term relationships with the targeted audience (Belačić & 

Alčaković, 2024; Vesić, Arsenijević & Marič, 2024). In a broader sense, it refers to the adaption 

of political communication, branding, targeting, and voter interaction to the digital 

environment, where parties and political actors are described as market-oriented actors who are 

responding to voter needs and preferences (Lees-Marshment, 2012; Chaffey & Smith, 2022). 
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2.2.1. The Development of Digital Marketing 

The development of digital marketing can be divided in three stages. Those are mass media 

stage, internet stage and social media stage (Morozan, Enache & Vechiu, 2009). In the first 

stage, communications were primarily one way, from the brand to the consumer. The gap 

between the brand and the consumer was the biggest at that stage, which is also called the 

“push” phase. The interaction between the two was established in the internet phase, where the 

gap is narrowing. In the third phase, consumers are even closer to the brand. In this phase, not 

only that there is a dialogue between the brand and consumers but it can be said that there is a 

mutual influence between them. This phase is called the “pull” phase (Vesić, Arsenijević & 

Marič, 2024).  

 

In order to better understand how campaigns are developed, it is important to categorize that 

there are two goals with targeted reach strategy. First one is the acquiring of internet users and 

reaching the existing user or client base, as well as providing opportunities to increase and retain 

the number of users. The second goal is to identify the meaning of determining the key factors 

and variables, which are the behavioral triggers when users or customers move from one stage 

to another, because it helps in defining effective strategies before implementing the 

communication or campaign (Vesić, Arsenijević & Marič, 2024). 

 

These stages are directly relevant for the understanding the political communication 

transformation in digital medias. They explain the change of political campaigns from one-way 

message delivery to interactive and engagement-driven communication (Lipsman et al., 2012). 

In this regard, targeted research strategies assist political actors not only to attract voters and 

supporters but also to have a long-term relationship maintained and to have user behavior 

influenced across different stages of engagement (Hanna, Rohm & Crittenden, 2011). 
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2.3. Key Theoretical Frameworks 

This section provides key theoretical frameworks which are in relevance with digital political 

marketing and are highlighting the digital media role in political communication transformation 

from traditional environments to digital world (Belačić & Alčaković, 2024; Chadwick, 2017). 

It puts a focus on digital media, brand communities and communication models that influence 

online interactions, showing how these elements provide relationship-building, participation 

and influence in online settings (Bagozzi & Dholakia, 2002; Brodie et al., 2011; Gundolf, 

Eggers & Bhatli, 2012). Digital political campaigning is more and more shaped by citizen-

initiated, networked participation, where individuals have an active contribution and influence 

the political communication through social media (Gibson, 2018). The section describes 

strategies such as digital campaigns, advertising and data-driven approaches, including 

targeting and microtargeting, which address the issues of how the audience is reached, 

mobilized and engaged in the online environment (Borgesius et al., 2018). 
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2.3.1. Digital Media  

It is clear that today political rivals are more and more engaging in a constant and merciless 

battle for public support which would ensure them to grab the reins of power. Another 

development in the field of digital political marketing can be seen as in the past, political clashes 

primarily unfolded within institutions, such as parliaments, or through public gatherings, while 

in recent years there is a shift from traditional to subsequently digital media. What has caused 

the rising interest in political affairs and participation in is the widespread availability of 

political information. Moreover, the battle for votes has become more uncompromising and 

ruthless than ever before. As the communications have been transferred to digital sphere, the 

ruthless nature of political confrontations has become even more deeper (Belačić & Alčaković, 

2024; Chadwick 2017). 

 

Sharing has brought about a real challenge linked to media consumption and led to the 

definition of a new phenomenon called information overload, explained as a scenario in which 

the volume of available data goes beyond the individuals' mental bandwidth for processing 

information (Bartosz, 2022). 

 

With the multimedia-rich features, digital media, gives a real time, two way and much more 

immersive new consumption experience possibility to users, gradually positioning them as 

predicted news outlets. There are two reasons why people prefer digital media. The first one is 

technology related and explained by open and transparent Internet design. The second one is 

socio-political context related. Deeper explained it provides an opportunity of getting a solid 

political understanding and connecting with thinking alike adversaries, political parties and 

their leaders, individuals as well as enabling debates that often go over borders and languages 

(Belačić & Alčaković, 2024). Communication in the digital sphere, through computers and cell 

phones with Internet access, combines all the advantages of traditional media in addition to the 

peculiarity that all actors can assume the role of creator and transmitter of information. In that 

way, a new order is created, where power is primarily reflected in the possession of information 

(Bhat, 2015). As noted, digital media as an informational tool strongly relates to individuals’ 

perceptions about being qualified and informed enough to participate in politics (Boulianne, 

2020). 

 

One of the biggest advantages of digital media is that it is known to be more cost effective both 

in terms of placement of ads and establishment. Next advantage is that it is further supported 
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by detailed analytics and the ability to target people based on their location or demographic 

parameters (Belačić & Alčaković, 2024). Besides, in addition to paid promotion, digital media 

grants the possibility for organic, non-sponsored content to reach a significant number of people 

(Albadri, 2023).  

 

The working environment and conditions have been revolutionized through swift and 

advancing development and application of modern digital technologies and tools (Lukić 

Nikolić, 2023).  

 

It is of great importance for political parties to figure out how to make their messages stand out 

and capture voters’ attention. In that way they can foster two-way communication and build 

trust with the main goal of having it materialized in the votes of the target audience. (Belačić & 

Alčaković, 2024).  
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2.3.2. Brand Communities 

In order to target the audience with tailored messages, it is important for political parties to 

present themselves as a brand, which can attract new users and keep the already existing ones. 

In that way, throughout positioning themselves as a brand, political party is also acting as a 

brand community. The rapid rise of these communities may be contributed to reduced cost of 

access to increasingly powerful computing and networking capabilities combined with 

deregulated internet (Plant, 2004). Since the beginning of virtual community concept, numerous 

studies have examined these communities to ascertain their value for marketers. Studies 

describe virtual communities as important spaces for information exchange, social interaction, 

and construction of relationships among users. Bagozzi and Dholakia (2002) highlight the role 

of international participation and the construction of collective identity, while Etzioni and 

Etzioni (1999) made comparisons of offline and online communities in terms of engagement 

and social structure. They claim that while online communities don’t have physical proximity, 

they can still nurture strong social bond and meaningful participation through the shared 

interests and interaction. Similarly, Hagel and Armstrong (1997) and Rothaermel and 

Sugiyama, (2001) emphasize the strategic and economic value of virtual communities; 

especially as tools for customer relationship development and market insight. More recently, 

virtual communities that cater to the ‘consumer interests’ such as brand communities have come 

to the forefront. Hagel and Armstrong (1997) describe the organization of virtual communities 

around shared interest and that it is made through the interaction facilitation, information 

exchange and relationship building within users. Furthermore, Muniz and O’Guinn (2001) 

describe brand communities as structured social groups which are centered around the brand, 

where members can share rituals, meaning and a sense of belonging.  Also, they defined them 

as “specialized, non-geographically bound community based on a structured set of social 

relations among admirers of a brand”. This allows us to have a theoretical foundation that when 

interpreting SNS Facebook page, it is not only regarded as communication channel, but also as 

a space which creates collective identity, has shared narratives and the user engagement is 

actively constructed. All of these characteristics can also be linked to political parties. Further, 

it is possible to add that brand communities can be of interest for marketers, as these 

communities’ act as hubs for sharing information to admirers of a particular product brand or 

have the possibility to store valuable information. In the case of digital political marketing, all 

of these traits can be mirrored to politics, where parties act as brand communities, voters present 

clients and policy can be seen as a product. In the marketing literature, some earlier studies have 

examined brand communities to understand their impact on product loyalty. Jang et al. (2008) 
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explained that user commitment and loyalty is strengthened in brand communities, while 

Thompson and Sinha (2008) demonstrate their influence on new product adoption. Casalo et 

al., (2008) researched that brand communities have a positive effect on consumer trust and long-

term brand commitment. Brand communities also have a contribution to new product 

development and innovation (Gundolf, Eggers & Bhatli, 2012). In digital political marketing, 

product loyalty has high importance. Further, spreading political messages and shaping voters' 

perspectives stand as the paramount objectives behind all political communication endeavors 

undertaken by political actors and the media (Oparaugo, 2021). In the present political 

landscape, it's not just about the events themselves, but the attention they collect and the lasting 

impact they have on public views (Jevtović & Cebalović, 2018). 

 

In relation to mirroring brand community as a political party, it is important to describe how 

brand communities are explained, especially in digital world. One of the most important parts 

is that they can be seen as a great source of market information. They have following 

characteristics. Firstly, brand communities can be utilized to gather consumer data essential for 

implementing new and proactive strategies aimed at capitalizing on market opportunities. In 

the second place, entrepreneurial companies can use knowledge about brand communities to 

decrease the market risks they see. Finally, brand communities constitute a viable resource for 

market research for entrepreneurial enterprises with limited resources (Gundolf, Eggers & 

Bhatli, 2012). The given characteristics can be transferred into digital political marketing, as 

political parties are conducting marketing research also and as well gathering data which they 

later implement in their own marketing strategies. 

 

Diving more deeply in the origin of brand communities and how they are formed in computer 

mediated communication, netnography arises as a special research methodology (Gundolf, 

Eggers & Bhatli, 2012). Netnography is a qualitative research method that uses ethnographic 

techniques in order to analyze user-generated content, discussions and behaviors in online 

environments so that social relationships, meanings and patterns can be understood. With it, 

researchers also have a possibility to access naturally occurring interactions in digital settings 

and gather insights which are often difficult to capture through traditional methods. This 

approach is of high value for online community studying, where the communication is publicly 

observable, continuous and is rooted in everyday practices (Hine, 2015). 
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In the first part, it is important to find the right brand community for data gathering and the 

overall quality of the research. It must provide answers on how well it fits with the research 

goals; how active it is overall, based on the number of communicators, messages, and posts in 

the last three months; how big it is overall, based on the number of members; how big the data 

is and how rich it is, based on how much data it has and how good it is (Gundolf, Eggers & 

Bhatli, 2012). 

 

In the second stage, the data collection process, it involves gathering pertinent member 

exchanges, community observations, field notes, and direct online contacts with community 

members. The data gathered and examined primarily consisted of electronic communications 

exchanged among members on the brand community's websites and field notes. The analysis 

procedure included putting the data into groups, coding it, and putting it in context (Gundolf, 

Eggers & Bhatli, 2012). This can as well be transferred to digital political marketing. It is also 

necessary to understand these steps in order to analyze how digital political marketing strategy 

worked in 2022 Serbian elections in case of one party. One of the most important parts here is 

coding, as throughout coding and clustering, special topics will be analyzed. The fourth step in 

doing a netnographic study is to follow the rules of research ethics (Gundolf, Eggers & Bhatli, 

2012). This process is also in consistency with broader qualitative researches which highlight 

the systematic coding and contextual data interpretation (Silverman, 2011). 

 

Brand communities can also give companies market-related information, which shows how 

users feel about the brand's overall success in the market compared to other brands. The brand 

community insights provide businesses with limited resources information about how 

consumers view brands, how they use them, and what are the new trends. These insights can 

find weaknesses in existing brands, respond to strong requests, and find ways to grow their 

businesses. Brand communities may give businesses useful information that can assist them to 

reach more people and efficiently enter new markets (Gundolf, Eggers & Bhatli, 2012). Value 

is also created through shared practices and interaction in brand communities (Schau, Muniz & 

Arnould, 2009). Online communities are also a great place to provide rich insights and data 

about consumer perception and behavior (Kozinets, 2002). According to these findings, digital 

political marketing can also be understood with the meaning that party represents a brand. The 

research suggests that studying brand communities could yield information on multiple levels. 

It was able to figure out at least three main pieces of information after looking at brands: an 

information about how well a product works, information about how people use a product, and 
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information about the brand (Gundolf, Eggers & Bhatli, 2012). The aim of this thesis is to show 

how a product, in this case a political party works, information how the voters perceive it and 

information about the party. 

  



 

 

23 

 

2.3.3. Interactivity and engagement 

The marking characteristics of the digital marketing are in interactivity and engagement. 

Interactivity can be described as the level to which two or more parties in communication can 

affect each other, the medium of communication and the message, and the degree to which 

these effects are synchronized (Liu & Shrum, 2002). The effects of it have been gaining 

researchers attention for a long time (Liu, 2003). According to all of them, interactivity ensures 

user satisfaction. Not only does it provide ease, but users also enjoy using it and have more fun 

with it. Further it leads to the point where customer satisfaction is ensured and that has a big 

influence on the customer to use the channel again, which produces loyalty. Interactivity affects 

the intent to purchase and provides better content uptake. It influences positive attitude to the 

website, brand, product and advertising (Vesić, Arsenijević & Marič, 2024). Combined with 

the works of “Brand Communities”, it leads us to the point that political parties use social 

networks combined with interactivity to position themselves as a brand and in that way users 

have an opportunity to interact with the brand. 

 

What is also quite important in analyzing user interaction in the engagement. Both terms are 

relatively close (Brodie, 2011). Engagement results from the user’s interaction experience and 

the system that is the object of engagement. It is an essential concept for earned media. It is also 

the mechanism that drives earned media (Strauss & Frost, 2013). It consists of two parts, the 

point of engagement and the time spent in engagement (Oh, Bellur & Sundar, 2018). Analyzing 

engagement and how customer perceive it is of big importance as it also represents what brand 

communities are in the sense of product performance information, product consumption 

behavior and brand related information (Gundolf, Eggers & Bhatli, 2012). 
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2.3.4. Digital Marketing Communication Models Theory 

The main goal in digital political marketing as well as in business marketing is to have the 

targeted audience engaged in specific activity (Visser, Sikkenga & Berry, 2021). That activity 

can be seen in sales, materials download, user registration or more specific for political 

marketing, the number of post interactions and finally votes. In order to achieve the ultimate 

goal, it is necessary for the consumer to go through several stages, represented by models of 

digital marketing communication. 

 

There are several models, of which some are AIDAT and RAIA (Visser, Sikkenga & Berry, 

2021). In the models, it is described how the audience moves from one stage to another until 

the achievement of the final goal. The movement of audience is called a conversion, which can 

be hard or soft. Hard conversion is achieved when a user is converted into a customer, when a 

purchase occurs. All stages that precede that are soft conversions (Vesić, Arsenijević & Marič, 

2024).  

 

AIDAT model describes the 4 steps; attention, interest, desire and action (Charlesworth, 2012). 

The biggest difference in digital marketing is that it can user can also share information about 

their activities, leave a comment or write a review.  

 

RAIA model has four phases, reach, attention, interest and activation. Great importance is also 

in reach, as throughout it parties are getting their messages delivered to the targeted audiences 

(Charlesworth, 2012). 

 

Throughout all this stages, the ultimate goal is not to have just a one-time conversion, but also 

to focus on strategies and tactics to increase the number of users within digital channels, their 

retention, repeated visits, transactions and retention rate. Throughout knowing the users’ 

preferences and behavioral triggers in different stages of their life cycle, it is possible to build 

effective and deeper relationships and influence greater satisfaction of users or customers 

(Kotler & Keller, 2016; Lemon & Verhoef, 2016). As mentioned earlier, it also creates brand 

advocates who contribute to the company’s business or in politics case to the party’s image and 

brand. In that way a comprehensive and maintained relationship is developed. 

