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ABSTRACT

In popular opinion political public relations practitioners have long been regarded as spin
doctors. Their lane of actions is mostly viewed as propaganda and they are perceived as spin
doctors who manipulate power-relations. The pervasive role of public relations in political
campaigns cannot be denied as political actors rely on communication to reach their key
stakeholders. While it can be used as an important tool that can mediate in these power
relations, the facts remain in the case of this study that the political party campaign
communication was rather reactive than strategic. The answer lays in the accurate application
of the strategic nature and role of public relations. | believe that there is a strategic public
relations role that is evident and has to be played in political party campaign communication.
As a matter of fact, public relations strives to ensure an effective and efficient communication
on behalf of its organisation. The purpose of this study was to explore the application of public
relations principles in political parties’ campaign communication of the Democratic Alliance, in
the context of three other political parties in a regional newspaper during the build-up to the
2014 South African general elections. Four distinct political parties were at the centre of this
research, namely African National Congress, Democratic Alliance, Economic Freedom
Fighters and Agang. Particular attention was given to the elite parties, African National
Congress, and Democratic Alliance; the main environment of the study. It is true that political
parties ‘communication with stakeholders reflects in essence public relations. Managing
communication to promote the organisational agenda is to talk about issues important to both
the public and the political party. This suggests that an effective political organisation will act
on a two-way operation to build a common political position that influences public attitudes.
Hence, a comparative case study was used as the strategy of inquiry. | conducted a content
analysis of the political party campaign communication of the Democratic Alliance, covered in
the Cape Times newspaper; as well as their election manifesto, to identify the public relations
principles and strategies that were used. The daily newspapers were surveyed from January
8 to May 7, 2014. An overall of one hundred and forty-four related newspapers articles were
analysed and formed the data for analysis. A close reading and counting of frequencies of
varieties of themes in the newspaper revealed that the Democratic Alliance, as well as the
African National congress, took a tactical and responsive approach, rather than a strategic
and proactive approach, to their political party campaign communication. News coverage
indicated that there was extensive counterpunching to other political parties ‘statuses, but
very little promotion or management of the issues included in their election manifesto.
Nkandla was the most controversial issue covered in the pre-election media coverage; while
the proposed merger with AGANG; and the subsequent fall out was damaging to both political
parties ‘reputation and relationship with voters. Therefore, more research on this topic needs

to be undertaken, as public relations is crucial in translating public opinions to the



organisation. In the political scope, this can serve as an attempt to adjust the socio-political
environment to suit the political principles, as well as to help the political principles adjust to
the environment by creating the right balance to mutual benefit an organisation and its publics
that further ensures a real participatory democracy. Further studies should be done to
investigate whether, the advocacy of the two-way symmetrical, as a way to central route to
persuasion, along with the dialogical approach can impact on more effective decisions
making, and ultimately create a more dynamic public sphere that seeks the resolution of
socio-political conflicts. This new knowledge will lead to guidelines for public relations

practitioners and can provide useful insights for political communication specialists.

Key words: Public relations, political public relations, political communication, strategic

communication, issue management, stakeholder theory and management, mass media
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GLOSSARY

Table i-1-1: Glossary of terms and historical background.

Acronym

AGANG

ANC

ANC (N) DA

ANC+ (N) DA

BUP

DA

DOI

EFF

Framing

General election

Definition or explanation
Agang is a Sotho-Tswana word meaning “let us build”.

Agang was started by anti-apartheid activist Mamphela Ramphele in
2013. During the election campaign (January 8, 2014), the DA
announced that Ramphele accepted its invitation to stand as DA
presidential candidate and that the two parties would merge. Confusion
followed regarding the merger. Subsequently, Ramphele withdrew as
DA presidential candidate and the parties did not merge.

On May 7, 2014, Agang won 0.28% of the vote. Ramphele withdrew
from politics on July 8, 2014.

ANC stands for African National Congress:

The party was founded in 1912 as the South African Native National
Congress (SANNC) and became the ANC in 1924. The ANC was voted
into power in the first democratic elections on April 27, 1994.

In 2014 general elections, the ANC achieved 62.1% of the vote.

ANC articles shared with DA with neutral tone
ANC articles with positive one shared with DA
Bottom- Up (direction of communication)

DA stands for Democratic Alliance and is the official opposition party.

In 2014, the DA increased its vote from 16.7% to 22.2% of the vote.
With a history of complex spits and mergers, the DA started as the
Progressive Party in 1959, when it broke away from the United Party.

Dissemination of information

EFF stands for Economic Freedom Fighters.

The party is headed by expelled former ANC Youth League president
Julius Malema. EFF is the third largest party and received 6.35% of the
vote in 2014.

Framing is seen as a mobilisation strategy, whereby “organisations
attempt to bring their frames on an issue into public debate, in the hope
of winning public support and action” (Froehlich & Rudiger, 2006).

A general election is a national election in which all or most members of
a given political body are chosen by the voters. The South African
general election determines the number of seats per political party in the
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IEC
Ind

Mani

National assembly

Official opposition party.

Organisation

PER

PF

Political public relations

Political party election
campaign communication

RAT
SIDEW
TCP

TOPD

400-seat South African parliament (Table i-1).
Independent Electoral Commission
Inducement

Manipulation

The difference in South Africa’s national assembly seats (2009 and
2014) are listed in Table i-1

The official opposition party is the largest party in the parliamentary
National Assemble who does not form part of the ruling party
(government). The Democratic Alliance (DA) is the official opposition
party in South Africa.

The term ‘organisation’ will be used in its broadest sense to include
companies, corporates, non-profits, charities, and non-government
organisations as well as churches, political parties or movements and
government organisations.

Persuasion
Political force

Political public relations does more than draw attention to and from
political issues; it makes use of media outlets to communicate specific
political views, solutions and interpretations of issues in the hope of
garnering public support for political policies or campaigns (Froehlich &
Rudiger, 2006).

Political party election campaign is used in the study to refer to political
electoral campaigns whereby representatives of political parties seek to
influence the decision-making process and access power.

Rational
Sideways (direction of communication)
Tone control & power analysis

Top-down (direction of communication)



Table i-2: South African National Assembly seats per political party (2009 and 2014)

*Focus of research.

Party Abbreviation National Assembly seats
2014 2009
African Christian Democratic Party ACDP 3 3
African Independent Congress AIC 3 =
African National Congress ANC 249 264
African People’s Convention APC 1 1
Agang South Africa Agang 2 -
Azanian People’s Organisation AZAPO - 1
Congress of the People COPE 3 30
*Democratic Alliance DA 89 67
Economic Freedom Fighters EFF 25 -
Freedom Front Plus FF+ 4 4
Independent Democrats ID - 4
Inkatha Freedom Party IFP 10 18
Minority Front MF - 1
National Freedom Party NFP 6 -
Pan Africanist Congress PAC 1 1
United Christian Democratic Party UCDP - 2
United Democratic Movement UDM 4 4
TOTAL 400 400
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1 CHAPTER ONE: INTRODUCTION

1.1 Introduction

The research explores the application of public relations principles within political parties
campaign communication during a democratic election to answer the research question “How
does the application of public relations principles compare between political parties during their
campaign communication in a democratic election?” Particular attention is given to the two main
elite political parties of South Africa namely, the Democratic Alliance as the main environment of
the study and the African National Congress. Considering this, the literature review will focus on
public relations as the central discipline of this research and will cover public relations
communication models, political communication, strategic communication, stakeholder

management and the media.

1.2 Research context

The research context is mainly the election campaign communication of the Democratic Alliance
(DA), followed by the African National Congress and other political parties in the build-up to the

South African 2014 general elections.

1.2.1 South African general elections (2014)

The fifth post-apartheid general elections in South Africa were held on May 7, 2014 under
conditions of universal adult suffrage, which for the first time, according to Kings (2014),
included South African citizens living abroad (expatriates) who were able to register to vote in
the elections there, that is without having to return to South Africa to register. On March 17,
2014, the Electoral Commission of South Africa (IEC) announced that 33 parties had registered
to complete in the 2014 general elections to determine the number of seats in the 400-seat
South African parliament (Table i—2). It is common knowledge that since 1994, the African
National Congress (ANC) has been the ruling political party in South Africa, and the Democratic
Alliance (DA) is the ‘official opposition’ political party. South Africa is a constitutional

democracy. It is within this context that this research will explore the application of public
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relations principles within the political party election campaign communication of the various
political parties.

1.3 Research background

According to Heath and Waymer (2011:138) “politics is not only the playing field, but the umpire,
referee, and coach”. Politics is as a multifaceted phenomenon which needs communication to
survive and to gain support for its decision-making process; as it is simultaneously a quest for
power and for influence (Romarheim, 2005). As mentioned by Louw (2010), politics is about
communication as politicians engage with others to organise and regulate the social-power
relationships governing the allocation of scarce resources; and to change the attitudes and
behaviours of voters within the political arena. However, Jackson (2010) notes that political
communication is consistent with persuasion as “political actors seek to inform and then change
the attitudes and behaviour of citizens/voters” through “an obfuscating trellis of presentation”
(Moloney & Colmer, 2001:965). Besides, | admit that the past hundred years are not lacking in
important events in communication evolvements. Furthermore, among the great variety of
developments that have occurred in the twentieth century, there is ultimately one we can

choose as the preeminent development of the period: the rise of democracy.

1.3.1 Democracy

The literal meaning of democracy is ‘rule by the people’ or at very least ‘rule by consent of the
people’ and it is that consent that confers legitimacy to a democracy (Diamond, 1990:49) as
does the engagement of its citizens (Dahlgren, 2009). Therefore, to participate successfully in
elections, political parties must represent a broad sector of society. Furthermore, a “democracy

is about politics, and politics is shaped by socio-cultural parameters” (Dahlgren, 2009:26).

Democracy is not common throughout Africa. South Africa has a constitutional democracy and
a multi-party political system. According to Lilleker (2006) a democratic country is defined by
free, fair and regular elections, which does not prevent citizens, eligible for the electorate, from
participating on reasonable grounds, irrespective of whether they are voters or candidates. In
addition, South Africa can be regarded as a democracy according to the widely accepted
election criteria of Dahl (1971) namely; fair, competitive and inclusive. Furthermore, a
democracy allows citizens to freely access information about political issues, express their

views, and formulate their expectations and proposals without fear of repression, through their
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liberty of vote in elections, their engagement in civil society organisations or political parties; or
by standing up as a candidate in democratic elections (Hofmeister & Grabow, 2011).

In a democracy, communication is important between political actors and the public as voters
need information to form their own opinions about “political programs, policy issues and political
alternative” presented by the political actors (Gibson & Rommele, 2007:4). Conversely political
actors need to “know the wishes and demands of those whom they are supposed to govern
(interest mediation)” as citizens in modern democracies are represented by political actors, be it
a party or individuals (Ulas, 2017; Sartori,1976).

The political landscape in South Africa is dominated by the ruling party, the African National
Congress (ANC); the official opposition party the Democratic Alliance (DA) and a plethora of
over 200 smaller parties all competing in the general elections for seats in the South African
national assembly, Parliament, as shown in Table i—2 (South African National Assembly seats
per political party (2009 and 2014).

The political sphere
(elective officials & non-elective organisations)

R

The media
(broadcast & print media)

, !

The public sphere
(citizens & voters)

Figure 1-1: The traditional process of communication in a democracy
(adapted, Lilleker, 2006:6)

1.3.2 Public sphere

Democratic elections are based on civic choices which are presented to the voters in the public
sphere, through media channels, for debates and discussions that eventually form public

opinion. Around the world, the process of democratisation of political systems has changed the
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nature of political communication, as shown in (Figure 1-1). Political activities have moved
beyond the political elite, via the media in many instances, to the public sphere (Lilleker, 2006).
Habermas (1964:50) considered the public sphere to be a mediation space between society and
the state “in which the public organises itself as the bearer of public opinion” through debate,
discussions and deliberations. An approach that has long been considered essential for the
political conversations that are needed for a democracy (Eriksen, 2005). Fraser (1990:57)
describes the public sphere as “a theatre in modern society in which political participation is

enacted through the medium of talk.”

These political conversations in the public sphere underpin democracy, not voting, (Koch, 1995;
Foth et al., 2016) and are used by politicians to legitimise their opinions in the public sphere
(Sorensen, 2016). Public sphere is important to democracy, because an “informed,
knowledgeable electorate” ensures that “politics must be pursued in the public arena (as distinct
from the secrecy characteristic of autocratic regimes)” as the knowledge that citizens need to
make their vote should be easily available and accessible in the public sphere (McNair,
2011:17). However, Naisbitt (cited in Lubbe & Puth, 2000:77) believes that uncontrolled and
unorganised information is no longer a resource in an information society, as it has become the
enemy of the information society and of the informant worker; leading to a shift in the whole
information society process, from supply to selection. Furthermore, Crozier (2007) notes that
information available in the public sphere is more beneficial to outside actors such as lobbyist
and pressure groups than to political parties. Thus, the public sphere is involved in discussions
of all issues of general concerns through which, discursive arguments, areas of general interest
and public interest are established. Furthermore, according to Kellner (2013), it is presumed
that the public sphere includes freedom of speech and assembly, the right to engage in political
debate and decision-making; and preserves democracy as it balances stability with change
(Castells, 2008).

Habermas (1962) argues that the role of the public sphere is best described as a ‘network for
communicating information’ and ‘points of view’ and is situated between private households and
the state as it is a space “where free and equal citizens come together to share information, to
debate, to discuss or deliberate on common concerns” (Odugbemi, 2008:17). The public
sphere produces public opinion through the exchange of ideas and represents an important
contributor to democracy. Without a functioning and democratic public sphere, government
officials cannot be held accountable for their actions, and citizens will not be able to assert any

influence over political decisions. Furthermore, Pusey (2002) posits that the public sphere
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includes elements of citizen’s social interactions, which, through unrestricted conversations,
assist in shaping public opinion. Public opinion, according to Lubbe and Puth (2000), does not
refer to a single monumental grouping of thought; but a smaller and simpler group of individuals
who share a common interest and thus each issue, problem or interest would create its own

public.

Odugbemi (2008) believes that a functioning public sphere rests on five pillars; namely, a)
“Constitutionally guaranteed civil rights”, including freedom of expression and assembly, which
are included in the South Africa constitution (1996); b) “Free, plural, and independent media
system not under state control” as the media system is the key institution in public sphere as it
can enable equal access to information and voices to citizens; c) “Access to public information”,
which should include freedom of information legislation and a culture of transparency and
openness; d) “Vibrant civil society”, which is a civil society that supports citizens’ demand for
accountability and participation in the public sphere; as well as civil society organizations shape
and promote the public agenda; and e) Locations for “everyday talk about public affairs” which
will assist in the formation of public opinion. Hence, making the media an important factor in the

move of information in the public sphere.

1.3.3 Media

It is well documented that the media within a democracy provides wide access to information,
which in turn stimulates a healthy public sphere and encourages a robust public participation
within a constitutional setting of freedom of speech (Jackson, 2010; Hiebert, 2005). In many
autocratic African countries, the press and news media are often owned and controlled by the
ruling party who is then able to direct the public conversation (Barratt & Berger, 2007) and
control access to information. The media is diverse within a democracy in terms of ownership
and content; with a strong sense of ethics and accountability (Barratt & Berger, 2007). In South
Africa’s media ownership, other than the public broadcaster, the SABC is predominantly held by
private local and foreign companies (Barratt & Berger, 2007). The media plays an important
role in political communication, which is conducted through every channel and media available,
and is often viewed as a ‘multifarious’, ‘multifaceted’, ‘multifunctional’ and “continual

bombardment of information, views, opinions and debates” (Lilleker, 2006:10).

Political communication in America is an activity that is predominantly aimed at a mass

audience through the mass media of television, although in recent years as independent
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television grows, most political communication is mediated by political commentators and the
public receives messages that are unaltered of without editorial comment (Lilleker, 2006).
Although popular in the mid-20" century, radio is seldom used to disseminate political
messages today, though it retains its wide reach. It should be noted that today the internet, and
its social media platforms, have increased participation from the political communication
audience who is now able to communicate with political parties, non-elected organisations and
with each other (Lilleker, 2006). Understanding electoral incentives is therefore crucial to the

understanding of how institutional rules of the game interact with stakeholders.
1.3.4 The electoral process in a democracy

Lilleker (2006) supports that a democratic nation is characterised by the organisation of free, fair
and regular elections that enable eligible citizens to pursue the electorate, regardless of their
statuses of voters or candidates. In addition, a healthy democracy encourages citizens to
actively participate to the electoral process, through the adequate and equal opportunity to
freely decide for whom they would like to vote (Dahl, 1989). Crotty (1991:20-21) conclude that
voting is the “most rudimentary and indirect means for influencing political outcomes” although it
is entry level involvement, however it links citizen’ attitudes and governmental policy as well as
legitimizing the system (Niemi & Weisberg, 2001; Stolle & Hooghe, 2011.Verba et al., 2000).
Furthermore, consensus or a common frame of reference on issues is key factor in mobilising

citizens to vote (Martikainen et al.,2005; Parry & Moyser, 2000).
1.4 Academic perspective

Public relations is defined as an organisational communication with the following strategic
objectives a) managing communication to promote the organisational agenda, b) to build
relationships with its publics (Ledingham, 2003; Ledingham and Bruning, 2001) and c) to
establish a reputation with one’s publics (Van Riel & Fombrun, 2007; Stromback & Kiousis,
2013; Jackson 2010; Van Ruler, 2004; Grunig & Hunt, 1984); and d) to initiate dialogue,
collaboration, co-operation and co-creation (Theunissen & Wan Noordin, 2012; Kent & Taylor,
2002).

Public relations research, both theory and practice, is typically applied in an organisational and
corporate environment. However, political public relations or public relations within the political

context or for a political organisation is seen as an exception to this application and is
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categorised as ‘political communication’ (Stromback & Kiousis, 2011). Furthermore, political
public relations is public relations on behalf of a political organisation with the same strategic
roles and objectives of all public relations exercises. For example: Managing communication to
promote the organisational agenda is to talk about issues which are important to the public and
to the party, to build a joint political position aimed at influencing public attitudes; building
relationships and convincing voters to align themselves with the party through the political
ideologies and to take action i.e. vote for you; and to establish a reputation i.e. a political identity
for the party, and for the politicians in the party, which voters can identify (Stromback & Kiousis,
2013; Perlof, 2013; Jackson 2010; Becker & Vlad, 2009; Kiousis et al., 2006; Van Ruler, 2004,
Grunig & Hunt, 1984).

While retaining its differences, political communication is related to many other academic
disciplines including, persuasion, organisational communication, advertising, marketing, group
communication, political communication and political science (Powell & Cowart, 2017). In
addition, according to Lilleker (2006:16), political communication borrows techniques from
advertising, marketing and public relations. Furthermore, politics, either as an activity or

academic discipline, is difficult to define (Leftwich, 2015).

Although the term political public relations is seldom used, political public relations is emerging
as a research field (Jackson, 2010; Stromback & Kiousis, 2011). The differences between
political public relations and public relations is more a measure of intensity and inclusion, than
philosophical differences. However, this area is under-researched, and it is unclear the extent
to which public relations principles are ‘valid also in political contexts’ (Stromback & Kiousis,
2013:3).

1.5 Research problem

All political party election campaign communication should be aligned to the political party
objectives, which, in an election period, is to attract voters, i.e. the messages should enhance
the effectiveness of political party’s voice in the public sphere. However, political party election
campaign communication often appears disorganised, apparently random and confusing to the
public. Consequently, political party election campaign communication does not assist the
political party to achieve its election manifesto objectives; improve its reputation and build
relationships with the voters who require access to critical information to inform their decision

making, formulate their expectations and decide their vote.
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1.6 Research question

The research question is:

“How does the application of public relations principles compare between political

parties during their campaign communication in a democratic election?”

1.6.1 Research sub-questions

The research sub-questions are namely:

What are the political messages of the political parties in their election campaign

communication?

How are the political messages of the political parties framed in their election campaign

communication?

How does political party election campaign communication of the political parties use

public relations models of communication?

1.7 Research objectives

The main objective of the study is to explore the application of public relations principles in
political parties ‘campaign communication during the South African 2014 general election; as

well as:

To identify and explain how the political party election campaign communication

messages are framed.

To explain public relations models of communication that influenced political party

election campaign communication strategies.

To identify the political strategy patterns that informed the political parties’ election

campaign communication.
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1.8 Rationale

In public relations and politics, spinis a form of propaganda, achieved through knowingly
providing manipulative interpretations of specific events or campaigning to persuade public
opinion in favour or against some organisations or public figures. Hence this research will open
lenses in the field of political public relations to either consider spin as new communication role
in public relations, or readjust via the strategic public relations principles such as the two-way
symmetrical approach or dialogical approach to mutual benefit parties involved in a particular
campaign. Meanwhile, it will raise questions about its relationship to the traditional public
relations model. It will also allow practitioners in the field to discuss the implications of this new

role for mass communication theory and for the practice of journalism.

Furthermore, this research will contribute to the academic literature relating to political public
relations and political communication as it explores the value that public relations, as a
profession, could contribute to political party campaign communication. To date there has been
insufficient research covering public relations within a political context and even less theory
development or empirical research on political public relations. This research will allow public
relations practitioners to consult meaningfully to political party campaigns and thereby develop

political public relations theory.

In addition, this research will make a small contribution to integrating strategic public relations,
political public relations, political communication and political science theory, and thereby

develop an understanding of the relationship and tensions between these different disciplines.

Political party election campaign communication often appears disorganised, apparently random

and confusing to the public. It would be useful to determine whether this is in fact the situation.

Moreover, developing theory and research in political public relations can help establish a
mutually fruitful relationship between practice and theory, where practice can inform theory and

theory can inform practice.

Finally, the study will contribute to my level of professional development as a political public
relations consultant. As a matter of fact, | am interested in optimising communication as a tool to
translate political goals and ideas into accessible and persuasive messages in the public
sphere; and to direct public opinion into the socio-political environment to ensure a real

participatory democracy.
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1.9 Research designh and methodology

This research is qualitative as it aims to develop new insights and understanding of political
public relations theory and will use the political messages as its unit of analysis to answer the
research question, "How does the application of public relations principles compare between

political parties during their campaign communication in a democratic election?”

1.9.1 Research design

A research design is considered an overall strategy that the researcher employs in the different
steps of a study to effectively address the research problem (Labaree, 2009) and answer the
research question. This research is qualitative. According to Denzin and Lincoln (2013), a
gualitative research is a situated activity that locates the observer to the world and allows the
world to be visible and thus transformed; and it is subjective as the interpretation of the data is
dependent on the researcher’s perspective of the Democratic Alliance party’s election campaign
communication, including its election manifesto; and the media coverage of various political

parties in the build-up to the South African 2014 general election.

1.9.2 Population and sampling

The population of this study is all the pre-election political stories printed in the Cape Times
newspaper during the 154 news days prior to the South African general election on May 7,
2014. A total population sampling frame is used to gather in-depth insights into an area of study
and minimises the risk of missing potential insights from the population who are not included in
the sample (Babbie & Mouton, 2010). Total population sampling is classified as a purposive,
non-probability sampling frame and thus it is not possible to make statistical generalisations
about the study (Wellman et al., 2005).

1.9.3 Research methodology

Schurink and Auriacombe (2010) contend that a qualitative research involves the use and
collection of a variety of empirical tools, including personal experiences, interviews, and case
studies. The case study is a qualitative research method which involves an in-depth and close

examination of the subject of study (Babbie & Mouton, 2010). The unit of analysis in this
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research is represented by the political messages sent by the Democratic Alliance as covered in
the Western Cape regional newspaper the Cape Times from January 8 to May 7, 2014 and its
election manifesto, as well as the African National Congress messages.

1.9.4 Data collection and analysis.

The political party election campaign communication of different parties as covered in the
Western Cape regional newspaper the Cape Times from January 8, 2014 to May 7, 2014 and
the election manifesto of the Democratic Alliance will provide the data for this study. A
gualitative content and thematic analysis will be used to interpret the data. A content analysis is
a common strategy used to analyse text (Powers & Knapp, 2010) as it helps to explore large
amounts of textual information to determine patterns or trends; frequency; and structure (Gbrich,
2007). Similarly, a thematic analysis is described as a qualitative method for identifying,
analysing and reporting patterns (themes) within data (Braun & Clarke, 2006). As this is an
exploratory qualitative research, the content analysis will be used to describe the common
issues, while the thematic analysis of the same data will be used to provide a rich and thick
account of the data (Braun & Clarke, 2006).

1.10 Limitations of the research

This research is limited to a single medium, Cape Times newspaper, which is a regional
newspaper distributed in the Western Cape Province, South Africa. The research is limited to
the 2014 political news coverage leading up to the general democratic elections on May 7, 2014
i.e. from January 8, 2014 to May 7, 2014 in this newspaper. The research does not include

post-election news coverage.

This research does not include digital media in its analysis, although it is acknowledged that
digital technology plays an important role in election campaigns, particularly in the United States
of America where it is integral to fund-raising, voter turnout and grassroots organisations.
Digital media will continue to play a role in future elections worldwide, as digital media provides
an opportunity for citizens and voters, known as the audience, to participate in the political

communication process. However, the reason not to extend this research into digital media is
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a) The difficulty in following a wide variety of social media, outlets on numerous topics with
diverse hashtags; b) Social media operates on a 24/7/365 basis; ¢) Social media uses a variety
of languages (South Africa has 12 official languages); d) The lack of geo-graphic boundaries in
social media; e) The cost and difficulty of obtaining the data from the social media
organisations, and f) storage of this volume of data.

1.11 Ethical considerations

This research is based on the content and thematic analysis of the political party election
campaign communication of the Democratic Alliance as covered in the Western Cape regional
newspaper the Cape Times from January 8 to May 7, 2014 and its election manifesto; as well
as the African National Congress sent messages in newspaper and other different political
parties. The research has not used vulnerable populations; has no risk to participants and thus
requires no consent. The news coverage of the regional newspaper is by its nature, already in
the public sphere and therefore it was unnecessary to consider confidentiality or obtain ethical

clearance.

1.12 Outline of thesis

This is a brief overview of the structure of this thesis.

Table 1-1 Thesis structure

Chapter Outline of chapter

Chapter 1: Introduction This chapter introduces the research background, research and
academic context of political public relations pertinent to the
research question: “How does the application of public relations
principles compare between political parties during their
campaign communication in a democratic election?”

The research is a qualitative case study on the Cape Times
newspaper coverage of the Democratic Alliance and its election
manifesto; as well as other different political parties in South
Africa in the build-up to the 2014 general election. A qualitative
content and thematic analysis is used to describe and interpret
the complex phenomena.



Chapter 2: Literature Review

This section includes a discussion on the theoretical concepts of
public relations, political public relations, political communication,
which includes mass media and public sphere, strategic
communication, stakeholder theory and management, and issues
management.

Chapter 3: Research Design and In this section an overview is provided of the research design,

Methodology

Chapter 4: Findings

Chapter 5:  Conclusions

Recommendations

1.13 Conclusion

CHAPTER ONE provided the background information as well as the preliminary literature
related to the study on the public relations principles applied by political parties in campaign

communication during a democratic election. The research design and data collection methods

were outlined.

CHAPTER TWO will present an overview of the academic literature on public relations as the
overarching discipline, political public relations, political communication, which includes mass

media and public sphere, strategic communication, stakeholder theory and management, issues

methodology and data collection used in the field. The focus is
on planning the research by gathering and analysing the
collected data to answer the research question “How does the
application of public relations principles compare between
political parties during their campaign communication in a
democratic election?”

This chapter discusses the findings obtained from a comparative
case study analysis between the Democratic Alliance in the
context of three other political parties media coverage by a single
medium; namely, African National Congress; Agang and
Economic Freedom Fighters who participated in the 2014
general election in South Africa. The single medium is the Cape
Times newspaper.

and This chapter summarises the research.by presenting the key

findings to the research questions, and includes the overall
conclusions of the study and provides recommendations and
rooms for subsequent researches.

management and political party election campaign communication.
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2 CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This is a review of literature pertinent to the research question: “How does the application of
public relations principles compare between political parties during their campaign
communication in a democratic election?” According to Lancaster and Luck (2010) public
relations remains an essential process of communication that is needed most when normal
communications are strained and some people are left uninformed. In a very real sense,
especially in areas such as political campaigning, communication is considered a 20" century
skill. Furthermore, it has been a common belief that public relations expertise has always been
subjected to stereotypes of spin. In fact, critics have raised concerns on the propaganda
communication functions of public relations, as outlined in the press agentry/publicity model. As
cited in Fawkes (2007:313): “Miller, Stauber and Rampton, Chomsky, Ewen, among others ...
argue that public relations, past and present, undermines democracy and stifles or distorts
debates.” In addition, what ‘The Father of Spin’ Edward Bernays called the ‘engineering
context’ of propaganda, which is known as framing today, was defined as “a key social doctrine
used to determine audience understanding and desire” (Corthell 2008:5). Yet, it is through the
media that political public relations is able to communicate specific political views, solutions and
interpretations in the hope of gaining public support for political policies or campaigns (Froehlich
& Rudiger 2005). Moloney (2006) emphases further that, public relations defenders tend to
minimise the role of persuasion, propaganda or spin, instead focussing on the positive role that
public relations makes to society and democracy. Cutlip and Center (2000) provide an example
of this when they argue that public relations is the planned effort to influence opinion through
good character and responsible performance, based on two-way communication. Therefore,
this chapter will look at public relations as the overarching discipline of this research. However,
emphasis will be given to strategic models of communication, stakeholder theory and
management, political public relations; political communication; political party election campaign
communication; mass media; media management; media effects; media ethics, and issue

management.
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2.2 Public relations theory

Public relations is the oldest term used to describe the communication function of organisations
and the importance of this communication. Despite Bernays’ (1928) concise scoping of the
three main elements of public relations as being: “.. informing people, persuading people, or
integrating people with people”, scholars have spent much time defining the discipline. For
example, Harlow’s (1976:36) working definition of public relations compressed a massive 472
definitions of public relations into 84 words, which emphasised that public relations is ‘the
management of mutually influential relationships within a web of stakeholders and
organisational relationships”. However, Harlow’s definition, according to Grunig and Hunt
(1984:6), is the same as their simplified definition of public relations as, “the management of
communication between an organisation and its publics.” Furthermore, Grunig (1992; 2013)
maintains that the terms ‘public relations’, ‘communication management’ and ‘organisational

communication’ are interchangeably.

Several critics of the discipline contend that the core essentials of public relations do not evenly
reflect on its definition; namely communication and relationship building. In fact, early public
relations definitions, as pointed out by Hutton (1999:201), are focused on public relations effects
as well as tasks rather than its fundamental purpose of communication and relationships
building. Henceforth, presenting an academic and normative scope of the definitions, instead of
focusing on the practicalities of public relations practice, which includes attempts to persuade or
influence publics; and, to construct meaning for publics (Leichty & Warner, 2001). Furthermore,
Hutton (1999) posits that public relations is concerned with organisational issues and not with
individuals or groups of people without a formal organisation. Grunig’s (1992) excellence study
measures the effectiveness of an organisation as its ability to solve problems and meet the
goals of stakeholders as well as of management, as a failure to do so would result in crisis that
will affect organisational policies and decisions. In addition, Grunig (1992) argues that to
behave in a socially acceptable manner; organisations must identify publics who are affected by
potential organisational decisions and work towards solving problems that are important through
symmetrical communication that considers both the interest of the organisation and publics to

better enhance their relationships.