 

This aligns with the concept of customer engagement and relationship marketing, where 

continuous interaction and value co-creation strengthens loyalty and advocacy (Verhoef et al., 
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2010; Payne & Frow, 2005). Product excellence, customer care, loyalty programs and advocacy 

programs are the new trends changing how brands are promoted as an element of the marketing 

mix (Vesić, Arsenijević & Marič, 2024). It is important to understand the consumers and act 

following the development of digital technologies. For that it is required to adapt the entire 

company and organization to integrate and redefine the role of marketing in strategic 

development (Arsenijević, Vukovič, Leskovar & Marič, 2020; Peppers & Rogers, 2011). 
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2.3.5. Digital Political Marketing Campaigns 

One of the internet characteristics is that it is a new medium which has continuous and non-

stop presence of brands and companies. It is necessary for digital marketing to ensure the 

continuity of activities or always be in marketing to respond to these trends (Chaffey & Smith, 

2022). 

 

For the development of campaigns, it is necessary to create a campaign plan. That includes 

following stages. It starts with identification of the target audience, determination of 

communication goals, selecting means and channels of communication, implementation of the 

communication plan, evaluation and revision, planning and budgeting (Visser, Sikkenga & 

Berry, 2021). 

 

With the establishment and development of internet and digital technologies, the role of 

marketing has been changed as well. The focus is not more on promoting or raising awareness 

and communicating experiences, it is more on building relationships and providing experiences. 

It is of high importance to have a continuous measurement of success with an appropriate 

program using a system of balanced indicators for comprehensive measurement that can 

optimize the implementation of the company’s integrated activities and their effects 

(Arsenijević, Vukovič, Leskovar & Marič, 2020).  

 

The pioneers in the digital poltical marketing campaigns were Donald Trump and Obama. Their 

campaigns were characterized by the innovative use of social media with a focus on political 

branding. They presented themselves as a brand and were answering the questions of “Why 

should I trust him? Can I identify with him? What sets him apart from other candidates?” 

Throughout this, their political branding aimed to create a sense of attachment, uniqueness, 

connection, and support for candidates’ views and values. The highlight of their campaigns was 

based on their social medias such as Facebook and Twitter, which provided the necessary 

platforms and tools (Vesić, Arsenijević & Marič, 2024). The development of Facebook in 2004 

and Youtube in 2005, brought revolutionary changes to the media and political scene. 

Throughout those platforms if was possible also to create a “warmer” image of their candidate 

and also to attract a new audience that, until then, was less interested in political topics. The 

evolution of these networks made the mixing of entertainment and informational elements 

possible, in a way that is nowadays quite present online.  In 2006, Time magazine named “You”, 
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as the person of the year. That represents a Web user who is the same time a reader, user, and 

an author (Grossman, 2006). 
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2.4. Digital Advertising 

In paid media different types of advertising are included. They can be separately divided in 

display advertising, paid search, social media advertising, programmatic advertising, native 

advertising and other types that can be specified in different ways. Regarding digital marketing, 

search engine and social media marketing can be seen as specific areas. They have their own 

principals and consider their paid aspects within these areas. Digital advertising includes 

different units such as display advertising, programmatic and native advertising. They can be 

described as a unit that generally covers the paid aspects of digital marketing. Separate areas 

include search engine and social media marketing (Vesić, Arsenijević & Marič, 2024). 

 

There are supports for this categorization in researches which highlight the increasing 

complexity and integration of digital advertisement formats in paid media ecosystems (Rodgers 

& Thorson, 2017).  

 

The categorization is relevant for this study, as it helps to understand the function of different 

advertising formats within a coordinated digital marketing strategy and how they contribute to 

reaching and engaging targeted audiences (De Vries, Gensler & Leeflang, 2012). An increase 

of paid media channels also exists and therefore it is visible that campaigns combine multiple 

formats to maximize effectiveness and visibility across platforms. For digital political 

marketing, this is relevant, as the strategic use of multiple advertising formats strengthens 

targeting precision, message reach and overall campaign performance (Tuten & Solomon, 

2017).   
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2.5. Facebook as a platform for building brand communities  

As mentioned earlier, this thesis will concentrate on Facebook. Today, it is the most popular 

social network in the world and the first one that was used for political campaigns while in 

recent years there was a lot of public and regulators eyesight on it. Although through time it has 

expanded with different functionalities it still is categorized in the group of social networks. 

Today, there are 2.91 billion active users on the platform, representing 58,8% of global internet 

users. That is almost 37% of planets population (Kemp, 2022). It exists both as a website and 

an application for mobile and tablet devices. However, it is mostly used by mobiles. A survey 

was done which stated that 81.8% users access Facebook only through mobiles, while only 

1.5% access it through a computer. Daily, there are 79% of active users (Martin, 2022). On a 

monthly level, users spend an average time of 19.6 hours (Kemp, 2022). Every month, more 

than 1.8 billion users use “Groups”, while half of all users are included in five or more groups 

(Facebook, 2021). This is of big importance for the thesis, as a lot of digital marketing and 

branding is done in this way, through forming of groups. 

 

Going deeper into the analysis of Facebook, it can be seen that the center of the application is 

the News Feed, about those with whom the profile owner is connected, whether they are friends 

or profiles that have been liked or followed. In addition, the Facebook advertising content also 

appears within the feed. Furthermore, ads can also appear in in the story feed (Vesić, 

Arsenijević & Marič, 2024). 

 

The main aim of Facebook was to enable people to connect on a personal level. However, 

various companies, organizations, political parties, quickly saw the potential and became 

involved in Facebook activities. As noted before, Facebook has created milieus for their 

inclusion as “pages”. A basis for existence in Facebook ecosystem within pages, is the 

possibility to create posts. Before the emergence of new algorithm in 2018, it was possible to 

create posts that could have an appropriate organic reach. After the algorithm changes, it is 

possible to cover the proper audience only by paying or, as it is popularly said, boosting. (Vesić, 

Arsenijević & Marič, 2024) 

 

There is a lot of talk about the data protection and regulation. A lot of comments state that 

Facebook has been overcome for political usage, and that its importance is in decline plus it has 

a small younger population using it. However, such critic didn’t turn out to be completely 

correct. In 2022, Facebook continued its global growth. It had 2.91 billion active users monthly, 
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of which 1.9 billion use it on a daily basis. The users between the ages of 18 and 35 is above 

53 percent (Aslam, 2020). Under the new brand META, it integrated Instagram, WhatsApp and 

Messenger. Therefore, it is becoming one of the most profitable companies in the world. 

Because of their size, ecosystem integration, and ongoing user involvement, platforms like 

Facebook continue to dominate despite persistent worries about privacy, regulation, and 

diminishing relevance among younger users, according to recent surveys (van Dijck, Poell & 

de Waal, 2018).  

 

In 2020, its relevance in political campaigns was also demonstrated, when used in the US 

elections by both parties for targeting. Faced with different critics, Facebook had to announce 

that it would eliminate the possibility of targeting users based on their interactions with content 

such as political affiliation, race or ethnicity. On the other side, experts believe this will not be 

enough to stop the creative use of political marketing on Facebook that will bypass these 

restrictions (Corasaniti, 2021). Facebook is therefore a real data treasure and remains extremely 

attractive to political actors. 

 

On the other side, in 2006, Facebook was promoted as a platform for building communities in 

a positive way. It was designed to make social ties stronger, and facilitate the formation of 

online communities of people who share similar interest and values. Moreover, Facebook 

promoted itself a platform for political participation in 2006. During the elections, it offered 

candidates a page in order to strengthen their relations with supporters. There were candidates 

which utilized it and made a great connection with younger audience. In 2008, Facebook even, 

launched special applications such as Election Pulse. That enabled candidates to debate and 

create pages that explain how the network can be used in the best way in a political campaign. 

Over the years, it expanded drastically in political life and it became a standard platform for 

communication during the elections. It was popular because it enables networking and, quick 

and efficient organizing, informing and providing advices (Vesić, Arsenijević & Marič, 2024). 

Nowadays, Facebook remains quite important and relevant as before. Like other social 

networks as well, it primarily is concentrated on retaining existing sympathizers than attracting 

new ones. The main aim is to strengthen their commitment and capacity for activism and 

mobilization. It aims to build the relationship of the organization or candidate with 

sympathizers, encouraging interaction and feedback. Another big advantage is that the 

engagement through sharing and liking reinforces messages and allows the campaign to be 

tracked and adjusted in real time. It is also quite an attractive network for the integration of 
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multimedia content. As the new company name is Meta, a reference to the metaverse of 

augmented and virtual reality, it is possible to expect that it will be even more creative in 

building online communities in future, which will again enable a whole new series of 

opportunities and challenges for political actors and digital political marketing (Vesić, 

Arsenijević & Marič, 2024). There are support for this characteristics in researches which 

emphasize that social media platforms have a central role in fostering political engagement, 

mobilization, and interaction between audiences and political actors (Papacharissi, 2015).   
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2.5.1. User acquisition, growth and retention  

Digital political marketing and branding on social medias are closely related to user acquisition, 

growth and retention. They are all based around the creation and maintenance of the relation 

between a political actor and a public. In this case, branding plays the most crucial role. 

Throughout it the party and the party leader are perceived, what they stand for and why should 

people give interest to them. Throughout content creation like posts, videos, ads and interactions 

user acquisition occurs. Political brand is presented to new audiences and therefore they are 

attracted to follow, react or engage (Vesić, Arsenijević & Marič, 2024). This corresponds with 

studies indicating that political branding on social platforms boosts visibility, influences voter 

views, and fosters audience expansion via ongoing engagement and content-focused 

communication (Lilleker, 2014). 

 

The next thing that occurs is the retention. The aim of the campaign is to keep people interested 

over time through a clear, consistent identity and communication that can be relevant and 

personal (Wimmer, 2015). If both phases are well executed, the next chapter is growth. Engaged 

and loyal followers don’t only stay, they provide also a lot of activity like commenting, sharing 

and in that way they are attracting other people and therefore campaign can grow naturally. 

This is the point why digital political marketing is not only visible online, but is also a 

recognizable brand which has its own community to strengthen it and spread it. (Vesić, 

Arsenijević & Marič, 2024). 

 

In order to manage users or customers from the comprehensive marketing management a wide 

range of activities during the entire customer life cycle are executed (Payne & Frow, 2005). 

One of the crucial segments is to understand client’s preferences and behavioral triggers at 

different life cycle stages. In that way, effective and deeper relationships and influence is made 

(Day, 2000). Especially with the development of internet, marketing role has changed 

significantly. Focus is put more than ever on building relationships rather than just pure 

promotion or awareness creation. Optimizing the implementation of integrated activities can 

only be made with the help of continuous measurement of success with an appropriate program, 

and as well taking the system of balanced indicators for comprehensive measurement into the 

account (Vesić, Arsenijević & Marič, 2024). 

 

When it comes to user acquisition, it is important to define the measures related to acquisition, 

which implies different approaches and aspects of management, taking into account focusing, 
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using different strategies and tactics and conducting experiments in relation to communication 

or distribution, which would include addressing users and diverse channels (Teece, 2010). In 

that relation, the aspect of the product and possible approaches for optimization and data 

intelligence should also be taken into account (Vesić, Arsenijević & Marič, 2024). 

 

After a successful acquisition phase, the next phase is growth. According to Ries, there are three 

levers of growth. Firstly, to attract users successfully on the internet, we must take into account 

the potential of virality based on the use of the product, dependence on the product, and finally 

attracting users through paid advertising (Ries, 2011). Virality is the ability of a product or 

service, which is based on the perception of high value, to influence the attraction of users 

mainly organically through enthusiastic users and referrals rather than outbound or inbound 

marketing strategies used by the company or brand itself (Ries, 2011).  

 

Viral coefficient is an average number of new users that an existing user attracts and with it, it 

is possible to measure the acquisition. In general, users like to share information about products 

or services that are useful and that excite them. The important product characteristics for viral 

potential or “word of mouth marketing” have the attributes of simple, beautiful, emotional, fun, 

unique and surprising (Rollins, Anitsal & Melek, 2014) 

 

Due to acquisition strategies, a product or a service can be viewed as a part of how its value is 

perceived (Zeithaml, 1988). From a products perspective, communication strategies can be 

understood as a products communication ability to attract new customers because of a high 

perceived value, which is mainly based on the recommendations of satisfied and enthusiastic 

existing users (Vesić, Arsenijević & Marič, 2024). 

 

Perceived value analysis and optimization enable to check how existing or potential users 

perceive the value of a product or service (Oliver, 1999). If the users have a positive attitude 

towards the useful value of the product or service, it is good to focus only on the experiments 

in relation to distribution or communication activities. When it comes to company’s or brand’s 

online presence, distribution can also mean improving the user experience online. More precise, 

Facebook pages have a big impact on online image, as they are also classified as instruments 

or tools of internet communication (Vesić, Arsenijević & Marič, 2024). 
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As earlier mentioned, push strategies refer to outbound communication, which can be paid 

advertising and which involves different tools and techniques for attracting attention, and also 

different forms or formats and business models (Belch & Belch, 2021).   

 

The most related form of social media ads for this thesis are the Facebook Ads. With their help, 

it is possible to match the collected email addresses from the user base that a company or party 

has and with the user base on Facebook and therefore communicate in a targeted way with a 

broader target group which shares common interests or shows similar behavior within the 

activities on that social network (Vesić, Arsenijević & Marič, 2024). The important part about 

the customer acquisition is that it cannot be never higher than what we can earn from the 

customer in a long time (Rollins, Anitsal & Melek, 2014). 

 

It is important to move from the possible reach and from the brand consumer’s exposure to the 

points of establishing interactions, encouraging user involvement and communication, 

influencing brand choice and creating satisfied and loyal users (Arsenijević, Vukovič, Leskovar 

& Marič, 2020). 

 

To summarize this part, the main point instead of reaching and exposing consumers to brands,  

is to foster interaction in order to create satisfied and loyal users. This shift makes the 

importance of engagement as a main mechanism for constructing long-term relationships and 

sustaing user commitment.  
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2.6. Customer Management 

The main aim of brands and political parties in the case of this master thesis is to have satisfied 

customers. Customer management can be described as a comprehensive marketing 

management with a focus on typical life situations or the product used or services. Further, all 

stages in the customer lifecycle, from the selection of potential customers and their attraction 

to their further processing is done with the aim of achieving greater satisfaction, value and 

retention (Vesić, Arsenijević & Marič, 2024). 

 

In customer management, different important aspects exist. Firstly, that is how a company can 

achieve competitive advantage. It is based on an understanding of managing the dynamism and 

heterogeneity of customers and management of comprehensive marketing activities (Gupta & 

Lehmann, 2003). The main point in doing so is to have people to inspire and differentiate 

themselves from others. People don’t buy what we do but why we do it. In long term, satisfied 

customer ensures customer loyalty, the crucial goal of a relationship building strategy for 

maintaining value and growing customer base. Customer management should be based on the 

needs of each interest group because bad relations with one can affect relations with another 

one. The measurements of success for the relationship strategy are the degree of satisfaction, 

retention and increase in the number of customers. Another important role is the technological 

development and the field of data. Artificial intelligence and big data processing enable a deeper 

understanding of customer habits and the development of personalized communications and 

experiences. Effective growth management needs focus to an entire customer lifecycle, 

including both acquisition and retention, as well as key management factors (Chaffey & Ellis-

Chadwick, 2016).  

 

To achieve the best result in digital marketing communication, it is important to reach the 

largest possible target group through communication while having in consideration the 

acquisition of new internet users and an increase in the number and retention of existing users 

through our own digital channels and customer base (Ryan, 2016). Moreover, a website or in 

this case a Facebook page can also be seen as a product, where there is a need to activate as 

many internet users as possible. The main goal is to have them converted and to have them 

converted into active and loyal users (Vesić, Arsenijević & Marič, 2024). These patterns and 

the information will be later implemented in the analysis part. 

 



 

 

36 

 

To define customer growth and retention strategies it is essential to start with analyzing web 

analytics data and other internal sources (Kaushik, 2010). With these it is possible to understand 

the behavior of users or customers and changes in behavior throughout the entire life cycle. 

There are two goals when forming a strategy for the reach of targeting. Firstly, the acquisition 

of internet users and the reach of existing base of users or clients, as well as providing 

opportunities to increase the number of users and their retention. In addition to it, it is essential 

to identify key factors and variables, behavioral triggers when users or customers move from 

one stage to another. That helps to define effective strategies before the start of implementation 

of a communication or campaign for a specific product or service. With these strategies the 

focus is on all stages of customer’s life cycle, where the ultimate goal is not as in linear purchase 

process model that ends with specific desired activation of the acquired user. Based on 

acquisition and activation, the focus is on strategies and tactics with the aim to increase the 

number of users within digital channels, their repeated visits and retention, transactions and 

their retention rate (Vesić, Arsenijević & Marič, 2024).  

 

With the knowledge of users or customers’ preferences and behavioral triggers in different 

stages of their life cycle, it is possible to build effective and deeper relationships and influence 

greater satisfaction of users or customers (Sharp, 2010). Furthermore, in that way, brand 

advocates are created, which contribute to the company or party business. The contribution 

arrives not only in because of high lifecycle value but also because of the creation of high 

referral value based on offers or brand recommendations (Vesić, Arsenijević & Marič, 2024). 

Again, as stated before, it is crucial to understand the marketing lifecycles and how does a brand 

present itself in order to have a better understanding of the analysis results later. 

 

The starting point in the customer life cycle is the focus on customer and his needs. Therefore, 

the aspect of the role of the marketing in the company is also important in the strategic 

development of the company. In consumer oriented marketing, there is a requirement of 

connection and cooperation of all key stakeholders and functions in the company, their mutual 

communication and interaction and a focus on results that satisfy all key stakeholders, including 

customers or clients of the company (Sheth, Sisodia & Sharma, 2000). In order to redefine and 

integrate the role of marketing in strategic development an understanding of consumers and 

acting according with the digital technologies development requires the adaptation of the entire 

company and organization (Vesić, Arsenijević & Marič, 2024).  
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2.7. Target Marketing 

In order to achieve the maximum effect of communication to acquire customers, usually the 

first case is the segmentation process. During it, based on selected methods of classification, 

the initial number of different groups of customers are defined and the characteristics of the 

segments based on descriptors are developed, and finally the target market or the target group 

is chosen (Arsenijević, Vukovič, Leskovar & Marič, 2020). 

 

When choosing segments, it is possible also to choose the competition in the market. Chaffey 

and Ellis-Chadwick, emphasize the competition model of Michael Porter, where the existing 

competitor and potential new competitors, product substitutes and the bargaining power of 

suppliers and customers determine the level of competition. High competition in a segment 

usually leads to price pressure, aggressive advertising and new product introductions, 

increasing costs or investments to maintain competitiveness (Chaffey & Ellis Chadwick, 2015).  

 

When selecting target markets, there is a requirement of a comprehensive approach and a 

consideration of various aspects. Furthermore, a comprehensive analysis of the situation as the 

basis for the appropiate evaluation and selection of target markets is also needed. That implies 

an analysis of all key players in the market, including preferences, segmentation and potential 

customer demands, competition analysis, practically all microenviromental factors and 

macroenviromental influences in the broadest context. Internal capabilities are also crucial, all 

of which can also be analyzed within the often used SWOT analysis. SWOT analysis describes 

strengths, weaknesses, opportunities and threats (Chaffey & Ellis Chadwick, 2015). 
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2.8. Microtargeting 

Microtargeting is the use of the voter’s personal data by political candidates and parties to send 

the right message to the right person, to the one who could respond to the message in the desired 

way. The data is therefore stored and used to determine who to contact, how, and with what 

message. The process itself has three main aims: firstly, to maintain the communication with 

voters, second, to send messages that mobilize supporters and activists during fundraising 

campaigns and pre-election activities; third to bring voters to polling stations to vote for the 

option advocated by the microtargeting campaign (Green & Gerber, 2019). In previous 

researches, it was already shown that testing and microtargeting can help in mobilizing voters 

to go to the polling stations (Green & Gerber, 2019). Furthermore, microtargeting can have a 

special impact on convincing undecided voters (Kenski, Hardy & Jamieson, 2010). However, 

political actors mostly use microtargeting to strengthen one’s voter base and reduce the 

possibility that they will vote for another option (Borgesius et al., 2018). 

 

There are different channels which can be used for microtargeting. Mail, phone calls, TV shows, 

SMS messages and email which are traditional ones. The new digital ones can be seen in various 

applications, platforms and social networks. The ultimate goal in either way is to gather as much 

data as possible, create the most meaningful data format and design the most effective 

personalization algorithm (Vesić, Arsenijević & Marič, 2024). 

 

One way that data collection is working is through the digital footprint, which voters leave 

consciously or unconsciously all over the Internet (Mayer-Schönberger & Cukier, 2013). It is 

collected and processed in databases, primarily “big data” databases. The characteristic of 

databases is that they have a capacity to process massive amount of data, which arrives in 

different time intervals and can be both in structured and unstructured or raw form. In databases, 

specific voter information can also be stored. Their voting history, campaign participation, and 

activity level can be found. Therefore, large and technological advanced databases that track 

voter habits and interests are especially important (Vesić, Arsenijević & Marič, 2024). 
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3. Methodology 

To assess and summarize the body of knowledge regarding political marketing strategy, this 

study uses both qualitative and quantitative content analysis. In that way it is possible to capture 

both the meaning and thematic structure of SNS’s Facebook brand communication and the 

interaction patterns and relational dynamics within its online brand community during the 2022 

campaign (Krippendorff, 2018). The quantitative and qualitative combination is of special value 

in political marketing research, where both interpretive dimensions and measurable outcomes 

have an important role. Quantitative methods improve replicability, reliability and 

generalizability by providing a systematic coding and analysis of large data, therefore enabling 

researchers to find patterns and relationships which have statistical significance (Neuendorf, 

2017). When relying only on quantitative analysis, it may oversee the layered ways in which 

political messages resonate with audiences or how the meaning is constructed through visuals, 

language and context. With qualitative analysis this limitation is overcome by providing 

interpretive depth and analyzing symbolic cues, meanings and discursive strategies that have 

an impact on political engagement and perception (Hsieh & Shannon, 2005). 

 

Another important aspect of a mixed method design is that it strengthens methodological 

strictness trough triangulation. Triangulation in mixed quantitative and qualitative methods is 

the habit of multiple data sources, methods or theoretical perspectives combination in order to 

cross-validate results and enhance the overall finding credibility (Denzin, 1978). Therefore, 

both methods have an impact on each other and findings of one method can validate and enrich 

those from another. With this method combination, the risk of methodological bias is reduced 

and the results robustness is increased through providing multiple views for understanding and 

analyzing data (Fetters, Curry & Creswell, 2013). In the context of political branding and social 

media, where communication is highly interactive, context-dependent and multimodal, such 

triangulation is important for having both behavioral patterns (likes, shares, comments) and the 

qualitative user engagement nature (sentiment, discourse, community identity formation) 

analyzed (Papacharissi, 2015). 

 

Additionally, the mixed-methods approach is in alignment with the complexity of digital 

political communication environments, where large scale datasheets synchronize with a high 

personalized and context specific interaction. By combining both quantitative width and 

qualitative depth, the thesis is better suited to provide an explanation of how SNS constructs its 
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political brand, how audience responds to it, and how these interactions make a contribution to 

broader campaign dynamics. This pluralism in methodology ultimately enriches the 

explanatory efficacy of the research and therefore it provides a wider and more comprehensive 

understanding of political marketing strategies in modern digital world (Tashakkori & Teddlie, 

2010). 

 

Following this approach, the adoption of a mixed-method framework it exactly suited to the 

social media platforms studies, such as Facebook, where an inherent and multidimensional 

communication exists. As stated in literature on mixed-methods designs, digital communication 

environments have a combination of visual, interactive and textual elements, which cannot be 

completely captured with a single methodological usage (Plano Cark & Ivankova, 2015). 

Political message distribution in such environments needs an approach that goes beyond 

numerical measures, as engagement metrics such as likes, shares and comments only present 

viewable behavioral outcomes rather than more in depth interpretive procedures. While these 

indicators are important for the identification of visibility patterns and reach, they do not obtain 

the intentions, meanings or emotional responses which are in line with political content 

(Kozinets, 2010). With an incorporation of qualitative analysis, it is possible to show how these 

interactions reflect audience perceptions, attitudes and interpretations of SNS’s political 

messages, while securing that both the “what” and the “why” of communication processes are 

addressed (Saldaña, 2016). 

 

In addition to complexity capturing, the mixed-methods approach provides a significant 

enhancement of the data validity and research finding credibility. With a usage of 

methodological triangulation, researchers have a possibility to cross-validate findings by 

analyzing the same occurrence through different analytical views (Greene, Caracelli & Graham, 

1989). For example, patterns which are identified through the statistical analysis of engagement 

metrics can be supported with qualitative user comments interpretations or message framing, 

therefore enhancing the results overall reliability. This convergence of evidence reduces the 

possibility of methodological bias and at the same times provides a more concrete foundation 

for conclusion drawing about marketing strategies in politics (Creswell & Plano Clark, 2018). 

 

Beyond triangulation, mixed methods enable complementarity, where diverse methodological 

methods offer distinct but interconnected research problems insights. With the usage of 

quantitative analysis, general patterns can be identified, while on the other side qualitative 
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analysis explains the pattern mechanisms (Bryman, 2006). In the context of this thesis, 

quantitative findings can reveal which Facebook posts types have the highest engagement, 

while qualitative analysis can describe why these posts align with audiences by analyzing their 

framing and symbolic content. This supplementary relation strengthens the explanatory 

research power and makes a more comprehensive political communication strategies 

understanding possible.  

 

The importance of mixed methods is further enhanced when taking into account the nature of 

political branding in digital world. The social phenomena complex, such as communication and 

branding, requires the methodological integration in order to capture both the underlying 

meaning and the observable behavior (Anguera, Blanco-Villaseñor, Hernández-Mendo & 

Losada, 2018). The construction of political brands is made through a combination of visual 

identity, strategic messaging and audience interaction and they all operate on social media 

platforms at the same time. Quantitative results show insights into the reach and branding 

efforts performance and on the other side, quantitative metrics provide information on how 

brand identity is communicated and interpreted by audience. This double perspective is of high 

importance to understand how political brands are constructed, developed and experienced in 

digital contexts (Keller, 2016). 

 

Another essential dimension of digital political communication is the participation of the 

audience, which further enhances the importance of a mixed-methods approach. The users on 

social medias in digital environments are not only passive recipients, but are quite active 

participants who have influence and shape political communication processes through their 

interactions (Venkatesh, Brown & Bala, 2013). With the usage of quantitative analysis, it is 

possible to measure the participation extent by examining metrics such as comment frequency 

or sharing behavior, while on the other hand qualitative analysis can explore the interaction 

content and tone. For an example, comments of users can show how audience interprets political 

messaging and how it can engage in collective meaning-making. This participatory dimension 

is social media defining characteristic and it requires a methodological approach which is 

capable of seizing both its substance and its scale (Boyd & Ellison, 2007). 

 

In this study context, the qualitative and quantitative integration also provides a more in depth 

understanding of the relationship between SNS and its online community. Mixed methods are 

of high importance and are used for analyzing the dynamics in relations, because they enable 
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researchers to analyze both the interaction patterns and the meaning which are associated with 

these interaction (Plano Clark et al., 2008). With the examining of both communication outputs 

and the responses of the audience, the study can show how SNS engages with its followers and 

how these interactions contribute to political brand development and community building. 

Quantitative data can show which posts have the biggest engagement, while qualitative analysis 

can highlight the engagement nature, including discourse, engagement, and identity formation. 

 

The broader methodological mixed method significance is in its alignment with modern trends 

in social sciences researches. The pluralism in methodology shows the increasing research 

problems complexity, mostly in interdisciplinary fields such as digital political communication 

(Teddlie & Tashakkori, 2009). As technology advances, its continues in reshaping the 

communication practices. Researchers must adopt integrative and flexible approaches which 

can accommodate analytical perspectives and different data types. Mixed methods therefore 

enable such framework as they provide the study a possibility to address complex research 

questions in an adaptive and understandable way (Creswell, 2014). 

 

With the extension of mixed-methods usage, the analysis reinforces its suitability for examining 

digital environments and political marketing strategies in it. With the combination of qualitative 

and quantitative analysis strength, the study captures both interpretive insights and measurable 

patterns, therefore offering a more multidimensional and nuanced understanding of SNS’s 

Facebook communication during the 2022 campaign. This integrated approach does not only 

strengthen analytical rigor and depth but also has a contribution to a more sophisticated 

understanding of the construction of political brands, how they are experienced and 

communicated in modern digital environment.  

 

Qualitative content analysis will be used for analyzing posts. The analysis is therefore built 

around political marketing and brand concepts. First, the analysis will identify how SNS 

presents itself as a brand by coding elements of brand identity, values, personality traits and 

differentiation from political competitors. Further, it will classify the substantive topics of posts 

and advertisements and group them into clusters, such as economic policy, social policy, 

national identity and security, foreign policy and symbolic or value-oriented themes (Hindman, 

2009). This clustering will make it possible to describe the thematic structure of the campaign 

and to show which topics dominate in which phases. The analysis will also address how the 

Facebook campaign worked in practice. This includes mapping posting frequency over time, 
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showing when peaks in activity occurred and how often different types of posts appeared. By 

relating topics and emotional appeals to temporal patterns, the thesis will show how the 

communication strategy was organized across the campaign.  

 

To link content characteristics to engagement indicators quantitative analysis will be used, as it 

enables the methodical gathering and comparison of web-based interaction indicators to spot 

patterns and trends in online communication (Thelwall, 2017). For each post in the dataset, the 

number and type of reactions, comments and shares will be recorded. The patterns will be 

interpreted in light of the hypothesis that the party acts as a brand and that its Facebook 

environment functions as a brand community reacting to brand signals. 

 

Guided by this approach, the study aims to answer the following research question: 

 

"How did the Serbian Progressive Party’s Facebook campaign function as a political brand 

during the 2022 elections, and which topics and narratives structured this brand 

communication?” 