However, Van Riel and Fombrun (2007:2) declare communication to be the “heart of
organisational performance” and organisational communication as “an integrated

communication structure linking stakeholders to the organisation.” Furthermore, the Public
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Relations Institute of Southern Africa (PRISA) defines public relations as ‘the management,
through communication, of perceptions and strategic relationships between an organisation and
its internal and external stakeholders” (Skinner et al., 2004), to discover what each other wants,
and to move towards the creation of mutual benefit (Grunig & Hunt 1984; Jackson, 2010). This
definition effectively subdivides the discipline of public relations into three broad strategic areas,
namely management of communication, relationship management (including reputation
management) and dialogue, which, as shown in Table 2-1, is not dissimilar from Bernays’
(1928) outlook, and it should be noted that these strategic areas often overlap each other on
communication purpose, message, audience and response. Regardless of the plethora of
definitions prevalent in public relations theory, it is clear, that strategy has been a key concept of
public relations since the early 1980 (Holtzhausen, 2002) and that public relations activities are,
according to Moloney (2006), motivated by self-interest to generate self-advantage.

Table 2-1: Strategies of public relations.

(Bernays, 1928; Grunig & Hunt, 1984; Grunig, 1992; Cutlip et al., 2000; Grunig & White, 1992; Ferguson, 1984;
Ledingham & Bruning 1998; Skinner et al., 2004; Holtzhausen, 2002; Hallan et,al (2007); Theunissen & Wan
Noordin, 2012; Hah & Freeman,2014)

Bernays (1928) Strategies Authors

Informing people Management of communication | Grunig & Hunt, 1984; Grunig,
1992; Cutlip et al., 2000;
Grunig & White, 1992.

Persuading people Relationship building Ferguson, 1984; Hah &
Bruning 1998; Skinner et al.,

2004.
Integrating people with people | Dialogue, collaboration, co- | Theunissen & Wan Noordin,
operation and co-creation 2012; Kent & Taylor, 2002;

Hallan et,al (2007).

According to Hallan et,.al (2007), organisations seek the attention, admiration, affinity,
alignment, and allegiance of constituents of all sorts and diversities such as customers,
employees, investors and donors, government officials, special interest group leaders and the
public at large. In so doing organisations entities are called to make strategic decisions that will

help embedding significantly with all the sub -mentioned variables. As Hah and Freeman (2014)
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remind us, communication managers take responsibility for strategically managing stakeholders
on the condition; they first redefine their function. In that dynamic public relations appears as a
tool and in the world of election or politics, public relations is crucial in reaching strategic political
communication. Public relations methods and techniques are the most important part of the
political communication process to correct public perception of political parties and promote
successful transmission of the desired image. Therefore to paraphrase Bernays 'view of public
relations, one can conclude that it is the discipline that inform people, persuade people and

integrate people with people via a tailored communications directed at specific publics.

2.2.1 Public relations is strategic communication

Although scholars from various disciplines debate whether all communication is strategic and
purposeful, public relations, as per its definitions, uses communication with strategic intent
(James, 2012), whether it is to construct meaning or to communicate to achieve strategic

outcomes (Table 2-2), public relations is action to produce desired results (Heath, 2001).

2.2.1.1 Strategy

Heames et.al, (2010) defines strategy as the determination of long-term goals and the
necessary actio to reach them. In general, ‘strategy’ is considered as providing the means to
reach an end goal, i.e. strategy is primarily concerned with moving from point A, to point B
(Thompson, 1995; Chickering et.al, 2010). Drucker (1954) asserts that management is not
passive and adaptive behaviour, but action taken by management to make desired outcomes a

reality. Mintzberg (1994) argues that strategy emerges from four elements, namely:

a) A plan;
b) A pattern of actions over time;
¢) A position that reflects leadership decisions; and

d) The perspective of the organisation.

Furthermore, strategy is a broad concept that should always be considered a ‘call to action’
(Coombs & Holladay, 2012). Linking strategy to choices, Ghemawat (1999) defines strategy as

the ability to use logic to distinguish between ideas and actions that are valuable to the

38



organisation and those that are not. Thus, strategy is based on leadership, decision-making,
and the logic used to determine value for the organisation before any action is taken (Schimank,
2005; Steyn, 2004). This represents an important point that leads to an effective management
of issues arising in the organisation.

2.2.1.2 Issues management

Issue management plays a valuable role into detecting patterns in the organisation’s
environments that may affect either positively or negatively the organisation; and enables the
organisation to identify stakeholders (Fawkes, 2007:316; Harrison & St John, 1998). The
International Public Relations Association (1978) defines public relations as synonymous to
issues management stating that public relations is, “the art and science of analysing trends,
predicting their consequences, counselling organisations leaders, and implementing planned
programs of actions which will serve both, the organisation and the public’s interest” (IPR, 1978;
Heath & Palenchar, 2008; Donsbasch, 2014).

An issue management process classifies the challenges the organisation will face as issues that
can be perceptual, political, regulatory, social, commercial, physical, cultural, moral, ethical, or a
mixture of all of these (Pal,1997; Heath & Palenchar, 2008; Steyn, 2004), thereby allowing the
organisation to plan a response. According to Steyn (2002) issues management is
characterised by a continuous adaptation to change and the management of these issues can
be approached in either narrowly or broadly manner which is largely dependent on focus (Fahey
1986:85-96), who states:

“Narrowly, where the focus is on public or social issues. Under this
conventional approach, issues fall within the domain of public policy/public
affairs management and originate in the social/ political/regulatory/judicial
environments. Broadly, where the focus is on strategic issues and the
strategic management process. Following this approach, issues
management is the responsibility of senior line management or strategic.
(Fahey 1986:85-96).

Increasingly organisations are opting for the broad approach to issues management as these
ethical, political and technological issues have a direct bearing on economic and financial
wellbeing of the organisation (Carroll, 2000). Although a pro-active approach to issues

management allows the organisation to anticipate issues and to develop interventions to
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prevent problems developing (Kramar, 2014; Sturdivant & Vernon-Wortzel, 1990); some

organisations continue to deal with issues reactively.

2.2.1.3 Strategic communication

Strategic communication is broadly defined as “the purposeful use of communication by an
organisation to fulfil its mission” (Hallahan et al., 2007:3). Furthermore, Sandhu (2009) believes
strategic communication is underpinned by a purposeful actor, rational and deliberate decision
making as well as intentional communication. Holtzhausen and Zerfass (2014:74) define
strategic communication as ‘“the practice of deliberate and purposive communication that a
communication agent enacts in the public sphere on behalf of a communicative entity to reach
set goals.” Thus, strategic communication presents a particular set of values, to a particular
audience, through particular messages, about a particular matter, via a particular medium, to

achieve a particular goal.

Hallahan et al. (2007) considers strategic communication as central to public relations because

it determines how

“

. an organisation presents and promotes itself through the intentional
activities of its leaders, employees and communication practitioners”
(Hallahan et al., 2007:7).

Argenti, ET al. (2005:83) define strategic communication as “communication aligned with the

company’s overall strategy, to enhance its strategic positioning” as leaders who understand

strategic communication allow “strategy to drive their communication choices.” Hallahan et al.

(2007) describe strategic communication as communication that advances an organisation’s

mission and is:

“... the analysis and explanation of intentional and purposeful communicative
relationships between organisations and publics.” (Hallahan, et al., 2007:4)

Furthermore, Van der Walt (2015:413) states that “specific business objectives must drive the
communication strategy, which in turn must serve to unite an organisation’s approach to its
internal and external audiences.” Thus, strategic communication is the purposeful, rational and
deliberate use of messages (Sandhu, 2009; Holtzhausen & Zerfass, 2014) which are focused
on achieving prescribed organisational goals (Angelopulo, 2015) and strategic objectives

whether it is through information, persuasion, integration or motivation for behaviour change
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(Bernays, 1928; Rogers & Storey, 1987; Paul, 2011). Thus, making strategic communication
fundamental to, and part of public relations (Hallahan et al., 2007).

2.2.2 Management of communication

Management of communication is a broad strategic category of public relations and is the
control of the messages sent out by the organisation to its publics including communication
related to specific issues (Edwards, 2016). Grunig (2013) consider public relations to be the
management of communication. Public relations is concerned with the planning, execution and
evaluation of organisational communication’, through which organisations adapt to, alter, or
maintain their environment for the purpose of achieving organisational goals” (Long & Hazelton,
1987:6), thereby making the management of communication a purposeful and strategic

initiative.

According to Jefkins (2016:7) public relations activities are deliberate, planned and sustained
over time as public relations practitioners acts as an interpreter for the organisation, and
explains its philosophy, policy and programs to its stakeholders in a consistent manner (Skinner
et al., 2006:6; Cutlip et al., 2000:6; Seitel, 2007). In addition, Rensburg and Cant (2009) believe
that public relations does not operate in isolation; but forms a cognitive part of organisational
communication and public relations practitioners should be equally focused on the strategic
impact of the message and how it is framed; as well as understand the audience at whom it is
directed (Gordon, 1997; Hutton 1999; Newson et al., 2000; Cutlip et al., 2006). The deliberate,
planned and sustained communication efforts of public relations practitioners, helps the
organisation to “build and hold good will” (Harlow 1976:49-63); and to gain understanding and
acceptance from its publics (Grunig & Hunt, 1984). In this dynamic, relationship and reputation

building eventually take place.
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2.2.3 Relationship and reputation building

Relationship building is a broad strategic category of public relations and is based on the
building of trust between an organisation and its publics. This relationship between an
organisation and its strategic publics play an important role in building organisational success
and organisational reputation (Grunig & Huang, 2000; Cutlip et al., 2006). In addition, the Public
Relations Institute of Southern Africa believes that it is through strategic communication that
perceptions and strategic relationships between the organisation and its stakeholders are
managed (Skinner et al., 2004). According to Stroh (2007) public relations uses communication
to build healthy relationships between an organisation and its publics.

Relationships, according to Ferguson and Candib (2002), are the central unifying element and
the key to public relations. Although it appears obvious that the relationships amongst the
different constituencies of an organisation should be considered and well managed; it should
equally be acknowledged that organisations do not operate in isolation but compete
economically with other organisations in an environment regulated by legislation (Grunig, 1992)
and all these divergent these divergent forces — social, political, economic — need to be
balanced (Nolte & Nolte, 2016). Grunig and Huang (2000) argue that public relations should
seek to build mutual understanding with publics, Jackson (2010) maintains that despite an
attempt to link public relations to key stakeholder relationships, much work still needs to be
done. Ledingham and Bruning (1998:55) define public relations as relationship management;

and Cutlip, Center and Broom argue that:

“... public relations is the management function that establishes and
maintains mutually beneficial relationships between an organisation and
publics on whom its success or failure depends” (Cutlip et al., 1985:4).

Knowing and understanding the publics with whom the organisation interacts is crucial,
according to Diggs-Brown (2011) who believes that public relations is an essential
communication discipline that performs a dynamic role informing the various publics, in a
strategic manner. Furthermore, in the process of developing mutual lines of understanding
between the organisation and its publics, the public relations practitioner must persuade
management to make the organisation “worthy of public approval” and convince the public that
the organisation is “worthy of public approval” (Nolte, 1979:10). In addition, Ledingham (2001)
highlights that the relationships can be built through various functions of public relations

including public affairs, community relations (Ledingham & Bruning, 2001), issues management
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(Bridges & Nelson, 2000), crisis management (Coombs, 2000), and media relations (Ledingham
& Bruning, 2001). Furthermore, it is suggested that building relationships can create loyalty, so
that during a crisis those organisations with higher levels of loyalty amongst key stakeholders
are more likely to survive (Coombs & Holladay 2001).

Scholars predominantly view the organisation-public relationship from a management
perspective and its corresponding benefit to the organisation; and attribute communication
aimed at building relationships as being strategically aimed to create mutual understanding or
consensus building (Grunig & Hunt, 1984; Van Ruler, 2004). Furthermore, it is commonly
accepted that all relationships are built on communication that is consistently transparent and
informative (Cornish et al., 2011); and organisational-public relationships are multidimensional

and complexity- interrelated (Heath & Bryant, 2013).

Ledingham and Bruning (1998), point out that the main benefit of the relationship building is to
enhance good reputation of an organisation based upon trust and therefore ‘the relationship
management perspective holds that public relations balances the interests of organisations and
publics through the management of organisation public relationships” (Ledingham 2003:181).
Furthermore, Gotsi and Wilson (2001) believe reputation management is persuasive
communication and thus public relations plays a role in shaping the opinion of both key
audiences, and wider public opinion, so communication is both narrowcast and broadcast.
Clearly, the reasoning behind this approach is that reputation, as intangible as it can be, has
indeed a tangible effect on the organisation’s operations, revenue and bottom line (Fombrun
1995, Gray & Balmer 1998, Griffin 2008). Equally, organisations facing a crisis are more likely
to have their reputation badly exposed (Regester & Larkin 2008). Furthermore, a strategic
approach to reputation management allows the focus to move beyond the customer (Oliver,
2009; Griffin, 2008), and includes issues management, community affairs and corporate social
responsibility. All this made possible through concrete dialogue that can ultimately conducts all

parties to a certain collaboration, cooperation or co-creation.
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2.2.4 Dialogue, collaboration, cooperation and co-creation

Dialogue is a broad strategic category of public relations and is based on collaboration,
cooperation and co-creation with publics to create ‘the future’ together. Pearson (1989:67)
maintains that public relations is best conceptualised as “balanced, two-way communication ...”
as “... public relations practice is situated at that point where competing interests collide”. Van
Ruler (2004) defines dialogue as an interactive form of communication that will facilitate
organisational-public relationships. Cissna and Anderson (1994) consider dialogue, as
described by Mikhail Bakhtin, (cited in Hirschkop, 1999:13) to be a form of ‘cultural knowing’,
while Kent and Taylor (2002), who trace the concept of dialogue to Martin Buber, posits that
dialogue is based on equal partnerships and common goals, which are necessary for
collaboration, co-operation and co-creation. Collaboration, according to Conrad (1985:243) is
defined as “all parties believing that they should actively and assertively seek a mutually
acceptable solution and being willing to spend large amounts of time and energy to reach such
an outcome”. Co-operation is defined as a process where the components of a particular
system are willing to work together for common purposes to mutual benefit, as opposed to
working in competition for selfish benefits (Zhao et al., 2016). Co-creation is defined as a

management initiative that brings different parties together (Frow et al., 2015).

Dialogue is the facilitator of collaboration, co-operation and co-creation. Habermas (1991:79)
posits that dialogue occurs when parties agree to “coordinate in good faith their plans of action”.
Dialogue generates collaboration through the creation of a new space (Kogler, 2016), which is
based on a situational context and outside of prior experiences, to form the basis of a
relationships (Theunissen & Wan Noordin, 2012). Dialogue expedites conversations,
encourages participation and interaction between parties and ensures that messages are
interpreted by establishing common frames of reference about issues of mutual concern
(Hallahan, 2007). Kent and Taylor (2014) offer dialogue as method of ethical public relations
practice as dialogue enables organisations to create effective organisational public
communication channels, in which organisations are willing to interact with publics in honest and
principled ways (Kent et al., 2003). In addition, according to Dahlgren (2006) argumentative
speech uses dialogue in the public sphere as a mean to building consensus. Finally, according
to Taylor (2010) public relations uses dialogue and various models of communication to achieve

strategic outcomes as well as develop relationships between the organisation and its publics.
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2.2.5 Models of communication.

Communication is the cornerstone of society as communication links the manner in which
messages (media) are transmitted with the composition of the messages (production) and the
effects of the communication. In the simplest terms there are three general models of
communication under which almost all communication is categorised, namely linear,
transactional and interactive. The linear model of communication is typically used for mass
communication; and as the communication is not interactive or continuous there is little or no
expectation of feedback; and its main purpose is propaganda or to persuade the audience
(Aristotle, 300 BC; Lasswell, 1936; Shannon & Weaver, 1949; Schramm, 1954; Grunig & Hunt,
1984; Van Ruler, 2004, Olson, 2008).

Some scholars view these linear models of communication (Table 2-2), known as the flow of
influence, as being manipulative or an attempt to obtain a preconceived attitudinal change from
the receiver (Lin, 1971). The transactional model is typically used for interpersonal or relational
communication (Isaacs, 1999) and is used in a social and cultural context (Verderer & Verderer,
1995). However, the interactive model, which includes channels for feedback, is typically used
for the internet and newer communication platforms; and is heavily reliant on a response from
the audience for its interactivity. Although, for the purpose of this research, the origins of the
general communication models is not important, it remains crucial to mention that interactive
communication is based on a response or feedback loop from the audience and the fact that
without a response from the audience, the interactive communication reverts to being linear
communication (Blythe, 2010; Schramm 1954).
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Table 2-2: Public relations strategy and models of communication

(Aristotle, 300 BC; Shannon & Weaver,1949; Lasswell, 1927; Schramm, 1954; Grunig & Hunt, 1984;
Van Ruler, 2004; Dozier, 1995; Kent & Taylor, 2002; Theunissen & Wan Noordin, 2012; Smith , 2013;
Kent & Taylor, 2002; Coombs & Holladay, 2010; Stoker & Tusinski, 2006; Capozzi & Berlin Zipfel, 2012;
Dervin, 1989; Angelopulo, 2015; Conrad, 1985; Wilson & Putnan , 1990; Zhao et al., 2016;

Botan & Taylor, 2004; Chauke & du Plessis , 2015).

Public relations strategy

Models of communication

Linear Models of Communication

Propaganda, Press Agentry, Spin

Public speaking - Aristotle (300 BC)
Mathematical model - Shannon & Weaver (1949)
Influence - Lasswell (1927)

Hypodermic Syringe — Schramm (1954)
One-way communication — Grunig & Hunt (1984)

Dissemination of Information

One-way communication - Public dissemination of
Information - Grunig & Hunt (1984)

Information — Van Ruler (2004)

Persuasion, Situational

Two-way asymmetrical -- Grunig & Hunt (1984)
Persuasion — Van Ruler (2004)
Mixed motive — Dozier (1995)

Transactional & Interactive Models of Communication

Mutual Benefit, Consensus Building,
Situational

Two-way symmetrical — Grunig & Hunt (1984)
Consensus Building — Van Ruler (20014)
Mixed motive(Situational) — Dozier (1995)

Dialogue

Dialogue — Van Ruler (2004)
Mutual interests - Dialogue - Kent & Taylor (2002)

Process - Theunissen & Wan Noordin (2012); Smith
(2013)

Product — Kent & Taylor (2002)

Influence — Coombs & Holladay (2010)
Manipulation - Stoker & Tusinski (2006)
Conversational - Capozzi & Berlin Zipfel (2012)
Equality - Dervin (1989)

Expedient — Angelopulo (2015)

Collaboration

Collaboration - Kent & Taylor (2002); Conrad (1985)
Negotiation - Wilson & Putnan (1990)

Co-operation

Work together for mutual benefit (Zhao et al., 2016)

Co-creation

Shared meaning - Botan & Taylor (2004)
Participation - Chauke & du Plessis (2015)
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The above table describes the various public relations strategies along with the models of
communications. There are typically three models of communication displayed namely: the
linear models of communication; the transactional and interactive models of communication and
the collaboration model. They all target specific outcomes that have developed communication

in organisations and made it more dynamic.

2.2.5.1 Public relations models of communication

Grunig and Hunt (1984) present four public relations models of communication that are based
on communication outcome and flow of communication, namely, press agentry; dissemination of
information; persuasion and two-way symmetrical communication (Table 2-2), which allows
public relations to achieve one or more of its strategic goals, namely management of
communication, relationship building or dialogue (collaboration, co-operation, co-creation).
Similarly, Van Ruler (2004) proposed four models of communication based on her situational
communication grid based on direction of communication flow and the construction of meaning,
namely, information; persuasion; consensus building and dialogue (Table 2-2). According to
Kent and Taylor (2002) dialogic communication is based on equal partnerships and common
goals which will allow the parties to achieve collaboration, co-creation and co-operation shifting

public relations focus to engagement and relationship building (Smith, 2013).

2.2.5.2 Public relations as press agentry, publicity and propaganda (hype)

Political influence over the media is not a hew phenomenon as politicians have sought to
influence the media, either directly or through press officers, since at least the nineteenth
century (Jackson, 2010). Press agentry is the public relations practitioner's action to ensure
publicity for their clients, which have very little regard to the truth; and is based on a simple one-
way dissemination of information with the aim of indoctrinating the public (Grunig & Hunt, 1984).
This style of one-sided publicity is considered one-way communication, propaganda, hype or
spin (Grunig & Hunt, 1984; Jackson, 2010); the hypodermic syringe theory of mass
communication (Schramm, 1971; Croteau & Hoynes, 1997) or marketing and advertising (Van
Ruler, 2004) and all seek acceptance, without question or minimum questions as to the

accuracy, of the information thereby attempting to fool the public. Barnum (1928) considered
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‘honesty’ to be outside of the domain of a press agent, and infamously believed that press
agentry simply stated was “The public be fooled” (Grunig & Hunt, 1984:29).

Propaganda (referred to as hype or spin) is, according to Chomsky (2002) a service provided by
the mass media to the elite hegemonic interests of powerful groups such as governments and
global corporations, when the media report on important matters on a superficial level without
examining the wide picture and thereby creating the appearance of manufacture of consent
from the public. On the other hand, Moloney (2006) believes that publicity differs from press
agentry, as publicity, sometimes referred to as ‘weak propaganda’, provides positive publicity for
the organisation in the competitive business arena rather than attempting to fool the public.
Publicity can be used as tool to increase awareness of organisations, individuals or issues, and
it is the use of publicity in political campaigns that has led to publicity being considered the
same as propaganda (Ewen; 1996; Stauber & Rampton, 2004).

2.2.5.3 Public relations as persuasion

Persuasive communication is specific communication which has one goal, which is to persuade
the audience it wishes to influence (Jackson, 2010; Stromback & Kiousis, 2011). Alternatively,
Burke (1950:50) argues that “persuasion involves choice, will; it is directed to a man only insofar
as he is free”. Although similar concepts, propaganda, and persuasion have important
differences namely, propaganda can be considered ‘shameless advocacy’ and has the ability to
manipulate and deceive the public by evoking ‘irrational emotions’; while persuasion is used to
logically convince someone of something through a rational argument (O’Shaughnessy, 2004).
Furthermore, the persuasive model of communication seeks to influence action and to promote
attitudinal and behavioural change. This model of communication, according to Grunig (1984),
presents a single view, and it is one way asymmetric communication, that promotes the
organisation’s interests for adoption by the publics to whom it is presented, while Van Ruler
(2004) posits persuasion is part of the creation of meaning, and thus presents advertising,
marketing and selling as examples of persuasive communication, which, according to Van Ruler
(2004) is propaganda. Alternatively, public relations models of communication also include the
two way symmetrical model which strives for mutual understanding and consensus through a

dialogical approach.
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2.2.5.4 Public relations as dialogue, mutual understanding and consensus

Two-way symmetrical communication is a collaborative style of communication (Grunig & Hunt,
1984; Grunig, 1992; L’Etang, 2008). The advantage that two-way symmetrical communication
offers organisations is the opportunity to balance and change their internal policies based on
what they learn from their publics (Roper, 2005). Although not perfectly balanced, this model of
communication is a moving equilibrium in which both sides in the communication process have
an opportunity to have input on issues (Grunig et.al., 1992) and to build mutual understanding
between both publics and organisations (Jackson, 2010). Furthermore, Grunig (1989) posits
that two-way symmetrical communication can include ‘persuasion based on reasoned argument’
(Petty & Cacioppo, 1981:13), which is central to persuasion and conflict resolution. However,
Kent and Taylor (2002) believe that scholars should first understand dialogic communication to
comprehend true organisation-public relationships. Theunissen and Wan Noordin (2012)
highlight that two-way symmetrical communication and dialogue have philosophical differences,
particularly as the former provides a systematic procedural method for interactive
communication, i.e. a process; while the dialogue refers to an “relational interaction”, i.e. a
product (Kent & Taylor, 1998:323; Kent & Theunissen, 2016). Furthermore, Kent and Taylor
(2014) contend that dialogue is not equivalent to argument, but an attempt by both parties to
understand and appreciate the values and interests of the other, a commitment to the
interaction; and an acceptance of risk is central to this process (Edwards, 2016). Bruning et al.
(2004) believe dialogic interaction will lead to situations that will advance organisational and
community interests but Heath (2006) warns dialogue reveals vulnerabilities that can be can be
exploited through persuasion. These various positions on the public relations models of

communication has raised critiques from different theoreticians in the field.

2.2.5.5 Critique of public relations models of communication.

Grunig and Hunt (1984; 1992) believe that no single model could be rated as ‘best’ for all
aspects of public relations, and state that all four of their public relations models are useful in
the everyday practice, and thus should be evaluated according to the long term goals of the
organisation and the integrity of the long term relationship between the organisation and its
publics. In addition, public relations professionals seek to understand the organisation’s

environment and advice management on how to secure a strategic fit between the organisation
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and its environment (Cutlip et.al., 2000; Grunig & White, 1992). On the one hand, Dozier et al.
(1995) believe that models of communication are situational and propose a mixed-motive model
of public relations which retains the central importance of self-interest while acknowledging
opposing opinions. Whereas, on the other hand, Smith (2013) identifies two distinct processes
within public relations activities, namely; the communication process and the organisational
decision-making process, which impacts on the effectiveness of public relations in achieving
organisational goals. Although, Grunig & Hunt's (1984) models of communication remain
dominant in public relations theory, their contribution is viewed critically (Laskin, 2009). Van
Ruler (2004:126) recognises Grunig and Hunt's (1984) models of public relations as being ‘a
first classification of insights info communication’ and is satisfied that Grunig & Hunt’s two-way
symmetrical communication concept indicates that different players in the communication
process influence each other but this is not the case with two-way asymmetrical communication,
which is, according to Van Ruler (2004) one-way persuasive communication, and the nature of
communication interaction and the role of the political actors involved in this process is unclear
(Fauconnier, 2000). Bailey (in Tench & Yeomans, 2006:315) is critical of the role “media
relations” plays within the press agentry model, arguing that the very term ‘media relations’
indicates that a relationship exists between an organisation and the members of the press.
More recently, Waddington (2012:4) criticises Grunig and Hunt's (1984; 1992) four models of
communication for being based on a construct that places the organisation as the central hub
for all communication and in control of all relationships as well as communication. In addition,
Mackey (2003:1) is critical of the origins of Grunig'’s initial standpoint, which is rooted in political
theory. For the purpose of this research the public relations strategy as linked to the models of
communication (Table 2-2) is part of the analysis to determine the application of public relations
principles used in political party election campaign communication of different political parties in
South Africa, particularly the Democratic Alliance and the African National Congress. The
analysis of the communication material of the political parties such as the messages that were
sent by the two elites parties (ANC and DA) in Cape Town newspaper throughout the campaign,
as well as the DA’s election manifesto were crucial to see more deeply if the parties aligned to
the demands of their voters. Hence, considering their approach to stakeholder theory and

management.
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2.3 Stakeholder theory and management

Stakeholder theory is about how a business really works and creates value for its stakeholders.
Freeman (1984: 46), together with Thomson (1967), defines stakeholders broadly as any group
or individual who has the ability “to affect or to be affected by the achievement of an
organisation’s goal’. According to Brenner and Cochran (1991), stakeholder theory is used to
describe (a) the nature of the firm, (b) the strategic direction of the firm (Brenner & Molander,
1977), (c) how board members think about the interests of its constituencies (Wang & Dewhirst,
1992), and (d) how the firm is managed (Clarkson, 1991; Halal, 1990; Kreiner & Bhambri, 1991).

Freeman’s (2010) preferred definition, according to Donaldson and Preston (1995:67),
describes the normative view of the stakeholders as any person or group who has a stake in the
organisation. Equally, Harrison et.al., (2012) refers to stakeholders as any person, group or
organisation who can place a claim on an organisation’s attention, resources or output, or who
is affected by that output, but this stake means that stakeholders have something at risk,
therefore something to gain or lose as a result of organisation activity or is at risk (Clarkson,
1994). Carroll and Buchholtz (2011) identify three types of stakes namely, (1) an interest, (2) a
right and (3) ownership. However, there is no consensus on the definition of stakeholders,
(Miles, 2012) and Freeman et al. (2012) argues that more work needs to be done to refine the

meaning of ‘stakeholder’ on conceptual and practical levels.

Conversely, Friedman (1970) believes that a business has only one responsibility, which is to
increase its profits ethically towards a satisfactory return on investment for shareholders. Other
scholars have defined stakeholders as primary and secondary stakeholders (Clarkson, 1991);
while Mitchell et al., (1997:857) use concepts of power, legitimacy and urgency and uses risk of
loss to “narrow the field to those with legitimate claims, regardless of their power to influence the
firm or the legitimacy of their relationship to the firm.” These overlap with McCelland’'s
motivational theory of needs concepts of power, affiliation and achievement (Robbins,
1998:175). Similarly, Donaldson and Preston (1995:67) use three critical concepts to underpin
their definition of stakeholders as “persons or groups with legitimate interests in procedural
and/or substantive aspects of corporate activity” and to promote “descriptive accuracy;
instrumental power and normative validity,” as stakeholder management should be concerned

with only these legitimate stakeholders.
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Stakeholder management is the implementation of stakeholder theory by the organisation
because the relationships with stakeholders is crucial, as stakeholders are a key element to the
sustainability of an organisation (Harrison et al., 2012; Freeman; 2010; Jones; 1995; Clarkson,
1991; Mitchell et al., 1997; Hillman & Keim, 2001; Jones & Wicks, 1999). Therefore, making it
an important part of an enhanced political public relations for desired successful campaigns.

2.4 Political public relations

Stromback and Kiousis (2013) believe that the practice of political public relations is as “old as
politics itself” as are many of the political public relations strategies and tactics. Stromback and

Kiousis define political public relations as:

“Political public relations is the management process by which an organisation or
individual actor for political purposes, through purposeful communication and action,
seeks to influence and establish, build, and maintain beneficial relationships and
reputations with its key publics to help support its mission and achieve its goals”
(Stromback & Kiousis, 2011:8).

Public relations definitions emphasise the discipline’s ability to influence publics, through the
“‘communication and exchange of ideas to facilitate change” (L’Etang, 2008:18); to manage
mutually beneficial relationships with stakeholders (Coombs & Holladay, 2012; Ledingham,
2003); to reputation management (Van Riel & Fombrom, 2007); to reach key audiences (Taylor,
2010); to stakeholder engagement (de Bussy, 2010) and through communication and public
relations techniques and tools to enable people to share ideas (Jackson, 2010); debate
differences (Moloney, 2006) and persuade each other (Pfau & Wan, 2006). In addition to being
purposeful communication to influence and establish relationships and reputations, which is at
the core of public relations in general (Cutlip et al., 2000; Grunig & Hunt, 1984; Ledingham,
2003), political public relations creates value as it ensures fair access to the public sphere;
develops relationships in the public sphere (Hiebert, 2005), and promotes public engagement
through dialogue (Edwards, 2016).

Moreover, political public relations includes shaping and framing political debates and issues
(Froehlich & Rudiger, 2005); news production (Cameron et al., 1997); as well as the framing of

messages (Hallahan, 1999).

In summary, although public relations is based on organisational communication (i.e. mainly

corporate communication) and political public relations is based on political party
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communication, the differences between political public relations and public relations is not a
philosophical or theoretical one (Table 2-3) but a difference in the measure of intensity, the
scope and inclusion of publics.(Stromback & Kiousis, 2013:3) and the timing of the outcomes.

Table 2-3: Differences between public relations and political public relations (Adapted)
(Stromback & Kiousis, 2013; Freeman, 1984, p. 46; Weaver & Willnat, 2012; Groeling, 2010; Coombs, 2011)

Public relations

Political public relations

Purpose Organisational interests Political interests

Use communication to | Perceptions, reputation & | Political processes &

Influence relationships outcomes.

Aim Prioritizes one strategic goal | Uses all strategic means
over another possible

Focus Communication Communication & Action

Target audience (number and | Stakeholders “affect or is | Everyone (multiplicity of

complexity) affected by” publics)

Involvement Not critical to dissemination of | Critical to all levels of
information model to peripheral | stakeholder engagement.
publics

Publics Focussed Highly inclusive

Common good / public interest | Optional Essential

Regulations, transparency, | Various Seldom operate outside the

oversight public domain.

Main currency Money (profit) Ideas and power.