 

The main aim is to ask and analyze how the Serbian Progressive Party’s campaign worked on 

Facebook in the 2022 elections and which topics structured its communication when the party 

is treated explicitly as a brand. It investigates how SNS constructed and projected a political 

brand identity through its posts, how key themes and narratives were used to differentiate the 

party from competitors and how users’ reactions can be seen as responses within a brand 

relationship (Lees-Marshment, 2009). Lees Marshment’s study views political figures as brands 

and highlights the strategic deployment of communication to influence voter perceptions. The 

central proposition is that the Serbian Progressive Party functions as a political brand, and that 

its Facebook presence during the 2022 elections operates as a political brand community, in 

which supporters interact with brand signals in ways analogous to consumers engaging with 

commercial brands. The aim of this thesis is to corroborate the mentioned proposition. 

 

The idea emerged after reading and analyzing several works. Starting with Lees-Marshment’s 

Handbook of Political Marketing (2012), which describes candidates and political parties as 

market-oriented actors who strategically design, advertise, and modify their “products”.  This 

perspective is further grounded in researches there is an increase of marketing-oriented 
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strategies adoption in order to align their messages with voter expectations and preferences 

(Ormrod, Henneberg & O'Shaughnessy, 2013). 

 

To present noteworthy findings, other papers contributed to this paper; one of them is: " Brand 

Communities for Market Trend Discovery: a Study to Advance Entrepreneurial Marketing 

Research", authored by Gundolf Katherine, Eggers Fabian, Dhruv Batli (2012), which describes 

how branding works and how brand communities are organized. This is in consistency with 

broad political marketing researches, which describe parties as strategic organizations which 

are competing for voter support through communication and branding (Henneberg, 2008) 

Another great book which deepened the interest for this subject is “Digital political marketing” 

written by Vesić Goran, Marič Miha and Arsenijević Goran (2024), which provides a 

comprehensive analysis of digital political marketing and establishes contemporary theoretical 

frameworks that inform the analysis of political marketing practices. Because of the importance 

and relevancy of this research question in the perspective of contemporary digital political 

communication, this work aims to contribute to and expand the already existing knowledge on 

political marketing, political branding, and social media campaigning. 
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3.1. Research Design: Qualitative and Quantitative Analysis 

In order to examine the digital political marketing campaign on Facebook of Serbian 

Progressive Party (SNS) during the 2022 elections, this thesis will use both qualitative and 

quantitative methodologies. This method is appropriate because it analyses both the content 

posted, patterns of engagement and interaction around the content. This kind of mixed method 

is quite useful when the research problem requires both depth and breadth of understanding, as 

well to find the corroboration between different types of data (Johnson, Onwuegbuzie & Turner, 

2007). Furthermore, mixed methods research are useful for complex research problems. With 

the combination of these data types, mixed method research improves depth and the validity of 

results (Creswell & Plano Clark, 2018). For this thesis, this is of high importance because 

political communication on Facebook includes both branding and symbols and measurable 

behaviour of users. 

 

Qualitative part of the research is based on content analysis of Facebook posts during the 

campaign period. With qualitative analysis the goal is to interpret symbols, meanings and 

thematic patterns in texts and messages (Schreier 2012; Neuendorf & Kumar, 2015). In this 

work, as stated before, qualitative analysis will help show how SNS presented itself as a 

political brand through different elements such as values, emotions and brand identity. Posts 

will be categorized in different thematic clusters with the aim to show which topics and 

narratives where present in the campaign.  

 

The focus of the quantitative part is on engagement indicators such as comments, reactions and 

shares. Through quantitative analysis it is possible to enable systematic and objective analysis 

of message characteristics and to compare patterns across a large post number (Neuendorf & 

Kumar, 2015). Throughout this way, quantitative analysis enhances the qualitative 

interpretation by showing which themes, posts, ideas were most popular among users. The 

usage of both methods is justified because one helps with the explanation of the meaning, while 

other identifies visible patterns and engagement levels (Johnson & Onwuegbuzie, 2004; 

Schreier, 2012; Neuendorf, 2017). 

 

Overall, this mixed-method is suitable and applicable for this thesis as it enables broad and 

more detailed analysis of SNS’s Facebook campaign. By combining these methods, the thesis 

examines the meaning of political brand communication and the structure of audience and its 

reactions around it. 
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3.2. Data Collection and Selection Criteria 

Data collection for qualitative and quantitative analysis will concentrate on the official 

Facebook page of SNS and on president Vučić’s leadership page. The temporal scope covers 

three key phases of the 2022 campaign: the precampaign period in January 2022, the main 

campaign from February to March 2022 and the final week before election day, including the 

days of formal election silence, which do not fully extend to social media. Also, posts right after 

the election period will be taken into the account. 

 

For the literature review, articles published in the past twenty years have been included in the 

selection criteria, with a preference for highly ranked works. With this approach, established 

guidelines which are used for systematic literature reviews are followed. They emphasize the 

usage of clear exclusion and inclusion criteria in order to ensure rigor, transparency and the 

selection of relevant and high quality academic sources (Snyder, 2019).  

 

In addition to source quality and temporal relevance, the selection process was guided with an 

objective of having in the research topic both depth and breadth coverage achieved. This means 

that foundational theoretical works alongside newer empirical studies are included in order to 

have the key concept evolution captured. Under key concept topics such as political marketing, 

digital communication and branding are highlighted. A well-constructed literature review 

should now only be concentrated on summarizing of existing findings but also on the critical 

integration of different perspectives in order to identify gaps in the existing literature and 

generate new insights (Cooper, 1988). This kind of integrative approach has a wide emphasis 

in research methodology as an essential for developing a conceptual and understandable 

understanding of the field (Fink, 2014). According to these principles, the selected literature 

shows a balance within modern developments in the field and classical contributions.  

 

The screening process was made of multiple stages, including with initial identification and 

then abstract review and full-text assessment, in order to secure that only the most relevant 

sources were included. Such structured approach is in alignment with integrative and systematic 

reviews recommendations, which show the importance of selection process documenting to 

strengthen the reproducibility and reliability of research findings (Tranfield, Denyer & Smart, 

2003). With the procedures applied, the thesis ensures that the literature base is not just 

comprehensive but also methodologically strong. 
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Another consideration of high importance in the selection of the literature was its thematic 

relevance. Sources were structured on the key analytical contributions to the studies, including 

social media communication, political branding, digital campaign strategies and audience 

engagement. This filtering of different topics enabled the literature organization into coherent 

clusters which are in support of clear conceptual framework development. As stated in literature 

review methodology, organizing sources around main topics and themes, provides clarity 

improvement and supports theory building (Grant & Booth, 2009). Integrative literature 

reviews have a benefit in organizing research around core constructs and themes, as this speeds 

up the synthesis and theoretical advancement (Torraco, 2005). In line with this, the present 

study organizes the literature into domains which are interconnected and reflect the many-sided 

nature of political marketing in digital environments. 

 

The attention was highlighted on the methodological diversity in the selected studies. With the 

incorporation of mixed method approach through qualitative and quantitative research, the 

literature review shows the complex of the field and enables a richer analysis. This 

diversification if of special importance in topics such as digital political communication, where 

various methodologies describe different traits of the phenomenon. With the integration of 

multiple methodological perspectives, it is possible to strengthen the depth and the research 

validity by allowing for triangulation and more thorough understanding of complex social 

processes (Hesse-Biber, 2010).  

 

The literature review process was repetitive, meaning that sources were evaluated continuously 

and refined with the progress of the research. This approach made possible the incorporation of 

newly found relevant works and the review of previously selected sources with the emergence 

of new insights. Such kind of flexibility is seen as a main strength of integrative literature 

reviews, as it makes it possible for researchers to have their framework adapted and their 

analysis deepen over time (Booth, Sutton & Papaioannou, 2016). With this transparent, 

systematic and repetitive process, the thesis provided a coherent and well-founded literature 

base which provides support in the analysis of communications in digital campaigns and 

strategies in political marketing. 

 

Only English-language books and journal articles were taken into consideration due to the 

exclusion criteria, which were centered on language and quality; academic papers from specific 
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schools and sources with low rankings were not included. This thesis includes a literature 

section that lists over 170 publications discovered during the screening process.  
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4. Analysis of SNS’s Facebook Campaign in the 2022 

Elections 

 

In the SNS Facebook campaign in 2022, with qualitative content analysis it was possible to 

identify several major code cluster that structured it (Entman, 1993). Entman described how 

political messages are framed into coherent themes. The most important and central cluster in 

this campaign was made around peace, stability, security, responsibility and seriousness, future, 

and national interest and sovereignty. This cluster was the most dominant one during the 

campaign and it provided coherence to a wide number of other messages. Nevertheless, 

campaign was also structured around various themes and it was stated also that the first version 

of the campaign was planned and structured for different topics, but due to the geopolitical 

situation at that moment it was needed to have a redefinition of the campaign at the last possible 

moment. A second cluster is around the campaign’s broader narrative and branding logic was 

developed around categories such as unity, dreams and aspiration, achieved results, leader 

image, campaign slogan and branding and electoral mobilization. The third cluster focused on 

economic and developmental messaging, including economy, economic growth, employments 

and jobs, investments, salaries and wages, pensions and benefits, entrepreneurship and 

business, public finance, agriculture and rural development, industry and factories, subsidies 

and support and housing support. The fourth cluster covered the topics of social and welfare 

oriented communication through children and families, youth, pensioners, women and gender, 

persons with disabilities, and social policy. A fifth cluster concerned public services and 

modernization, especially healthcare, medicines and treatments, education, science and 

innovation, digitalization and IT, culture and heritage, and sports and recreation. The sixth 

cluster was built around territorial development and the urban transformation of Belgrade, 

including infrastructure, railways and train, roads and highways, metro and public transport, 

tunnels and bridges, urban development in Belgrade, city services and governance, public space 

and parks, environmental policy, animals and pet policy, and tourism. Finally, the cluster 

number seven centered on international placement and positioning with international relations, 

European integration, relations with China, Russia, France, Germany, regional cooperation in 

Western Balkans, Kosovo and Metohija and the territorial integrity, international law and 

neutrality and the global crisis. Among all of the mentioned clusters, it is clear that the dominant 

code and the widest frame was built around peace and stability and these were the topics that 

the party organized its campaign communication. 
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Furthermore, the purpose of this chapter is to apply qualitative content analysis to study the 

thematic structure of Facebook posts which were published during the 2022 election campaign. 

In this case, qualitative content analysis is more than suitable as it enables the systematic 

interpretation of recurring meanings, symbolic patterns, issue emphases, and narrative 

structures in political communication, while also preserving the sensitivity to the context, 

framing and message intention (Schreier, 2012; Neuendorf & Kumar, 2015). The dataset is 

made of posts and videos which were campaign related, where each is accompanied by short 

descriptions and engagement indicators. The aim of the analysis is to identify the patterns which 

were most dominant, emphasized policy, symbolic frames and mobilizing messages that 

structured the communication strategy of the Serbian Progressive Party. Each post was 

approached as a self-contained communication item, but also was analysed as a part of broader 

discursive logic of the campaign. 

 

The coding was developed and made as a bottom-up inductive logic. This logic describes an 

approach in which analytic patterns and categories are taken directly from the data, without 

predefining them. Researchers can therefore uncover relationships and themes which are 

recurring, throughout the systematic coding and the comparison of empirical material, which 

allows insights to emerge from the dataset itself. This is a popular qualitative research, as it 

ensures that findings are grounded in the data (Thomas, 2006). At the beginning phase, the raw 

labels were made according to the most important message from the post. After, the labels 

attached to the post were reviewed in order to identify which themes are recurring, which 

expressions are repeating and which meanings are overlapping and emerging directly from the 

data. In the following, second phase, the intention was to standardize these labels into wider 

analytical categories so that the formulations with similar concepts can be grouped under a 

single code (Kuckartz, 2014), which highlights systematic category creation and inductive 

coding methods in qualitative content analysis. This approach is consistent with already existing 

content-analytic practice, which emphasizes deriving categories from the material itself, while 

ensuring the consistency of the concept, the interpretive transparency, and iterative refinement 

when working with larger bodies of textual data (Schreier, 2012; Neuendorf 2017). For an 

example, labels such as “economic growth”, “economic progress”, and “economic success” 

were merge into more broad category of economic growth. Furthermore, phrases like “deeds 

speak”, “actions speak”, and “results” were grouped under achieved results. This process made 

the coding system more consistent and useful for analysis, while keeping the essential definition 

of the original dataset. 
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Further, the codebook was formed in order to be able to analyse and capture both policy-related 

and symbolic dimensions of the communication in the campaign in order to demonstrate how 

political communication merges issue-oriented material with symbolic and emotional framing 

to shape audience perception (Ansolabehere & Iyengar, 1995). This dual structure is necessary 

since the intention of the posts is not only to just communicate policy promises and 

achievements, but also in order to build a broader emotional and ideological narrative which is 

developed on collective effort, national progress, responsible leadership, and political 

continuity. In this respect, the coding framework has a correspondence with political marketing 

and political branding research, which shows that contemporary campaigns increase the 

combination of substantive issue communication with symbolic positioning, emotional 

resonance, and identity construction (Lees-Marshment, 2012; Scammell, 2014; Needham & 

Smith, 2015). Therefore, some codes are developed in regard to concrete issue areas, such as 

healthcare, education, agriculture and rural development, infrastructure, environmental policy 

and international relations. Other codes are more wide and describe broader campaign frame 

such as unity, dreams and aspiration, achieved results, leader image, peace, stability, and future. 

This makes it possible to analyse both what SNS communicated and how it was aiming to 

present itself as a coherent political brand.  

 

A post was given a code whenever that theme has a clear emphasize in its wording, message 

focus or framing (Mayring, 2014). Mayrings work emphasizes that in qualitative content 

analysis, category allocation should rely on contextual significance instead of individual words 

Therefore, coding is based on thematic prominence rather than on the pure appearance of a 

single word. This principle is methodologically important because posts during the campaign 

often have a multiple reference, slogan, or issue mentions that do not necessarily represent the 

item central message. As an example, a post which mentions young people in passing was not 

coded automatically under youth issues unless the central target group, beneficiary group or 

symbolic category were the youth themselves. Similarly, a post referring to roads as part of a 

broader development narrative can be coded under infrastructure, whereas a post which is more 

specifically centred on highways, bypasses, or expressways was coded more precisely under 

roads and highways. With this approach the analytical clarity was drastically improved and the 

risk of overcoding is reduced, which is a frequent issue in qualitative categorization of compact 

political communication (Schreier, 2012).  
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Another differentiation of the codebook are the general and specific categories (Saldaña, 2016). 

Wider umbrella codes such as economy, infrastructure, and international relations were used 

when post was addressing a topic in general terms. Codes which are more precise, like wages 

and salaries, railways and train, public finance, relations with China, or Kosovo and Metohija 

and the territorial integrity, were implemented when the post has a focus on a specific issue. 

This hierarchical logic allows the analysis to capture both the breadth and specificity of 

campaign discourse. It also reflects the fact that digital political communication often moves 

more fluidly between macro-level narratives and is more focused policy signals, depending on 

the strategic purpose of a post (Vesić, Arsenijević & Marič, 2024). 

 

Some code families were highly important for understanding the narrative structure of the 

campaign. The category of unity captures appeals which repeat to togetherness, shared effort, 

and common purpose, often showed through formulations such as “together we can do 

everything”. Dreams and aspirations identify visionary language that structures political goals 

as ambitious yet achievable. The achieved results have a reference to posts that strengthen the 

campaign through visible accomplishments and through a repeated emphasis on practical 

delivery. Leader image describes the showcase of party leadership, especially Aleksandar 

Vučić, as a leader with a lot of experience, who is serious and capable and the most important 

figure for the state stability. When taken all together, these categories describe a campaign 

discourse which has a combination of policy claims with reassurance, stable leadership, and the 

promise that the already achieved results will continue in future. This is in line with the literature 

of political branding, which emphasizes that parties and leaders have an increasing rely on 

narrative consistency, repeated symbols, and emotionally resonant messaging in order to 

establish a recognizable brand identity (Needham & Smith, 2015; Pich & Armannsdottir, 2021). 

 

In order to identify the substantive policy priorities which were emphasized during the 

campaign, issue-based codes were used. Issue based codes are analytical categories which 

provide content classification according to specific policy topics or problems. With them it is 

possible to organize data through the substantive issue identification. These issues can be 

foreign policy, healthcare or economy (Baumgartner & Jones, 1993). For this thesis, topics like 

economic growth, investments, employment and jobs, salaries and wages, pensions and benefits 

were associated with economic themes. Social and welfare themes are grouped in topics such 

as children and families, youth, women and gender, pensioners, persons with disabilities, and 

social policy. The policy of state development and modernization covers healthcare, education, 
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science and innovation, digitalization and IT, culture and heritage, and sports and recreation. 

Also, one of the more mentioned topics was spatial and developmental transformation 

especially in relation to Belgrade. It was coded in urban development in Belgrade, city services 

and governance, metro and public transport, bridges and tunnels, parks and public space, and 

related infrastructure categories. In this respect, the statements about the competence, 

modernization and the improved life quality in the campaign were more times associated with 

development projects which are visible. Such pattern is consistent with logic of digital political 

marketing, where policy communication is often strengthened through symbolic 

demonstrations of effectiveness and results delivery (Vesić, Arsenijević & Marič, 2024; Belačić 

& Alčaković, 2024). 

 

In the analysed dataset, another important topics which were highly visible were the foreign 

and national policy. Posts that are connected to bilateral meetings, diplomacy, regional 

cooperation and Serbia’s position in international affairs were coded under international 

relations, with more specific subcategories such as relations with China, relations with Russia, 

relations with France, relations with Germany, and European. Posts which give an emphasis on 

sovereignty, neutrality, territorial integrity, international law and neutrality, Kosovo and 

territorial integrity and the global crisis or Serbia’s balanced international posture were captured 

through categories such as national interest and sovereignty. These categories have a significant 

importance as they show how campaign communication is associated with domestic legitimacy, 

foreign policy positioning, and national self-presentation. The focus was not on treating external 

affairs separate from campaign branding, but to have them integrated into a broader narrative 

of responsible leadership, stability, and Serbia’s secure place on the world stage. 

 

This analysis also shows how campaign discourse presents a mix of politics, campaign 

messages and electoral mobilization. This strategy can also be found on the works about online 

brand communities, which demonstrate that digital environments can function not only as 

spaces of message transmission, but also as places in which identities are reinforced, meanings 

are repeated, and reactions become visible through ongoing interaction (Muniz & O’Guinn, 

2001; Gundolf, Eggers & Bhatli, 2012). In this particular case, the Serbian Progressive Party 

Facebook page can therefore be examined both as a page for distributing the information and a 

politically branded digital space in which issue communication, emotional framing and 

engagement operate together.  
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To summarize this part, the codebook makes it possible for analysis to go beyond simple topic 

identification and to show how political communication makes a symbiosis between different 

issue areas. Researchers are enabled to identify relationships, patterns and meanings with the 

usage of qualitative data through structured coding framework (Miles, Huberman & Saldaña, 

2014). With the standardization of raw labels into a consistent set of analytical categories, the 

codebook improves comparability within posts and supports a more rigorous interpretation of 

the campaign’s main themes, priorities, and rhetorical strategies. At the same time, it makes a 

basis for examining not only which topics were the most dominant in the Facebook campaign, 

but also how were these topics incorporated into a broader political brand built around peace, 

stability, national progress, unity, continuity and competence.  
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4.1. Main Narrative Patterns and Code Clusters 

With the analysis of the SNS Facebook campaign, the first major finding that appeared is that 

the campaign is structured around a consistent and positively integrated narrative core. Previous 

works also show how master frames unify political messages into structures which are coherent 

(Snow & Benford, 1988). As stated earlier, the main cluster was around peace, stability, 

security, responsibility, seriousness, future, and national interest and sovereignty. This was the 

broadest and most integrative group of codes in the dataset and it is clear that it was developed 

as a master frame of the campaign. Several additional clusters were organized around it. The 

unity, dreams and aspiration, achieved results, and leader image cluster gave the campaign 

symbolic and emotional consistence. The economy, development, investments, salaries, 

pensions and jobs cluster showed the material progress which was already achieved and that it 

will be continued in future. Care and inclusion were showed through the clusters of topics which 

covered children and families, youth, women and gender, pensioners, persons with disabilities 

and social policy cluster. Modernization and the improvement of life quality was shown through 

healthcare, education, science and innovation, digitalization, culture and sports. Visible 

achievements and state development and the high modernization was showed through 

infrastructure and Belgrade development. Finally, responsible and confident leadership was 

reinforced through international relations, sovereignty, and balanced diplomacy clusters. 

Already existing scientific works also emphasize the significance of strategic political 

communication in influencing public opinions and campaign storylines (Norris, 2000). 

 

The main position and the strongest messages were distributed around peace and stability. They 

were not shown as just one special theme in the whole spectrum, but they provided a meaning 

to all of the other clusters and other clusters were structured around them. For example, with 

the preservation of the stability economic development was possible. Further, the responsibility 

of the governance enabled social support. Foreign policy was framed as effective, balanced and 

stable because of the serious leadership. Previous government was also shown as unstable and 

that it can only bring instability and downgrade. Electoral participation was encouraged not 

only in order to support the party, but to support the continuation of peace, order and progress. 

In this sense, peace and stability were presented as the main communicative logic of the 

campaign. Gamson (1992) also explains how core interpretive frameworks shape political 

significance and direct audience understanding.  
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Second narrative pattern provided a strong emphasis on togetherness and common effort. Posts 

had repeating messages about unity, mutual support and the idea that progress is most 

effectively achieved when everyone; including citizens, institutions, and leadership work 

together with a common goal. This was corroborated with the slogan “Together We Can Do 

Everything”, which had a function of an organization narrative formula. With the repeated 

usage of this slogan, a linkage was established between communication, emotional mobilization 

and leadership credibility into one integrated symbolic frame. This is greatly consistent with 

branding research, which shows that slogans can make more concise broader political and 

emotional meaning into short, memorable and highly reusable expressions (Pich & 

Armannsdottir, 2021; Scammell, 2014). 

 

A third central narrative pattern was the campaign’s repeating emphasis on achieved results. 

Across the dataset, SNS communicated roads, hospitals, railways, schools, factories, salaries, 

pensions and public investments as a visible proof of competence and commitment. Regarding 

this topic, the already achieved results did not simply show a list of accomplishments. The goal 

was to show it as a mechanism of legitimacy and positive narrative of delivery. Instead of 

relying on just pure ideological claims, the campaign had a stronghold in its practical 

implementation and visible transformation. This is in close relation with the market-oriented 

logic of political marketing, in which through a mix of delivery, performance signals and the 

repetition of messages a credibility is made (Lees-Marshment, 2012; Strömbäck & Kaid, 2014). 

 

Further, another strong narrative was developed in the positive personalization of responsibility 

and continuity around Aleksandar Vučić. Furthermore, Vučić was shown as a guarantee of 

peace, stability, serious leadership and credibility on an international level. In this way, the code 

of leader image, supported the campaign’s dominant frame and gave it a clear human point of 

reference. Political branding research has repeatedly described that campaigns often have 

leader-centred images instead of broad institutional identities in order to communicate trust, 

competence, and reassurance more directly than abstract programs alone (Needham & Smith, 

2015; Scammell, 2014; Pich & Armannsdottir, 2021). 
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4.2. Policy Emphases and Development as a Positive Agenda 

Through the analysis of the campaign, one of the clearest findings is the centrality of 

development. Digital political communication focuses on straightforward and relatable stories 

to connect with audiences (Margetts et al., 2015).  The messages regarding the development 

were not communicated only as economic growth in a macroeconomic sense, but as a broad 

and multidimensional national project which involves salaries, pensions, investments, 

infrastructure, healthcare, education, technology, local improvement and urban modernization. 

This wide frame of development provided the campaign with a positive and expansive tone. It 

was communicated in an understandable language, not containing only technical narratives. It 

was also shown through visible signs such as more jobs, higher wages, stronger pensions, better 

roads, improved hospitals and a more modern Serbia. This is in complete coherence with digital 

political marketing research, which suggests that social media campaigning becomes more 

effective when complex policy content is translated into clear, visual and personally meaningful 

benefits (Vesić, Arsenijević & Marič, 2024; Belačić & Alčaković, 2024). 

 

Many posts which were referring to economy were in connection with a broader thematic of 

continuity, seriousness and future-oriented planning. This gave the economy a double role. It 

had a function of a both policy field and an evidence of already achieved results. This kind of 

messaging is suitable for political branding as it links practical outcomes with broader brand 

identity (Marland, 2013).   

 

Furthermore, infrastructure was one of the main campaign pillars. Through the high number of 

posts, roads, highways, expressways, bypasses, railways, Belgrade metro, bridges, tunnels and 

local public works appeared across the dataset with a high frequency. Also, these topics had a 

numerous number of functions at once. Firstly, they have shown a visible proof of the activity 

of the state. Second, through them modernization, mobility and long term planning were 

messaged. Third, they link development with regional and local relevance. When it comes to 

digital environment, such visible and concrete results are quite valuable as they can be 

transmitted more easily across the posts, images, videos than policy debates which are not easy 

to present to wide public spectrum (Kreiss & McGregor, 2017; Vesić, Arsenijević & Marič, 

2024). 

 

Another important component in the agenda were the healthcare and education. New hospitals, 

clinical centres, innovative medicines, improved treatments, and investments in healthcare were 
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often mentioned. That can also be related to the period in which the campaign was, as in a few 

years that were previous to the campaign, COVID was a global hot topic. Furthermore, 

education related posts had an emphasis on school reconstruction, textbook support, 

kindergartens, investments in young people. With these two images, the state was presented as 

both modernizing and caring.  

 

Moreover, the campaign had a big emphasis on science development and digitalization as well. 

Posts referring to science and technology parks, the IT sector, digital transformation shown the 

party as a future-oriented one. This also further develops the image of a young, talent, 

competitive and internationally relevant messaging. As a result, the digital image of the party 

was not linked only to state-building in a traditional way. It also represented itself as a modern 

and forward orientated one that has a base in contemporary digital political communication 

(Kreiss & McGregor, 2017; Vesić, Arsenijević & Marič, 2024). 
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4.3. Symbolic and Mobilizing Frames 

During the campaign it were not only the policy themes which were present, but also messages 

regarding symbolic and emotional framing. Instead of emphasising only to political preference, 

messages shown care, responsibility and intergenerational continuity. Therefore, it was possible 

to expand the emotional range of its communication. 

 

In close connection to this, were the messages about the peace and stability. These two concepts 

were among the most mentioned ones in the categories and became also central in posts linked 

to developments worldwide. The emphasis on peace and stability was not alone. They were in 

connection directly with the economic continuity, family well-being, state seriousness and the 

development. It was stated more times that the responsible and experienced leadership create a 

best condition for calm, order, growth and the protection of national interests. This combination 

of reassurance and positivity is especially strong in modern political communication, where 

emotions and symbols have a strong shape on voter perception (Nai, 2020; Schmuck et al., 

2022). 

 

During the campaign, symbols related to culture, memory and national pride were also often 

stated. Different posts about monuments, investment in culture, preservation of tradition 

showed a narrative of continuity, dignity, and care for national heritage. These symbols also 

were in relation to the narrative of development. Progress was shown not only related to 

technical and modern developments but also to the preservence of Serbia’s cultural visibility 

and historical self-confidence. This is a classic trait of political branding, as policy outputs are 

connected to identity, memory and belonging in order to have a deeper emotional attachment 

and the recognition of symbols (Needham & Smith, 2015; Scammell, 2014). 

 

Another symbol which was present in the campaign was gratitude. Different parts of the society 

like pensioners, mothers, workers, activists and supporters were often thanked for the support 

and for their roles in national progress, reform support or campaign participation. Throughout 

this, citizens were not only shown as an audience but also as active participants. It also 

strengthens the logic of community and collectivism. In digital environments, this kind of 

symbolism strengthens the relations between the voters and the politicians. This also contributes 

to the construction a political brand community in which followers are often and more times 

affirmed and symbolically integrated into the broader campaign narrative (Gundolf, Eggers & 

Bhatli, 2012). 
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4.4. Belgrade as a Distinct Developmental and Symbolic 

Arena 

Along the campaign, there was an important focus on Belgrade as well. This part deserves 

special attention as the focus is on infrastructure, local governance, urban identity and everyday 

life quality combined. Various messages were sent, from the reconstruction and construction of 

streets, bridges, public transport, metro, parks, kindergartens, promenades, green spaces and the 

improvement of city administration, public order, public transport with an ultimate aim of long-

term urban modernization. With the strategic frame message of “Belgrade 2030”, city was 

presented as a symbol of ambition, planning and metropolitan transformation. 

 

Belgrade was not just purely described as a city to be governed, but also as a showcase of the 

development of the whole country. The city itself was presented as modern one with an urban 

prestige. Further, It was shown how local urban policy can strengthen the broader political 

brand. Messages about the service centres, city halls, one-stop communication channels, local 

responsiveness gave an image of accessibility and practical attention to citizens’ needs. This is 

relevant in digital campaigning as even when the communication is mostly one-directional, 

proximity, responsiveness and citizen connection are of high importance (Bucy & Tao, 2007; 

Liu & Shrum, 2002). 
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4.5. Foreign Policy, Sovereignty, and Positive International 

Positioning 

Foreign policy was also one of important topics during the campaign. Public diplomacy and 

global communication play an important role in forming a nation's reputation and internal 

legitimacy (Melissen, 2007). Foreign policy topic was an important part of the party’s broad 

self-presentation. Posts with references to China, Russia, Germany, France, the EU, Western 

Balkans and wider international developments linked diplomacy with domestic legitimacy. This 

was visible in posts which highlighted bilateral meetings, economic cooperation, foreign 

investment and Serbia’s serious international stance. With these messages, the campaign 

showed an image that the state is respected, active and diplomatically capable. Further, the main 

messages were about peace, neutrality, seriousness, and the protection of Serbia’s interest.  

 

Throughout this topics, the context provided an additional trait to the central narrative. With 

the ability to navigate and position itself with confidence and responsibility in an international 

environment which is unstable, SNS made a link with domestic electoral choice. With this 

positive external events integration into the messaging in the campaign, the party was able to 

make an adaption and present itself without weakening of its brand identity. Such strategic 

responsiveness is one of the highlights of mature digital campaigning (Kreiss & McGregor, 

2017; Vesić, Arsenijević & Marič, 2024). 