Product Tangible (mostly). Intangible

Success Other models of success as | Zero sum game (someone’s

not strictly win-lose.

win is someone else’s loss)

Dependencies

Able to utilise other options
therefore less dependent on
news media and coverage.

News media and coverage

Media control

Press releases, advertising
and media liaison increase
control of media coverage

Media is critical of politics
(watchdog function) and
therefore highly critical of those
with political power.

Conflict

Crisis communication

High levels of continuous

conflict

Nature of crisis

Different crises and solutions;
objective and preventable.

Crises are caused by political
actors; rooted in perceptions;
and often incorrectly attributed
to parties.

Components

Paid employees.

Political actors, members,
activists, volunteers in addition
to paid employees.
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Measures of success Objective financial indicators | Election Day results ONLY.
(variety of these) annual
results.

Public relations and political public relations are interrelated although we observe some
dissimilarities in the way they pursue the organisation’s goals. Public relations appears to be a
strategic communication process that builds mutually beneficial relationships between
organisations and the public. Henceforth, public relations is great for building a connection with
audiences and promoting key messages properly tailored for specific target. Public relations is
more likely turned towards building strategic relationships while political public relations is highly

inclusive and therefore use all strategic means possible for the quest of ideas and power.

2.4.1 Political public relations models of communication

Jackson (2010) emphasises that political public relations and political rhetoric use persuasion as
a communication model and as the primary strategy of political public relations. Persuasion as a
communication is considered by Habermas (1979) to be unethical because of the power
inequalities in the public sphere. However, in reality, political messages are inherently
persuasive; and most scholars consider propaganda and persuasion to be fundamental to

political public relations (Fawkes, 2007).

Jackson (2010) proposes eight political public relations models of communication (Table 2-4)
which are, namely: hype, relations with publics, persuade, reputation management, relations in

public, Grunigian paradigm, relational and community building. Stromback and Kiousis (2013)

however believe that political public relations is non-normative and descriptive and as it is
contingency based, therefore models of communication for political public relations move along
a situational continuum which ranges from advocacy (hype) to total accommodation (Cancel et
al., 1997; Dozier, 1995).

Lees-Marshment (2004) insists that political parties that have lost a series of elections
eventually turn to reputation management as the solution to their problems. Furthermore,
Jackson (2010:13) believes that “individual elected representatives seek to develop their
corporate reputation, sometimes at the expense of their party’s corporate image”. Lilleker and

Negrine (2006) posit that local politicians use local campaigns to establish their personal
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reputation based on the belief that it may help develop a personal vote and reverse the national
voting behaviour trends. However, strategic and political communication, which takes place in
the public sphere, is normally about control, and particularly about the control of the public
dialogue (Habermas, 2015). However, this does not mean that public relations or strategic
communication is always manipulative but that it has a purpose and that is to be “informational,

persuasive, discursive as well as relational communication” (Hallahan et al., 2007:127).

Table 2-4: Political public relations models of communication, public relations models of communication and
purpose of communication.

(Bernays, 1923, 1928; Grunig & Hunt, 1984; Aristotle, 300BC; Shannon & Weaver, 1949; Lasswell; 1927,
Schramm; 1954; Van Ruler, 2004; Dozier, 1995; Kent & Taylor, 1998; 2002; Theunissen & Wan Noordin, 2012;
Smith, 2013; Botan & Taylor, 2004; Chauke & du Plessis, 2015)

Political public | Public relations models Purpose of communication
relations (Jackson,

2010)

Hype (Spin, | Propaganda, Spin and Press | Orchestrate public opinion
Propaganda, Press | agentry (Bernays, 1923, 1928; | One sided information
agentry) Grunig & Hunt, 1984; Aristotle, 300

BC; Shannon & Weaver, 1949; Advocacy / Influence

Lasswell; 1927; Schramm; 1954) Propaganda

To provide positive publicity for the
organisation.

To influence audience to behave as
the organisation desires.

Relations with | Inform (Bernays, 1923, 1928); Educate public for informed
publics Public dissemination of Information | decision making
(Grunig & Hunt, 1984); Disseminate information
Information (Van Ruler, 2004) To manage messages

To explain meaning
Increase legitimacy
Raise awareness

To present almost objective
reporting with both negatives and
positives but slated towards the
organisation.

Persuade Persuade (Bernays, 1923, 1928); Selling / Advertising / Marketing
Reputation Two-way asymmetrical (Grunig & | Persuasion
management Hunt, 1984) Influence action

Relations in publics | Persuasion — basis of advertising | gehaviour change
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and propaganda (Van Ruler, 2004) | Advocacy

Mixed motive (Dozier, 1995) To persuade or change the
opinions of the public.
Grunigian paradigm Integrate (Bernays, 1923, 1928) Interactive
Relational Mutual Benefit (Grunig & Hunt, | Mutual understanding / agreement
Community Building 1984) Consensus building
Consensus Building (Van Ruler, | community building
2004)

Promotes dialogue

There is equal influence between
the organisation and public.

Each participant is able to influence

Mixed motive (Dozier, 1995)

each other.
Dialogue (Van Ruler, 2004; Kent & | Interactive / Participatory
Taylor, 1998; 2002) Build skills
Process (Theunissen & Wan | partership, Collaborate &
Noordin, 2012; Smith, 2013) Relationships
Collaboration  (Kent &  Taylor, | collaboration & Co-creation

2002); on (Kent & Tavlor. 2002): Consolidation & Co-operation
o-operation (Kent & Taylor, ) To negotiate with publics, resolve

Co-creation (Botan & Taylor, 2004; conflict, and promote mutual

Chauke & du Plessis, 2015) understanding and respect between
the organisation and its publics

To reach a win-win situation.

The communication mechanisms in a particular campaign are set towards the achievement of
specific goals. Hence, the use of various public relations models of communication during a
campaign are very crucial in directing the communication outcomes for specific targets. In that
dynamic cycle, communication specialist or public relations practitioners are able set priorities
based on the demands and requirements of their different publics to reach the organisation’s

objectives.

2.4.2 Critique of public relations and politics

Many scholars and politicians have raised concerns about the propaganda, spin and press
agentry communication functions of political public relations. Indeed, the public relations
industry has been criticised for “playing a role which has been to the detriment of journalism and
the democratic process” (Somerville & Ramsey, 2012:39). Fawkes (2008) and other scholars
argue that public relations, past and present, “undermines democracy and stifles or distorts

debates”.
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Bernay’s ‘engineering context’ of propaganda, labelled ‘spin’ as a key social doctrine used “to
determine audience understanding and desire” (Corthell 2008:5). Although there has been a
call for a return to political activity “where these somewhat dubious pervasive activities had no
place” (Somerville & Ramsey, 2012:39). Moloney (2000) emphases that public relations
practitioners tend to minimise the role of the public relations models of communication in politics
namely, persuasion, propaganda or spin and instead focus on the positive role that public
relations makes to society and democracy. According to Cutlip et.al., (2000), this undermines
their own discipline, as public relations is the planned effort to influence opinion through good

character and responsible performance, based on two-way communication.

Certainly, according to Jackson (2010:2) there is evidence that public relations played, and
continues to play, an ‘important role in the development of democratic representative
government.” Froehlich and Rudiger (2005:18) suggest that political public relations is “the use
of media outlets to communicate specific political interpretations of issues in hope of garnering
public support”. Moreover, through the use of media relation, political public relations is able to
present political parties policy and personality to votes to gain their attention (Moloney & Colmer
2001). Furthermore, Brissenden and Moloney (2005) maintain that political public relations acts
as a trellis, and thus is defensive as it hides what parties don’t want the media and public to
know. Therefore, as argued by Pearson and Patching (2008), most of a political public relations
time is spent blocking and reacting to negative coverage, not necessarily providing information.
Nevertheless,(Jackson 2010:12) public relations, as the art of persuasion, is a tool used in
politics during election time, although “not all attempts at persuasion are successful’ and political

actors often seek to control the flow of information to the public.

2.5 Political communication

Political communication, like political public relations is as old as politics (Lilleker, 2006;
Stromback & Kiousis, 2013) and its theoretical foundations have diverse origins as it has
adopted theories from public relations, anthropology, communication, economics, journalism,
linguistics, sociology and political science (Stromback & Kiousis, 2011). Although the term
‘political public relations’ is once again gaining popularity, some academic scholars prefer the

term ‘political communication’ (Chaffee, 1975; Franklin, 2004; Negrine 1996).

Despite the term ‘political communication’ being difficult to define (McNair, 2011), political

communication is the role of communication in the political process (Chaffee, 1975) and is
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defined as “those communication processes that contribute to the exchange of ideas in the
democratic political process” (Powell & Cowart, 2017:3). Norris states that:

“

. political communication is an interactive process concerning the
transmission of information among politicians, the news media and the
public. The process operates down-wards from governing institutions
towards citizens, horizontally in linkages among political actors, and
upwards from public opinion towards authorities” (Norris, 2004:1).

Like political public relations, political communication is considered to be a manipulation with the

intention to influence society (De Waal, 2015). A view which is consistent with Lasswell’s (1948)

views that the study of politics is the study of influence and the influential or the elite.

Furthermore, modern political communication theories are still commonly based on Lasswell’s

1936 doctoral dissertation on propaganda that asked, ‘who says what to whom via which

channel with what effects?’ (Lilleker, 2006). Franklin (1995) identifies the field of political

communication as the interactions occurring between media and political systems, locally,
nationally, and internationally. Thus, political communication is concerned with communication
and interaction between citizens, between citizens and governments, and amongst officials

within governments (Brant & Voltmer, 2011).

Brant and Voltmer (2011) maintain that political communication happens through two distinct
and closely inter-related dimensions (Figure 2-1), namely mediatisation (horizontal) and de-
centralisation (vertical). The horizontal dimension identifies the relationship between politicians
and the media, composed of the political communication elites who together, but in competition
with each other, contribute to the creation and dissemination of political messages for mass
consumption. The vertical dimension instead, describes ‘the interaction between the two sets of
political communication elites on the one hand, and the citizens as the ultimate addressee of
these messages on the other” (Brant & Voltmer 2011:3). Furthermore, McNair (2011) and other
authors contend that political activities have moved beyond the political elite and into the public
sphere (Lilleker, 2006; Habermas, 1964).

However, the political elite and the media are interdependent, but have a balanced power
arrangement as they depend on each other to achieve their own goals — i.e. politicians need the
media for publicity, journalists need politicians as authoritative sources of information. It is this
interdependence, which Bell (1973); and Salvaggio (1989) argue, has made control of

information and communication a crucial element for political power and social structure.
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Therefore, political communication is crucial to build a society in which the political parties and
the voters feel that they have a connection, especially as modern democracies are becoming
increasingly responsive to their voters through dialogue (Lilleker, 2006), but what makes
communication political is not the source of the communication, rather the purpose and content
of the communication (McNair, 2011).

Journalist and Mass Politicians and

. o Mediatisation . o
Media Institutions Political Institutions

De-Centralisation

Citizens. Voters and Audiences

Figure 2-1: Changes in political communication (McNair, 2011; Brant & Voltmer 2011)

2.5.1 Purpose of political communication

At its most simple, the purpose of political communication is to win over others (Moloney, 2000),
to explain the actions of the political actors to the voters and to establish legitimacy and
credibility with the voters (Lilleker, 2006). However, political communication is complex, and
political parties use a range of communication mediums to reach their target audiences to
nurture support for their views and policies, and it is virtually impossible to measure
communication effects in a diverse democratic society and thereby determine what
communication was effective (Baudrillard, 1988). Furthermore, political communication is

competitive as both electoral and non-electoral groups compete for space in the media to gain
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attention from the public (Lilleker, 2006). This competition is assured by the distribution of
messages in the public sphere that create the content of political communication.

2.5.2 Content of political communication

Blumler and Gurevitch (2004) posit that political actors use communication to negotiate the
political agenda by manipulating what is communicated and how it is communicated to the
voters. Political communication comprises contested issues, political realities and political
messages, which are defined, framed and communicated to the voters through the mass media,
to increase the visibility of the political actors; to present political actors ideology and beliefs,
thereby using content to ultimately motivate the voters to vote (Powell & Cowart, 2017). In
addition, Graber (1997) contends that political messages are more than words as they include

rhetorics such as body language; as well as political acts like protests and boycotts.

2.5.3 Types of political communication

Political communication is a constant and on-going activity that extends beyond the build up to
an election to include policy development and policy information dissemination. Thus, political
communication is roughly divided into three areas; namely, party specific communication,
political party election campaign communication and policy development and information
communication (Brants & Voltmer, 2011; Jackson, 2010). Party specific communication is the
internal communication between the political party leaders, the political party staff and the
party’s membership. Political party election campaign communication is external
communication that allows an exchange of ideas to take place between the political party and
the voters, via the media. Political party campaign communication confers meaning to the
party’s political messages, provides links to government policy and influences voters’ attitudes
(Perlof, 2013). Policy development and information communication is the type of political party
communication that gives effect to government policy goals, influences and direct government
policy actions, through the sharing of, or withholding of, information and knowledge from society
(Howlett, 2009). Policy development and information communication is complex as it is
measured in terms of goals, needs, audiences, definition and resources (Da Silva & Batista,

2007; Sanders, 2011; Canel & Sanders, 2012). However, party specific communication and
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policy development and information communication, are beyond the scope of this thesis and are
included here for completeness only.

2.5.4 Political party election campaign communication

Around the world, political party election campaign communication has shifted from being ad
hoc to strategic, and experts in marketing, public relations, advertising and polling are employed
to co-ordinate communication activity and employ the best method to achieve the desired
results (Butler & Kavanagh, 1992). This has led to new styles of political marketing; increased
concern about news management and ‘spin’; and new publicity opportunities on online channels

of communication (Corner & Pels, 2003).

Political party election campaign communication is frequently considered to be a combination of
‘spin’ ‘propaganda’ or ‘persuasion’ as well as ‘organisational communication’ (Powell & Cowart,
2017) as the whole campaign is targeted to get the maximum votes on Election Day (Powell &
Cowart, 2017). Therefore, political party election campaign communication aims to influence
the voter, who is the target audience of the political messages, and to motivate the voter to
participate in elections out of a “sense of duty and a responsibility as a citizen of a democracy”
(Becker et al., 2009:38) because voting is an act which requires an effort from the voter as the

process is often inconvenient.

A fundamental principle of political party election campaign communication is that voters are
offered a service by a political actor and the voters’ perception of value in that offer will affect
their vote (Kaid, 2004). Voter behaviour is influence by how the service options are presented
by the political actor (Cwalina et al., 2010). These presentation styles are namely, issues and
policies, social, personality, situational and epistemic (Table 2-5) and are based on the whether
the voter's choice of candidate is influenced by the role of media in the election, cognitive
reasons to vote and/or emotional feelings about the candidate and allows voter’s be classified

as rational, emotional, social and/or situational voters (Cwalina et al., 2010).

Today, political party election campaign communication has five common characteristics,
namely, a) short-term goals; b) communication based on objectives; c) importance of mass
media; d) short-term goals orientation; and e) importance of considering audiences (Denton &
Woodward, 1990).
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Table 2-5: Voter behaviour

(Cwalina et al., 2010)

Area

Details

Issues and
Policies

Social

Personality

Situational

Epistemic

The policies a candidate advocates and promises to enact if elected to office.

The use of stereotypes to appeal to voters by making associations between the
candidate and selected segments in society, for example, the rich, the educated,
etc. This component captures the influence of the role of party affiliation and other
important social networks that shape voter behaviour.

The importance of a candidate’s personality in helping to reinforce and
manufacture an image in the voter’'s mind

The dimension of voters thinking that could be affected by “hypothetical events”
that are profiled in the course of a campaign. A candidate’s opponents often use
this tactic as a means of creating the illusion that one candidate is better in dealing
with certain situations than the other candidate, in an effort to get voters to switch
their allegiance.

The dimension that appeals to a voter's sense of curiosity or novelty in choosing
a candidate.

Political party election campaign communications, is used to influence the media and political

agenda to reflect political positions, political identities and political arguments (Kiousis et al.,

2006). According to McNair, (2011:31) the “relationship between a party’s campaign and its

eventual vote may not be apparent” and the information the informs the rationale may come

from wide variety of sources including word of mouth, social media as well as the mass media.

Furthermore, Butler and Kavanagh (1992:77) observe that political party election campaign

communication is managed and orchestrated especially as the parties attempt to control and

shape the news agenda “so that the media reflects its views on its favourite issues.”

2.5.5 Models of political party election campaign communication

The political public relations models of communication relevant to political party election

campaign communications include relations with publics; relational; and reputation management

(Jackson, 2010), as well as hype, spin, propaganda and press agentry, and persuasion, which
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are discussed under public relations models of communication (Section 2.2.5). However,
Jackson asserts that political public relations is more than propaganda and identifies ‘hype’ and
‘persuasion’ as the dominant approaches in political party election campaigns because these

are short-term tactics used to influence an electorate or potential decisions making.

According to Jackson (2010:4), ‘relations with publics’ model of communication is based on the
ability to identify and to manage messages so that the messages reach key audiences and to
build relationship with the aim of explaining ideas and actions to the audience so as to increase
the legitimacy of the party. On the other hand, the relational’ political public relations model of
communication is a long-term strategy which focuses on a small number of ‘influential
stakeholders’ and is used to build powerful coalitions as well as to recruit voters (Jackson,
2010:7), which would allow lobbying groups to influence policy (Kovacs 2001, in Jackson 2010).
Thus, strategic relationship building; as working together could enhance the credibility of the

campaign and add value.

Finally, in defining the reputation management, Jackson (2010:8) states that it has “some cross-
over with relational management, focuses on identifying, managing and changing the corporate
reputation of an organisation. This includes an organisation’s image, branding and overall
reputation”.  Furthermore, the Grunigian paradigm model of communication, according to
Jackson (2010:4), is to establish mutual lines of understanding, through interaction, between an
organisation and their publics and is usually used for policy development (Newson et al., 2000;
Baines et al., 2003; Cutlip et al., 2006; Guth & Marsh, 2007; Seitel 2007; Fawkes, 2008).

Nevertheless, it should be noted that Jackson (2010) does not offer an equivalent political public
relations model of communication for the public relations dialogue model of communication
(Table 2-3: Differences between public relations and political public relations). In addition,
McNair (2011:18) highlights that there are five types of political public relations functions which
are promoted through the media namely; to inform; to educate; to provide a platform for public
discourse; to hold the powerful accountable i.e. to give publicity to government and institutions
in a watchdog function; and to provide a channel for advocacy of political views which McNair

(2011:20) states that the “advocacy function may be viewed as one of persuasion.”

At the political party election campaign level of strategic communication, public relations
includes the implementation of its strategies and tactics towards a specific communication

campaign and for a particular purpose (Edwards, 2016). Similarly, Grunig and Hunt (1984),
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speak of public relations as the management of communication between an organisation and its
publics. Furthermore, the omnipresent role of political public relations in campaigns is
undeniable, as political actors rely on communication to reach their key stakeholders as its
purpose is to highlight issues important to the voting public and bring these to their attention via
the media (Sancar, 2013). Thus, Dryzek (2000) argues that democracy should provide rooms
for deliberative public discourses to take place and that these must be both inclusive and

reflexive.

2.6 Mass media

Mass media is able to communicate over distance and with many people simultaneously, but it
has fewer sensory channels than face-to-face communication (i.e. it lacks smell, taste or touch
and relies almost exclusively on sight and sound. Today’s mass media includes print media,
broadcasting media and online channels such as social networking sites and others that report

and comment on, as well as aggregate political issues (McNair, 2011).

McNair (2011) confirms that communication about politics has three main components namely;
the media, political elites and voters (Figure 2 -1); all of whom are centre stage in the political
process; and depend upon each other, as well as influence each other (Gibson & Rommele,
2007). The traditional mass media (print and broadcast media) provides a connection point
between the political actors and transmits political messages to the publics (McNair 2011;
Bennett & Entman, 2001) and is an important tool in shaping a democratic landscape by making
politics visible in society and providing information, analysis, forums for debate, to create a
shared democratic culture (Dahlgren, 2009). The online hews environment consumes news as
well as producing it, and it makes it possible for people to seek out news organisations that
reinforce their beliefs rather than challenge these beliefs (Rideout, 2015). The political space is
highly competitive, and political actors compete for space in the mass media as the mass

media, both traditional and online, are able to reach audiences of thousands of people.

Furthermore, the relationship between the media and the political process a “dialectical one,
involving action and reaction” (McNair (2011:43). It is commonly accepted that the media
transmits messages to its audience, however in recent years, the media has increased its

influence on society (Stromback, 2008), not only in political communication, as society has
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become more dependent on the ‘media and on ‘media logic’ (Hjarvard, 2008:113). According to
Altheide and Robert (1979), media logic combines theory on the production of news content
with theory on media effects; refers to the assumptions and processes for the construction of
news for a particular medium (Altheide, 2004) and is based on the principle of the media,
information technology and communication formats that can affect events and social activities
(Altheide, 2016). Although political actors often use media logic to adapt their organisational
structure and communication behaviour to meet the mass media’s requirements, media logic is
not the focus of this thesis and is included here for completeness only. However, the nature
and role of the mass media in political engagement is one of many factors that shape a
democracy and the media should be considered an important political actor in themselves, as
they not only transmit political messages, but interpret and analyse them through commentary,

editorials and interview questions (Dahlgren, 2009).

According to Nimmo and Combs (1992:15), the mass media are considered the fourth pillar of
society and an instrument of democracy; as the media are “destined to unite, educate, and, as a
result, improve the actions and decisions” of the political entity. Thus, the mass media are
considered to be an essential element of the political process as political parties must
communicate efficiently with their potential electorate to gain votes and the easiest way to do
this is via the mass media. Despite this reliance on the mass media for the distribution of
political view, the traditional door-to-door political party election campaigning continues because
people still engage with each other in direct political discussion (Bennett & Entman, 2001). In
addition, the mass media makes political actors visible and therefore, more easily identified by
their target audience (Dahlgren, 2009) and as political actors become more visible, the news
media, who are interested in ‘prominence’; the political elite, are able to get news coverage
(Wolfsfeld, 2011).

2.6.1 Media management

Media management is “a variety of practices whereby political actors may seek to control,
manipulate or influence media organisations in ways which correspond to their (actors) political
agenda.” (McNair, 2003:123). McNair (2011) argues that media management of information by
political parties can generate favourable publicity and that the purpose of political party

communication is to proactively attract positive media coverage; as well as to use political party
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mandates to set the national political agenda; as opposed to the reactive approach of damage-
limitation through lobbying journalists, the spinning of damaging stories and the suppression of
damaging information (McNair, 2011:7). In addition, it is well established that the political party
dominating the news coverage will receive a better evaluation of its arguments by the public
than another party who obtains less coverage (Druckman, 2001); and political actors often seek
media exposure to increase visibility, on a local, national and international level (Dahlgren,
2009; Franklin, 1995), thereby effectively using the mass media to boost and shape public
opinion (Bennett & Entman, 2001). In summary, the media plays a pivotal role in political
communication for political actors who strive to influence the production of news (Cameron et
al., 1997); the shaping and framing of political debates, issues and messages (Froehlich &
Rudiger, 2005); and thus, through the media to influence public opinion (Bennett & Entman,
2001).

2.6.2 Gatekeeping

Gatekeeping theory is related to the mass media and to organisations and the role of the
gatekeeper, in communication, is to decide which information goes forward and which does not.
Overall, the mass media has four typical gatekeeping functions, namely relaying, limiting,
expanding and reinterpreting (Bittner, 1977) and in each of these functions will either fulfil or fail
to fulfil its role as the fourth estate i.e. watchdog of the government thereby making it more or
less difficult for the public officials to shirk their responsibilities (Coronel, 2008). Gates are
decision points at which political and other forces work to facilitate or constrain the flow of

information (Shoemaker & Riccio, 2016).

Gatekeeping is defined as the process of “selecting, writing, editing, positioning, scheduling,
repeating and otherwise massaging of information to become news” (Shoemaker et al.,
2008:73) and constructs the social reality presented by the media (Shoemaker et al., 2001).
How and why stories are given space in the media (i.e. published) is based on principles of
news values, organisational routines, input structures and common sense; it makes sense of
how the newsroom operates; and is the influence a journalist has over the news production
process (White, 1950; Shoemaker & Vos, 2014). Through gatekeeping, the media are able to

control public knowledge of an event through the selection of information that is allowed through
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the system. In a political system, gatekeeping seeks to control access to those in power as well

as to regulate the flow of information and political influence.

However, gatekeeping has been undermined by bloggers, social media and other news
distribution mechanisms that are able to disseminate information outside of the traditional mass
media. In addition, three different models of gatekeeping have emerged as journalism has
shifted from information diffusion to communication, to a collaborative and interactive focus (Bro
& Wallberg, 2015). The first model is White’'s (1950) linear process model of information
diffusion; the second is a process of communication to citizens who are considered active
participants in the process (Rosen, 1999) and the news media interacts with sources and
audiences (Deuze, 2003; Jones & Salter, 2012); the third model of gatekeeping, according to
Bro and Wallberg (2015), is one where everybody talks directly to everyone through a variety of
means, methods and platforms. More recently there is research to suggest that technology and
a highly interactive and participatory audience has shifted gatekeeping from decisions regarding
what information goes forward to the realm of media effects, i.e. the principle that the mass
media has an effect on the behaviour and well-being of society who now participate in these
decisions (Singer, 2016, 2005).

2.6.3 Media effects

Table 2-6: Types of media effects (Perse & Lambe, 2017)

Type of media effects Concerns.

Cognitive How do people acquire knowledge; what is learned; how is it learned;
how is knowledge structured, does acquiring knowledge fulfils a need;
does failure to acquire knowledge creates dissatisfaction

News and public affairs are part of cognitive media effects.

Affective How people form attitudes and positive/negative evaluations about
something.
Emotional responses to media.

Behavioural How people react (an observable reaction) to media exposure.

Actions and reactions.
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Media effects are the intended or unintended consequences of what the media does (McQuail,
2010) and are of importance to the media outlets and people who use the media to send
messages to a wide audience. According to McQuail (1994:327) “the entire study of mass
communication is based on the premise that the media have significant effects” on society.
Media effects is defined as “the manifestations of the influence that the mass media have on
people, institutions, society, and culture” (Perse & Lambe, 2017:1). Studies on media effects
included ‘intended’ and ‘unintended’ effects of the media on society and cover a broad array of
topics as varied as the content of the media; are based on the assumption that the media, and
its content have an impact on society and could become the foundation for how people view the
world (Lippmann, 1922) or an tool for manipulation and control of society (Lasswell. 1936).
Media effects are generally categorised (Table2-6) as being cognitive, affective or behavioural
(Perse & Lambe, 2017; Laughey, 2007).

Furthermore, political effects of the mass media are of interest to media scholars and more
recently the effect of the use of blogs and social media news working sites for political party
election campaign communication (Plouffe, 2009) and on voter’'s election decisions. It is now
commonly accepted that media effects theory developed through four to five phases (Table 2-7)

with the latter phases still emerging.

Table 2-7: Phases of media effects (Adapted)
(Perse & Lambe, 2017; Cacciatorie et al., 2016; Singer, 2016; Scheufele, 1999; Schramm, 1954;
Klapper, 1960; McCombs & Shaw, 1972; Noelle-Neuman, 1973)

Time Media effect theory | Effect

Phase 1: Magic Bullet or | All powerful: The media are all powerful and the
1900s — 1930s Hypodermic Syringe | audience is unable to resist them.

Strategic models. Uniform messages with persuasive resullts.

propaganda (WW1). | Stimulus-response | Fear of the influence of the media on attitudes.
and therefore direct . . .
The audience responds automatically to media

influence.
messages.

(Schramm, 1954)
Phase 2: Limited effects or | Limited effects: The media have only a minimal effect
1930s — 1960s Two Step Flow. on the audience.

Reinforcement  of | Media reinforces existing attitudes but has minimal

messages and | effect on influencing attitudes.

selective exposure. | The audience is free to choose and use media

(Klapper, 1960) content.
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Phase 3: Return to powerful | Media’s power to bring about subtle, yet direct effects
1970s — 1980s mass media effects | The media once again had powerful effects — the
Television Frequent exposure | emphasis shifted from attitudinal to cognitive effects.
changes thinking. Not what to think, but what to think about.
(1N<;e"e-Neuman, Spiral of silence (Noelle-Neuman, 1973)
973). Cultivation (Gerber & Gross, 1974)
Agenda setting (McCombs & Shaw, 1972)
Phase 4. Social Hybrid of strong and limited media effects or
1980s — 2000s constructivism negotiated effects in the construction of meaning.
Construction of | Media constructs social reality — agenda setting,
reality priming and framing.

(Scheufele, 1999)

Media discourse is part of the process of meaning

making.
Public opinion is part of how journalists create
meaning in public discourse.

Phase 5:
2000s - present

Web 2.0; social networks influence traditional media
effects models.

Media effects limited to  preference-based
reinforcement (Cacciatorie et al., 2016)

Participatory
(Singer, 2015)

Media is an ever-changing field and is being critigued now more than ever by the general public.
The overall influence of mass media has considerably increased, and will continue to do so as
the media itself improves. Media influence is the actual force applied by a media message,
resulting in either a change or reinforcement in audience or individual beliefs and actions. As a
matter of fact, the influence of mass media has an effect on many aspects of the public and can
include the followings: voting a certain way, thinking a certain way. It has the capacity to
influence individual views and beliefs, or even false information that can skew a person's
knowledge of a specific topic. Media effects can be measured and can affect negatively or
positively. They can be abrupt or gradual and can stand for a short-term or long-lasting period.
Nevertheless, not all effects lead to change, as some media messages reinforce an existing
belief.

2.6.4 Agenda setting, priming and framing

Agenda setting, priming and framing are commonly included under the broad category of
cognitive media effects (Table 2-6). Although according to Lilleker (2006:117), it is the media
that “shapes and frames the processes and discourse of political communication as well as the

society in which that communication takes place”, however there is suggestion that the effects
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of effects of agenda setting, priming and framing within political communication differ
(Scheufele, 2000). However, the distinction between agenda, setting priming and framing is
contested (Aalberg et al., 2011). McCombs and Reynolds (2009) argue that framing is
subsection of agenda-setting because each object on the agenda has attributes which include
cognitive components, such as information, and characteristics which include tone, such as
negative, positive and neutral and like agenda-setting it tells the public ‘what to think about” into
‘how to think about it’. But, Schefuele (2000) argues, framing and agenda-setting have distinct
theoretical boundaries and emphasises that, how an issue is presented in the newspaper can
affect how it is understood by audiences and the differences between agenda setting and
framing is apparent in news production, information processing and media effects. Broadly,
agenda setting is concerned with the salience of issues (McCombs, 1997); priming revolves
around evaluation cues for issues (Scheufele, 2000) and framing is the selection of a restricted

attributes for inclusion in issue discussions (McCombs, 1997).

2.6.4.1 Agenda-setting

Agenda-setting is a mass communication theory, which has been adopted by other disciplines
including political communication (Coleman et al., 2009), and is based on Lippmann’s premise
that the news media construct our world (Lippman, 1922). Agenda setting takes place within
the “context of society and a myriad of social problems; and intersects with spectacular events,
political leadership priorities and public opinion” (Perloff, 2013:137). Some scholars define
agenda setting as public awareness of a set of issues (McCombs & Shaw, 1972; McCombs,

2007)) as well as the rise and fall of a single issue across time (Winter & Eyal, 1981).

Agenda-setting is based on the premise that there is a strong correlation between issues that
the media emphasises in their coverage, i.e. large amount of coverage, prominent placement in
the media, and the importance, i.e. salience, that the audience assigns to the issue (Scheufele
& Tewksbury, 2007). Thus, agenda setting is how the media tells society “what to think about”,
and is, therefore, how the media is able to influence the public agenda; create public awareness
and concern regarding the salience of issues, promote political figures and draw attention to

matters of importance to the media (McCoombs et al., 2009).