 

Moreover, at the same time the foreign policy narrative was clearly tied to the country 

sovereignty. Topics like Kosovo and Metohija and territorial integrity, neutrality, and respect 

for the rule of international law were presented as appearances of dignity, seriousness and state 

self-confidence. This also enabled the posts about external affairs to be used in domestic 

campaign messages, which were showing that Serbia has a capable leadership which is 

protecting national interests and maintaining the peace and stability. In that way, the central 

core of the campaign was strengthened and its political brand got an international depth.  
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4.6. High Coherent and Strong Positive Brand 

To summarize this part, this analysis shows that the SNS Facebook campaign in 2022 was 

structured around a high coherent and strong positive brand. The core and main elements of the 

campaign were peace and stability, visible development, emotional reassurance, leader-centred 

responsibility and collective national progress. Also, further topics like economy, 

infrastructure, healthcare, education, innovation and social support were not communicated in 

isolation, but were put in a wider narrative of results, unity and future orientation. Other themes 

like peace, stability, national dignity, memory and sovereignty provided the campaign with 

emotional depth and national coherence.  

 

Existing literature on digital political marketing and political branding also provides a theoretic 

base for this topic. In order to make a stable identity through large content volume this campaign 

used repeated themes, recognizable slogans, strong leader cues and emotional consistency 

(Lees-Marshment, 2012; Needham & Smith, 2015; Scammell, 2014; Vesić, Arsenijević & 

Marič, 2024). 

 

Therefore, Facebook was not used just as a simple platform for the distribution of political 

messages but also as a space for the creation of political brand community in which narratives 

and signals were distributed. Interaction and the building of the relationship between the 

audience and the political actors can be made through social media platforms (Larsson, 2015).    
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4.7. Engagement Patterns: Reactions, Comments, and Shares 

When taking a look onto the user interaction, it is clearly visible that SNS had a success in 

building a high coherent and emotionally resonant communication place on Facebook. Even if 

the qualitative content analysis was a primary one, the engagement indicators that were attached 

to a post shows the respond of audience to various topics. In this context, reactions, comments, 

shares show the involvement of party’s online environment with the content of the campaign 

(Brodie et al., 2011; Van Doorn et al., 2010). 

 

The dominant category is the peace and stability. The work of Gamson and Modigliani (1989) 

explains how interpretive frameworks structure political discussions around key concepts. 

Different topics were present in the whole campaign, but peace and stability emerged as central 

organizing theme around which the other parts of the campaign were structured. In this way, 

other policies were interconnected, like domestic policy, international positioning, electoral 

mobilization and leadership. Peace and stability had the function of the campaign main 

interpretive anchor. It provided meaning to other topics such as economic development, 

infrastructure expansion, social support, and reasonable governance, while also providing the 

voters a clear message.  

 

From the perspective of digital political marketing, the central topic of peace and stability is 

also important. Social media campaigns rely on messages that are simple enough to be repeated, 

have an emotional meaning which is remembered, and are broad with the possibility to connect 

different topics into one frame (Chaffey & Smith, 2022; Vesić, Arsenijević & Marič, 2024). In 

the SNS 2022 Facebook campaign, peace and stability had that exact function. It made a link 

between topics like salaries, pensions, jobs, roads, healthcare, social support, and national 

interest into a unifying positive narrative of security and continuity. Not only that it served as a 

theme category, but also was the campaign’s strongest brand promise.  

 

Posts around peace and stability were effective as they combined reassurance with wide 

relevance. In digital political marketing emotional appeals such as security and reassurance 

shape political attitudes (Marcus, Neuman & MacKuen, 2000). As the posts around peace and 

stability were not isolated from other messages, but were closely connected to them it provided 

the theme with a greater depth. The associations to peace were calm, responsibility and 

protection while stability was connected with growth, continuity, order and confidence in the 

state. Altogether, these ideas were a strong emotional centre for the campaign. Therefore, the 
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most important communication strength of the SNS campaign was not just the repetition of the 

achievements, but the ability to show these achievements as possible because peace and stability 

have preserved.  

 

The interaction patterns provide that the positive, future orientated and slogan driven messages 

were especially suited to social media circulation. Posts connected to togetherness, visible 

progress, citizen care, confidence in future, appear to be particularly in alignment with the 

communication on Facebook, as repetition, emotional clarity and symbolic simplicity are 

important for engagement and visibility. Also, the strongest messages were not purely technical, 

they were emotionally legible and easy to connect with the broad party identity. This is also 

stated in the existing literature, where it says that the digital engagement is strengthened through 

content which provides symbolic clarity, emotional accessibility and brand cues which are 

recognizable (Brodie et al., 2011; Needham & Smith, 2015; Vesić, Arsenijević & Marič, 2024). 

 

By addressing different social groups and policy areas and tying them to the central message, 

the campaigns Facebook communication remained broad. Post about Belgrade and local 

development reinforced the narrative by showing how stability leads to visible improvements 

in everyday life, which can be seen in the development of transport and parks and urban 

renewal. The strong focus on President Aleksandar Vučić strengthened the message clarity, and 

presented the leadership as the manifestation of experience, responsibility and stability. Finally, 

the repeating of existing and concrete achievements made the campaigns’ positive framing 

more convincing by linking stability to results in infrastructure, healthcare, wages and social 

support. 
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4.8. Digital Communication Environment 

Overall, the analysis suggests that the campaign had a success in the construction of a highly 

positive and structured digital communication environment. The biggest advantage is that it 

doesn’t present isolated promises or messages that were disconnected. Instead, it had a stable 

narrative in which the main code of peace and stability was organizing nearly all other issues, 

which were all framed as outcomes of the responsible political action and preserved stability.  

 

Following Pich & Dean (2015), who explain how political branding changes policy 

communication into recognizable and coherent brand propositions, this campaign can be seen 

as a great digital political branding example, where party did not only communicate policies, 

but also translated them into a promise which is recognizable and connected to order, continuity, 

development and confidence.  

 

In relation to political brand community theory, this is also significant. The campaign on 

Facebook functioned not only as a page for the information broadcasting. It was also operating 

as a branded political space in which supporters were encountering messages and symbols and 

an emotional framework which was centred on peace, stability and progress (Muniz & 

O’Guinn, 2001; Gundolf, Eggers & Bhatli, 2012). This further highlighted coherence, 

interaction and creation of a sense of continuity in the whole campaign period. It clearly shows 

how a political party can use Facebook not only for the distribution of messages, but also in 

order to reinforce loyalty, identity, and a shared meaning in an environment which is digitally 

mediated. 
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4.9. Peace and Stability as the Campaign Master Frame 

The central frame that provided the meaning to the SNS Facebook 2022 campaign was 

structured around peace and stability. Although there were other different topics, such as 

development, infrastructure, healthcare, salaries and the future, it was the master frame that 

gave them connected them and provided them clear meaning. Therefore, campaign was able to 

present political continuity and a leadership that is responsible as the foundation for all other 

progress forms. This also provided the campaign with a positive and coherent tone, as stability 

was linked to investment, social support, institutional improvement and national advancement, 

while also providing a translation of complex political environment into promises suited to 

digital political marketing (Chaffey & Smith, 2022; Vesić, Arsenijević & Marič, 2024).  In this 

way, peace and stability created a balanced emotional structure by combining protection and 

reassurance with hope for growth in future. Looking from a political branding perspective, this 

master frame strengthened the message discipline, as the posts across different issues had a 

consistent to the same core promise, making peace and stability the thematic centre (Needham 

& Smith, 2015). 
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4.10. Temporal Dynamics of the Campaign 

Over time, the SNS Facebook campaign had a development in a strategically coherent and 

structured way. In the beginning phase, the communication focus was on the results which were 

achieved, infrastructure, development, pensions, salaries and goals in future. This created a 

positive base and presented the party as a credible force of transformation. With the progress 

of the campaign, the master theme became even more central, especially in content of 

geopolitical worldwide situations. Rather than disturbing the campaign, this context 

strengthened its main topics, allowing SNS to preserve overall message coherence and to adapt 

its emphasis, which shows an important and strong characteristic of digital campaigning (Kreiss 

& McGregor, 2017; Vesić, Arsenijević & Marič, 2024). In the final phase, through stronger 

messages to vote and support peace, stability, and the future electoral mobilization became 

more visible and it did not change the core campaign messages. Instead, it strengthened the 

already established themes, with clear and consistent messages. This pattern shows the social 

media marketing broad logic, where long term communication is combined with the theme 

which is standing out the most (Chaffey & Smith, 2017; Chaffey & Smith, 2022). 
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4.11. SNS on Facebook as a Political Brand 

The campaign showed main branding features which can be seen in slogans, state symbolic 

associations, leader-centred image, a stable emotional tone and a consistent link between policy 

claims and party identity (Scammell, 2014; Needham & Smith, 2015; Pich & Armannsdottir, 

2021). The main strength of this brand constructions was combining themes such as peace, 

stability, unity and the future with concrete policy references such as roads, hospitals, salaries, 

pensions, schools and factories, which provided the campaign with both emotional and practical 

features and credibility. The dual strategy allowed the campaign to demonstrate visible results 

and to appeal to voter’s values at the same time. Therefore, it reinforced trust and competence. 

That kind of symbolic messaging integration with the policy substance is a clear contemporary 

political communication characteristic. Correspondingly, in order to strengthen voter support, 

a combination of emotional resonance with performance evidence exists (Westen, 2007). 

 

This effect was supported by straight, slogan compatible messaging that aligned with the 

dynamics of Facebook. Following on the research of Smith and French (2009), which 

demonstrates that political brands are strengthened through relatable and consistent messaging, 

the impact was further developed by the clear messages that were provided. The SNS brand 

proved to be flexible across different issues and local contexts, as the topics of Belgrade 

projects, healthcare, family policy, youth, environment, culture and foreign policy were all 

integrated into the same wide identity, showing a strong discipline of messages and a stabile 

brand. 
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4.12. Facebook as a Political Brand Community 

Already existing literature shows that brand communities are not pure audiences, but also 

socially structured spaces in which members see messages, reinforce shared meanings, and 

react to brand cues in visible ways (Muniz & O’Guinn, 2001; Gundolf, Eggers & Bhatli, 2012). 

This campaign page is not same as a commercial brand community; however, it also highlights 

how digital political communication can make an environment of ongoing symbolic interaction 

rather than pure one-way message delivery.  

 

An especially positive feature of the SNS online environment is that it invites users into shared 

narrative of achievements, continuation, and collective progress. Following on the work 

Hollebeek, Glynn, & Brodie (2014), which also explain how customer engagement in online 

environments develops active participation and emotional linkage, in this campaign supporters 

were not only addressed as voters, but as participants in a broader national project. They were 

encouraged, thanked, reassured and included in the development of Serbia. These relations are 

important as they strengthen the vision that the campaign should not just distribute messages, 

but also foster identification, loyalty, and a stable sense of belonging. Thanks to this, 

communication was not a simple promotion but more a creation and promotion of a digital 

relationship with supporters.  

 

Engagement of users also strengthen this interpretation. Building on Jenkins' (2006) research, 

which details how the participation culture allows audiences to have an active engagement and 

shared significances, the number of reactions, comments and shares suggest that the users were 

not just a simple recipients of communication. Moreover, the campaign structure encouraged 

visible forms of participation around key symbols. This is highly relevant when it comes to 

peace and stability, as the central campaign frame was wide enough to make it possible for 

different issue-specific posts to interconnect to one stable political and emotional promise. This 

kind of intercommunication is a lot useful for sustaining a digital community, as it provides 

members with an interpretative framework which is recognizable and which repeats symbols 

that can be easily understood and shared. 

 

This again can be found in the literature about digital engagement and brand communities. 

Online communities often become valuable as they reveal what resonates, what is repeated and 

how a brands meanings are stabilized over time (Gundolf, Eggers & Bhatli, 2012). If looked 

from a political perspective, this shows that the Facebook SNS campaign can be seen not only 
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as a branding channel, but also as a place where supports can meet, reproduce and strengthen 

the party’s central messages. The dominant role of peace and stability further encourages this 

as it provided a simple and a positive framed centre around which online identification can be 

organized. 
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4.13. Digital Political Branding and Narrative Coherence 

The SNS Facebook campaign in the 2022 elections can be seen as a highly consistent with a 

positive structure form of digital political communication. Its core strength is that it successfully 

connected various themes, like development, healthcare, infrastructure, education, social 

support and international relations through the main frame of peace and stability, which 

provided the campaign with clarity and continuity. At the same time, SNS effectively combine 

symbolism and policy and linking achievements in development with emotional reassurance 

and by presenting leadership as both stabilizing and competent. This made communication 

more recognizable and convincing and well adapted to the logic of campaign on social media, 

as value communication and consistent messaging are the backbone of digital marketing 

strategies, while digital platforms provide emotionally resonant and targeted messaging 

(Chaffey & Smith, 2022; Kreiss & McGregor, 2017). That type of political messaging 

coherence is of high importance for effective brand construction, as consistent narratives help 

audience in understanding political meaning across diverse channels of communication (Luntz, 

2007; Corner, 2011). 

 

The campaign had a clear leader-centered image, a steady emotional tone, and consistent 

narrative cues and symbolic formulas. Following the work of McAlexander, Schouten and 

Koenig (2002), which explains how through shared interactions and meanings build brand 

communities, this thesis shows that the platform environment also made it possible for people 

to see and interact with each other, which helped in reinforcing shared meanings. This is in 

alignment with the research and is highlighting that digital political branding has an increase 

rely on narrative coherence and the participation of the audience in order to keep collective 

engagement and identification (Couldry, 2012). This means that the SNS Facebook space can 

be thought of as a type of political brand community. Peace and stability are clearly the 

campaign's main code and strongest unifying message within this structure. They gave the 

party's successes meaning, shaped its promises for the future, and kept its digital identity strong 

during the campaign period. 
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5. Integrated Digital Political Campaigning, Branding, and 

Communication 

The following section is describing the SNS campaign as an integrated form of digital political 

communication in which branding, strategy, leadership image, voter engagement and Facebook 

activity are combined into a coherent campaign narrative. The chapter does not only treat the 

online communication as a separate promotional tool, it understands it as a part of a wider 

political marketing system in which symbols, messages, policy references and emotional frames 

are connected together in order to construct a recognizable political brand. This indicates the 

wider transformation of political communication where parties have an increase in combining 

campaign strategy, media logic, and digital interaction in order to shape public perception 

(Blumler & Kavanagh, 1999). Simultaneously, the digital platform development has 

strengthened the role of participatory and interactive communication in modern democracies 

and therefore making a closer connection between citizens and political actors (Coleman & 

Blumler, 2009). In this sense, the emphasis on peace, leadership, stability and disciplined 

messaging reflects how digital campaigns utilize repetition and consistency in order to have 

party identification and voter interpretation strengthened. Therefore, social media platforms 

operate not only as information channels, but also as spaces for mobilization, image-building 

and symbolic community formation (Lilleker & Jackson, 2011). 
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5.1. Campaign as a structured form of digital political 

marketing 

The findings of this thesis present that the SNS Facebook campaign in the 2022 elections are a 

structured example of digital political marketing. This analysis shows that the campaign was 

not purely related on disconnected posts or policy announcements, but was a stable 

communicative logic that made an integration of different themes into a recognizable and 

strategical digital narrative. This interpretation is in line with political marketing theory, which 

describes political actors as market oriented organizations that form their communication, 

symbols, and presentation to voter expectations and to the logic of the media environment 

(Lees-Marshment, 2012; Scammell, 2014). It also strengthens the argument that digital political 

marketing doesn’t have a limit on message distribution, but also includes relationship-building, 

emotional positioning, symbolic consistency, and the management of voter attention across 

digital platforms (Chaffey & Smith, 2022; Belačić & Alčaković, 2024; Vesić, Arsenijević & 

Marič, 2024). 

 

The main trait of this structured approach is the timing and content coordination with messaging 

during the campaign, which shows the professionalization increase in digital political 

communication. Instead of spontaneous reactions, the campaign demonstrates strategic 

planning elements, where the is an alignment of communication with broader campaign 

objectives and audience targeting. This is line with existing researches which describe operation 

of modern political campaigns as highly organized systems of communication which integrate 

media strategies, data and narrative management in order to maximize voter engagement and 

impact (Farrell & Webb, 2002; Karpf, 2016). 
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5.2. Peace and stability as the central interpretative frame 

This analysis shows that the campaign was primarily organized around the master frame of 

peace and stability, around which other topics were developed such as development, 

infrastructure, pensions, salaries, healthcare, foreign policy and national advancement. It didn’t 

present them as separate themes, but linked them to an idea that the progress was only possible 

through stability and leadership which is responsible. This supports research on both political 

branding and digital political marketing, which state that effective digital communication 

translated political goals into clear audience-oriented messages and makes simple but strong 

associations for voters in order to quickly understand what are party’s visions (Chaffey & 

Smith, 2022; Needham & Smith, 2015; Pich & Armannsdottir, 2021).  

 

The finding is also important from the point of emotional political communication. Digital 

environments are orientated towards emotionally clear and simple symbolic messages as users 

gather a lot of information and have an attention which is limited (Schmuck et al., 2022; Nai, 

2020). With a message of an effective peace and stability it is possible to combine reassurance 

with hope; the message is centred around safety, seriousness, and predictability, with a link 

from stability to development, investment, and future progress. The campaign was relaying on 

balanced emotional structure and a combination of optimism with reassurance, as emotional 

framing shapes the audience perceiving of political messages and campaigns also often merge 

various emotional appeals in order to have an impact on the attitudes and engagement of the 

voters (Schmuck et al., 2022; Nai, 2020). 
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5.3. Narrative coherence and message discipline 

The results show that the campaign had a high level of narrative coherence. The importance of 

this is shown through how digital political communication can remain flexible in content while 

the identity remains stable. A lot of issues were communicated, such as infrastructure, social 

policy, healthcare, youth, family, development and sovereignty, but the themes were not 

fragmented. Instead, they had a disciplined narrative. This relies on the view that successful 

digital campaigns do not need to repeat the same sentence constantly, but they need to have a 

communication which is recognizable and maintained and possible to adapt to different times 

and themes (Kreiss & McGregor, 2017; Chaffey & Smith, 2022). 

 

This campaign proved this quite well. The central message was stable but the themes could 

change depending on the phase of the campaign and context. Early communication showed 

achieved results and development, while later the focus was on maintain peace and stability. In 

the final phase, the focus was on mobilization, but it was also structured around symbols that 

were present the whole time. There it was possible to see that continuity and adaptability were 

successfully combined, which is one of the main strengths of a strong political brand. A political 

brand which is recognizable does not depend on pure repetition, it depends on the ability to 

have different messages absorbed in one stable interpretative framework (Scammell, 2014; 

Needham & Smith, 2015).  
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5.4. SNS as a political brand 

Political branding theory explains that parties function as a brand through recurring symbols, 

narratives, visual cues, emotions, and different signals that help voters to understand the 

messages (Needham & Smith, 2015; Scammell, 2014). The SNS campaign reassures this logic 

with the link of slogans, leaders image, state symbols and achievements in an identity which is 

politically coherent. 

 

The main element of this brand construction was the mix of symbols and practical dimensions. 

Along values which are abstract like peace, unity, continuity and the future, the topics were also 

about roads, factories, railways, pensions, salaries, schools and investments. 

 

Following the work of Keller (2013), which explains how symbolic meanings with functional 

benefits are combined in strong brands in order to build credibility, this thesis shows that the 

campaign was able to have both symbolic and practical credibility, while making the link 

between promises and visible delivery stronger. In branding terms, this showed that SNS was 

not only coherent in narrative terms, but also effective and competent. This finding also 

strengthens the argument from Pich and Armannsdottir’s (2021) that slogans and symbols are 

central to political branding as they translate broad ideology and emotions into expressions.  
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5.5. Leadership role  

Throughout the campaign, leadership was not a central element but one of the main organizing 

communication principles. The leader was shown as the personification of seriousness, 

stability, continuity and competence. This can be also found in the research on personalization 

in political communication which shows that digital environments have an increase of visibility 

and that leaders have a strategic importance as recognizable faces (Needham & Smith, 2015; 

Pich & Armannsdottir, 2021). 

 

This finding is important as it represents how personalization can strengthen political branding. 

When creating the leader as a central significance of policy claims, emotional tone and 

campaign identity, it is possible to create coherence around various topics and timelines. In the 

SNS case, the leader was not simply presented as an actor among others, but as a personalization 

of the values that were communicated in the campaign. This strengthens the argument that 

political marketing depends largely on the fusion of leader and party identity and image 

(Scammell, 2014). 

 

These insights also indicate a shift in digital politics as audience responds more often to 

personalized and emotionally simple communication than just pure institutional messages. 

Facebook is well suited for this style as it provides an advantage to repetition and visibility. The 

SNS case shows that personalization is not just a pure rhetorical function of digital 

campaigning, but also a formative characteristic on platform-based political branding 

(Needham & Smith, 2015; Pich & Armannsdottir, 2021; Scammell, 2014). 
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5.6. Facebook and Campaign 

During the campaign, Facebook functioned more than just a pure information channel. It was a 

branded political communication space, where messages were repeated and were socially 

circulating. Leaning on the work of Axel Bruns (2019), this thesis shows how digital platforms 

enable message reinterpretation through user interaction, showing that if Facebook is described 

just as a digital space for providing messages, then campaign is limited just to posts, but on the 

other side if it is understood as environment which provides communication, then it is possible 

to see the coherence between symbols and the participation of users in order to construct 

political meaning through time. 

 

This explanation is also found in digital marketing theory, particularly in the idea that successful 

communication in digital media is dependent on constant presence and narrative and is focused 

as well on building of relationships (Chaffey & Smith, 2022; Vesić, Arsenijević & Marič, 

2024). SNS has utilized Facebook exactly in this way. The campaign was continuing over time, 

had an emphasis adaption without the change of its narrative and it used the platform in order 

to have a symbol which is recognizable. Therefore, the campaign was not concentrated on using 

Facebook pure tactically, it was using it strategically as a part of a wider branding architecture.  
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5.7. Interactivity and engagement as mechanisms of 

reinforcement 

The engagement patterns which were present in the campaign also have an important role for 

the interpretation of Facebook in digital political marketing. Reactions, comments, shares 

provide an indication that users do not only act as pure receivers of the communication in the 

campaign, but also have an active participation in its flow. This is of great relevance as the 

digital media engagement is not just a pure passive popularity indicator. It also strengthens the 

messages visibility, repetition of symbols, and its relevance. Engagement research shows that 

content interaction can enhance emotional connection and loyalty, especially if the 

communication is structured around clear brand signals (Brodie et al., 2011; Van Doorn et al., 

2010). 

 

In the SNS case, engagement was clearly a part of the branding process. As the campaign 

message was already structured on a coherent frame, the interaction of audience even more 

strengthened it. This is significant as it shows that political communication does not purely 

produce open debate or pluralism. It also has a function of a symbolic merger. Users react, 

share, and comment in an existing environment and therefore are further reproducing its 

meanings. Already existing literature also explains digital engagement not as pure social 

activity, but also as a form of relationship and identity construction around organizations and 

brands (Brodie et al., 2011; Strauss & Frost, 2013). 
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5.8. The SNS Facebook Page as a Political Brand Community 

One of the most important theoretical findings of this paper is that SNS Facebook page can be 

interpreted as a political brand community. It doesn’t equate it with a commercial consumer 

brand community, but it means that it had a display of several similar characteristics. Brand 

community literature explains that such spaces are not constructed of pure passive audience, 

they are more of a social structured environment in which members have an encounter with 

repeating brand symbols, share meanings, replicate narratives and express connection to a 

common symbol (Muniz & O’Guinn, 2001; Gundolf, Eggers & Bhatli, 2012). The findings of 

this thesis explain that the SNS campaign page had these features in a political form. 

 

Supporters were not seen only as voters who get the information and cast a ballot. They were 

addressed as participants in a wider collective project which was built around peace, continuity, 

progress and shared national effort. The campaign was inviting users repeatedly into a narrative 

which was structured around togetherness, responsibility and development in future. This is 

highly visible in emphasis on unity and collective effort, and also on the usage of slogans that 

link personal support to the whole national progress. Therefore, it is possible to interpret the 

SNS Facebook page as an environment which is oriented towards the community constructions 

in which political meanings were stabilized through repetition of symbols and interaction which 

was visible. 

 

This view further emphasizes the argument made by Gundolf, Eggers and Bhatli (2012), which 

describes that brand communities can show how audiences perceive a brand, how can they 

engage with it and how their meanings are strengthened in low-cost digital spaces. When 

translated into politics, the SNS case shows that a party can have use Facebook not only to 

distribute messages, but also to nurture a digital environment with loyalty, identification and 

reinforces of symbols.  
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5.9. The relationship between symbolic politics and 

substantive policy communication 

Another significant aspect of this finding is that campaign did not separate politic symbols from 

policy communication. On the contrary, it merged them. Therefore, it explains that political 

communication is often viewed as if it needed to choose between emotional branding and policy 

substance. The SNS case shows that distinction is deceiving. The campaign did not give up of 

the content about policy, it made its incorporation into a broader emotional and symbolic 

structure. Roads, healthcare, education, pensions, investments, factories were not presented as 

only administrative achievements. There were framed in a narrative which is shown as a proof 

of seriousness, continuity and a responsible governance.  

 

This outcome reinforces the idea that contemporary political branding does not replace policy, 

but it rather provides policy a communicative form. Political brands become more powerful 

when the policy content is transformed into an emotional signal which has a meaning and can 

be easily and quickly understood by the audience (Scammell, 2014; Needham & Smith, 2015). 

In the SNS campaign, communication and symbols strengthened each other. Policy provided 

credibility to the symbolic form, while the symbolic form enriched the policy claims with 

meanings and emotional consistency. This two sided relationship can be described as one of the 

core campaign strengths.  
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5.10. Contribution to the understanding of digital political 

communication in Serbia 

The contribution of this thesis to the study of political communication in Serbia is more broad. 

Its findings propose that digital political marketing has progressed from an early and 

experimental stage and therefore is now in accordance with more developed branding and 

platform logics. SNS didn’t use Facebook just to “be online”, but also utilized it to have a digital 

identity which is recognizable, to maintain the symbolic continuity and to have visible 

engagement mobilized. This indicates the worldwide digital politics tendencies, but also 

demonstrates how they were adapted to the political environment in Serbia and to local values 

such as order, stability and continuity (Belačić & Alčaković, 2024; Vesić, Arsenijević & Marič, 

2024). 

 

This case also shows how social media can be utilized not only for the intensification of the 

communication in the campaign, but also how to tailor it around emotionally and politically 

stable frames. Contemporary digital campaigns rely on the integration of logic in media and 

storytelling practices in order to sustain attention and strengthen political identities in online 

environments (Bennett & Segerberg, 2013). 
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5.11. Digital Political Branding and Campaign Coherence 

This discussion once again highlighted that the SNS Facebook campaign for the 2022 

parliamentary elections can be seen as a strategically managed and coherent form of digital 

political marketing. The central strength is not simply in its visibility, frequency of posts, or 

number of issues addressed. Moreover, it was able to unify various themes through one 

dominant interpretative frame and to combine practical achievements with symbolic 

reassurance, and also to have a stable leader-centred identity maintained throughout the 

campaign. The master frame of peace and stability shaped the campaigns message, and the 

slogans, leadership, achievements in policy and interaction with the audience helped to 

transform the message in a recognizable political brand (Chaffey & Smith, 2022; Needham & 

Smith, 2015; Pich & Armannsdottir, 2021; Scammell, 2014). 

 

Simultaneously, the findings sustain the argument that SNS’s Facebook page can be perceived 

as a political brand community where messages were not only distributed, but also strengthened 

through symbolic repetition and visible interaction. This shows that the campaign was a strong 

example of how modern political communication functions increase through the logic of 

branding, emotional framing, and digitally mediated belonging (Needham & Smith, 2015; 

Scammell, 2014; Schmuck et al., 2022; Nai, 2020). From this perspective, the SNS Facebook 

campaign was not a pure social media campaign, but a branded political environment in which 

identity, loyalty, and political meaning were continuously produced and maintained (Pich & 

Armannsdottir, 2021; Schmuck et al., 2022). 
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6. Digital Political Marketing in Comparison with Other 

Forms of Political Communication 

There is a clear difference between digital political marketing and traditional one, but also from 

political advertising, political branding and grassroots or mobilization-oriented campaigning. 

The biggest contrast from traditional political marketing, which relied mostly on centralized 

mass communication and limited feedback is that digital political marketing is structured 

around platforms and is characterized with real time responsiveness and clear audience 

segmentation communication (Schillemans, 2017; Dommett, Barclay & Gibson, 2024). 

Furthermore, it differs from political advertising as it not limited to paid convincing or 

campaign promotion, but is made of various activities such as relationship-building, message 

adaptation, data usage, and engagement management across time (Chaffey & Smith, 2022; 

Dommett et al., 2025). When it comes to political branding, digital marketing has a lots of 

similarities as it depends on repetition, symbols, coherence and emotional association, however 

digital political marketing is broader as it also contains targeting strategies, performance metrics 

and platform-specific communication practices (Needham & Smith, 2015; Scammell, 2014; 

Smith & French, 2009). It is also not the same a grassroots or participatory campaigning, where 

the accent is on bottom-up mobilization and collective activism, as digital political marketing 

often is strategically managed from the centre despite appearing as community based or 

interactive (Abid et al., 2025; Bossetta, 2018). Therefore, digital political marketing 

incorporates various traits from branding, advertising, mobilization and persuasion within one 

digitally mediated environment (Schillemans, 2017; Abid et al., 2025). 

 

The relevance of this part to the thesis is that it explains the concept of digital political marketing 

and clarifies why the SNS Facebook campaign cannot be isolated only as advertising, branding, 

or grassroots communication. With the distinguish of digital political marketing from these 

related forms, the thesis explains more precisely how SNS combined branding, message 

control, interaction and audience management in one platform-based campaign strategy. 
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6.1. Digital Political Marketing and Traditional Political 

Marketing 

As already claimed in this thesis early political marketing was characterized with the usage of 

traditional mass media such as television, print and radio were campaigns were structured in 

order to reproduce messages to a wide range audience. By contrast, traits of digital political 

marketing are linked to digital platforms, interactivity, data, and more intensive form of voter 

engagement. Simultaneously, the differences and the distinctions should not be 

straightforwardly understood as traditional political marketing was not completely replaced 

with digital campaigning. Moreover, modern political communication can be described as a 

hybrid media system, where both older and new media formats coexist and influence each other 

(Schillemans, 2017).  This has a relevance for this thesis, as the SNS Facebook campaign was 

not a complete break from a traditional campaign logic, but is digitally enriched type of 

branding, targeting and message management.  Therefore, the change from traditional to digital 

political marketing is not purely technological but strategic, with a reflect of a wider 

transformation from one-directional persuasion towards more measurable, relational and 

communication which is more personalized (Enli, 2017; Kreiss, 2016; Baldwin-Philippi, 2017; 

Lilleker et al., 2017). 