On the one hand, the media agenda (what society should think about) comprises issues that the
media considers important; what the media judges worthy of drawing public attention towards;

what the public ‘should know about’, and how the media promotes these issues to generate
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awareness of these issues. For example, one of the news values that the media uses to attract
readership, is ‘prominence’, and thus, it is natural that the political elite to be awarded news
coverage (Wolfsfeld, 2011). On the other hand, the public agenda comprises issues important
to the public. Although the media agenda is often transferred into the public agenda (McCombs
& Shaw, 1972), it takes co-operation between the media and the public to build the public
agenda (Berkowitz, 1992). However, neither the media agenda nor the public agenda should
be confused with the policy agenda, which is based on the issues considered important to the
political leaders. Furthermore, Behr and lyengar (1985) found that although the public agenda
was influenced by television coverage, the media agenda, i.e news coverage, was unaffected

by public opinion.

Lang and Lang (1981) propose a four stage agenda setting process whereby the media
highlights an event, activity, personality or group making it an issue; the media imbues the
highlighted issue with a sense of conflict, concern or problem; the media links ‘secondary
symbols’ to the issue to make it part of the ‘recognised’ political landscape; and finally political

actors keep the issue alive through promotion and feedback loops.

2.6.4.2 Priming

Priming is defined as “changes in the standards that people use to make political evaluations”
(lyengar & Kinder, 1987:63). Priming, together with agenda setting, explains how the mass
media tells the public “what to think about” as well as ‘what to think’ (Cohen, 1963). Within
political communication, the mass media encourages the public to adopt standards of political
evaluation suggested by the media in their analysis and presentation of the political issues.
Thus, priming is seen as an extension of agenda setting (Scheufele & Tewksbury, 2007) as it is
through raising the importance of some issues (agenda setting) and encouraging audiences to
use certain criteria to make judgements (priming) that the media is able to influence its

audience.

2.6.4.3 Framing

Entman (1993) refers to framing as a “fractured paradigm”, as it has been adopted by many
academic disciplines and research including economic research, sociology, psychology and
communication science (Scheufele, 2000). There are a variety of definitions available on

frames and framing, but in many instances the conceptualisation of these terms differs. For
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example, framing can be defined as “the principles of organisation” of a news story or issue
(Goffman, 1974:10); “principles of selection, emphasis and presentation” (Gitlin, 1980:6) of an
issue; as well as the manner in which a “story is written or produced” (Cappella & Jamieson,
1997:39). Other definitions describe framing as social constructions of a social phenomenon
(Pan & Kosicki, 1993; Zhou & Moy, 2007). Furthermore, framing definitions are genre-specific
and are based on either a generic or an issue specific foundation (de Vreese, 2005). Issue
specific framing includes definitions of problems, moral judgements as well as supporting
remedies for the issue at hand (Entman, 1993).

According to Scheufele (2000) framing is divided into media frames or audience frames. Media
frames are defined as “a central organizing idea or story line that provides meaning to an
unfolding ... event. ... The frame suggests what the controversy is about, the essence of the
issue” (Gamson & Modigliani, 1987:143). On the one hand, media frames are useful as they
allow journalists to easily identify and classify the information (Scheufele, 2000), while on the
other hand, audience frames are similar to priming and assist audiences with the processing of
information and are defined as “mentally stored clusters of ideas that guide” interpretation
(Entman, 1993:53). Furthermore, framing is based on the assumption that how an issue is
presented in a news report will influence how it is understood by the audience (Scheufele &
Tewksbury, 2007). In political public relations framing is often seen as a mobilization strategy to
win attention and support from the public (Froehlich & Rudiger, 2005) and is categorized

according to the following framing genres (Table 2-8).

Framing is considered as a strategic communication that is used to shape the public agenda
influence people’s behaviours and attitudes (Aalberg et al., 2011) and is what the Bernays
(1928) called the ‘engineering context’ of propaganda. Thus, framing pays particular attention
to questions related to “who is winning and losing, the performances of politicians and parties,
and on campaign strategies and tactics” (Aalberg et al., 2011:163). However, Entman asserts

that framing differs from persuasion and assertions because framing:

repeatedly invokes the same objects and traits, using identical or synonymous words
and symbols in a series of similar communications that are concentrated in time. These
frames function to promote and interpretation of a problematic situation or action and
(implicit or explicit) support of a desirable response, often along with a moral judgement
that provides and emotional charge” (Entman et al., 2009:177).
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Gitlin (1980:7) argues that framing makes use of persistent “selection, emphasis, and
exclusion’, while Entman (1993:52) suggests that framing selects only some aspects of reality
and presents them in a manner to make them more noticeable. In addition, framing is
considered to be the most important concepts relating to media coverage of politics in general,
and during elections’ campaigns in particular, which is measured by winning or losing as well as
how well the parties or candidates are doing in the opinion polls (Aalberg et.al, 2011).

Politically, framing is seen as a mobilisation strategy through which organisations present their
views and thereby frame issues; or insert them in the public arena in the hope of winning public
support and action (Froehlich & Rudiger, 2005). Framing assists people with making sense of
complex information and thereby give meaning to the world (Shmueli et.al, 2009). Framing
uses selection to simplify; and to filter perceptions into limited field of vision, which may be
negative or positive on a specific issue or message, or news (Johnson, 2013). In addition,
framing allows political actors to establish a “common frames of reference” with their target
groups (Hallahan, 1999:207). Thus, political communication, which makes use of framing is
defined as “selecting some aspects of a perceived reality and constructing messages that
highlight connections among them in ways that promote a particular interpretation” (Entman et
al., 2009:176). Therefore, strategic political framing is used to exert power over outcomes and

to persuade audiences to accept interpretations that benefit the political party.

Table 2-8 Framing genres
(Gamson & Modigliani, 1987; Entman et al., 2009; lvengar, 1999)

Generic “Central organising idea or storyline that provides meaning to an unfolding
strip of events” (Gamson & Modigliani, 1987:143)

Central ideas or single storylines are difficult to analyse (Entman et al., 2009)

Issue specific Issue specific frames are pertinent only to specific topics and events and
therefore have attributes which can be categorised into themes, arguments
and assertions and thus analysed. (Entman et al., 2009)

Episodic Episodic framing suggests that social issues are framed around specific
instances and personalities with not broader context provided. Thus,
responsibility is attributed to the individual for his/her problems. (lvengar,
1999)

Thematic Thematic framing emphasises broader contexts, trends and background to
the issue and responsibility or blame is more likely to be assigned to societal
attributes. (lvengar, 1999)

Substantive Substantive framing focuses on the substantive nature and importance of
issues, events and actors in the political strategy. (Entman, 2004)
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Procedural Procedural framing evaluates political strategy as a “horserace’ and power
struggles amongst the elite (Entman, 2004)

2.6.5 Media ethics

Journalism ethics are built around the norms of what is considered ‘responsible journalism’
(Ward, 2009) and therefore journalists’ ethics play an important role in the production of news.
According to Ward (2009:295-296) “ethics is the analysis, evaluation and promotion of what
constitutes correct conduct and virtuous character in light of the best available principles”. In
particular, journalism ethics, are a practical guide on how to act responsibly as “everything a
journalist writes or says, or neglects to write or to say, in some or other way has an influence on
people” (Black et. al, 1999); and “influences can be good or bad” (Retief, 2002:4; Ward, 2009).
Furthermore, journalists are encouraged to safe guard their integrity and independence as the
media is vital to an open and democratic society (Black, 1995; Retief, 2002; Nel, 2005),
therefore journalists, in the pursuit of truth, should be honest, fair and courageous in gathering,
reporting and interpreting information accurately to fulfil their role as the fourth estate and to
give a ‘voice to the voiceless’; and to ‘hold the powerful accountable’ (Black, 1995; Retief,
2002).

Firstly, journalists as human beings, should conduct themselves according to the normative
journalistic ethics, which are to maximise truth, minimise harm, and to act independently (Black,
1995; Retief, 2002). Secondly, as professionals, journalists have the power to frame the
political agenda and influence public opinion (Curd & May, 1985; Elliott, 1986). Hence, the role
of the journalist and the media, influences what the general public should think about; and how
they should to think about it (Nel, 2005; Ward, 2009). However, changes in technology and new
types of news media calls for the basic discourse on journalism ethics to move from simplistic
general concepts of truth, freedom, public interest and democracy to more complex concepts

that incorporate western and non-western traditions (Ward, 2009).

2.7 Conceptual framework

Miles and Huberman (1994) concede that the conceptual framework comprises the key factors,
the variables and presumed relationships amongst them. Walsham (1995) points out that in an

interpretive research, there are no debate whether a theory is correct or incorrect. Hence
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interpretive researchers’ base their approach on how interesting the theories they present are
and expect others in the field to find them interesting (Marshall & Rossman, 2014). Walsham
(1995) further outlines three different uses of theory in interpretive case studies: 1) theory
guiding the design and collection of data; 2) theory as an iterative process of data collection and
analysis; and 3) theory as an outcome of a case study.

In this study, the initial examination of public relations, political public relations and political
communication models showed clearly that not much has changed since Bernay’s (1928)
statement that communication is “informing people, persuading people, or integrating people
with people” and that propaganda is used to manipulate them intelligently and creatively.
Another view that the purpose of political communication is to persuade, defend and consolidate
(Lilleker, 2006), which mirrors Bernays (1928) public relations purpose of inform, persuade and
integrate, and thus political communication is characterised by patterns of politics, hamely
control, influence, power and authority and this presents an opportunity to link public relations
models of communication to media content (Grunig & Hunt, 1984; Grunig, 1992; Van Ruler,
2004; Jackson, 2010).

However, Van Ruler (2004) only deals with propaganda as a form of persuasive communication
similar to advertising and adds the only new form of communication as dialogue. When
Jackson (2010) uses the term hype it is synonymous with propaganda, and the ‘provision or
dissemination of information’ is renamed as ‘relations with publics,” which encourages a “free
flow of information to society”. Table 2—6, shows that political communication, political public
relations, strategic communication and public relations overlap on all public relations models of

communication, i.e. propaganda; information; persuade; mutual benefit; and dialogue.
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WHO... Control analysis

\’

SAYS WHAT... Content analysis
\%

IN WHICH CHANNEL ... Media analysis

TO :/l/VHOM Audience analysis

WIT\lIf| WHAT EFFECT? Effect analysis

Figure 2-2: Lasswell’s chain of communication
(Lasswell, 1971b)

Other framework considerations included determining who controls the political message and, if
possible, answers who the sender of the communication is, as well as determine the value and
weight of the people mentioned in the story (Lasswell, 1936). Furthermore, Lasswell's (1948)
chain communication and communication chain effects was used as the counter point on each

of the framework principles (Figure 2—2).

McQuail and Windahl (1993) believe Lasswell’'s chain of communication takes for granted that
the purpose of communication is to influence the receiver of the communication and therefore
all communication should be regarded as persuasive or at very least as having an effect. In
addition, there are six levels of persuasion or power according to Dahl (1957), and this type of
influence will either be unspoken or blatant in the message and are described as being rational,
manipulative, inducement, power, coercion and physical force, where physical force may be

considered as a protest or similar type of political action.

Quiality of the message is based on the rules of political campaigns as presented by Neidhardt
(1994:18), whereby it should include correct statements, plausible explanations, legitimate
evaluations, as well as necessary and advantageous action. This evaluation of messages is
important as it establishes criteria for the quality of the story from the political elite and attests to

the calibre of the politician controlling the story and not only the media ethics and quality of the
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journalism. Furthermore, the role of the media and political actors and whether they are active,
passive or even uninterested; or positive and negative in tone adds an element to the politics of
the situation (McNair, 2011). Journalists, according to the guidelines for ethical reporting should
be considered neutral, but who might slant the story positively or negatively.

Table 2-9: A conceptual framework to analyse political party campaign communication
(Lasswell, 1936; 1948; Dahl; 1957; Grunig & Hunt, 1984; Grunig, 1992; Neidhardt, 1994; Van Ruler, 2004;
Froehlich & Rudiger 2005; Lilleker, 2006; Jackson 2010; Vilamar, 2012; Sancar,2013).

Political party campaign communication Control Content  Purpose
Messages: control, influence, power and authority; and framing v v v
Actors: media and political actors v v v
Strategy: political and public relations communication strategy v v v
Issues management: v v

The above table shows clearly the cycle within which political party campaign communication is
established. Also referred in this instance as public relations within the political organisation,
political public relations’ main goal is then characterised by the use of media outlets (Froehlich &
Rudiger 2005; Jackson, 2010). The media are important channels of messages distribution for
political public relations, as they help to communicate specific political views, solutions and
interpretations to attract support for political policies or campaigns (Lilleker, 2006, Lasswell,
1936). According to Sancar (2013) political public relations represents a great tool in
transmitting messages for political parties to their voters. Meanwhile it aims sustainability of
political parties and their government (Grunig, 1992). Sancar (2013) as well as Van Ruler
(2004) notes the importance of feedback which is a necessary condition for symmetrical
communication and dialogue to effectively take place in the new communication arena.
Furthermore, the authors highlight the contribution of public relations in the flow of
communication process between political elites and institutions, political leaders and their

publics.
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Sancar (2013) points out that in the world of election or politics, public relations is crucial in
reaching strategic political communication. He argues in fact, that public relations methods and
techniques are the most important part of the political communication process to correct public
perception of political parties and promote successful transmission of the desired image. He
concludes that with the excellence study defended by Grunig, “symmetry in public relations
really is about balancing the interests of organizations and publics, of balancing advocacy and
accommodation. Without dialogue and change on policies, symmetrical communication could

not be effective in political process for political parties and their leaders” (Sancar 2013:183).

2.7.1 Political party election campaign communication

Communication between the ‘ruling organisations of society’ (Lilleker, 2006) and its citizens is
essential, thus the purpose of political communication is to explain the actions of the political
actors to the votes and thereby establish legitimacy and credibility with the public (Lilleker,
2006). Political communication is roughly divided into two areas; namely, political party election
campaign communication and government policy communication (Brants & Voltmer, 2011).
This research is concerned only with political party election campaign communication, which
comprises party messages, which are directed at the voting public through mass media
channels to share the party’s ideology and beliefs, and encourage them to vote (McNair, 2011).
In this research political party election campaign communication is based on the political party
election campaign manifesto and traditional print media news coverage on political campaign

issues.

Furthermore, Butler and Kavanagh (1992:77) observe that political party election campaign
communication is managed and orchestrated especially as the parties attempt to control and

shape the news agenda “so that the media reflects its views on its favourite issues.”

2.7.2 Public relations models of communication

The public relations models of communication are fully discussed in Chapter 2. The models of
communication arising from that discussion can be listed, with a short description as to its
application in this research, as: Press agentry; hype; spin and propaganda; (Press agentry is

the practice of attracting the attention of the press through techniques that generate news).
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Dissemination of information; (This model of public information is one directional and its purpose
shifts persuasion based on half-truths to more ethical educational practices to inform the public

in a one directional flow).

Persuasion; (the persuasive communication model, or the two-way asymmetrical, intends to
persuade a particular audience to influence behaviours. Alternatively, it requires a measured
response from its intended audience. Government propaganda is a good example of this
model. Propaganda is the organised spreading of information to assist or weaken a cause).

Consensus building; mutual understand and benefit (this model seeks the promotion of dialogue

to take and further intend to build relationship for short or long-term goals).

Dialogue and engagement; partnerships (this model strives for mutual understanding and aims

to enhance collaboration, co-operation and co-creation).

Mixed motive (this model promotes and advocates the central importance of self-interest while

acknowledging opposing opinions).

2.7.3 Political, media and public sphere actors

Within a representative democracy there are a variety of political actors operating within the
political sphere including elected officials, pressure groups and political parties; the media,

including broadcast and print; and the public sphere comprising citizens and voters.

Political parties, according to McNair (2011) are political actors who share common ideologies
and decide to work together within an agreed organisational structure to achieve common goals.
Furthermore, (Downs, 1957) defines political parties as organisations that seek power and
control in a duly constituted election. Hofmeister and Grabow (2011) stress that without political
parties, a modern democracy is not conceivable, and it is the political parties that enable
citizens to act politically. Therefore, to participate in elections, the political parties need their
voice to reach society as broadly as possible (Hofmeister & Grabow, 2011). Despite ideological
differences, political parties share a commitment to constitutional means of advancing their
objectives, and thereby attempt to convince the society as a whole of their suitability to rule
(McNair, 2011). Political parties take positions on a variety of topics which are important to the

citizens of a nation as well as to the public order and organisation of society.
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Mass media outlets play an important role in political communication which aims to reach a
mass audience, indirectly, rather than interacting on a face-to-face or door-to-door individual
and direct political engagement basis (Lilleker, 2006). Although the internet does not form part
of this study, it is acknowledged that internet is effective in allowing political actors to
communication and to gain media attention (Smith, 2013). Froehlich and Rudiger (2005)
maintain that it is through the use of the media, that political actors are able to communicate
specific political views, solutions and interpretations in the hope of gaining public support for
political policies or campaigns. Media coverage of politics influences the public and political
spheres as, although the media reports independently, the political actors are synergistically
influenced by each other “when formulating arguments, opinions, policies, perceptions and
attitudes” (Lilleker, 2006:1).

2.7.4 Political party election campaigh communication strategy

A political party election campaign strategy aims to maximise support and mobilise voters
through the creation of a common frame of reference on issues important to the public
(Holtzhausen & Zerfass, 2014). Hence, a political party election campaign communication
strategy would be “the purposeful use of communication by an organisation to fulfil its mission”
(Hallahan et al., 2007:3). Furthermore, strategic communication in the public sphere is about
controlling public dialogue (Habermas, 2015), and although strategic communication is not
always manipulative the communication strategy is to inform, persuade as well as direct the
discussion and build relationships (Hallahan et al., 2007:127). Furthermore, political
communication has control, influence, power and authority characteristics similar to politics
(Lilleker, 2006; Vilamar, 2012).

2.7.5 Political party election campaign messages

As argued by (Lubbe & Puth 2000), the crucial role that public relations plays in today’s socio-
political and business system is widely recognised especially as public relations is responsible
for the movement of messages (Grunig & Hunt, 1984). Similar views, as argued by Bernays
(1928) along with Smith (2013); Bivins (1987); Cutlip (1995) and Cutlip et al. (2000), posit that

public relations seeks to create public acceptance through carefully crafted messages.
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Furthermore, Davis (2000) notes the importance of pressure groups publicly giving voice to
individual concerns, thus shaping public opinion and the public alike as public relations

messages are able to influence and be “influenced by politics” (Jackson, 2010:3).

Political parties communicate messages into the public sphere to achieve a level of influence, to
establish a level of legitimacy and to explain their actions. Political party communication serves
to provide the information needed by the public (Denton & Woodwood, 1990); to retain support
by ‘manufacturing content’ (Herman & Chomsky, 2002); to measure the level of public approval
and to encourage engagement within the political system (Blumler & Gurevitch, 1995).
However, messages are of critical importance in political communication and are presented in
either a positive or negative manner, depending on the communication strategy. Furthermore,
messages act as heuristic shortcuts to close the information gap for those people who are
unlikely to read the political party manifesto or remember details of the issues of the day and
therefore messages are integrated into all news coverage, public relations and communication
between the party and the public during the campaign (Lilleker, 2006). Messages are
remembered if they are short, believable, credible and likeable of source, and peripheral to the

information overload of day to day modern living, i.e. low impact messages (Perloff, 2016).

2.8 Conceptualisation

Babbie (2015:128) defines conceptualisation as: “the process through which we specify what we
mean when we use particular terms in research”. According to Babbie and Mouton (2001), it is
the process by which the researcher clarifies what is meant when using particular terms within a
specific research context. The key variables in this research are: public relations, political public
relations, political party campaign communication and the media. All these specific terms are
referred to in this research to present the public relations expertise within the political
organisation communication through the media channel, which in turn ensures the conduction
and distribution of specific messages addressed by political actors, and/or organisations to their

targeted audiences.

In this instance, these terms are discussed interchangeably to highlight the importance of the
public relations key function in political party campaign communication. Hence, the developed

framework see (Table 2—-9) shows the connection between three main actors in this dynamic
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circle; namely the political organisation, the public and the media, who ultimately helps through
strategic means to the dissemination of specific messages. Political party campaign
communication consists primarily of party messages, which are communicated to the voting
public through the mass media, to make voters aware of the party’s ideology and beliefs, and
thereafter generating favourable votes. Inspired by the Lasswell formula “Who, says What, in
which Channel, to Whom, with what Effect”, which is aimed at influencing or persuading the
receiver (McQuail & Windahl, 1993:14); | developed the conceptual framework that informs on
the importance of a tailored formulated message, and who is in control of it and for what
purpose. Therefore, public relations practitioners engaged in the political party campaign
communication field need to contribute to the establishment of a framework of political

communication that confers legitimacy to a real democracy.

2.9 Conclusion

The literature review examined the theoretical concepts underpinning public relations under the
sub-categories of strategic models of communication, stakeholder theory and management,
political public relations; political communication; political party campaign communication; mass
media; media management; media effects; and media ethics. According to key scholars the
purpose of political public relations is to engage a dynamic interactive communication through
the use of specific media outlets to communicate specific views for public support (Bernays,
1928; Lubbe & Puth, 2000; Froehlich & Rudiger 2005; Sancar, 2013; McNair, 2011; Jackson,
2010; Bernays, 1928), which ultimately facilitate the process of communication between political
constitutions, leaders and their target audience. Thus, making public relations an essential pre-
requisite to ensure the distribution of the appropriate political messages, to the appropriate

public in the appropriate time through the appropriate medium.

In addition, an imperative key focus within the public relations profession is the integral role in
assisting the organisation to monitor and interpret its social environment and in advising
management on establishing and maintaining organisational legitimacy as a foundation for long
term organisational, thus advising management on how to secure a strategic fit in the public
sphere (Cutlip et.al., 2000; Grunig & White, 1992; Grunig, 1992; Grunig & Hunt, 1984).
Therefore, it is possible to conclude that political public relations or public relations in the

context of political party election campaign communication is strategic and thus helps the
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organisation i.e. the political party, to create a valid and valuable link with the different
stakeholders of the organisation and impacts on the organisational reputation through the

management of strategic issues, which can influence or persuade voters.

CHAPTER THREE will cover the research method, as well as the philosophical assumptions

that underpin the study.
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3 CHAPTER THREE: RESEARCH DESIGN AND METHODOLOGY

3.1 Introduction

Chapter three explains the research design and methodology, the data collection methods, and
the data analysis to compare the coverage of political party campaign communication of four
political parties in a regional newspaper during the build-up to the 2014 South African general

elections

3.2 Research design

Welman et al. (2005) describe research design as the plan that researchers develop that will
guide the selection of participation, as well as the methodology used to collect information
required to answer the research question. The research design (Table 3-1) describes data
collection and data analysis, both of which are based on the research assumptions, skills and
practices of the researcher (Maree, 2007). In other words, it is the detailed plan to be followed

by the researcher in reaching the overall conclusions led by the entire research process.

Table 3-1: Research design and methodology outline
(Adapted. De Vos et al., 2011)

Research Outline Description
Design Holistic Single Case
Epistemology Social Constructivist, Interpretive, Qualitative,
Subjective,
Data collection method Content analysis of political party election

campaign manifesto;
Content analysis of regional newspaper.

Data analysis Conceptual framework

Result Gain an understanding of prevalent public
relations practices
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De Vos et al. (2011) point out that research design is a paradigm through which research is
conducted and a research paradigm can be referred to as a belief system under which research
is conducted (Miles & Huberman, 1994). Martens (2005), along with Wahyuni (2012), posits
that a research paradigm addresses the philosophical stances that surround research and
includes philosophical assumptions as well as systems of inquiry. Research is governed by
particular worldviews which include: positivism; post-positivism; critical theory and social

constructivism, which is often referred to as interpretivism.

3.2.1 Qualitative research design

Qualitative research design challenges the traditional notion of an absolute truth and contends
that knowledge is speculative and can, therefore, be challenged (Wheeldon & Ahlberg, 2011).
Creswell (1998) maintains that qualitative research is an approach that allows the researcher to
explore and understand social phenomenon to gain a deep understanding of the social world
(Merriam, 2009; Rallis & Rossman, 2012). Thus, a qualitative research design offers the
opportunity to explore and understand in a rich descriptive manner, the way the social world is
constructed (McLeod, 2011).

Qualitative research is subjective and has a complex rather than a narrow point of view as the
goal of the research is to describe and understand (Babbie & Mouton, 2001). According to
Auerbach and Silverstein (2003:3) a “qualitative research is a research that involves analysing
and interpreting texts in order to discover meaningful patterns descriptive of a particular
phenomenon”. Hence, Denzin and Lincoln (2005) state that the purpose of qualitative research
is to enlarge the understanding of a particular phenomenon as qualitative research is able to
describe, to explain, as well as to make predictions. According to Rubin and Babbie (2001)
gualitative research pursues a deeper understanding of the human experience, especially in
instances when observations and numbers cannot easily be reduced to numbers. Furthermore,
the analysis of data is based on inductive reasoning rather than statistical analysis (Wheeldon &
Ahlberg, 2011).
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3.2.2 Theinterpretive approach

Underpinned by constructivism philosophy towards the creation of knowledge, this research is
interpretive. Interpretive research maintains that all “human beings are engaged in the process
of making sense of their worlds and continuously interpret, create, give meaning, define, justify
and rationalise daily action” (Babbie & Mouton, 2001:20; Myers, 2008). Furthermore, an
interpretive approach provides insight into “‘the complex world of lived experience from the point
of view of those who live in it” (Schwandt, 1994:118). This approach assumes that reality is
socially constructed, and that the researcher becomes the point of connection through which
this reality is revealed (Walsham, 1995). Maree (2007:58) posits that interpretivism is rooted in
hermeneutics, which is ‘the study of the theory and practice of interpretation” thus interpretive
research assumes knowledge of reality is obtained through the social constructs of “anguage,
consciousness, shared meanings, documents, tools, and other artefacts” (Klein & Myers
1999:69). In an interpretive research there are no predefined dependent and independent
variables, instead there is a focus on the complexity of human sense-making, which emerges
from the situation being studied (Kaplan & Maxwell, 2005). Those who espouse the interpretive
approach claim that social phenomena must be understood in the social contexts in which they
are constructed and reproduced through their activities. In other words, the understanding of
social action must include the meaning that society gives to their deeds, performances and
actions. Moreover, the researcher’s interpretations play a crucial role in an interpretive study,
thereby making the research subjective and supported by argument rather than objective

supported by “statistical exactness” (Garcia & Quek, 1997:459).

3.3 Case study

The case study is “an empirical inquiry that investigates a contemporary phenomenon in its real-
life context, especially when the boundaries between phenomenon and context are not clearly
evident” (Yin 2003:13). Furthermore, a case study enables the researcher to comprehend the
phenomenon under investigation and is useful for answering ‘how’ and ‘why’ types of questions
(Benbasat et al., 1987; Yin, 2003).

According to De Vos et al. (2011), the case study used for explanatory purposes, aims to both

build and test theory and is important in producing theory and bringing up new knowledge to the
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field of study. Stake (1995) and Yin (2003) propose two important approaches that encompass
case study methodology. Both approaches are tailored in a way that ensures that subject
matter is properly explored, and that social or contextual reality is revealed, despite there being
differences in the methods they use (Baxter & Jack, 2008). It is important to note that Stake
(1995) and Yin (2003) base their case study approaches on the constructivism philosophy of
knowledge, which highlights the subjective role played through human interactions, although it
does not deny some patterns of objectivity. Pluralism focuses on the circular dynamic tension of
subject and object (Miller & Crabtree, 1999:10), while constructivism is concern with social
construction of reality and knowledge (Searle, 1995).

Cornford and Smithson (2005) note that case study research has been criticised because of its
non-representativeness and a lack of generalisability. Furthermore, Miles and Huberman
(1994) argue that as data is often subject to different interpretations, and case study research
should consider possible ‘researcher bias, as the analysis is based on inductive reasoning
rather than a statistical analysis (Wheeldon & Ahlberg, 2011). Nevertheless, Pettigrew (1985)
believes that case studies help to develop and refine theories and that multiple case studies can
lead to generalisations. Walsham (1995) maintains that the validity of the case study approach
is derived from an interpretive epistemology based on the logical reasoning and the likelihood
and strength of the conclusions drawn from the data and applied to the presentation of the
results. Similarly, Yin (2003) argues that case studies are used for analytical generalisations,
where the researcher's aim is to generalise a particular set of results to some broader

theoretical propositions.

3.3.1 Using the case study

Referred to as a ‘science of the singular’ by Simons (1980) the case study approach allows the
researcher to focus on a single occasion and generate deep insights as well as a thick and rich
description of a particular event. Furthermore, case studies are flexibility and can be used in
various combinations with other research approaches (Rule & John, 2011). In addition, De Vos
et al. (2011) argue that as long as the entity being explored is bound by time, place, person or
environment, it can be used with ethnographic and phenomenological approaches because this
approach goes beyond simply investigating a single individual or situation and enables the

research to consider simple through to complex situations. In addition to asking “how” and
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“‘why” questions, the researcher is able to consider how a phenomenon is influenced by the
context within which it takes place (Baxter & Jack, 2008). Yin (1994:13) argues that case
studies are particularly relevant to contextual conditions which are important to your study as a

“case study allows an investigation to retain the holistic and meaningful characteristics of real-
life event.” Thus, Paré and Elam (1997) argue that case study research makes it possible to
capture and understand context but is flexible enough to accommodate various research aims
and diverse data collection and analysis methods as summarised in Table 3-1. Stake (1995)
suggests that case studies are appropriate for research that seeks to understand unigque and
complex situations. Therefore, the case study approach is especially useful in situations where
contextual conditions of the events being studied are critical and the researcher has no control

over the unfolding events.

3.3.2 Types of cases studies

There are various types of cases studies which criteria’s leads to specific outcomes. This

specific study falls under the explanatory case study type and thus aims to build theory.

Table 3-2: Types of case studies
(Paré & Elam,1997; Stake, 1995; Rule & John, 2011; Yin 2003)

Criteria Type of case study
Nature of the case Intrinsic: unique and extraordinary Instrumental: developing theories and
insights

Collective: more than one instrumental case

Number Single to Multiple
Units Embedded: more than one sub-unit

Holistic: global
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Table 3-3: Strengths and limitations of case study research,

(Adapted Hodkinson & Hodkinson, 2001)

Strengths
Helps understanding of complex inter-
relationships
Grounds data in ‘lived reality’
Facilitates the exploration of the
unexpected and unusual
Enables research to focus on the

significance of the idiosyncratic through
the use multiple cases.

Helps show the processes involved in

causal relationships

Facilitates  rich conceptual/theoretical
development
Fully depicts people’s experience in

program input, process, and results

Powerful way of portraying program to
outsiders

To sum up, | chose to do a case study as it excels at bringing an understanding of complex
issues, while it offers the possibilities to extend experience or add more strength to knowledge
from previous researches. Considering this, case studies particularly enable the researcher to
produce a rich and thick description from a narrow scale, which ultimately gives a broad view of
relatively considered small phenomena. As Yin (1994) argues, case studies are suitable to
capture and investigate contemporary phenomenon in real life context that are not clearly
evident and in which multiple sources of evidences are used. Although, there are some critics
of the reliability and generality of a case study method, other feels that the intense exposure has

the potential to add bias to the findings of the case (De Vos et.al, 2011). However, researchers

Limitations

Easy to dismiss by those who do not like the
messages that they contain

Cannot answer a large number of relevant and
appropriate research questions and does not lend
itself to numerical representation

The complexity examined is difficult to represent
simply

Not generalizable in the conventional sense

Strongest when researcher expertise and intuition
are maximized, but this raises doubts about
‘objectivity

There is too much data for easy analysis and work is
expensive if attempted on a large scale

Usually quite time consuming to collect information,
organize and analyse it

Represents depth of information rather than breadth
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continue to use the case study research method with much success in carefully planned and
crafted studies of real-life situations, issues, and problems (Yin, 1994).