 

Digital environments raise the scale and speed of political message distribution, allowing 

campaigns to reach highly segmented audiences with a bigger efficiency than traditional 

channels (Howard, 2006). This provides a more competitive and faster communication 

landscape, where targeted and timely messaging becomes essential for political success. 

Simultaneously, these developments are connected to wider changes in political engagement 

and participation, as digital communication provides new forms of citizen involvement and 

activism (Norris, 2002).  
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6.2. Digital Political Marketing as a Distinct Organisational 

Logic of Campaigning 

Another significant trait of digital political marketing, which differs it from other forms, is that 

it should be understood not purely as a new communication way, but also as a wider 

transformation in the organisation and management of political campaigns. Not only does it 

serve simply as a channel for message distribution, it shapes how campaigns coordinate content, 

timing, visibility and audience management. It also operates within a distinct network media 

logic, in which traits like shareability, responsiveness and circulation become central to political 

communication (Klinger & Svensson, 2015). Similarly, campaign professionals have a strategic 

adaptation of their communication to platform features, the expectation of the audience, timing 

and genres (Kreiss, Lawrence & McGregor 2017). Furthermore, digital tools in the campaigns 

don’t have only convincing functions but also symbolic and organisational ones (Jungherr, 

2016). This is important for this thesis, because it shows that SNS Facebook campaign should 

not be regarded just as an online promotion, but also as a coordinated digital environment in 

which targeting, interaction, branding and message visibility were continuously managed 

through platform logic. From this view, digital political marketing, is a more permanent, 

adaptive and organisationally embedded form of campaigning, formed by both party internal 

strategy and the external structures of digital media (Jungherr, Rivero & Gayo-Avello, 2020). 
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7. Discussion and Implications – Answer of the Research 

Question 

This study was driven by the following research question: "How did the Serbian Progressive 

Party’s Facebook campaign function as a political brand during the 2022 elections, and which 

topics and narratives structured this brand communication?” 

 

According to the findings of this thesis, the answer is that the SNS Facebook campaign 

functioned as political brand while transforming Facebook from a simple communication 

channel to a branded political environment in which party has constantly produced its identity, 

repeated and stabilized through a leader-centered communication, with the recurrence of 

symbols, emotionally clear messages, and made a strategic link of concrete policy achievements 

to a wider promise of peace, stability, continuity and national progress, with a strong leader 

centered communication style. The emotional steady tone, narrative structure which is 

recognizable, and a message discipline with a high degree allowed SNS to present itself not 

purely as a party which is taking part in elections, but as a competent, stable, and reassuring 

political brand. Therefore, the main explanation of political marketing as a strategic adaptation 

of communication, symbols and presentation to the expectation of voters and logic of media 

clearly describes this campaign (Lees-Marshment, 2012; Scammell, 2014), while at the same 

time explaining the political branding perspective that leaders and parties have an increase in 

operations as brands which are constructed through repeated symbols, emotional associations 

and coherent identity signals (Needham & Smith, 2015; Pich & Armannsdottir, 2021). The 

findings of this thesis provide a strong support of this interpretation, as they show how the SNS 

Facebook space was constructed around a clear leader centered image, an emotionally stable 

frame, and with constant symbols. Also, Facebook was not used purely for providing 

information, but was treated like a politically branded digital environment where meanings are 

reassured over time. 

 

The campaign’s political brand was developed mostly around the main narrative of peace and 

stability, which had a function as a unifying message and the central interpretative anchor 

during the whole campaign. In line with this framing theory, this kind of dominant frame helps 

with selection of particular aspects of political reality while organizing how different issues are 

understood (Entman, 1993). More specifically, the concept of a master frame is useful as it is a 

reference to a broad and resonant explanatory structure which can absorb different topics and 
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provide them with symbolic consistency (Benford, 2013). Instead of communicating different 

topics alone, SNS made an integration of economic growth, innovation, social policy, 

infrastructure, local projects, diplomacy, development of Belgrade, sovereignty and foreign 

affairs into a wider promise that Serbia’s progress, security, and continuation depend on 

leadership which is stable and reasonable. As stated earlier, peace and stability were not 

operating as one issue in the campaign, moreover as a campaigns core brand promise, providing 

symbolic unity to other different policy themes. This also reinforced the branding interpretation 

of the campaign, as political brands become more convincing when the emotional meaning, 

authenticity claims and issue positions are shown in a continuous and recognizable way 

(Serazio, 2017; Kocaman & Coşgun, 2024). Further, this argument is also in line with the 

argument that in order to have an effective digital political marketing it needs to translate 

complex political goals into clear and emotionally vibrant messages which are easily repeated 

through different and multiple issues and formats (Chaffey & Smith, 2022; Vesić, Arsenijević 

& Marič, 2024). It also reinforces research on emotional political communication, which 

explains that digital campaign environments are best when simple, emotionally legible and 

symbolically condensed narratives are used as users encounter large information volume under 

limited attention conditions (Nai, 2020; Schmuck, Matthes & Naderer, 2022). In the SNS case, 

the balance between reassurance and optimism seems to have high importance: “peace” 

suggested calm, predictability, seriousness, and protection while “stability” was connected to 

growth, continuity, development and future trust. That combination of emotions made the 

campaigns brand message not just recognizable but also possible to expand through wide range 

of policy domains. 

 

The research question also inquired about which topics and narratives structured this brand 

communication, and the finding here are clear. The dominant themes were development, 

infrastructure, healthcare, education, wages and pensions, citizen service, innovation, youth and 

family policy, foreign affairs, sovereignty, Kosovo and Metohija, and Serbia’s broader 

international positioning. The main point is that these topics were not functioning through 

separate communications blocks. They were all tied together through a narrative with small 

number of repeating interpretative messages: peace and stability, visible results, responsible 

leadership, national dignity, continuity, collective progress and future orientation. The 

campaign had a repetitive link of practical achievements such as roads, schools, hospitals, 

salaries and factories with emotionally encouraging ideas such as security, order, seriousness, 

and national progress. Already existing branding literature suggests that strong political brands 
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are developed through the fusion of symbolic meaning and content issue (Smith & French, 

2009; Needham & Smith, 2015). In the case of SNS, the brand was strong enough that diverse 

issues could be incorporated without appearing to be fragmented, foreign policy gave the brand 

international seriousness, social policy gave it proximity to citizens, infrastructure gave it a 

result-oriented image, and sovereignty-related themes added national depth and dignity.  

 

Throughout leader-centred image, party connected identity, emotional reassurance and policy 

credibility. The findings show that leadership was shown as competent, responsible, stabilizing 

and protective and many other messages gained clarity when tied to the leadership image. 

Existing political personalization literature and co-branding between the party and the leader 

support these findings, as to them modern campaigns rely on recognizable personalities who 

present the promises and values of the wider political organization (Scammell, 2014; Pich & 

Armannsdottir, 2021). Recent cross-national work also states the same, where they describe 

that the brand image of a politician matters even where voters do not directly elect the head of 

the government (Van Steenburg & Guzmán, 2025). Furthermore, newer theoretical works also 

state that the independent brand of the leader is gathering more visibility and importance in 

modern democracies, as it the central of how campaign narratives are organized (Shavit & 

Konrádová, 2025). This is important for this thesis, as the campaigns brand was stabilized as a 

leader-centred model where leader stands for competence, continuity, security and has the 

capacity to protect national interest and also to deliver progress.  

 

Finally, campaign had a function as a political brand because Facebook enabled SNS to foster 

what the thesis explains as political brand community. The analysis shows that the page was 

not functioning as a one-way broadcasting tool. Thanks to comments, reactions, shares and the 

visible circulation of symbols and narratives which repeat, supporters encountered, reproduced 

and reinforced the campaign’s central meaning. Therefore, the SNS Facebook campaign 

resembled brand communities’ logic, where the community values lies in the repetitive 

stabilization of meaning, identities, and emotional attachments (Muniz & O’Guinn, 2001; 

Gundolf, Eggers & Bhatli 2012). The findings of this thesis have exactly this suggestion; users 

were not treated only as passive voters, but as participants in a wider national project which 

was constructed around continuity, achievements, and collective progress. Newer social media 

political marketing literature also states this and argues that social media need a more relational 

and interactive approach than traditional media, as they make direct communication, co-

creation and the ongoing management of relationships between political brand and audiences 



 

 

90 

 

possible (Abid et al., 2025). Recent data-driven campaigning work adds that modern campaigns 

have an increase of adaptation, personalization, targeting, and context-specific combinations of 

online and offline tools rather than just one single universal model (Dommett, Barclay, & 

Gibson, 2024; Luke, Bon, Dommett, Gibson, Lecheler & Kruikemeier, 2024). Even newer 

research explains that modern campaigns have an increase in leverage of voters’ digital 

footprints and psychometric or behavioural traces, which shows a clear shift from older mass-

media models of political marketing towards a communication environment which is more data-

responsive (Chu et al., 2026). Altogether, these explanations help to describe why the SNS 

campaign should be understood not just as a Facebook electoral presence, but rather as a 

structured digital political brand. One recognizable political identity was made through a 

combination of narrative consistency, repetition of symbols, personalization, reassurance of 

emotions and credible policy. The clearest answer to the research question is that SNS’s 

Facebook campaign functioned as a political brand by organizing a wide range of issues around 

a set of emotionally powerful and symbolical narratives. The main were peace and stability, 

visible results, responsible leadership, sovereignty and collective national progress, and with 

the utilization of Facebook as a platform through which the brand could be continuously 

performed, the narratives were reinforced and socially recognized.  
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7.1. Implications for Research and Practice 

The study conclusions have important implications for both practitioners and researchers, 

working in the fields of digital political marketing, political communication, and campaign 

strategy. From a research perspective, findings display that digital political branding is a 

complex and multidimensional process, which implicates that future studies should examine 

not just single variables like engagement rates or message frequency, but also the interaction 

between leadership personalization, branding, emotional framing, audience response and 

platform logic. As the relative importance of these factors can vary across political systems, 

parties, and media environments, a clear potential for comparative research in different 

countries, elections, platforms and ideological contexts exist. Studies in the future could also 

investigate how political brand communities develop through time, how are digital campaign 

narratives changed when responding to crises or political circumstances which are shifting, and 

which are the factors that strengthen or weaken long-term loyalty of digital voters. Furthermore, 

more refined models for understanding the durability, adaptability, and limits of digital political 

brands can be developed, especially in environments where there is a presence of overload of 

information. From a practical perspective, these findings suggest that political actors who seek 

to build a digitally effective campaign should not put focus only on visibility of posting 

frequency, but should carefully develop a clear political brand, which is constructed around 

recognizable topics, emotional consistency, and credible leadership indicators. Campaign 

professionals should give particular attention to the narrative discipline, clarity of symbols, and 

the alignment between broader brand identity and policy communication. Social media 

therefore represent a powerful tool for the strengthening of loyalty of supporters with a creation 

of a sense of political belonging, but just where communication is strategically built and is 

responsive to the expectations of the audience. Overall, this work provides a frame for 

understanding how a political party can use Facebook as a branding and communication 

environment, while also giving useful insights for the design of more clear, evidence based and 

strategically grounded digital campaign practices. 
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7.2. Limitations 

It is important to state several limitations of this study as a form of digital political marketing 

and political branding. Firstly, the literature review and theory frame may have been shaped by 

selection of concepts, such as digital political marketing, brand communities, interactivity, and 

engagement, which could have excluded other relevant perspectives which could have offered 

alternative interpretations of the SNS’s online communication. The usage of selected keywords 

and theoretical approaches that were established, could have narrowed the analytical lens and 

limited the studies dealing with other political communication and campaign strategy 

dimensions. Second, the focus is on one political party, one platform and one election campaign 

in one country, which means that the findings cannot be generalized worldwide and to other 

digital platforms such as Instagram, TikTok, YouTube or X. Facebook has a unique own logic 

of communication, structure of the audience, and engagement culture, and these characteristics 

could have shaped the results in other ways on different platforms. Finally, the study is 

constructed around visible public content and engagement indicators which can be observed 

such as reactions, comments and shares. That means that it cannot fully analyse less visible but 

also important dimensions of digital campaigning, such as paid advertising, micro targeting, 

distribution of the algorithm, internal campaign strategy, or private forms of supporter 

communication. For this reason, although the study represents how SNS presented itself as a 

political brand on Facebook and which narratives have structured the communication, it cannot 

fully determine how users interacted with the content or how far is this online branding 

translated into reality. 
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8. Conclusion 

The findings of this study demonstrate that the Serbian Progressive Party’s Facebook campaign 

in the 2022 elections functioned as a political brand as it combined leader-centred 

communication, clear and consistent symbols, emotionally understandable messages, and 

visible policy achievements into a coherent digital identity which was structured around the 

narrative of peace and stability. Therefore, Facebook was not just a channel for the information 

distribution, but also a strategic brand environment in which SNS could strengthen recognition, 

loyalty support and organize political communication in ways which are consistent with the 

logic of digital political marketing (Lees-Marshment, 2012; Chaffey & Smith, 2022). At the 

same time, campaign highlighted topics such as infrastructure, healthcare, salaries, pensions, 

sovereignty, and development. These topics became more persuasive when they were put 

together in a broad and emotional reassuring narrative of continuity, responsibility and national 

progress, which is also stated in the researches on political branding and emotional political 

communication (Needham & Smith, 2015; Nai, 2020; Schmuck et al., 2022). More recent 

literature further strengthens this interpretation by showcasing that political social media 

marketing is increasingly understood as relational, interactive, and brand-oriented and not just 

only as informational (Abid et al., 2025). Moreover, campaigns which are data-driven depend 

on the sensitive context adaptation and the strategical management of digital communication 

(Dommett, Barclay & Gibson, 2024), and that politician brands and personal political branding 

can become central in parliamentary systems as well, making leader centred brand construction 

relevant in modern campaigns (Van Steenburg & Guzmán, 2025; Shavit & Konrádová, 2025). 

However, even if digital political branding offers important benefits, including contact with 

voters, stronger engagements, and the political brand community construction possibility, ifs 

efficiency also depends on narrative discipline, alignment of the audience, and the ability to 

have the credibility in a competitive and overloaded digital environment (Kreiss & McGregor, 

2017; Brodie et al., 2011; Gundolf, Eggers & Bhatli, 2012). In that context, to understand how 

these elements collaborate is crucial for political actors who are using social media strategically. 

Future research should proceed to examine how personalization, engagement, branding and 

platform- particular conversation forms political campaigns across different digital 

environments, platforms and elections.   
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10. Appendix 

Tools used: In the preparation of this thesis, generative AI system (ChatGPT) was used in a 

supportive capacity. It served exclusively as aid for the partial formulation of sentences, the 

correction of grammar, spelling, and language, as well as for the translation of texts, particularly 

the abstract and the analyzed posts originally written in Serbian. The substantive development, 

scientific argumentation, and final responsibility for the entire thesis rest fully and exclusively 

with the author, thereby preserving the principles of good academic practice at the University 

of Vienna. 
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