3.3.3 Situating the case

Case study research cannot be understood without being placed in a particular context so that
the case has reference to a wider context (Rule & John, 2011). The discursive space in which
this research is based is on the assumption that political parties use public relations principles in
the political party election campaign communication strategies to build rapport with the voters, to
develop relationships, and to win and gain votes during the election campaign. Motivated by the
observation that the political communication process within the South African landscape is
diverse in terms of political parties and media ownership; as well as having an emphasis on
freedom of speech as a constitutional right, | chose to conduct a comparative case study on the
newspaper coverage by the Cape Times regional newspaper prior up to the 2014 general
election, i.e. from January 8, 2014 to May 7, 2014. During five months build-up to the South
African 2014 general election, | analysed the political election stories which appeared in the
news section of Cape Times newspaper, with particular attention being given to how these four
political parties, mainly, the Democratic Alliance (DA), followed by the African National
Congress (ANC); and newly emerging opposition parties, namely Agang and Economic

Freedom Fighters (EFF) were treated in the a single medium, the Cape Times.

3.3.3.1 A Comparative case study

UNICEF (2014) defines a comparative case study as a useful method for both qualitative and
guantitative researches to understand how a particular context may influence the success of a
specific intervention. Furthermore, it involves the analysis and synthesis of the similarities,
differences and patterns across two or more cases. To facilitate the extraction of data that
would most satisfactorily addresses the research guestion, | chose to use a comparative case
study approach. A methodology, which according to Yin (2003) is relevant when the researcher
believes the context to be highly pertinent to the subject under study. Hence the rationale for
choosing such an approach that allowed for comparisons between the political party campaign
communications of the various political parties involved of this research, (Mangen, 2013).

Likewise, case study technigues provide a means to examine a multiplicity of perspectives to
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illustrate a social entity or pattern and to test ideas and processes (Ritchie et.al, 2013).
Therefore, this research methodology allowed to explain the application of the public relations
principles and strategies that influenced the political party election campaign communication of
the Democratic Alliance in the context of three other political parties in a regional newspaper
during the build-up to the 2014 South African general elections.

3.4 Population and sampling

According to Welman et al. (2005:52) a research problem relates a “specific population and the
population encompasses the total collection of all units of analysis about which the research
wishes to make specific conclusions”. A population is the full set of cases from which a sample
is taken (Welman et al.,, 2005) and has all the elements that meet the sample criteria for
inclusion in a study (Burns & Grove, 1993; Rubin & Babbie, 2011). The research problem that
this research seeks to resolve is situated in political party election campaign communication,
specially the political party election campaign communication of the Democratic Alliance (DA) in
the context of three other political parties, during the five months leading up to the general

elections in 2014.

3.4.1 Sampling frame

A sample of the population refers to those individual units of analysis that are chosen with the
aim of extracting information from them about the total population. Therefore, these units of
analysis represent the total study population that generates the research problem and towards
which the final results will be generalised (Mouton, 1996; De Vos et al., 2002). It is Patton’s
view (1990:169) that all types of sampling used in qualitative research falls under the broad term
of purposeful sampling as a “qualitative inquiry typically focuses in depth on relatively small
samples, even single cases, selected purposefully”. Sandelowski (1995) concurs with Patton’s
view that all types of sampling in qualitative research may be encompassed under the broad
term of purposeful sampling. According to Patton (2002), purposeful sampling is widely to
gather rich and thick information more effectively, as it is based upon relatively small resources.
Nevertheless, the method of sampling must align with the aims and assumptions of the

research.
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Total population sampling is considered to be a purposive sample, and a non-probability
sample, which means it is not possible to make statistical generalisations about the population
under study (Welman et al., 2005). The population and sample of this research is mainly the
political party election campaign communication of the Democratic Alliance (DA) in the five
months leading up to the general elections in 2014; namely the manifesto of the Democratic
Alliance and the political news coverage of the election build-up in the regional newspaper of
the Western Cape, the Cape Times; in the context of three other political parties in a regional
newspaper during the build-up to the 2014 South African general elections.

3.5 Research methodology

According to Saunders (2011), a research methodology or strategy is the general plan that
assists the researcher to answer the research questions in a systematic way. A research
methodology describes a way of conducting research or the means of doing something that best
fits the overall research paradigm (Mouton, 1996; Wahyuni 2012; Grove & Burns 2005;
Ponterotto, 2005). Wahyuni (2012) draws to attention the distinction between methods and
methodology which according to the author obey to distinguishable patterns. The first one
refers to elements needed to obtain particular information, and the second describes the way
towards these particular elements (Clough & Nutbrown 2012). Jonker and Pennink (2010)
define methodology as the logic that governs the different steps the researcher undertakes to
achieve a certain predetermined or intended result. Research methods present three major
research methodologies namely; qualitative research, quantitative research, and mixed

research. For the purpose of this research, | adopted a qualitative research methodology.

3.5.1 Data collection methods

Rule and John (2011) concede that researchers choose data collection methods in response to
a number of factors such as the aim of the study, the research questions as well as the
constraints under which the research takes place; and even research ethics rather than
identifying factors which are inherent to case study research as a form of enquiry. Pawar (2004)

discusses the importance and relevance of data collecting methods and strategies in the
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research process. He emphasises that no research can be undertaken without data. Thus,
data collection methods relevance presents the basis through which a research is conducted.

According to Silverman (2013:11) there are four important techniques for qualitative data
collection which are namely (a) observation, (b) analysing text and documents, (c) interviews,
and (d) recording and transcribing. Furthermore, Thyer (2010) posits that research endorses
primary and secondary data analysis. The author points out that those who espouse the
primary type of analysis are commonly found amongst social work researchers, who, on the one
hand feel that they better contribute to knowledge by adopting new data. On the other, those
opting for secondary analysis find their approach is the best to advance knowledge.
Nevertheless, both types of collecting methods are useful in the scope of research, as they
complement one another, as secondary data might define future research questions and in
seeking to understand secondary data, additional primary data must be collected. (Stewart &
Kamins, 1993).

For this research, | collected data by buying on a daily basis the printed Cape Times newspaper
and categorised only the highlighted elections political stories from the specific political parties
involved in this research, namely the African National Congress, the Democratic Alliance,
Agang and the Economic Freedom Fighters. Attention was more stressed on the official
opposition political party, the DA, followed by the ruling party, ANC. More information on the

data collection process is found under Section 3.8 Research process.

3.5.2 Data analysis

Although document analysis is covered least in research methodology literature, it is particularly
advantageous as it can ‘yield rich and useful data in a case study (Rule & John, 2011:5).
Henceforth the data analysis method used was a content analysis of the news elections related
stories printed in the Cape Times newspapers, and the manifesto programme of the Democratic

Alliance (DA), which is the main official opposition political party in South Africa.

3.5.2.1 Content analysis

Introduced by Lasswell (1927) cited in Machamara, (2003:1) as a systematic method to study

mass media, it is argued that a media content analysis is a meticulous examination of media
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content towards either quantitative or qualitative research methods. Meanwhile it suggests that
media content analysis builds understanding of media profile by evaluating issues, messages,
advocates, critics, media and journalists by giving qualitative ratings to print, broadcast and
online coverage and recommending public relations action and response (Neuendorf, 2002;
Macnamara, 2003 & Maree, 2007). Holsti (1969:14) defines content analysis as, "any
technique for making inferences by objectively and systematically identifying specified
characteristics of messages". Furthermore, a qualitative content analysis is more than counting,
as it seeks understanding and is able to compress large volumes of words into fewer based on
explicit rules of coding (Weber, 1990). Qualitative research uses in inductive process to

separate similarities from differences in text to support or disconfirm the theory (Maree, 2007).

Hsieh and Shannon (2005:127) state that content analysis is: “a research method for the
subjective interpretation of the content of text data through the systematic classification process
of coding and identifying themes or patterns”. Therefore, the goal of content analysis is “to
provide knowledge and understanding of the phenomenon under study” (Downe-Wamboldt,
1992:314). According to Hsieh and Shannon (2005), there are three existing applications to
content analysis amongst which; 1) conventional content analysis, 2) directed content analysis,
3) summative content analysis. For the purpose of this research, a summative application to

content analysis was chosen.

3.5.2.2 Summative content analysis

Hsieh and Shannon (2005) suggest that summative content analysis starts with the researcher
identifying and quantifying certain words or content in text with the purpose of understanding the
contextual use of the words or content. Furthermore, this quantification is an attempt not to infer
meaning, but to explore usage. Analysing for the appearance of a particular word or content in
textual material is referred to as manifest content analysis (Potter & Levine-Donnerstein, 1999).
This approach seems quantitative in the early stages, but its goal is to explore the usage of the
words/indicators in an inductive manner. If the analysis stopped at this point, the analysis would
be quantitative, focusing on counting the frequency of specific words or content (Kondracki &
Wellman, 2002). A summative approach to qualitative content analysis goes beyond mere word
counts to include latent content analysis. Latent content analysis refers to the process of

interpretation.
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3.5.2.3 Inductive vs. deductive reasoning

Wildemuth and Zhang (2009) argue that qualitative content analysis encompasses a process
designed to compress raw data into categories or themes based on valid inference and
interpretation. According to Patton (2002) this process uses inductive reasoning, by which
themes and categories emerge from the data through the researcher’s careful examination and
constant comparison; though qualitative content analysis does not need to exclude deductive
reasoning. In so doing, Hsieh and Shannon (2005) discussed three approaches to qualitative
content analysis, amongst which; 1) conventional qualitative content analysis, in which coding
categories are derived directly and inductively from the raw data and mostly used in grounded
theory approach; 2) directed content analysis, where initial coding starts with a theory; 3)
summative content analysis, in which the researcher starts by counting words, and extends the
analysis to include latent meanings and themes. Although this approach is criticised through its
numerical approach in the early stages, the ultimate goal is to get in depth understanding of the

words analysed as indicators of an inductive reasoning.

3.6 Research process

Content analysis has been used in a variety of disciplines in research, such as political sciences
for the analysis of propaganda (George, 1959), or to analyse advertisements in newspapers and
magazines to draw useful conclusions on national culture (Auter & Moore, 1993). Even on
television, radio, and magazines which according to (Prasad, 2008) offer a great deal of material

for content analysis

Perhaps the most common notion in qualitative research is that a content analysis simply
means doing a word-frequency count. To that effect, Stemler (2001) argues that content
analysis should not only be perceived as simple words counts, rather it should represent a rich
and meaningful technique with its reliance on coding and categorising of the data. As Weber
(1990:37) notes: “a category is a group of words with similar meaning or connotations”. In that
practical exercise, the researcher should consider that synonyms are used for stylistic reasons
throughout a news story to avoid repetition and thus may lead the researchers to underestimate

the importance of a concept (Weber, 1990).
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It is true that content analysis can be a powerful tool for determining authorship as stated by
(Foster, 1996), and then serves as a relevant technique to examine trends and patterns in
documents (Stemler & Bebell 1999). Additionally, content analysis provides an empirical basis
for monitoring shifts in public opinion (Stemler, 2001). Prasad (2008) maintains that_content
analysis begins with a specific statement of the objectives or research questions that are being
researched. The author adds that the objective of content analysis is to convert recorded “raw”
phenomena into data, which can be treated in a scientific manner to build knowledge. As a
matter fact, in the process of doing content analysis, the researcher must follow four
methodological steps namely; 1) selection of units of analysis, 2) developing categories, 3)

sampling appropriate content, and 4) checking reliability of coding (Stempel, 1989).

3.6.1 Preparation and organisation of data analysis

The study was conducted in two phases that each required specific approaches.

Data in phase one, consisted in the creation of a conceptual framework (Table 2-9) through a
review of literature. The whole idea was to get an understanding of the theories and
approaches used in public relations and communication in general. After working two months
on gathering information from the literature, | created a framework that would allow public
relations practitioners to evaluate political communication in a democracy. This included
Bernay’s purpose and definition of political communication and public relations scholars and
public relations theorists such as Grunig and hunt (1984), Van Ruler (2004) and Jackson
(2010). In addition, attention was given to Dahl (1989), Lasswell (1948), McNair (2011) and
Lilleker (2006) in developing this framework. The first step was to condense the public relations
and political public relations communication approaches into a single table. The second step
was to reflect on Lasswell’'s chain of communication together with the purpose of political
campaigns and the political actors who control the messages. As the media play and important
role in the distribution of political messages from and between political actors to potential voters
and vice-versa, attention was equally given to the messages published and their quality.

Further attention was given to Dahl’s power table of persuasive powers.

Data in phase two, was to collect daily Cape Times newspapers publications with focus on the

news sections only. In so doing the researcher gathered a large volume of the Cape Times
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newspapers from January 8 to May, 7 2014 (see appendix 5). This evolved a lot of accurate
reading done on a repetitive note. Furthermore, a content analysis was conducted on the
newspapers stories that appeared in the Cape Times during 2014 and prior to the May 7, 2014
general elections and the fifth democratic national election in South Africa. From that, the
researcher looked at all mentions of the major political opposition party in South Africa the
Democratic Alliance (DA), as the principal environment of the study. Besides, attention was
equally given to the other political parties that formed part of this research. There were three
main sections around which the content analysis was organised. The first one was about the
details on the newspaper investigated, which combined together the page number, the date of
the newspaper and the political parties highlighted in the published story. The second section
looked at the content and included the different categories identified by the researcher in the
news article, and the headlines of the stories. The third section was to show the purpose and

comprised seven sub-sections. Table 3—4 provides an example of this.

Table 3-4: Purpose section of content analysis

Purpose
Tone Control Power Direction PDC, (persuade, IPI, (inform, Communication
defend and persuade strategy
consolidate) and
integrate)

3.6.2 Doing content analysis

For the purpose of this study related to the South African 2014 general election, a content
analysis was used to explore the application of public relations principles in political parties

‘campaign communication during the South African 2014 general election; as well as:

To identify how the political party election campaign communication messages are framed

To explain public relations models of communication that influenced political party election

campaign communication strategies

To identify the political strategy patterns that informed the political party election campaign

communication
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3.6.3 Selection of communication content and sample

The researcher chose the Cape Times newspaper as the appropriate communication content to
answer the research question: “How does the application of public relations principles compare
between political parties during their campaign communication in a democratic election?” The
prime interest in the selection of this newspaper was prominence, as reflected in their circulation

and regional representation.

Cape Times is an English language morning newspaper which is printed from Monday to Friday.
Besides this, the elections stories of the four major political parties that constituted the purposeful
sample of the study were covered. The daily newspapers were surveyed from January 8 to May
7, 2014. An overall of one hundred and forty-four related newspapers articles were analysed

and formed the data for analysis.

Throughout the period the researcher read and analysed an average of ten newspapers per day
with a strict focus on the news section of the print media, though an exception was made on the
editorial section with one article of the main environment of the study, the Democratic Alliance
(DA) that formed part of their manifesto programme. The process of analysis of the newspapers

was done daily and on a repetitive note daily; thus, was time consuming.

The second communication content analysed was the manifesto programme of the Democratic
Alliance (DA) which highlighted various categories such as jobs, general service delivery, sport
and recreation, environment, nation building, crime and so forth. The goal was to highlight
these different categories and compare if there were efficiently aligned with the related political
party stories published in the Cape Times newspaper. The thematic content analysis looked at
the sub-mentioned areas and identified the apparent gaps. Table 3-5 provides an example of

the thematic content analysis/ content analysis of the DA manifesto.

Table 3-5: A sample of the thematic content

analysis of the Democratic Alliance’s manifesto.

Crime / Safety

Social grants
Land reform

e N

Education
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3.6.4 Developing content categories

According to Chadwick et al. (1984), categories must be mutually exclusive so that there is no
overlap and therefore a word, a paragraph or a theme belongs in one and only one category.
Prasad (1994) notes that categories must be exhaustive so that all units examined fit in an
appropriate category. The author notes further that categories represent the heart of content
analysis. As a matter of fact, Berelson (1952:147) points out: “Content analysis stands or falls
by its categories. Particular studies have been productive to the extent that the categories were
clearly formulated and well adapted to the problem and the content”. Thus, to be useful, every
content category must be properly defined by the researcher who then, states and differentiates
what it is from what it is not. Hence, in the process of developing content categories, the

researcher analysed several categories as shown in (see appendix 4).

3.6.5 Sampling appropriate content, (finalising units of analysis)

Prasad (2008) concedes that at this stage, the categories are identified and defined in terms of
the research objectives. The author points out that the unit of analysis represents the smallest
unit of content that is coded into the content category and can vary with the nature of data and
the purpose of research. Furthermore, the unit of analysis can take any form, such as a single
word, a letter, a symbol, a theme, a news story, a short story, a character, an entire article, or an
entire film or a piece of programme. Therefore, the procedure of analysis of the newspapers

stories, was essentially done with focus on the news section, as they covered the required
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information for this study and presented the minimum degree of distortion. After several
readings of the related political parties ‘stories printed in the Cape Times newspaper, the
researcher found numerous categories as shown in Appendix 4 and 6 before finalising a set of
categories that was used for the study. This was achieved in three steps demonstrated in
Appendix 4. In the first step, the researcher highlighted several categories, which were then
compressed into combined categories according to their closest relevance, and finally the last
step was to create the final categories. Table 3—6 provides an example of these categories.

Table 3-6: A sample of the categories that emerged from the content analysis

Categories Categories combined Final categories combined
Education Education Censorship
Finances Finances Court

Politics Leadership Crime & safety
Politics Leadership Economic growth
Education Education Education
Politics, social Leadership Elections
Economic growth Leadership Environment
Nkandla report Nkandla Finances
Leadership Elections Service delivery
Electoral campaign Elections Nkandla

Party election Environment Health

Judiciary status Court Leadership
Lithuli House Politics Protests

3.6.6 Checking reliability of coding

Schilling (2006) posits that the process of coding requires a lot of consistency which is achieved
after repeatedly checking that the code is applied to an entire corpus of text. To attain that level
of the reliability of codes, the researcher chose to code a sample of the data and checked the

coding consistency and revised coding rules until sufficient consistency was achieved.

Coefficient of reliability = Number of units in the same category (coefficient of reliability equals
number of units in the same category / divided by the total number of units coded) Coefficient of
reliability=1/1=1
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Table 3-7: Coefficient #Court

Category Number of units in the same | Total number of units coded
category

Court Judiciary  status, Judiciary | 6
status on bills expedition,

action against DA logo, party
logo implementation interdict,
DA application to court, court
dispute

Coefficient of reliability= 6/6= 1

Table 3-8: Coefficient #Censorship

Category

Number of units in the same
category

Total number of units coded

Censorship

Table 3-9 Crime & safety

Category

Number of units in the same
category

Total number of units coded

Crime & safety

Lithuli House
corruption  (2),
political violence,

protest,
bribery (2),

Coefficient of reliability= 4/4= 1
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Table 3-10 Coefficient #Economic growth

Category

Number of units in the same
category

Total number of units coded

Economic growth

party manifesto for jobs,
employment equity, equity bill,
jobs (3), job equity, jobs
creation elections (2),

Coefficient of reliability=5/6 =0,83

Table 3-11 Coefficient # Education

Category Number of units in the same | Total number of units coded
category
Education Education 2

Coefficient of reliability= ¥2=0.5

Table 3-12 Coefficient #Elections

Category Number of units in the same | Total number of units coded
category
Elections elections (20),electoral 23

campaign (5), party
elections, party seats,
election campaign (2),
general elections, DA
march, election campaign,
national election, poll lists,

party list, elections
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campaign (2), EFF
candidates, elections
trends, election (3), DA
complaint for ad, advert
blocking, advert elections,
DA facebook cartoon,
political advertisement,
manifesto, elections politics,

electoral code

23

Coefficient of reliability=32/23=1.39

Table 3-13 Coeeficient # Environment

Category

Number of units in the same
category

Total number of units coded

Environment

Environment, E-toll

Coefficient of reliability=2/2=1

Table 3-14 Coefficient # Finances

Category Number of units in the same | Total number of units coded
category
Finances finances (6), finances elections | 3

(2), governance Lithuli House,

Coefficient of reliability=8/3=2.66
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Table 3-15 Coefficient #Health

Category Number of units in the same | Total number of units coded
category
Health Healthcare (1) 1

Coefficient of reliability=1/1=1

Table 3-16 Coefficient #Service delivery

Category

Number of units in the same
category

Total number of units coded

Service delivery

social, DA housing delivery
plan, service delivery dispute
over land, housing, housing
elections campaign, housing
scandal politics,

Coefficient of reliability=6/6=1

Table 3-17 Coefficient #Protest

Category Number of units in the same | Total number of units coded
category
Protest march of protest (5) 1

Coefficient of reliability=5/1=5
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Table 3-18 Coefficient #Nkandla

Category Number of units in the same | Total number of units coded
category
Nkandla Nkandla report, DA application | 6

for Nkandla report, Nkandla
(7), Nkandla affair, attacks on
public  protector  Nkandla
report,tax obligation on
Nkandla,

Coefficient of reliability=12/6=2

Table 3-19: Coefficient #Leadership

Category Number of units in the same
category

Total number of units coded

Leadership politics (20), party merging,
politics social, politics
elections, merging
cancellation, poke fun at the
two party merging by
ministers, clash between two
party supporters, party failed
merging, government policy,
ANC member to retire, CTICC
expansion, ANC dispute over
DA sms, racial social
engineering,

13

Coefficient of reliability=31/13=2.38
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3.6.7 Conclusion

In conclusion, a qualitative content analysis is a valuable alternative to more traditional
guantitative content analysis, especially when the researcher works in an interpretive paradigm
(Wildemuth & Zhang, 2009). Considering this, | conducted a qualitative content analysis and
sought to identify the important categories that emerged from the data. The analysis did not
stop at the counting but was followed by an interpretation of the findings as developed in
chapter 4. Hence, the analysis produced a rich description of the particular context of study.

3.7 Limitations of the research

As delineation can make the research more manageable (Marshall & Rossman, 2014), the
study was geographically limited to Cape Town and did not go beyond the boundaries of this

city which refers to the fact that it does not cover other cities in the Western Cape.

Furthermore, there may be inhibiting factors in carrying out this research. Merriam (1998:20)
states that: “‘the human instrument is as fallible as any other research instrument”. Although this
research was well prepared, there are evidences of shortcomings and limitations that occurred

throughout its conducting.

First of all, it is important to note that the research data collection instrument was only focused
on one newspaper (Cape Times). The use of additional periodic could have strengthened this
research more, by increasing the generality factor, thus making the sample relatively small. A

bigger sample would probably enhance the reliability of the research.

Qualitative research does not allow the measurement of the research.

3.8 Trustworthiness

Silverman (2004:283) states that “validity and reliability are two important concepts to keep in
mind when doing research, because in them the obijectivity and credibility of research are at
stake”. Ary et al., (2002) posit that the production of reliable and valid knowledge in an ethical
manner in research must provide a solid basis of the whole data gathering process. Though
trustworthiness of qualitative research is generally open to critics, Guba (1981) proposes criteria
that he considers can help ensuring trustworthiness of a study, namely: a) credibility (in

preference to internal validity), b) transferability (in preference to external
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validity/generalisability), ¢) conformability (in preference to objectivity), d) dependability (in

preference to reliability). (Table 3-20, adapted from Shenton 2003). Trochim and Donnelly

(2001) establishes the relation between validity and reliability as presented in the (Figure 3-2,

want to summarise it in a table, as it long in Shenton paper, will help checking it further with

Marian), as they both enforce/ strengthen the research trustworthiness.

Table 3-20 Criteria for ensuring trustworthiness adapted by

(Shenton, 2003)

confidence in the
‘truth’ of the findings

the adoption of
research methods well
established

the development of an
early familiarity with
the culture of
participating

random sampling
triangulation

tactics to help ensure

honesty in informants

showing that the
findings have
applicability in other
contexts

showing that the
findings are consistent
and could be repeated
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a degree of neutrality
or the extent to which
the findings of a study
are shaped by the
respondents and not
researcher bias,

motivation, or interest



Reliable Valid Neither Reliahle Both Reliahle
Mot Valid Mot Reliable Mor Valid And Valid

Figure 3-1 Relationship between reliability and validity,
(Adapted from Trochim, 2001:1-2)

Trochim uses a target to explain the relationship between reliability and validity. The first target
shows that although the instrument is reliable it is not valid as it is consistently measuring the
wrong thing. The second target shows that you are measuring the right thing (valid) but that
your instrument is not reliable and is not measuring consistently. The third target indicates that
you are not measuring the right thing, and neither is your instrument reliable. The fourth target
indicates what happens when both instrument and the measure are accurate, consistent and

reliable.

3.8.1 Reliability

McMillan and Wergin (2002:10) states that: “reliability is the estimate of the error in the
assessment”. According to Merriam (1998) and Babbie and Mouton (2001), reliability has to do
with the likely recurrence of aspects in the original data as well as the way the data is
interpreted.  Sandberg (2005) points out that reliability is established when repeated
measurements of objective reality give similar results. Hence, reliability refers to the extent to
which measures are free from errors; though Merriam (1998) posits that in the traditional sense,
it is difficult to obtain similar results to repeated measures in qualitative research. Stenbacka
(2001) argues that the issue of reliability has no relevance in the judgment of a qualitative
research. Nevertheless, to expand the analogy of the two concepts within the spectrum of
gualitative studies, Lincoln and Guba (1985:316) states that: "Since there can be no validity
without reliability, a demonstration of the former [validity] is sufficient to establish the latter
[reliability]". Related to this, Patton (2002) along with Cypress (2017) points out that the
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researcher’s ability to show enough strength in conducting any qualitative study is a

consequence of the validity in a study.
3.8.2 \Validity

The term validity refers to the correctness, or exact matching of the data used in measuring the
phenomenon under scrutiny (Babbie & Mouton, 2001; Mason, 2002). Related to this, | did a
content analysis over a period of time, ensuring that | follow all the newspaper stories
concerning the two main political parties that formed the environment of this research.in a
consistent way. | continuously looked at the findings and compared them. | made use of a

variety of literature resources to confirm and enhance my findings.

3.9 Conclusion

In CHAPTER THREE, an in-depth discussion of the research design and methodology used in
this study was provided. This chapter reviewed the theoretical and philosophical assumptions
underlying the research methodology. The research design was discussed. Below a
description of this chapter is presented in Table 3—-21 spotting out the different decisions made

to conduct this research.

Table 3-21: chapter 3 description and structure

Level of decision Choice

Epistemological and ontological assumptions Interpretive

Research approach Case study

Research analysis Content analysis, review of literature

Research context: Political Parties Official opposition Democratic Alliance (DA)

Timeline January 2014 — May 2014

Theoretical and literary context Use public relations principles in the political
party election campaign communication
strategies

Conceptual framework Political party election campaign
communication; Political, media and public
sphere  political  actors;  Communication
strategic; political party election campaign
messages; and Public relations models of
communication.

CHAPTER FOUR will present the findings and discuss them according to how they relate to the

key ideas, research questions and objectives of this research.
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4 CHAPTER FOUR: FINDING

4.1 Introduction

The purpose of this chapter is to present the findings obtained from a comparative case study
analysis between four bounded case studies and media coverage by a single medium. The four
bounded cases are four political parties, namely, African National Congress; Agang, Democratic
Alliance; and Economic Freedom Fighters who participated in the 2014 general election in
South Africa and the single medium is the Cape Times newspaper. A content analysis of each
political party‘s election stories as published in the Cape Times newspaper prior to the general
election on May 7, 2014 was conducted. The findings will be presented according to the
research questions, starting with an overview of the data collected and concluding with the
findings relevant to the main research question: "How does the application of public relations
principles compare between political parties during their campaign communication in a

democratic election?”

4.2 Population and sample

A total population sample was used to gain in-depth insights into the application of public
relations principles between political parties during their campaign communication in a
democratic election. The population comprised all the pre-election political stories printed in the
Cape Times newspaper during the 141 news days prior to the South African general election on
May 7, 2014. Cape Times is one of three daily newspapers in the Western Cape and is printed
Monday through Friday, but not over the weekends. Cape Times reaches the 261’000 readers
daily, 82% of these readers live within the Cape Peninsula. In addition, the Cape Times
newspaper offered political coverage of the four political parties, namely, African National
Congress; Agang, Democratic Alliance; and Economic Freedom Fighters, chosen for this study.
A sample of the excel spreadsheet of the political parties’ stories as analyzed by the research is

provided below.
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Cape Times Newspaper from January 8to May 7, Purpose
2014 (May 7, 2014 is election day) Political party

Page Date political parties Categories Headlines Tone Control Power Direction PDC, IPl,  Commu Notes
numbers (persua (infor nicatio
de, m, n
p.9 08-01-2014 DA education Why unbelievable matric results fail the credibility DA + DA Rat BUP Per Per DA calls on standardisation of the
test and must be audited MAC marks
p.5 08-01-2014 Agang finances Financially troubled Agang seeks reform of DA- 10 mani  BUP Inf DOl DAnot mentioned in story, story
SA political party funding mentions Agang, EFF and ANC
p.l 09-01-2014 ANC politics ANCwill rule SA for ever, says, Zuma DA- 1[0} Rat TOPD  Per Per  Journalist reports on what Zuma
said, in quoting him throughout the
p4 10-01-2014 ANC politics ANC hustles poster encouring young people to get DA- 10 mani  TOPD  Per Per Journalist reports on concerns

raised from ANC poster's message

'hustle' throughout the article
p.4 10-01-2014 |DA education DA denies Nehawu's 'neglect' chrage DA -/ manifesJO Rat BUP Per DA accused of neglec toward the

improvement of education in

Per poorer communities

p.4 10-01-2014 EFF politics, social We've got 400 000 members,, claims Malema N 10 Rat DOl Journalist reports on EFF members
SIDW Inf chart

Figure 4.1 Sample of content analysis

4.3 Process and quality of data analysis

A content analysis of each political party’s election stories as published in the Cape Times
newspaper prior to the general election on May 7, 2014 was conducted. In the attempt to
successfully analyse the data, various steps were undertaken by the researcher. The diagram

below helps explain the process and quality of data analysis.
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A

Analysis and synthesis of all
categories.

DA newstories, other political

parties'newstories, dates of the

newspapers, DA manifesto,
Master list and the dates order,
page placement, T
Stories'categories, political Step 6

parties and the categories of

stories, tone control and power

analysis of the ANC, tone control

and power analysis and the DA,

direction of communication of

political parties, tone of article

by actors(Journalists), political

parties'stories coverage, DA

Creation of an excel spreadsheet
with 14 categories of analysis.

masterlist.
— Step 4
Step 5
—l Identification of all
the other political
parties'stories
Identification of all iviellze] im e
the DA stories first, resEarEh,
_l as the main
enironment of the Step 3
study, followed by
Reading of the the ANC, then
newspaper stories. Agang and EFF.

Step 2

Step 1

Figure 4.2: Process and quality of data analysis

4.4 General election outcome

The full results of the South African general election held on May 7, 2014 are presented in terms
of national assembly seats and percentages of vote are presented in Table 4.1. The 2009

national assembly seats are presented to show election gains or losses. In the 2014 elections,
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the ruling party, the African National Congress (ANC) obtained 62.25% of the vote, four
percentage points below its 2009 total, while the official opposition party, the Democratic
Alliance (DA) obtained 22,25% of the vote, an increase of 6%. The two new parties Economic
Freedom Fighters (EFF) and Agang obtained 6, 25% and 0,5% respectively. Out of South
Africa’s nine provinces, the Western Cape remained the only Democratic Alliance (DA) led
province during the 2014 elections.

Table 4-1: South African National Assembly seats per political party (2009; 2014)
*indicates a new political party

Party Abbreviation Number of seats % of vote

2014 2009 2014
African Christian Democratic Party ACDP 3 3 0.75
*African Independent Congress AlC 3 - 0.75
African National Congress ANC 249 264 62.25
African People’s Convention APC 1 1 0.25
*Agang South Africa Agang 2 - 0.5
Azanian People’s Organisation AZAPO - 1 0
Congress of the People COPE 3 30 0.75
Democratic Alliance DA 89 67 22.25
*Economic Freedom Fighters EFF 25 - 6.25
Freedom Front Plus FF+ 4 4 1
Independent Democrats ID - 4 0
Inkatha Freedom Party IFP 10 18 2.5
Minority Front MF - 1 0
*National Freedom Party NFP 6 - 15
Pan Africanist Congress PAC 1 1 0.25
United Christian Democratic Party UCDP - 2 1
United Democratic Movement UDM 4 4 1
TOTAL 400 400

4.5 Presentation of findings / results (tables and graphs)

This section introduces an overview of the data collected. Thereafter, the findings will be
presented per sub-research questions before concluding with the findings relevant to the main
research question: "How does the application of public relations principles compare between

political parties during their campaign communication in a democratic election?”
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4.6 Cape Times coverage

The analysis reached a total of 154 news days with 13 days of unpublished political stories
concerning the parties of the research and 141 news stories concerning the four political parties,
namely, African National Congress; Agang, Democratic Alliance; and Economic Freedom
Fighters the sub mentioned political parties (see appendix 6, Master list of content analysis).

4.6.1 News coverage

Lead in Stories

60
50
40
30
20

h B
. . .  _— m

ANConly Agangonly DAonly EFFonly ANC+DA ANC+EFF DA +EFF DA+
AGANG

M Lead in Stories

Graph 4-1: Lead coverage in stories in Cape Times
January 2014 to May 2014

The ruling party African National Congress (ANC) and the official opposition party the
Democratic Alliance (DA) dominated the newspaper coverage in the Cape Times, followed by

the Economic Freedom Fighters (EFF) and Agang (Graph 4-1).

The graph (Graph 4-1) shows the African National Congress received the most individual
coverage by the Cape Times (57 stories) and was the lead in five (5) stories with the
Democratic Alliance and one (1) the Economic Freedom Fighters (1). The Democratic Alliance
received individual coverage in 49 stories and was the lead in four (4) out of five (5) stories with
Agang and in one (1) story with the Economic Freedom Fighters. The Economic Freedom

Fighters received individual coverage in 11 stories and Agang in six (6) stories.

Considering that there was little engagement between the ANC and EFF; and DA and EFF, it is

clear that neither the ANC nor the DA considered EFF as a threat or an ally in the lead up to the
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2014 general elections. Another point is that the DA considered AGANG as either a threat or an
ally in the lead up to the elections and therefore engaged with them.

4.6.1.1 Page placement of news coverage

Other considerations were to determine who controls the political message and, if possible,
answers who the sender of the communication is. This, relating to framing is important as it
establishes criteria for the quality of the story and attests to the calibre of the politician
controlling the story. The role played by the actors and whether they are active, passive or even
uninterested in the article adds an element to the politics of the situation.

Thus, the Cape Times page placement of the news coverage of the African National Congress,
Agang, Democratic Alliance and the Economic Freedom Fighters was analysed. The political
news coverage was found on page one (1); page three (3); page four (4); page five (5); page six

(6); page seven (7) and page nine (9) of the Cape Times.

25

20 -

10 ~

0 - . . L
ANC DA EFF AGANG

Graph 4-2: Page placement of news stories of political parties on the lead coverage.

Graph 4-2 shows that the African National Congress obtained the majority of the page one
coverage; followed by the Demaocratic Alliance, and then the Economic Freedom Fighters came

third on the page one coverage. Agang did not obtain any front-page coverage.
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Table 4-2: Page placement of news coverage per political party

Political Page Page Page Page Page
Party three (3) four (4) five (5) six (6) seven (7)
ANC 25% 35% 39% 100% 50%
Agang 0% 4% 15% 0% 0%

DA 75% 49% 33% 0% 50%

EFF 0% 11% 12% 0% 0%

Table 4-2 summarises the page placement of news coverage of each political party. The
Democratic Alliance received 75% of the news coverage on page three (3) with the African
National Congress, receiving 25%; Agang and the Economic Freedom Fighters no coverage.
On page four (4) the DA received 49%; the African National Congress received 35% with
Economic Freedom Fighters and Agang received 11% and 4% respectively. On page five (5)
the African National Congress received 39%% of the news coverage, the Democratic Alliance
33%; Agang 15% and the Economic Freedom Fighters 12%. On page six (6), the African
National Congress received 100% of the news coverage. On page seven (7) the African

National Congress and Demaocratic Alliance each received 50% of the news coverage.

4.6.1.2 News coverage categories

The process of data and quality analysis led the researcher to the following categories upon

which both, the ruling party ANC and the official opposition party were competing.
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Table 2-3 ANC and DA quotes on stories’ categories

Categor | Explanations DA related quotes ANC related quotes Explanations
ies DA ANC
Censor | SABC censors "The DA accused the SABC of “The ANC has lodged an official | Ruling party
ship DA broadcasts censorship, saying the complaint against the DA at the complaint
broadcaster had excluded it from Independent Electoral
a debate on land reform last night. Commission (IEC) for alleged
DA federal chairman Wilmot infringement of the Electoral
James said the national Act. The complaint followed a
broadcaster had also told the letter the ANC sent to the DA
party that it would be excluded last week asking it to stop
from live debates over the next distributing pamphlets. ANC
two weeks. SABC spokesman provincial secretary Songezo
Kaiser Kganyago dismissed the Mjongile said the pamphlet was
DA"s claims as untrue and said geared at 'divide communities
the party had so far participated in on racial lines' and it was
eight out of 11debates the public tantamount to the tactics of
broadcaster had hosted.” apartheid government instilling
'swart gevaar' fears in order to
secure vote for DA. The
pamphlets states: . The ANC
has issued new Employment
Equity regulations that will
prevent thousands of coloured
people in the Western Cape
from getting jobs."
Court Madibeng "Madibeng: DA parliamentary "The ANC has asked the South | ANC asks court
cases corruption leader Lindiwe Mazibuko has Gauteng High Court to fine the | to fine DA over

vowed to rope in Pubic Protector
Thuli Madonsela to probe
“rampant corruption" in the
Madibeng municipality. Mazibuko
made the pledge aftershe visited
the families of the victims of the
Mothutlung police killings a their
homes, accompanied by her
party'sprovincial leaders and the
DA caucus leaders in the
Madibeng municipality, Leon
Basson..."

DA R200 00 for claiming that its
president Jacob Zuma tax
payers money to upgrade his
Nkandla home, Yesterday' s
urgent court application came
after the DA sent an SmS to
more than 1.5 million recipients
last month , saying:" The
Nkanlda report shows how
Zuma stole your money to build
his R245 million home". In the

court's papers, the ANC said

SMS
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the SMS was an attack on
Zuma's personal integrity and
was laced with a lot of

falsehoods. The party said in

oral argument in court Public
Protector Thuli Madonsela's
report on March 19 did not
contain a finding that Zuma
stole public funds to build his
house. The ANC also wants to
court to force the DA to retract
the SMS on the grounds that
the dissemination of such 'false
information’ was in
contravention of the country's
Electoral Act, which prohibits
unfair attacks."

Crime & | Premier Hellen | "The army and more police “It is my considered view Public
Safety | 7ille call for officers must be deployed in the that as the president tacitly | protector
army to Western Cape to combat gang accepted the implementation | report on the
violence and drugs, says DA .
g 4 of all measures at his unlawful and
overcome gang | leader hellen Zille. She led a residence and as undl imoroer
iol march of 100Mitchells Plain ] y prop
violence . benefited from the enormous | Nkandla
residents from Beacon Valley to
the local police station in the town capital investment from the renovation
centre yesterday. Zille first met non-security installations at
two families in Beacon Valley who his private residence, a
had recently lost family members reasonable part of the
to gang related shootings." expenditure towards the
installations that were not
identified as security
measures should be borne
by him and family.”
Econom | Election "Economic growth and job “We have achieved political | Zuma
i . creation will be the key focus of i
ic manifesto of | y freedom, now we must speaking on
growth the DA the DA's election manifesto to be achieve economic freedom. | economic
launched in Polokwane, Limpopo . .
! ! wane, Limpopo, Some communities are still growth at
on Sunday. Speaking to the Cape . . .
waiting to experience the parliament

Times yesterday, federal
chairman and policy head Wilmot

change that has swept
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James said it was called the ' across over areas’.
manifesto for jobs' because

almost every proposal would help

growth the economy by 8 percent

and create six million private

sector jobs."

Educati

on

DA promises
free education

for pupils

" If the Da becomes the next “This is the same with

government, tertiary eductaion education. If the foundation

will be free for matrics who in Grade R is not solid, the

qualify, with six millions jobs on benefits for learning later will

offer and one million internships, . Y
These are the promises in the be negatively affected.
official opposition's second
television advertisement which it
hopes will get flighted after the
SABC banned the first 'Ayisafani
(it is not the same) advet earlier
this month. the Independent
Communications Authority ruled
that the SABC had no right to do
so, but had to recant after the
SAPS objected that the
advertisement incited public
disobedience and violence
against the police. The Ayisafani
2 video again features the DA's
Gauteng premier candidate
Mmusi Maimane , who claims the
party is 'going srtong' and ‘can
win'.The party also promises
‘change that cut corruption ' and
‘argues a better life' is not
possible without job. The DA's
campaig slogan iANC ayisafani'
loosely translated the ' ANC is not
the same'

About ANC
proposition for
the 14-year
schooling plan
instead of the
12-year
schooling

plan.

Election

DA failed

" DA leader Hellen Zille has " The ANC has unseated the

ANC wins
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S merging with conced that race does matter in DA in the Matzikama over the DA
Agang politics, but denies that her party Municipality's Ward 4 kept for the
has parachuted black leaders into control of the council” municipality’s
leadershi iti ind
eadership position as window ward 4
dressing,,,,"
Environ No story No story
ment
Finance | Tax obligations | “The DA has now turned to SARS “ The cost of this year’s Sate | Financial
in its attempt to determine the i
S over the refund p _ of the Nation address was abuse
the Nkand| exact amount President Jacob R2 million less than last
of the Nkandla Zuma owes the receiver of . ,
year, Parliament’s secretary
issue revenue in taxes arising from the .
. ) Baby Tyawa, said
R215 million upgrades at his ] )
Nkandla home. It has asked the responding to questions at a
taxman to investigate possible tax media briefing, she said the
implications accruing from the budgeted cost was R5.7m.”
controversial expenditure.”
Leaders | About the "Grant Pascoe the DA chairman “We don’t want people to ANC
hip in the Cape Town metro and vote for the ANC because provincial

leadership of

the party

leader of the party's biggest
Western Cape constituency,
Mitchells Plain has blamed party
leader Hellen Zille for his decision
to join the ANC. 'She (Zille) is not
sincere with coloured people. If
you disagree with the leader you
are then vilified and outsed'
Pascoe said yesterday. 'You
could dare not disagree with the
leadership and it wasn't the same
DA any more. Under Tony Leon
you could disagree and he would
take on the chin. But there are
many people who feel the way i
do in the DA and they are the
people the DA should be worrying
about'. Pascoe said Zille serves

we are handsome; we know
we are handsome, but we
want people to vote for the
ANC because of what we

stand for.”

secretary in a
strategic plan
to seek the
help of smaller
parties to join
the ANC
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the ineterests of the party's whites
over coloureds and blacks.The
new ANC recruit , who
commanded a strong following
among DA members , became
the first high profile Cape Town
politician to quit his party as the

elections approach.”

Thabo Makgoba and Muslim

Nkandla | About the "The DA has asked for an urgent "President Jacob Zuma broke President
removal meeting with National Assembly his silence on the nkandla Zuma denying
Speaker Max Sisulu to discuss its report yesterday two weeks
motion on proposed motion to remove after it had been released by the accusation
Zuma for President Jacob Zuma from Public protector Thuli on Nkandla
Nkandla issue office. This follows the release of Madonsela 'l did not use the issue
Public Protector Thuli Madonsela public's money in Nkandla.
's findings that Zuma benefited What | am saying is I'm not
improperly from security upgrades guilty. Even if they look for me
at Nkandla. The DA has launched under a treethey can't find me.l
an advertising campaign on did nothing wrong . | did not do
television and the internet anything'. Zuma told a crowd in
criticising Zuma. madonsela Gugulethu in footage broadcast
recommended that Zuma account by ANN7 yesterday. 'They go
to Parliament within 14 days of around and say this fella used
her releasing report. DA public money. i am not guilty,
parliamentary leader Lindiwe there is no case against me. i
Mazibuko said yesterday that the am a person just like you."
request to meet Sisulu fllowed
increasing reportss of ‘an all-
out,last ditch effort' by the ANC to
shield the president from being
held accountable.”
Protest | Informal "A protest over sanitation in " The ANC and DA led city and | March to
s settlement informal settlements is to go Western Cape government legislature
sanitation ahead in the city next month locked horns over land for
protest. without the help of respected housing development during a over land
leaders like Anglican Archbishop protest in Cape Town housing

121




cleric Rashid Omar. Both are
members of the Western Cape
Religious Leaders Forum which
had offered to lead a peaceful
march against sanitation . The
offer came after a protest march
int the city in November became
violent. The forum had also
offered to engage the authorities
on the matter of sanitation. But
yesterday leaders of the Cape
Town Informal Settlements Group
distanced themselves from the
forum as well as the Concerned
Citizens Group (CCG).
Settlements group leaders,
expelled ANC councillor Andile Lili
and ANC councillor Loyiso
Nkhola, said they met
representatives of the forum and
the CCG, and were upset that
they had failed to arrange
meetings wih Premier Helen Zille
and mayor Patricia de Lile to
discuss the sanitation problem."

yesterday"

Service

delivery

Poor sanitation

"Premier Hellen Zille, who had
been criticised by the poo
protesters for not turning up to
receive their memorandums,
came out to accept one yesterday
but was heckled and jeered by
3000 protesters outside the
provincial legislature. During
previous marches organised by
the see'khona people's rights
movement,protesters complained
about Zille sending junior staff
members to accept
memorandums. Yesterday Zille

“People are unhappy about
the size of the new houses.
When planning began, they
were not aware that it would
be this small. How do they
expect families to live in

such a small structure?”

Demonstration
over tiny
houses turns

nasty
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signed their memorandums but
when she asked to address the
crowd she was booed by most of
the protesters , who also shouted
at her to leave. Zille went back to
her office without speaking.The
march ahd been organised by the
Western Cape Social &
Economic Development Forum,
but it became apparent
see'skhona was at the forefront of
the march when its leader Andile
Lili and Loyiso NKohla took over.
The pair , also members of the
ANC , controlled the crowd as it
made its way through the streets
in the CBD to legislature."

4.6.1.3 Political parties’ and stories ‘categories
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Graph 2-3 Political parties and stories’ categories

Graph 4-3 shows that the major categories that received the coverage and engagement from all
the political parties were ‘election’, ‘leadership’ and ‘finances’. The African National Congress
and the Democratic Alliance received coverage on ‘Nkandla’, ‘court’; ‘economic growth’,
‘protests’; ‘service delivery’; and ‘crime and safety’. Only the Democratic Alliance received
coverage on ‘censorship’, ‘education’ and ‘environment’ issues, while only Agang received

coverage on ‘health’,

4.7 Content analysis of coverage

The content analysis coverage enabled the researcher to test the communication patterns in the
framework developed (Table 2-9). The breakdown helped to assess whether the media content
supports the general or common rule that political communication is characterised by patterns of
politics, namely control, influence, power and authority and this presented an opportunity to link

public relations approaches to the media content.

Furthermore, it was found that political campaigns are to some extent issue centric in a similar
way in which political manifestos are. The topic of the articles was divided into categories and
sub-categories to enable the media content to be compared with the political party manifesto.
The presence of the article (i.e. the tone of the article - positive, negative or neutral) as well as
alternative similar articles and the position (page no) of the article added a dimension of

gatekeeping and agenda setting by the media organisation.

4.7.1 Positive vs. negative coverage

The initial analysis of public relations and political communication models showed clearly that
Bernay’s old statement about communication is still valid; “informing people, persuading people,
or integrating people with people” and that propaganda is used to manipulate them intelligently
and creatively. In that exercise of communicating specific views to enforce particular objectives,
both the ruling party (ANC) and the opposition party (DA); and the other political parties had

negative and positive tones on their news coverage (see appendix 6).
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4.7.1.1 ANC and DA’ positive and negative coverage

B ANC+

m DA+
= ANC-

H DA-
EN

e

ANC DA ANC + DA DA + ANC

Graph 4-4 ANC and DA’s positive vs. negative coverage

Graph 4-4 shows that the Democratic Alliance got more negative coverage on its own stories
as opposite to the ANC on its own stories. ANC stories shared with DA were mainly negative

and slightly neutral. DA stories shared with ANC were negative.
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4.7.1.2 ANC positive vs. negative coverage

M leadership
PF
M |eadership
Ind m Nkandla
Mani H elections
Rat H elections
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Graph 4-5 Tone Control and Power analysis on the African National Congress story categories

Graph 4-5 shows that the tone used for the African National Congress political elections stories
were mainly neutral, though at some point was negative on stories that mentioned the
Democratic Alliance. Besides, the use of a negative tone was slightly present on some of the
African National Congress political elections related stories. Furthermore, the power analysis
was predominantly rational, with fewer cases where manipulation was noticed especially on

‘economic growth’, ‘leadership’, ‘protest and ‘service delivery’.
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4.7.1.3 DA positive vs. negative coverage
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Graph 4-6 Tone, Control and Power analysis on the Democratic Alliance story categories

Graph 4-6 shows that the tone used for the Democratic Alliance political elections stories were
mainly neutral, though there was a negative tone on the ‘service delivery’, ‘election’, and less
manipulation power. Besides, the use of a negative tone was slightly present on some of the
Democratic Alliance political elections related stories. Furthermore, the power analysis was
predominantly rational, with fewer cases where manipulation was noticed especially on ‘protest’

and ‘crime and safety’.

4.7.1.4 Conclusion

The overall findings on the news coverage indicated that the ruling party (ANC) and the
opposition (DA) were competing the most on categories such as service delivery, Nkandla,
elections and protests. These different categories were showing evidences of manipulation from
their initiators, coming from both sides. In protests categories, negative tones were particularly
dominant on DA and ANC related stories. However, elections and service delivery categories
were mainly negative for the DA. In general, the power analysis was rational over most
categories. Tough the power analysis on the election categories showed a lot of inducement,

while political force was used for protests categories.
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4.7.2 News categories

There were a final total of 13 combined categories that emerged from the content analysis. The
graph below shows the cited categories and their prominence in the news coverage.

B Censorship H Court B Crime & safety B Economic growth
M Education M Elections B Environment M Finances
M Health M Leadership m Nkandla I Protests

Service delivery

Graph 4-7 final combined categories from content analysis

Graph 4-7 shows that the major categories highlighted in the Cape Times newspaper coverage
of the political parties during the pre-elections period of 2014 were elections, followed by

leadership, then Nkandla, finances and economic growth.
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4.7.2.1 ANC coverage on leadership, education and crime & safety categories
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Graph 4-8 Tone Control and Power analysis on ANC for leadership, education, crime &safety categories.

Graph 4-8 shows that the tone used for the ‘leadership, education and crime and safety

category’ on the African National Congress stories was slightly neutral, with a particular

negative tone on the Democratic Alliance related stories mentioned in the African National

Congress stories. Additionally, rational power and manipulation were used.
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4.7.2.2 DA coverage on leadership, education and crime & safety categories
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Graph 4-9 Tone, Control, and Power analysis on DA for leadership, education, crime and safety categories.

Graph 4-9 shows that the tone used for the ‘leadership, education and crime and safety
category’ on the Democratic Alliance stories was mainly neutral. Additionally, rational power

was used, and fewer cases of manipulation and political force.
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4.7.2.3 ANC led categories
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Graph 4-10 ANC led categories

Graph 4-10 shows that the main categories highlighted by the ANC news coverage in the Cape
Times during the pre-election period were elections, followed by leadership, then Nkandla and

court.
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4.7.2.4 DA led categories
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Graph 4-11 DA led categories.

Graph 4-11 shows that the main categories highlighted by the DA news coverage in the Cape
Times during the pre-election period were elections, followed by leadership, then Nkandla and

economic growth, then service delivery and crime & safety.

4.7.25 Conclusion

The findings on the news categories that emerged from the content analysis revealed that
elections, leadership, Nkandla were the most dominant areas of interest for both the ruling party
(ANC) and the opposition party (DA). Nkandla was a controversial issue upon which the two
political parties were competing, as well as crime and safety category. However, stories’
categories such as environment, education and censorship were practically absent from the
ruling party coverage. There was a huge gap in the economic growth category between the two

parties.
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4.8 SRQ1: Messages (Says what: Issues / content analysis)

What are the political messages of the political parties in their election campaign

communication?

4.8.1 Introduction

During the election, the political parties put forward their candidates and arguments to persuade
people to vote for their candidates and parties. The messages often consisted of several talking
points about policies and issues at the center of on-going discussions. The 2014 South African
election campaign communication did not derive from the mandatory of bringing specific issues
into the public sphere for adhesion and implication of potential voters. This led the researcher to
highlight 13 distinct categories (Graph 4-7), or issues that were part of the discussions led by
the political parties involved in this research, throughout the pre-election period of 2014. Hence
political leaders were able to advocate on issues related with Nkandla, service delivery, crime
and safety amongst many others. The results as shown on (Graph 4-7) presented ‘elections’,
‘leadership’, ‘Nkandla’, ‘Finances’, and ‘Economic growth’ as the categories that political leaders

gave more attention during the campaign.

4.8.2 Political party election campaigh communication

Political parties are organisations that seek to reach power and control by gaining office in a
duly constituted election. In doing so, they should equally take part in political activities as it
ensures a real representativeness. In considering the fifth South African general election in
2014, the political party election campaign communication of the political organisations did not
derogate to the ideal rule of being the voice of broader sectors of society to participate
successfully in elections. Although, there might be ideological differences between political
parties in modern democracies; it is important to note that they share a commitment to
constitutional means of advancing their objectives, attempting to convince a population as a
whole of their correctness, and putting their policies to the test of periodic elections.

Henceforth, the political parties were able to actively demonstrate their involvement towards
public issues related with service delivery, Nkandla report, corruption, education amongst many

others. Below are some messages from the ruling party (ANC), and the opposition party, (DA).
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ANC related quotes from the Cape Times newspaper

Quote 1: Cape Times newspaper 25 April 2014, page 5; Zuma said. “The lives of our
people have continued to get better every day since the ANC took over the country in
1994. South Africa Is today a better place to live than it was before 1994...we have a
better story to tell.”

DA related quotes from the Cape Times newspaper

Quote 2: Cape Times newspaper, 19 February 2014, page 4, Mazibuko in reference to
the DA’s application for Nkandla report said “... in truth there never was any lawful basis
to classify the report as top secret... In light of what Masilo has revealed the minister

abused the government’s national security protection.”

Quote 3: Cape Times newspaper 25 April 2014, page 5; Helen promising ramps for
homes of disabled in Mamre said. “If you give me a list of names | will ensure it will be

done.”

Quote 4: Cape Times newspaper 2 May 2014, page 4 Hellen Zille on her jobs creation
and economic growth; “... our policies make it possible for entrepreneurs to grow”. “She
further told the gathering to bring change to their communities by voting for the party
during the national and provincial elections on Wednesday. She said the ANC and

president Jacob Zuma did not want change because it would threaten their power.”

EFF related quotes from the Cape Times newspaper

Quote 5: Cape Times newspaper 3 March 2014, page 4, Malema said: Zuma didn’t
declare salary when he became state president. He further said; “... the reason | am
telling you this is that there is no president who must be under the employ of any
company, but Zuma was employed for four months by Roy Moodley and he failed to

declare.”
DA related quotes from the Cape Times newspaper
Quote 6: Cape Times newspaper 21 February 2014, page 4’ Wilmot James, DA federal

chairman in reference to the DA manifestos for jobs said; “the DA policy also aims to
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improve BEE so that it can rewards companies that invest in their workers and create
jobs, break up, inefficient state monopolies and distributes shares to ordinary citizens to

increase competition and bring down prices.”

ANC related quotes from the Cape Times newspaper

Quote 7: Cape Times newspaper 21 February 2014, page 4 Jacob Zuma said: “Zuma
has defended his government’s performance, saying the ANC has leamt its lessons over
the past 20 years and knows which policy works. He criticised the DA saying it still
providing different services to the rich and the poor: with the DA ruled city of CaJe Town

being a prime example.”

Quote 8: Cape Times newspaper 3 April 2014, page 1: “Zuma remained concerned
about the allegations of maladministration and impropriety around procurement in the

Nkandla project, ‘in particular the allegations of cost inflation” Maharaj said.

4.8.3 Conclusion

Cape Times newspaper offered a large coverage to the political parties involved in this
research, namely the Democratic Alliance (DA), the African National Congress (ANC), Agang
and Economic Freedom Fighters (EFF) throughout the period leading to the 2014 elections. A
noticeable fact is that of the presence that the two major political parties were given in the
newspaper. The African National Congress (ANC) seemed to compete with the Democratic
Alliance (DA) over the coverage they were both assigned. This led to question the production
processes within political communication, as the work done ahead in the diffusion of the
messages generated by political actors through direct channels such as newspapers. In
addition, it led to question the role that journalists, broadcasters and editors play as
‘gatekeepers’ when deciding ‘what's news’, as well as the organisational structure of
newsrooms. Talking about the messages spread throughout the campaign, they were mainly
persuasive. Furthermore, political parties were more engaged in a counterpunching activity,
particularly the ANC and the DA, who threw bowls at each other and offered a limited scope to

their manifesto agenda.
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4.9 SRQ2: Framing — (Who / says what: tone, control, authority influence)

How are the political messages of the political parties framed in their election campaign

communication?

4.9.1 Introduction

Framing was apparent in the political messages published in the Cape Times during the pre-
election period of 2014. It was clear that political parties especially the ruling party (ANC) and
the official opposition party (DA) included framing as a strategy in shaping the political debate
and issues. For the former, the manner in which the story was written, as well as its selection,
emphasis and presentation, demonstrated that framing was at the heart of the production
ahead. For the latter, the opposition party, framing contributed to shape the debate. A task that
was evident through the recurrent mention of the Nkandla report which seemed to be the most

controversial issue throughout the campaign.

4.9.2 Political strategy patterns

In considering the elite political parties of this research, the African National Congress (ANC) on
the one hand and the Democratic Alliance (DA) on the other, the political strategies used were
1) inform, persuade and integrate (IP1), or persuade with the intent to gain for the Democratic
Alliance, while the African National Congress political strategy pattern was to persuade, defend
and consolidate, or persuade with the intent to keep, as reflected by the following quotations

from the newspapers coverage of the political elections stories of the ANC and the DA.
ANC related quotes from the Cape Times newspaper

Quote 9: Cape Times newspaper, 10 January 2014, page 1, Mitchell Jones reported
Higher Education and Training Minister Blade Nzimande: “has staunchly defended the
35 percent matric pass mark, warning that the country has become dangerously elitist by
wanting to exclude pupils who perform poorly. Nzimande said the country has no
dusting where living human being can be thrown because they have failed to reach a

certain benchmark.”

Quote 10: Cape Times newspaper, 10 January 2014, page 4 Mbombela said: “The

meaning of the word hustle is under the spotlight after the ANC put up posters in
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Mpumalanga encouraging the youth to register for the upcoming elections. The ANC

poster read ‘step up for your hustle , register now to vote.”

Quote 11: Cape Times newspaper, 10 January 2014, page 4 ANC spokesperson
Jackson Mthembu said: “the ANC would never encourage anyone to use illicit means to
accumulate wealth. We didn’t mean that and seriously, the youth knows what we mean
about that word.. If you are not young you won't understand the word; it's a slang word

used by the youth ...even artists say | am hustling.”

Quote 12: Cape Times newspaper, 10 January 2014, page 4, Michell Jones reported
Bronagh Casey spokesman for Education EMC Donald Grant said: “a breakdown of
results in poorer communities proved these comments were misleading the public. Since
2009, when the DA came into government, the results of our poorer schools have

improved significantly year on a year.”

Quote 13: Cape Times newspaper, 10 March 2014, page 5; ANC Treasurer Zweli
Mkhize said: “The ANC is saying yes, we are uncomfortable with this and there must be

further investigation.”

Quote 14: Cape Times newspaper, 10 March 2014, page 5; ANC Treasurer Zweli
Mkhize said: “There is a whole host of ministers , a whole hosts of officials who should
have been out there communicating .If government had been upfront about it all, it would

have made a big difference. And the ANC is uncomfortable with this.”

Quote 15: Cape Time newspaper, 21 March 2014, page 1, ANC said: “The ANC does
not have a house called Nkandla. It has a house called Chief Albert Luthuli.”

Quote 16: Cape Time newspaper, 21 March 2014, page 1, Lebogang Seale reported
ANC statement saying: “The ANC will not apologise to South Africans or recall President
Jacob Zuma over the Nkandla scandal , following Public protector Thuli Madonsela’s
report that he and his family unduly benefited from the R215 millions upgrades at his

private home. Any apology if necessary will have to come from Zuma himself.”

Quote 17: Cape Times newspaper, 10 March 2014, SAPA reporting ANC treasurer

statement: “He said he had received satisfactory answers regarding some of the
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features of the upgrade, particularly the controversial R28 million firepool, which was not

meant for swimming.”

Quote 18: Cape Times newspaper, 3 April 2014, page 1, Presidency spokesman Mac
Maharaj said; “Noting that three states agencies or institutions namely the public
protector, the justice , crime prevention and security cluster of cabinet and the Special
Investigating Unit (SIU) have all inquired into the same subjects matter, the president
has decide that he will give a full and proper considerations to all matters before him and
upon receipt of the SIU report, will provide Parliament with a further report on the

decisive executive interventions that he would consider to be appropriate.”

Quote 19: Cape Times newspaper, 1 May 2014, page 4, former intelligence minister
Ronnie Kasrils said: “What is more important than (the ANC) is the ideas of the party. If
the party forgets those ideas, we will stand against the party.”

Quote 20: Cape Times newspaper, 5 May 2014, page 1, ANC provincial chairman
Marius Fransman said: “The DA must stop harassing ANC members. While we are
having a rally with thousands of people, the DA literally drove into this rally. What is the
objective? To provoke and create crisis. We are saying to our members; do not let them

provoke anyone.”

DA related quotes from the Cape Times newspaper

Quote 21: Cape Times newspaper, 3 February 2014, page 1; Zille said: “At the meeting,
Dr Ramphele regened on the agreement that she stands as the DA’s presidential
candidate and that Agang SA’s branches, members and volunteers be incorporated into
the DA.”

Quote 22: Cape Times newspaper, 3 February 2014, page 1; Zille said: “it is not clear
what her objective is, but whatever it is, it is not in the interest of the South African

people.”

Quote 23: Cape Times newspaper, 4 March 2014, page 3, De Lille said: “This is true
that Sigalo developed over night and it was a planned invasion of the land. But there is
a court case that is still pending. People paid for plots of land in Sigalo. We can't

remove people from a piece of land that does not belong to us.”
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Quote 24: Cape Times newspaper, 3 April 2014, page 5, Zille said in reassuring her
staff on job equity: “ we have submitted our comments to the national minister making it
clear that we are committed to rational employment equity for all South Africans
disadvantaged by apartheid , but will not introduce quotas, nor accept the absurd and

unconstitutional regulations as promulgated.”

Quote 25: Cape Times newspaper, 2 May 2014, page 3, DA provincial leader Ivan
Meyer said: “We welcome any investigation into the tender allocation process as there
was no corruption”. “This is simply the case of a reputable contractor running into cash
flow problems, affecting a wide range of clients of which the Western Cape provincial

Department of Public Works is only one”.

Quote 26: Cape Times newspaper, 6 May 2014, page 1, Poni said: “/ believe the DA is
the only opposition party in South Africa that is strong, that is vibrant and take on the
ANC”.

4.9.2.1 Direction of communication, purpose and communication strategy for the

African National Congress and the Democratic Alliance.
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Graph 4-12 DCP and strategy of the African National Congress and the Democratic Alliance.

Graph 4-12 shows that the African National Congress direction of communication was more
oriented downward, compared to the Democratic Alliance whose communication was more
oriented upward. Furthermore, the purpose of communication was more on ‘persuading,

defending and consolidating’ for the African National Congress, while the Democratic Alliance
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was more turned to ‘inform, persuade and integrate’, and the communication strategy used by

the two political parties was persuasion.

Moreover, quotations from the newspaper give evidences on the direction the communication of
the two major political parties of this research, namely the ANC and the DA. For the ANC, the
direction of communication was rather engaged towards the people, or Top-down (TOPD), while
the DA communication was more turned upward or towards the governing, BUP (bottom-up).

ANC related quotes from the Cape Town newspaper

Quote 27: Cape Times newspaper 13 January 2014, page 4, Lebogang Seale, Piet
Rampedi and George Matlala reporting ANC head of policy Jeff Radebe: “the policies of
the ANC are very clear in that the President of the ANC becomes the president of the
country.” “This is the decision of the national conference, which is the highest decision-
making body of the ANC.”

Quote 28: Asked if the ANC will maintain its 65 percent majority, he answered: “well, /
can only say that we are aiming to ensure that we have a decisive, overwhelming victory
in these elections. What the percentage will be | don’t know, but | am confident that the
vast majority of South African will continue voting for the ANC as the party that has

brought freedom and created a much better life than when we came in 1994.”
DA related quotes from the Cape Times newspaper

Quote 29: Cape Times newspaper, 8 January 2014, page 9, Helen Zille said: “The
Western Cape is the only provincial government that conducts rigorous competences
tests for its matric markers. At a press conference on December 30, the chairman of
Umalusi, Professor Sizwe Mabizela, expressed concern about the fact that the
appointment of markers in some provinces was subject to political and union pressure.

This is unacceptable and undermines public confidence in the making process.”

49.3 Conclusion

To sum up, the elite political parties of this research used framing to bring debate to their

advantage. In doing so, they were able to advocate on specific issues and direct attention
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towards them, to gain the sympathy of potential voters. While the ANC opted for the political
strategic pattern to persuade, defend and consolidate (PDC), the DA opted to inform, persuade
and integrate (IP1). This dynamic caused the two parties to engage more on a reactive process
marked by a constant counterpunching, instead of carefully defending their manifesto program
to its best.
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4.10 SRQ3: With what effect?

How does political party election campaign communication of the political parties use

public relations models of communication?

4.10.1 Introduction

Press agentry and the two-way asymmetrical were the main public relations models of
communication perceived in the political messages throughout the election campaign.
Characterised by the persuasion they both entail, it was evident that the persuasive effort from
the public relations perspective was prevalent. The first one also referred to as the publicity
model is a one-way communication where the political parties of this research were using
persuasion and manipulation to influence the audience to behave as they desire. This type of
communication is commonly called propaganda. The second is a two-way communication with
the same intent of influencing and changing attitudes to the parties’ advantage, though if offers

a two flow of communication.

4.10.2 Messages
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Graph 4-13 DA stories categories

Graph 4-13 shows that the main categories covered were respectively election, leadership,

Nkandla and economic growth.
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Other DA messages from the news coverage:

Quote 30: Cape Times newspaper, 20 January 2014, page 3, Mazibuko in defending
the legitimacy of the DA cabinet said: “Throughout his term of office, we have been
unable to allocate him a mark higher than a E or an F, Mazibuko said Zuma score was
heavenly influenced by the Nkandla and the Gupta plane scandals. The deployment of
South African soldiers to the Central African Republic, where 13 of them were Kkilled,

played a role.”

Quote 31: Cape Times newspaper, 22 January 2014, page 5, Mazibuko has vowed to
rope in Public Protector Thuli Madonsela to probe “rampant corruption” in the Madibeng
municipality. “the report had uncovered a series of corrupts acts”, the DA in Madibeng

said.

Quote 32: Cape Times newspaper, 24 January 2014, page 4, on the planned march to
Luthuli House by the DA Zille said: “we are taking the fight to Luthuli House to highlight
the failure of (President) Jacob Zuma’s to corrupt and create jobs.” Zille further said the
DA would expose the ANC manifesto pledge of creating six millions jobs opportunities as

‘bogus”.

Quote 33: Cape Times newspaper,19 February 2014, page 4,speaking of Nkandla,
Mazibuko said: “ In truth , there never was any lawful basis to classify the report as top
secret ... In light of what Masilo has revealed , the minister abused the government’s

national security protection.”

Quote 34: She further added that: “As | pointed out in my replying affidavit, seeking to
shield the president from political embarrassment is not a matter of national security

which justifies a top secret classification.”

Quote 35: Cape Times newspaper, 21 February 2014, page 4, speaking on DA
manifesto for jobs; DA Federal chairman, Wilmot James said: “Under Jacob Zuma
corruption has increased along with unemployment.” He further adds that: “‘we will use
the occasion of our launch in Polokwane to show that only the DA can fix the problems

caused by Jacob Zuma’s leadership.”

144



Quote 36: Cape Times newspaper, 28 February 2014, page 3 on the new housing
delivery plan, The DA said: “we have sent numerous request over a period of about 10

years to release parcels of land at Youngsfield and Wingfield for housing.”

Quote 37: Cape Times newspaper, 28 February 2014, page 4. The DA said ANC can’t
take credit for DA’s work. Zille said that: “If the ANC wants to supply this completely
‘false logic’ of saying that if the money comes from the central fiscus it must be ANC
projects and ANC delivery , then why don’t they just continue that false logic a little more

backwards and do a pro rata analysis of which party’s supporters pay tax.”

Quote 38: Cape Times newspaper, 19 March 2014, page 3. The DA MP Pieter van
Dalen said that “the public protector’s report that found Fisheries Minister Tina Joemat
Pettersson guilty of misconduct and wasteful expenditure has still not been tabled in

Parliament.”

Quote 39: Cape Times newspaper, 2 April 2014, page 4. The DA says: “nhew evidence
that President Jacob Zuma misled Parliament on the security upgrades at his Nkandla

residence.”

Quote 40: Cape Times newspaper, 2 May 2014, page 3. On an ANC request audit
related to ‘DA housing scandal’ DA provincial leader said: “we welcome any investigation
into the tender allocation process as there was no corruption.” He adds further that:
“This is simply the case of a reputable contractor running into cash-flow problems,
affecting a wide range of clients of which the Western Cape provincial Department of

Public Works is only one.”

4.10.3 Conclusion

Persuasion was used as an overall strategy for the political campaign communication of 2014
for all the political parties involved in this research. The results showed that the communication
effects or purpose of public relations focus were prevalent. Amongst the four outcomes, there
were three principles namely: publicity (or propaganda); dissemination of information; and
persuasion. Hence one can argue that political public relations axes more on the influence. It is

about the ability to gain control and influence behaviours to the party’s prospects.
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4.11 SRQ4: Public relations effort in political campaign communication

4.11.1 Introduction

Public relations plays a strategic role in organisational communication. Thanks to its strategic
outcomes; the deliberate, planned and sustained communication efforts of public relations
practitioners, helps to build and maintain a good will amongst a variety of stakeholders. Hence,
the public relations communication models help achieving in a way or the other, the
organisation’s goals. Therefore the management of communication within public relations in

campaign can equally considered as media management.

4.11.2 Public relations communication models

The public relations communication models revealed in the political party election campaign
communication throughout the 2014 general South African election were mainly characterised
by; 1) persuasion model (Van Ruler, 2004; Smith 2013); 2), the public information or
dissemination of information (Grunig & Hunt, 1984; Smith, 2013) and 3) the press agentry, or
propaganda (Grunig & Hunt, 1984; Smith, 2013; Table 2-4).
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Graph 4-14 PR models used in the 2014 South Africa general election

Graph 4-14 shows that persuasion was the mainly used public relations communication model
followed by the dissemination of information and press agentry.

4.11.3 Conclusion

The persuasion model was at the core of the political campaign communication. It appears that
this model represents a strategic model for political campaign communication, as political
leaders need to influence masses to adhere to their expectations. Hence, considered a strategic
tool for the political communication process, public relations models of communication were
decisive throughout the campaign. For the opposition party DA, it showed clearly through their
manifesto that the party had a strategy ahead, but their pattern of actions (press coverage)

showed that they did not have a strategy as they did not actively engage it.

4.12 Main research question

"How does the application of public relations principles compare between political parties during

their campaign communication in a democratic election?”

4.12.1 Introduction

It was clear that the political parties ‘campaign communication of 2014 made use of public
relations principles. Graph 4-14, revealed that the persuasion model played a huge role in the
messages published. All political parties used this model extensively to impose their political
arguments. Besides there was the public information model or dissemination of information
(DOI) that was also used by the ruling party ANC, and the opposition party DA. Only press
agentry (PA) was used by ANC.
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4.12.2 Conclusion

To sum up, it is assumed that the persuasion models, along with all the one-way communication

of public relations communication models are predominant in political campaign communication.

4.13 Discussion of findings

This section discusses the findings according to the themes identified within the data and
inspired by the literature and the research question which include: (1) political party election
campaign communication; (2) political strategy patterns; (3) messages and (4) public relations
models. The main research question is: “How does the application of public relations principles
compare between political parties during their campaign communication in a democratic

election?”

4.14 Political party election campaigh communication

Political party election campaign communication refers to the use of a purposeful or strategic
communication with the aim to strategically distribute the messages and ideologies of political
actors across, to influence, establish and maintain beneficial relations and generate favourable
reputations amongst key publics. Furthermore, media plays a crucial role in the spread of
political messages, as noted by Sancar, (2013) they provide the necessary channels to support
them, and so for the case of this research, the analysis of the political parties related messages
distributed in the Cape Times newspaper, led the researcher to observe and understand, 1) the
nature of the newspaper, and ultimately, 2) who controlled these messages. Alternatively,
framing which is considered as a strategic communication that is used to shape the public
agenda to influence people’s behaviours and attitudes was equally visible throughout the
election campaign communication. Thus, framing pays particular attention to questions related
to who is winning and losing, the performances of politicians and parties, and on campaign

strategies and tactics.

Besides, all the patterns surrounding the election campaign communication processes, the voter

behaviour remains an essential focus that political candidates pursue in their quest for power

148



and decisional state. Hence, they are able through the societal issues and current policies to
advocate and enhance their communication more effectively. As a matter of fact, the
Democratic Alliance was able to demonstrate a situational analysis through ‘hypothetical events’
such as Nkandla controversy. As the candidate opponent of the ruling party, this tactic was
stressed out in an effort to get voters to switch their allegiance. Thus it can be assumed that the
official opposition used that course of event to appeal to the conscience of potential voters for a
better change and a chance of better governance. On the contrary, there were evidences that
the African National Congress used the social analysis through race and societal statuses like
the poor as a pan to garner more support and affiliation.

4.14.1.1 Control analysis

Lasswell's model of communication in relevance to the media leads to question who the actor of
the message is. Understanding the patterns surrounding the article in terms of the nature or the
type of newspaper, the aims, the reporter political stands and so forth are important measures in
describing who controls the message. The general view showed that the message was
controlled by the political parties, who sent out their press releases, though the researcher could
notice little interference from the journalist reporters. Indeed this was mainly stressed on the
Democratic Alliance related stories. As demonstrated in (Graph 4-4), the Democratic Alliance

stories got the most negative tones compared to the other political parties.

4.15 Political strategy patterns

After the recurrent observations of the use of persuasion within the political messages
distributed in the Cape Times newspaper, It was found that persuasive communication was the
overall political strategy pattern used by all the political parties. Thus, it is important to mention
that political actors use a wider range of persuasive techniques in their on-going effort to shape
and influence opinions, referred to as the ‘engineering context’ of propaganda, by Bernays, and
known as framing today, as “a key social doctrine used to determine audience understanding
and desire” (Corthell 2008:5).

Moreover, the observation of the communication behaviour of the Democratic Alliance (DA) and
the African National Congress (ANC) revealed that the Democratic Alliance embraced the
political goal of persuading, defending and consolidating (PDC), whereas the African National

Congress attempted to inform, persuade and integrate (IPIl), in reference to the political
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communication goals of Lilleker (2006), see (Graph 4-12). Consequently, it was found after
analysis of the political elections related stories that the communication material of the political
parties included in this research communicated in the newspaper tended more to a tactic rather
than being strategic. The other emerging opposition parties such as Agang and the Economic
Freedom Fighters were not in marge of that same dynamic.

Furthermore, the research showed that the interactions marked by the two major political parties
followed an active and reactive process, with the Democratic Alliance being the most active,
while the African National Congress tried to react to the issues raised by the Democratic
Alliance such as the Nkandla report, which was the most controversial issue, towards the fifth
general democratic election. Thus, persuasion was the main communication strategy used by

both political parties as shown in (Graph 4-12).

4.15.1.1 Power or level of persuasion

Dahl (1976) identifies six level of influence within the message in political communication,
namely, rational, manipulative, inducement, power, coercion, and physical force, which he rated
from best to worst. Related to this, there was evidence noted by the findings that the first two,
rational and manipulative were the most obvious forms of influence present in the messages
spread by the political actors part of this research as shown in, (Graphs 4-5, 4-6, 4-8 to 4-9).

Conversely, an important fact remains that these types of influence were mainly perceived on
the African National Congress related stories, while on the Democratic Alliance there was in
rare cases an additional use of the other forms of influence such as inducement and physical
force, as revealed in (Graph 4-9). However, the researcher made note that the African National
Congress had shared stories with the Democratic Alliance and Economic Freedom Fighters,
except with AGANG.

4.15.1.2 Rational persuasion

The ideal form of persuasion as described by many political philosophers such as Habermas,
Rawls (1971) and Dahl (1976) that invites to open debate and collective reflection, hence
changing people’s mind on the basis of reason. This form of persuasion was well addressed in
the messages spread by the political actors from the opposition political boards of this research,
whereby the researcher could notice a persistent way of presenting the ‘true state’ of the

country on various levels, while appealing for a change in people’s voting behaviour. An
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example is Mazibuko’s intervention on Nkandla issue to clarify the situation around the Nkandla

report, as illustrated in the following Cape Times newspaper and as shown on quote 33.

Quote 33: Cape Times newspaper,19 February 2014, page 4,speaking of Nkandla,
Mazibuko said: “ In truth , there never was any lawful basis to classify the report as top
secret ... In light of what Masilo has revealed , the minister abused the government’s

national security protection.”

Considering this, Deutsch (1961) argued long ago that, to be susceptible to persuasion, people
must be uncertain or “must already be inwardly divided in their thoughts,” and that there must be
some doubt or alternatives or “some contradictions, actual or implied, among their habits or
values.” These contradictions often become more pointed through discussion, and therefore

may lead to reflection and even attitude changes.
4.15.1.3 Manipulative persuasion

Another form of persuasion in political discourses is manipulative persuasion which Dahl (1957)
described as the misleading of people into action through lies. This form of persuasion was
ambivalent within the political messages the researcher could notice from the discourses held

by the political parties involved in this research.

Mio (1997) points out in referring to the ‘uninformed voter theory’ that the problem does not lie in
the media neither the politician’s communication, rather it is in the hands of the voters

themselves. Further, the author notes the existence of two types of voters;

1) “being the stubbomnly ignorant who refuses to pay attention to the issues

and messages of media or politicians and

2) the uninterested who has already drawn his own ideas and opinions

about the various media presentations, and only allows those consonant

with pre-existing beliefs.” (Mio 1997:116).
In addition, all the political boards were active in the attempt to persuade their electorate.
Through the different rallies that were organised during their campaign, there was a constant
approach in persuading the public to adhere to their manifesto programme. Therefore,
persuasion can be said to be the recurrent strategy pattern used by the political parties for their

electoral campaign.
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4.16 The messages

McNair (2011) concedes that the campaign theme is the central message. The message aims
to attain a particular target and thus allows the political parties to put forward their candidates
and arguments to persuade people to vote for their candidates and parties. Hence the message
of the campaign represents the ideas that political parties and candidates want to share with the
voters. Considering this, the overall view showed that the parties did not maximize the intended
effect of their manifesto program. The common messages were driven in a form of
counterpunch activity from the two major political parties, the African National Congress (ANC)
on the one part and the Democratic Alliance (DA) on the other, as revealed in quotes 10, 11, 20,
30 and 37.

Quote 10: Cape Times newspaper, 10 January 2014, page 4 Mbombela said: “The
meaning of the word hustle is under the spotlight after the ANC put up posters in
Mpumalanga encouraging the youth to register for the upcoming elections. The ANC

poster read ‘step up for your hustle , register now to vote.”

Quote 11: Cape Times newspaper, 10 January 2014, page 4 ANC spokesperson
Jackson Mthembu said: “the ANC would never encourage anyone to use illicit means to
accumulate wealth. We didn’t mean that and seriously, the youth knows what we mean
about that word. If you are not young you won't understand the word; it's a slang word

used by the youth ...even artists say | am hustling.”

Quote 20: Cape Times newspaper, 5 May 2014, page 1, ANC provincial chairman
Marius Fransman said: “The DA must stop harassing ANC members. While we are
having a rally with thousands of people, the DA literally drove into this rally. What is the
objective? To provoke and create crisis. We are saying to our members; do not let them

provoke anyone.”

Quote 30: Cape Times newspaper, 20 January 2014, page 3, Mazibuko in defending
the legitimacy of the DA cabinet said: “Throughout his term of office, we have been
unable to allocate him a mark higher than a E or an F, Mazibuko said Zuma score was
heavenly influenced by the Nkandla and the Gupta plane scandals. The deployment of
South African soldiers to the Central African Republic, where 13 of them were Killed,

played a role.”
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Quote 37: Cape Times newspaper, 28 February 2014, page 4. The DA said ANC can’t
take credit for DA’s work. Zille said that: “If the ANC wants to supply this completely
‘false logic’ of saying that if the money comes from the central fiscus it must be ANC
projects and ANC delivery , then why don’t they just continue that false logic a little more

backwards and do a pro rata analysis of which party’s supporters pay tax.”

4.16.1.1 Direction of communication

The world of politics is characterised by the ability to influence the potential electorate; hence
politicians use tactics at hands in order to attain their objectives. As argued by Brant and
Voltmer (2011) in the horizontal dimension of political communication, politicians and journalists
interact with each other in the production of political messages. In a vertical dimension there is
an increasing dynamic of awareness of political messages which links political and media elites

with audience members and citizens (Mazzoleni & Schulz 1999).

Linked to the latter, the vertical dimension was the most present as shown in (Graph 4-12). As
a matter of fact, the Democratic Alliance got the most upwards (BUP) direction of
communication, in contrast with the African National Congress whose communication was
rather driven downwards or (TOPD). Besides, Agang and the Economic Freedom Fighters’

direction of communication were equally directed upwards (BUP).

4.16.1.2 The actors and tone of the messages

McNair (2011) argues that the media or those who work in them are important political actors.
He stresses the role they play in the transmission of messages coming from the political entities
to the public that may undergo various processes of news-making and interpretation. Indeed, in
the process, the politician’s views may be altered to the benefit or disadvantage of the political
organisation. This fact leads to understand that the media are part of the political activity as

they represent an available resource for political actors and their advisers.

Furthermore, the political communication process is dominated by political actors and is
concerned with all forms of communication, whether it occurs horizontally, upward to downward,
or vice-versa, amongst these political actors who can be active, passive or uninterested in

politics.
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Referring to that, the researcher found that other relevant actors within the news coverage are
journalists, whose presence could be considered neutral to some extent. However, it remains
important to highlight that the researcher could notice clear biases and some subjectivity in the
content of the articles as illustrated in (Graph 4-4), as in the ANC stories shared with the DA, the
DA got most negative tones, while it was not the case for the DA stories shared with ANC. The
main political actors cited in the news stories articles were political leaders from the two major
political parties of this research, Democratic Alliance (DA) and African National Congress
(ANC).

4.17 Public relations communication models

The public relations communication models revealed in the political party election campaign
communication throughout the 2014 general South African election were mainly characterised
by; 1) persuasion model (Van Ruler, 2004; Smith 2013); 2), the public information or
dissemination of information (Grunig & Hunt, 1984; Smith, 2013) and 3) the press agentry, or
propaganda (Grunig & Hunt, 1984; Smith, 2013; graph 4-14).

The use of public relations communication models, play a pervasive role into shaping the
messages and get them across to attain a particular target during the time of campaign (Grunig
& Hunt, 1984; McNair, 2011; Stromback & Kiousis, 2011).

4.17.1.1 Persuasion model or (two-way asymmetrical model)

Van Ruler (2004:126) recognises Grunig & Hunt’s (1984) models of public relations as being ‘a
first classification of insights into communication’ and is satisfied that Grunig & Hunt’'s two-way
symmetrical communication concept indicates that different players in the communication
process influence each other. However, this is not the case for Grunig and Hunt's two-way
asymmetrical communication, Van Ruler argues, where it is unclear the extent to which
communication is established, insofar as the nature of the interaction and the actors involved in
the process (Fauconnier, 2000; Van Ruler, 2004). Furthermore, she suggests one-way
communication is simply a transmission, and therefore Grunig and Hunt’'s two-way asymmetric
communication is actual one-way persuasive communication. This inter alia suggests that
communication via one-way transmission or one-way persuasion routes have different
purposes. The first is a “flow of information in which a sender disseminates a message to

receivers by revealing its meanings in its message” (Shannon & Weaver, 1949; McQuail &
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Windah, 1986; Littlejohn, 1992; Van Ruler 2004), while the second is one-way persuasive
communication focused on changing the receiver’s attitude. As a matter of fact the persuasion
model of public relations communication model was at the core of the political party election
campaign communication through the 2014 South African election as shown in figure 4.19.
Therefore, the persuasive communication model, or the two-way asymmetrical, works to

persuade an audience to embrace a certain behaviour, that fits its objectives.

4.17.1.2 Public information model

The public information model known as the second earliest communication model of public
relations, revolved from half-truths to more ethical practices (Skinner, 2004). This model aims
to inform the public and thus involves little research, and is mainly practiced by the government,

non-profit association and business (Grunig, 1984).

According to Grunig and Hunt (1984:22), "the purpose is the dissemination of information
necessarily with persuasive intent. The public relations person objectively reports information
about the organisation to the public." Unlike the press agentry model, public information model
is more turned to the spread of information than to generate news. Its main objective is to give

clear and factual information to the audience. An illustration is provided in quotes 2 and 4.

Quote 2: Cape Times newspaper, 19 February 2014, page 4, Mazibuko in
reference to the DA’s application for Nkandla report said “in truth there never was
any lawful basis to classify the report as top secret... In light of what Masilo has

revealed the minister abused the government’s national security protection.”

Quote 4: Cape Times newspaper 2 May 2014, page 4 Hellen Zille on her jobs
creation and economic growth; “our policies make it possible for entrepreneurs to
grow”. “She further told the gathering to bring change to their communities by
voting for the party during the national and provincial elections on Wednesday.
She said the ANC and president Jacob Zuma did not want change because it

would threaten their power.”

4.17.1.3 Press agentry

Considered the earliest public relations communication model (Grunig & Hunt, 1984), the press

agentry model is intended to get favourable attention in media. Mostly used to inform the public,
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the press agentry model is one-way communication characterised as the flow of information that
is from the sender with the aim to persuade people and influence their behaviours.
Furthermore, the press agentry model seeks to provide a positive image for the organisation,
advocacy, and influence and orchestrate public opinion (Grunig & Hunt, 1984; van Ruler, 2004;
Smith, 2013). Press agentry relies on spin and more turned to the interpretation of facts that
fit one's view and to get media coverage (Grunig & Hunt, 1984).

As a matter of fact, this model was clearly used in the news articles as illustrated in quotes 13,
14, 16, 27, 28 and 35.

Quote 13: Cape Times newspaper, 10 March 2014, page 5; ANC Treasurer Zweli
Mkhize said: “The ANC is saying yes, we are uncomfortable with this and there must be

further investigation.”

Quote 14: Cape Times newspaper, 10 March 2014, page 5; ANC Treasurer Zweli
Mkhize said: “There is a whole host of ministers , a whole hosts of officials who should
have been out there communicating .If government had been upfront about it all, it would

have made a big difference. And the ANC is uncomfortable with this.”

Quote 16: Cape Time newspaper, 21 March 2014, page 1, Lebogang Seale reported
ANC statement saying: “The ANC will not apologise to South Africans or recall President
Jacob Zuma over the Nkandla scandal , following Public protector Thuli Madonsela’s
report that he and his family unduly benefited from the R215 millions upgrades at his

private home. Any apology if necessary will have to come from Zuma himself.”

Quote 27: Cape Times newspaper 13 January 2014, page 4, Lebogang Seale, Piet
Rampedi and George Matlala reporting ANC head of policy Jeff Radebe: ‘“the policies of
the ANC are very clear in that the President of the ANC becomes the president of the
country.” “This is the decision of the national conference, which is the highest decision-
making body of the ANC.”

Quote 28: Asked if the ANC will maintain its 65 percent majority, he answered: “‘well, |
can only say that we are aiming to ensure that we have a decisive, overwhelming victory

in these elections. What the percentage will be | don’t know, but | am confident that the
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vast majority of South African will continue voting for the ANC as the party that has

brought freedom and created a much better life than when we came in 1994.”

Quote 35: Cape Times newspaper, 21 February 2014, page 4, speaking on DA
manifesto for jobs; DA Federal chairman, Wilmot James said: “Under Jacob Zuma
corruption has increased along with unemployment.” He further adds that: “‘we will use
the occasion of our launch in Polokwane to show that only the DA can fix the problems

caused by Jacob Zuma’s leadership.”

CHAPTER FOUR presented the findings and provided an in-depth discussion according to the
research questions. It started with an overview of the data collected and concluded with the

findings relevant to the main research question.

CHAPTER FIVE will present the conclusions and recommendations for future research.

157



5 CHAPTER FIVE: CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction

With the aim to answer the research question: “How does the application of public relations
principles compare between political parties during their campaign communication in a
democratic election?” | performed a qualitative content analysis on the political party election
campaign communication of various political parties involved in this research; as well as the
thematic analysis of the Democratic Alliance manifesto. This chapter summarises the key
findings of the research; discusses the theoretical implications as well as the significance of the

study; and finally makes conclusions and give recommendations for future research.

5.2 Brief overview of the thesis

The main purpose of this study was to explore the application of public relations principles in
political parties ‘campaign communication, during the South African 2014 general election.
Determining public relations according to its strategic roles and functions to society, then
identifying its important role in the political communication context, referred to in this particular
study as political public relations, or political party election campaign communication as

assumed, to the public relations effort in organisation; was a determining step to take.

Related to that effort, it was necessary to get an understanding of the political communication
literacy as well as it was for the main highlighted discipline of this research, public relations. In
considering the literature in public relations, the researcher discussed the public relations
communication models (Table 2-2 and Graph 4-14) to be able to identify and provide the
evidence of their use in political party election campaign communication. Accordingly, the
researcher developed a conceptual framework’ (Chapter 3), that helped to analyse political
party election campaign communication in a democracy. The analysis done through the use of

that framework revealed the key findings discussed in section 5.3.
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5.3 Summary of key findings

The key findings to the main research question: “How does the application of public
relations principles compare between political parties during their campaign

communication in a democratic election?”

The public relations effort in political party campaign communication, as part of the strategic
organisational communication is evident. Through its various strategic outcomes public
relations helps the organisation to meet its agenda. Findings revealed that the political party
election campaign communication of the Democratic Alliance was mainly influenced by the use
of two public relations communication model, namely 1) persuasion model or two-way
asymmetrical (Grunig & Hunt, 1984; Van Ruler, 2004; Smith 2013) and 2) public information or
dissemination of information (Grunig & Hunt, 1984; Smith, 2013). The ruling party ANC, was
influenced by the first two and 3) press agentry, referred to as propaganda, where
communicators use persuasion and manipulation to influence audience behaviours to their
outlooks, (Graph 4-14).

In light of the sub-mentioned public relations communication models, it is important to stress
that they are all characterised by one way-flow information with the intention to either persuade,
orchestrate public opinion, influence behaviours, generate the organisation’s’ positive
reputation, advocate and so forth. Hence the political party campaign communication of all the
political parties of this research, in the 2014 general election used the persuasion model of
communication as way to provoke a change in attitude to suit their political argument.
Nevertheless, as Jackson (2010:12) reminds us, ‘not all attempts at persuasion are successful’

and political actors often seek to control the flow of information to the public.

Alternatively, the Democratic Alliance in its strategic communication tried to position itself
strategically through its willingness to merge the party with Agang, though the operation failed.
This undeniably showed that the elite opposition party had a strategy and a plan to follow. In
addition, building relationship as a strategic outcome of public relations effort was a part of it

even though it didn’t generate the expected success.
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5.3.1 What are the political messages of the political parties in their election campaign

communication?

The key finding to the research sub-question: What are the political messages of the political

parties in their election campaign communication?

In political campaign communication, messages play a crucial role in the evolvement of the
called campaign as they represent the central unifying theme around which candidates and
parties hope to garner support for election. Nevertheless, it was not the case throughout the
2014 South African general election. The candidates did not put forward their manifesto
program as a way to promote it more effectively. On the contrary most political parties derived
from their unifying theme. This was so evident by the recurrent counterpunching activities
marked by the two elite parties of this research; the ruling party ANC, and the official opposition
party DA. They were rather reactive to issues, than proactive based on their campaign plan, the
manifesto. Hence the common messages were more centred on ‘election’, ‘leadership’,

‘Nkandla’, ‘Finances’, and ‘Economic growth” as shown on (Graph 4-7).

5.3.2 How are the political messages of the political parties framed in their election

campaign communication?

The findings to the research sub-gquestion: How are the political messages of the political parties

framed in their election campaign communication?

Undoubtedly, the analysis of the political messages revealed that framing which is an important
concept in media coverage played a role in the direction and form of the political messages
throughout the 2014 national election. Defined as a strategic game to influence behaviours and
shape opinions in the public sphere (Froehlich & Rudiger, 2005), evidences were provided by
the recurrent and most controversial issue during the election period, the Nkandla report; and
the failed merging between Agang and the Democratic Alliance. In fact, Bennet and Entman
(2001) refer to framing as being persuasive as it selects and highlights certain aspects over
others in the communication. Therefore, strategic political framing is used to exert power over

outcomes and to persuade audiences to accept interpretations that benefit the political party.
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It is important to note that this study was specifically interested in examining the news elections
related stories which were printed in the Cape Times newspapers throughout the period leading
to the 2014 national election. The analysis of the political messages showed that the
newspaper stories ‘coverage of all the political parties was predominantly issues driven. In fact,
the elite political parties the African National Congress (ANC) and the Democratic Alliance (DA)
almost derived from their programmatic agenda and manifesto, as they did not demonstrate a
lot of strength in defending it. They were rather driven by answering to issues thrown at each
other, amongst which the Nkandla report and the Democratic Alliance failed merging with
Agang.

Furthermore, the analysis showed that the Democratic Alliance (DA) promoted their manifesto in
an extremely limited way as revealed in Graph 4-11. Related to this, it is assumed that political
parties establish their programmatic agenda and manifesto from the media coverage. Thus,
materials such as press releases represent the official stand point of these political parties and
therefore must be communicated effectively, as it is essential to garnering public support for a
political player, and a first indicator of public relations success. Considering this, the study
revealed that the Democratic Alliance (DA) did not cover effectively its manifesto program with
the exposure the party was attributed within the newspaper. The interactions marked by the two
major political parties were characterised by an active and reactive process, following the issues
they raised during the period leading towards the elections, which shows sign of lack of an

effective and efficient public relations.

Yet, to consider this point of view the researcher deducted from the analysis of the articles in the
newspaper that agenda setting undeniably exulted from the media coverage in newspaper. It is
clear that framing and agenda setting were at the rendez-vous of the communication behaviour
observed in the political messages published in the newspapers throughout the election. As a
matter of fact, neither the Democratic Alliance nor the African National Congress extensively
defended their manifesto program. On the contrary, there were driven in counter-punch

activities in pointing out issues at each other.

Furthermore, as McCoombs et.al, (2009) note, the creation of public awareness and concerns
about socio-political issues do not happen in isolation, as socio-political and cultural contexts
help tailor those in the eye of the public, so as to give direction of ‘what to think’ of and ‘how fo
think of’ (Aalberg et al., 2011). Thus, one can deduce that both the media and the political

parties had set agendas that directed their campaign communication, and so did the journalist
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who reported the stories in reference to the tone that characterised the published stories,
although the question remains whether this was a strategic stance or a simple tactic.

Thus, agenda setting was equally an indicator of the direction and form of the political
messages throughout the campaign, as noted by the prominence and tone of the messages.
Though the general view showed that the journalists were neutral to some extent, there were
some instances where, the use of a negative tone was prevalent, especially on the Democratic
Alliance (DA) stories, as illustrated by Graph 4-4.

Furthermore, the study revealed another interesting finding linked to the page placement in
newspaper. It was found that the African National Congress got more than half of the
newspaper coverage placement on page 1, and the Democratic Alliance far more placement on
page 3, as shown by (Graph 4-2). This was equally found on page 4 with the Democratic
Alliance as the lead, followed by the African National Congress, which in turn was the lead on
page 5 (Table 4-2); while the other political parties shared the other half of the pages.

Finally, another noticeable finding was that the African National Congress (ANC) had no single
story shared with Agang, compared to the other political parties included in this research,
namely the Economic Freedom Fighters (EFF) and the Demaocratic Alliance (DA), (Graph 4-1).

5.3.3 How does political party election campaign communication of the political parties

use public relations models of communication?

The finding to the research sub-question: How does political party election campaign

communication of the political parties use public relations models of communication?

Broad strategies such as deciding on the overall message of a campaign and the best way to
communicate messages are part of the strategies put in place at the public relations level.
Hence, the researcher points out that there were three public relations models of
communication used in the 2014 election campaign, namely 1) The persuasion model or two-
way asymmetrical; 2) the public information or dissemination of information; 3) the press agentry
model. The first and prominent model in the 2014 South African general election was the
persuasion model or two-way asymmetrical model known as scientific persuasion (Bernays,

1928). According to Grunig and Hunt (1984), this model focuses on changing the audience's
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behaviour and attitude in short periods of time. The authors note further that the purpose is to
gain the public's feedback to place the organisation’s messages that best serve the
organisation’s interests (Grunig & Hunt, 1984). Therefore, if one considers the issues
highlighted in the newspaper’s articles, such as matrix results, case of corruption or bad
governance over the Nkandla affair, or mostly housing and service delivery, one can affirm that
the political organisations involved in this study somehow conducted research to point out the
very urgent needs of the potential voters ( the South African populations).

The second model of public relations communication model used throughout the campaign was
the public information model, which follows a one-way flow of information, and seeks to inform
publics. This model constantly strives for telling the truth to the publics so as to educate the
public for informed decision making (Grunig & Hunt, 1984). Here again the public relations
model of communication was a noticeable pattern in the messages of the political parties,

mostly the Democratic Alliance that took a strict stance towards the Nkandla report.

The third public relations model of communication was the press agentry model of
communication, also characterised by a one-way flow of information. This model aims to draw
either good or bad attention in most any form for short term advantages (Grunig & Hunt, 1984;
van Ruler, 2004, Smith, 2013). Press agentry, influence, advertising and marketing are
considered ‘persuasion’ as they have short-term advantages which are gained through the use
of truth bending, ‘alternative facts’ and even distortion, but it can be simply the staging of
provocative acts to get publicity and draw attention to an individual, event, or cause.
Furthermore, it is assumed that press agentry relies on spin, and thus is more turned towards

interpreting facts that fit one's view and to get media coverage (Steyn, 2004).

5.4 Discussion of theoretical implications

From the conclusions just discussed, | was able to arrive at the following observations and
suggestions. The evidences showed that more of a public relations approach was used.
Political party election campaign communication as publicity was predominantly reactive
rather than proactive. More importantly, in theory, media and public relations cannot do

without one another. In fact, media is the most suitable tool for the dissemination of information
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and, although journalist present press releases prepared by public relations practitioners, these
remain important to setting the daily media agenda.

Considering this, McNair (2011) argues that media management of information by political
parties can generate favourable publicity and that the purpose of political party communication
is to proactively attract a positive media coverage; as well as to use political party mandates to
set the national political agenda; as opposed to the reactive approach of damage-limitation
through lobbying journalists, the spinning of damaging stories and the suppression of damaging
information (McNair, 2011:7).

5.4.1 Public relations effort in political party election campaigh communication

Generally referred to as the management of mutually influential relationships within a web of
stakeholders and organisational relationships, public relations is enacted and managed through
communication (Coombs & Holladay 2001). Through its literature, the study was able to
acknowledge the importance of the public relations expertise in campaign to develop a
network of potential voters for elections purposes. Moreover, the value of public relations to
organisations and societies is that it acts as a boundary spanner, and is able to address issues
and concerns, from all perspectives, including both internal and external of the organisation and
group, as well as the political and personal perspectives of the lobbyist or individual (Grunig
&Hunt, 1984; White & Dozier, 1992).

Hence, public relations is an imperative focus in organisations, as it assists the organisation to
monitor and interpret its social environment. Thus, advising management on proactive solutions
to establish and maintain foundations for long term organisational. It is true that the
observations drawn from the findings revealed that public relations principles were not
adequately optimised. However, Sancar (2013) admits that political public relations represents a
great tool that ensures the effective distribution of political parties’ messages to their voters.

Meanwhile it aims sustainability of political parties and their government.

As Lubbe and Puth (2000:82) point out: “...basic objective of most public relations programmes
is either to change or to neutralise hostile opinions, to crystallise unformed or latent opinions, or
to conserve favourable opinions by reinforcing them.” Nevertheless, there is no consensus on

the public relations and communication core themes required to contribute to the establishment
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of a public relations framework, which can help to analyse political communication within a

democracy.

Yet, to consider the public relations effort in the political party election campaign communication
of the Democratic alliance (DA), this study contributed to the development of a public relations
framework that helped to analyse political party election campaign communication in a
democracy. Moreover, the communication patterns in this framework tested whether the media
content supports the general or common rule that political communication is characterised by
patterns of politics, namely control, influence, power and authority and thus, this presents an
opportunity to link public relations approaches to the media content (Grunig & Hunt, 1984;
Grunig, 1992; Van Ruler, 2004; Lilleker, 2006; Jackson, 2010).

5.4.2 Insights into public relations communication models’ outcomes

According to Grunig and Hunt (1984) and Grunig (1992), the communication effects or purpose
of public relations focus on four outcomes, namely: publicity (or propaganda); dissemination of
information; persuasion and mutual benefit; while more recent effects focus on engagement and
relationship building (Smith, 2013). Grunig and Hunt (1984) believe that no single model could
be rated as best for all aspects of public relations; instead, all definitions are useful in everyday
practice and should be evaluated and applied according to the long term goals of the
organisation as well as the integrity of the long term established relationship between the
organisation and its publics (Grunig, 2001). Gordon (1997) states that the mainstream of public
relations is more than just about organisations and publics and rather that public relations seeks
to make public relations practitioners more effective communicators that have a deeper

understanding of their publics.

5.4.3 Communication strategy

When embarking on the field of political party election campaign communication during the
South African 2014 national election, my assumptions were based on the fact that political
parties should use public relations principles strategically to reach their key audiences. It is true
that the political public relations is sometimes considered negatively as spin or as propaganda
(Moloney 2001, Jackson 2010). Indeed, Grunig and Hunt (1984), Grunig (1992) and Van Ruler

(2004) all include persuasive communication as a communication model; but Grunig and Hunt
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(1984) consider propaganda as a communication strategy. Even more, Van Ruler (2004)
argues that no field of public relations addresses all forms of possible communication strategies,
and thus, presents alternative public relations models, which are based on the flow of
information and the construction of meaning according to a communication grid ranging through

information to persuasion.

Alternatively, Burke (1950:50) argues that “persuasion involves choice, will; it is directed to a
man only insofar as he is free”. Considering this view, Gordon (1997:62) suggests that public
relations is ethical because its efforts, including persuasion, operate within societies where
people are able to make use of their free will and they can accept or reject the ideas advanced
by public relations practitioners. In other words, the view of the ethical nature of persuasion and

public relations activities depend on the situation.

5.4.4 Differences between public relations and political public relations

Table 5-1: Differences between public relations and political public relations (Adapted)
(Stromback & Kiousis, 2013; Freeman, 1984, p. 46; Weaver & Willnat, 2012; Groeling, 2010; Coombs, 2011)

Public relations Political public relations

Purpose Organisational interests Political interests

Use communication to | Perceptions, reputation & | Political processes &

Influence relationships outcomes.

Aim Prioritizes one strategic goal | Uses all strategic means
over another possible

Focus Communication Communication & Action

Target audience (number and | Stakeholders “affect or is | Everyone (multiplicity of

complexity) affected by” publics)

Involvement Not critical to dissemination of | Critical to all levels of
information model to peripheral | stakeholder engagement.
publics

Publics Focussed Highly inclusive

Common good / public interest | Optional Essential

Regulations, transparency, | Various Seldom operate outside the

oversight public domain.

Main currency Money (profit) Ideas and power.

Product Tangible (mostly). Intangible

Success Other models of success as | Zero sum game (someone’s
not strictly win-lose. win is someone else’s loss)

166



Dependencies Able to utilise other options | News media and coverage
therefore less dependent on
news media and coverage.

Media control Press releases, advertising | Media is critical of politics
and media liaison increase | (watchdog function) and
control of media coverage therefore highly critical of those

with political power.

Conflict Crisis communication High levels of continuous

conflict

Nature of crisis Different crises and solutions; | Crises are caused by political
objective and preventable. actors; rooted in perceptions;

and often incorrectly attributed
to parties.

Components Paid employees. Political actors, members,

activists, volunteers in addition
to paid employees.

Measures of success Objective financial indicators | Election Day results ONLY.
(variety of these) annual
results.

5.45 Limitations

In terms of the methodological approach, | realised that, the use of additional newspapers,
which likely covered the political elections stories related to the political parties that formed the
overall population of this research would have strengthen more the research and perhaps given
different results. However the research produced a rich and thick description from a narrow

view. Thus, the methodological approach was suitable to the specific study.

5.5 Conclusions and recommendations for future research

In summary, this research has reported on the public relations principles used in the political
party election campaign communication process during the 2014 South African election. This
unequivocally led to the creation of a framework offered as a workable answer that helped to
identify the key tenets to the research question: “How does the application of public relations
principles compare between political parties during their campaign communication in a

democratic election?”
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As such, this framework includes the necessary basis of a news story as well as isolating the
components to measure them against political elements of control, power, quality, actors,
direction, communication strategy, issue management and presence in the newspaper. To that,
| the researcher admit that politics have long been influenced by the question of power control,
as well as the perfectly tailored communication aimed at reaching the maximum target audience
to fit the main goal of political campaign, which it is to get the majority of votes and be at the
head of decision and policies making.

However, in reference to the noticeable gap observed in its manifesto coverage in the Cape
Time newspaper, the Democratic Alliance (DA), needs to use public relations strategies,
communication methods and media more effectively, to reach its different stakeholders so as to
develop its base of voters. Political communication is concerned with gaining the attention of
potential voters and there are humerous studies that show public relations as an effective tool in
political communication for the ruling party, but there is limited information available on political

communication by official opposition political parties in Africa.

Henceforth, in a democratic context, the main goal of political communication in a campaign
year is still to persuade or influence voters, through the media, at minimum to vote for the
political party concern or to join the political party as a party member going forward. Either way,
one cannot ignore the views constituted by public opinion in the public sphere, or the impact of a
continuous emerging information society where people have constant access to information.
Therefore, it becomes important for political leaders to consider the relationship of the elite over
influence, or those who get the most of what there is to get. Besides, Kent and Taylor (1998;
2002) speak of dialogic communication which is based on equal partnerships and common
goals which aims to allow the parties to achieve collaboration, co-creation and co-operation.
Hence, amongst the earliest public relations models of communication, Grunig and Hunt (1984)
offered the two-way symmetrical model, as a way to resolve conflicts, since it represents the

central route to persuasion.

The authors point out further that the central route to persuasion is persuaded by the arguments
or content of the message, and ultimately leads to the resolution of conflicts that might have
arisen from specific contexts. Moreover, McNair (2011:18) highlights that there are five types of
political public relations functions which are promoted through the media namely; to inform; to
educate; to provide a platform for public discourse; to hold the powerful accountable i.e. to give

publicity to government and institutions in a watchdog function; and to provide a channel for
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advocacy of political views which McNair (2011:20) states that the “advocacy function may be

viewed as one of persuasion.”

Furthermore, public relations increases the effectiveness of organisations by maintaining the
independence to organisation and publics, and this can be achievable when the organisation
strives to build long term effect and stable the relationship between the organisation and its
publics. In addition, two-way symmetrical model emphasis on dialogue, seeks to establish and
promote complete and accurate two-way communication with the purpose of a mutual benefit.
Alternatively, Dozier et al. (1995) believe that models of communication are situational and
suggest a mixed-motive model of public relations which retains the central importance of self-

interest while acknowledging opposing opinions.

To conclude, future research should include the use of this conceptual framework in all
communication media including online media, social networks as well as print and broadcast

media to measure political public relations, known as public communication.

169



LIST OF REFERENCES

Lees-Marshment, J., 2004. The political marketing revolution: Transforming the government of
the UK. Manchester University Press.

Fraser, N., 1990. Rethinking the public sphere: A contribution to the critique of actually existing
democracy. Social text, (25/26), pp.56-80.

Kent, M.L. and Theunissen, P., 2016. Discussion, Dialogue, Discourse| Elegy for Mediated
Dialogue: Shiva the Destroyer and Reclaiming Our First Principles. International Journal of
Communication, 10, p.15.

Cypress, B.S., 2017. Rigor or reliability and validity in qualitative research: Perspectives,
strategies, reconceptualization, and recommendations. Dimensions of Critical Care
Nursing, 36(4), pp.253-263.

Aalberg, T., Stromback, J. and de Vreese, C.H., 2011. The framing of politics as strategy and
game: A review of concepts, operationalizations and key findings. Journalism, 13(2), pp.162-
178.

Altheide, D., 2016. The media syndrome. Routledge.
Altheide, D.L. and Robert, P., 1979. Snow, Media Logic. Beverly Hills, CA: Sage, 9, pp.59-72.

Ulas, H., 2017. Democratization of Unrecognized States: A Comparative Study (Doctoral
dissertation).

Altheide, D.L., 2004. Media logic and political communication. Political Communication, 21(3),
pp.293-296.

Angelopulo, G., 2015. Communication integration. In: G. Angelopulo & R. Barker, eds.
Integrated Organisational Communication. Cape Town: Juta & Co, pp. 40-71.

Argenti, P.A., Howell, R.A. and Beck, K.A., 2005. The strategic communication imperative:
companies that continue to take a tactical, short-term approach to communicating with key
constituencies will find it increasingly difficult to compete. Developing an integrated, strategic
approach to communications will be critical to success. MIT Sloan management review, 46(3),
pp.83-90.

Ary, D., Jacobs, L. C., & Razavieh, A. 2002. Introduction to Research in Education (6th ed.).
Belmont: Wadsworth.

Auerbach, C. & Silverstein, L.B. 2003. Qualitative data: an introduction to coding and analysis.
NYU press.

Niemi, R.G., Weisberg, H.F. and Kimball, D.C. eds., 2001. Controversies in voting behavior (p.
1). Washington, DC: CQ Press.

170



Auter, P.J. & Moore, R.L. 1993. Buying from a friend: a content analysis of two teleshopping
programs. Journalism & Mass Communication Quarterly, 70(2), pp. 425-436.

Babbie, E. and Mouton, J., 2010. The practice of social research: A South African perspective.
Babbie, E.R., 2015. The practice of social research. Nelson Education.

Bailey, R. 2006. Public relations specialisms: media relations. (In Tench, R. & Yeomans, L.,
ed. Exploring Public Relations. Harlow: Prentice Hall).

Baines, P. Egan, J. Jefkins, F. 2003. Public Relations: contemporary issues and techniques.
Elsevier: London.

Barnes, S.H. & Kaase, M.K. 1979. Political action: mass participation in five Western
democracies. Sage: Beverly Hills, CA.

Barrat, E. and G. Berger, eds. 2007. 50 years of journalism: African media since Ghana's
independence. Johannesburg: The African Editors’ Forum.

Baudrillard, J., 1988. The ecstasy of communication, trans. Bernard Schutze and Caroline
Schutze. New York: Semiotext (e).

Baxter, P. & Jack, S. 2008. Qualitative case study methodology: study design and
implementation for novice researchers. The Qualitative Report, 13(4), 544-559. Retrieved from
http://www.nova.edu/ssss/QR/QR13-4/baxter.pdf.

Becker, J., Peichl, A. and Rincke, J., 2009. Politician’s outside earnings and electoral
completion. Public Choice, 140 (3-4), p.379.

Becker, L.B. and Vlad, T., 2009. Validating country-level measures of media freedom with
survey data. Midwest Association for Public Opinion Research, Chicago.

Behr, R. L., & lyengar, S. (1985). Television news, real-world cues, and changes in the public
agenda. Public Opinion Quarterly, 49, 38-57.

Bell, Daniel. 1973. The Coming of Post-industrial Society. Basic Books: New York.

Benbasat, I., Goldstein, D.K. & Mead, M. 1987. The case research strategy in studies of
information systems. MIS quarterly, pp.369-386.

Bennet, L. and Entman, R. 2001. Communication in the Fututre of Democracy: a conclusion.

Bennett, W. L., Lawrence, R. G., & Livingston, S. (2007). When the Press Fails. Political Power
and the News Media from Iraq to Katrina. Chicago: University of Chicago Press.

Berelson, B., 1952. Content analysis in communication research.

Berkowitz, D., 1992. Who sets the media agenda? The ability of policymakers to determine
news decisions. Public opinion, the press, and public policy, 2, pp.81-102.

Bernays, E.L. 1928. Propaganda. Horace Liveright: New York.

171



Bittner, J.R., 1977. Mass Communication: An Introduction; Theory and Practice of Mass Media
in Society.

Bivins, T.H. 1987. Professional advocacy in public relations. Business and Professional Ethics
Journal, 6(1):82-90.

Black, J., Steele B., & Blarney, R. 1999. Doing ethics in journalism (3rd ed.). Allyn and Bacon:
Boston.

Black. 1995. Media ethics. Cases and moral reasoning. Longman Publishers USA: New York.

Gurevitch, M. and Blumler, J.G., 2004. State of the Art of Comparative Political. Comparing
political communication: Theories, cases, and challenges, p.325.

Brants, K. and Voltmer, K., 2011. Introduction: Mediatisation and the centralisation of political
communication. In Political communication in postmodern democracy, pp. 1-16. Palgrave
Macmillan, London.

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

Bridges, J. A., & Nelson, R. A. 2000. Issues management: a relational approach. In J. A.
Ledingham & S. D. Bruning (Eds.), Public relations as relationship management: A relational
approach to public relations (pp. 95-115). Mahwah, NJ: Lawrence Erlbaum Associates, Inc.

Brissenden, J. & Moloney, K. 2005. Understanding political public relations—what is it; what
does it do, and why?.

Bruning, S.D., Castle, J.D. & Schrepfer, E. 2004. Building relationships between organizations
and publics: examining the linkage between organization-public relationships, evaluations of
satisfaction, and behavioral intent. Communication Studies, 55(3), pp.435-446.

Burke, K. 1950. A rhetoric of motives. Berkley: University of California Press.

Burns, N. & Grove, S.K. 1993. The practice of nursing research. Conduct, critique & utilisation,
4,

Butler, D. & Kavanagh, D. 1992. The British general election of 1992 (p. 282).
Macmillan:London.

Cacciatore, M.A., Scheufele, D.A. and lyengar, S., 2016. The end of framing as we know it...
and the future of media effects. Mass Communication and Society, 19(1), pp.7-23.

Cameron, G.T., Sallot, L.M. and Curtin, P.A., 1997. Public relations and the production of news:
A critical review and theoretical framework. Annals of the International Communication
Association, 20(1), pp.111-155.

Cancel, A. E., Cameron, G. T., Sallot, L., & Mitrook, M. A. (1997). It Depends: A Contingency

Theory of Accommodation in Public Relations. Journal of Public Relations Research, 9(1), 31-
63.

172



Canel, M.J. & Sanders, K. 2012. Government communication: an emerging field in political
communication research. The Sage Handbook of Political Communication, pp.85-96.

Cappella, J.N. and Jamieson, K.H., 1997. Spiral of cynicism: The press and the public good.
Oxford University Press on Demand.

Carroll, A.B. 2000. Ethical challenges for business in the new millennium: corporate social
responsibility and models of management morality. Business Ethics Quarterly, 10(01), pp.33-
42.

Carroll, A.B. & Buchholtz, A.K. 2011. Business and Society: Ethics: Ethics, Sustainability, and
Stakeholder Management.

Castells, M., 2008. The new public sphere: Global civil society, communication networks, and
global governance. The aNNalS of the american academy of Political and Social Science,
616(1), pp.78-93.

Chadwick, B.A., Bahar, H.M. & Albrecht, S.L. 1984. Content analysis. In B.A.Chadwick et.al.,
Social Science Research Methods (pp. 239-257), Prentice —Hall: New Jersey.

Chaffee, S., ed. 1975. Political communication: issues and strategies for research. Sage:
Beverley Hills, CA.

Chomsky, N. 2002. Media control: the spectacular achievements of propaganda (Vol. 7).
Seven Stories Press.

Cissna, K.N. and Anderson, R., 1994. Communication and the ground of dialogue.

Clarkson, M.B. 1991. Defining, evaluating, and managing corporate social performance: The
stakeholder management model. Research in corporate social performance and policy, 12(1),
pp.331-358.

Clough, P. & Nutbrown, C. 2012. A student's guide to methodology. Sage.

Cohen, B. 1963. The press and foreign policy. Princeton, NJ: Princeton University Press.

Coleman, R., McCombs, M., Shaw, D., & Weaver, D. 2009. Agenda Setting. In Wahl-Jorgensen,
K. and Hanitzsch, T. eds., 2009. The handbook of journalism studies. Routledge.

Conrad, C., 1985. Strategic organizational communication. Holt, Rinehart, and Winston.

Coombs, W. J. & Holladay, S. J., 2012. Fringe public relations: how activism moves critical PR
toward the mainstream. Public Relations Review, Volume 38, pp. 880-887.

Coombs, W. T. (2011). Political Public Relations and Crisis Communication: A Public Relations
Perspective. In J. Stromback & S. Kiousis (Eds.), Political Public Relations. Principles and
Applications (pp. 214-234). New York: Routledge.

Coombs, W.T. 2000. Crisis management: advantages of a relational perspective. Public

relations as relationship management: A relational approach to the study and practice of public
relations, pp.73-94.

173



Coombs, W.T. & Holladay, S. 2001. An extended examination of the crisis situations: a fusion
of the relational management and symbolic approaches. Journal of Public Relations Research,
13(4):321-340.

Corner, J. and Pels, D. eds., 2003. Media and the restyling of politics: Consumerism, celebrity
and cynicism. Sage.

Cornford, T. and Smithson, S., 2005. Project research in information systems: a student's guide.
Macmillan International Higher Education.

Cornish, P., Lindley-French, J. and Yorke, C., 2011. Strategic communications and national
strategy. Chatham House, The Royal Institute of International Affairs.

Coronel, S.S., 2008. The media as watchdog. The Role of the News Media in the Governance
Reform Agenda.

Corthell., A. 2008. Public Relations Theory & Practice (JMC 68000) Public Relations Special
Report. 2008:p.5.

Crabtree, B.F. & Miller, W.L. 1999. Researching practice settings: a case study approach.

Creswell J. 1998. Qualitative Inquiry and Research Design: Choosing Among Five Traditions.
Sage Publications Inc.: Thousand Oaks, CA.

Croteau, D. & Hoynes, W. 1997. Industries and audience. Media/Society.
Crotty, W. 1991. Political participation and American democracy. Greenwood Press:New York:

Curd, M. & May, L. 1985. Professional responsibility for harmful actions. Kendalll/Hunt
Publishing Company.

Cutlip, S. Center, A. Broom, G. 2006. Effective Public Relations (9th edition) Pearson: Upper
Saddle River, NJ.

Cutlip, S. M. (1995). Public Relations History: From the 17th to the 20th Century. New York:
Routledge.

Cutlip, S. M., Center, A. H., & Broom, G. M. (2000). Effective Public Relations. 8th Edition.
Upper Saddle River: Prentice Hall.

Cutlip, S.M., Broom, G.M. and Allen, H., 2000. Center. 2000. Effective public relations.

Cwalina, W., Falkowski, A. & Newman, B.l. 2010. Towards the development of a cross-cultural
model of voter behavior: Comparative analysis of Poland and the US. European Journal of
Marketing, 44(3/4), pp.351-368.

Da Silva, R. & Batista, L. 2007. Boosting government reputation through CRM. International
journal of public sector management, 20(7), pp.588-607.

Dahl, R. 1971. Polyarchy: Participation and Opposition. New Haven, Yale University Press.

174



Dahl, R. A. 1957. The concept of power. Behavioral science, 2(3):201-215.
Dahl, R.A. 1989. Democracy and its critics. Yale University Press:New Haven, CT.

Dahlgren, P. 2006. Doing citizenship The cultural origins of civic agency in the public sphere.
European journal of cultural studies, 9(3), pp.267-286.

Dahlgren, P. 2009. Media and political engagement (Vol. 551). University Press: Cambridge.

Davidson, S., & Binstock, R. H. (2012). Political Marketing and Segmentation in Aging
Democracies. In J. Lees-Marshment (Ed.), The Routledge Handbook of Political Marketing (pp.
20-33). London: Routledge.

Davis, A. 2000. Public relations, news production and changing patterns of source access in
the British national media. Media, Culture & Society, 22(1), pp.39-59.

de Bussy, N. M. (2010). Dialogue as a Basis for Stakeholder Engagement: Defining and
Measuring the Core Competencies. In R. L. Heath (Ed.), The SAGE Handbook of Public
Relations (pp. 127-144). Thousand Oaks: Sage.

De Vos, A.S. ed. 2002. Research at grass roots: for the social sciences and human services
professions. Van Schaik: Pretoria.

De Vos,A.S., Strydom, H, Fouche, C.B. & Delport, C.S.L. 2011. Research at grass roots for the
social sciences and human services professions, 4 ed. Van Schaik: Pretoria.

De Vreese, C.H. 2005 News framing: Theory and typology. Information Design Journal plus
Document design, 13 51 -62.

De Waal, A., 2015. The real politics of the Horn of Africa: Money, war and the business of
power. John Wiley & Sons.

Denton, R.E. and Woodward, G.C. 1990. Political communication in America. Praeger
Publishers.

Deuze, Mark. 2003. “The Web and Its Journalisms: Considering the Consequences of Different
Types of Newsmedia Online.” New Media & Society 5 (2): 203—-230.

Devi Prasad, B. 1994. Dowry-related violence: a content analysis of news in selected papers.
The Journal of Comparative Family Studies, 25(1): 71-89.

Diamond 1990 — Diamond, Larry. Three Paradoxes of Democracy // Journal of Democracy.
1990, Ne 1 (3). — C 48-60

Dietram A. Scheufele (2000) Agenda-Setting, Priming, and Framing Revisited: Another Look at
Cognitive Effects of Political Communication, Mass Communication and Society, 3:2-3, 297-
316, DOI: 10.1207/S15327825MCS0323_07

Diggs-Brown, B. 2011. Cengage advantage books: strategic public relations: an audience-
focused approach. Cengage Learning.

175



Donaldson, T. & Preston, L. 1995. The Stakeholder Theory of the Corporation: Concepts,
Evidence, and Implications. Academy of Management Review, v 20, n 1, pp 65-91.

Donsbach, W., 2014. Journalism as the new knowledge profession and consequences for
journalism education. Journalism, 15(6), pp.661-677.

Douglas, Kellner. 2013. Habermas, the public sphere, and democracy: A critical intervention.

Downe-Wamboldt, B. 1992. Content analysis: method, applications, and issues. Health Care
for Women International, 13(3), 313-321.

Downs, A., 1957. An economic theory of democracy.

Dozier, D.M., 1992. The organizational roles of communications and public relations
practitioners. Excellence in public relations and communication management, pp.327-355.

Dozier, D.M., Grunig, L. and Grunig, J.E. 1995. Manager's Guide to Excellence in Public
Relations and Communication ManagementLawrence Erlbaum Associates. Mahwah, NJ,
p.117.

Drucker, P.F. 1954. Management by objectives and self-control. Practice of Management.

Druckman, James, N. 2001. On the Limits of Framing Effects: Who Can Frame? The Journal
of Politics Vol. 63, No. 4 (Nov., 2001), pp. 1041-1066.

Dryzek, J.S. 2000. Deliberative democracy and beyond: liberals, critics, contestations. Oxford
University Press on Demand.

Edwards, L. 2016. The Role of Public Relations in Deliberative Systems. Journal of
Communication, 66(1), pp.60-81.

Elahi, M., 2013. “They are Not Different From Others”: Ethical Practices and Corruption in
Bangladeshi Journalism. Journal of Mass Media Ethics, 28(3), pp.189-202.

Elliott, D. 1986. Responsible journalism. Sage: Beverly Hill, CA.

Entman, R. M. (1993). Framing: Towards clarification of a fractured paradigm. Journal of
Communication, 43, 51-58.

Entman, R.M., 2004. Projections of power: Framing news, public opinion, and US foreign policy.
University of Chicago Press.

Entman, R.M., Matthes, J. and Pellicano, L., 2009. Nature, sources, and effects of news
framing. The handbook of journalism studies, pp.175-190.

Eriksen, E.O., 2005. An emerging European public sphere. European Journal of Social Theory,
8(3), pp.341-363.

Ewen, S. 1996. PR! A social history of spin. Basic Books: New York.

Fahey, L. 1986. Issues management: Two approaches. Strategic Planning Management,

176



November: 81, 85-96.
Fauconnier, G. 2000. Human beings and media. Leuven: Garant.

Fawkes, J. 2007. Public Relations Models and Persuasion Ethics: A New Approach, Vol.11,
no.4, pp.313. Available from: emeraldinsight.com [April 2013].

Fawkes, J. 2008. What is Public Relations In Theaker, A., The Public Relations Handbook (3rd
edition) London: Routledge.

Ferguson, W.J. and Candib, L.M., 2002. Culture, language, and the doctor-patient
relationship. FMCH Publications and Presentations, p.61.

Fombrun, C. 1995. Reputation: realising value from the corporate image. MA: Harvard
Business School Press: Boston.

Foster, D. 1996. Primary culprit. New York, 50- 57.

Foth, M., Tomitsch, M., Forlano, L., Haeusler, M.H. and Satchell, C., 2016, June. Citizens
breaking out of filter bubbles: urban screens as civic media. In Proceedings of the 5th ACM
International Symposium on Pervasive Displays (pp. 140-147). ACM.

Franklin, B., 1995. Political communication scholarship in Britain.

Franklin, R.A., 2004. Packaging politics: Political communications in Britain’s media democracy.
Arnold.

Fraser, N., 1990. Rethinking the public sphere: A contribution to the critique of actually existing
democracy. Social text, (25/26), pp.56-80.

Freeman, E. R. 2010. Strategic Management: A Stakeholder Approach. Cambridge University
Press: United States of America.

Freeman, P., & Cicero, Q. T. (2012). How to Win An Election. An Ancient Guide for Modern
Politicians. Princeton: Princeton University Press.

Freeman, R.E., 2004. The stakeholder approach revisited. Zeitschrift fur Wirtschafts-und
Unternehmensethik, 5(3), pp.228-254.

Freeman, R.E., 2010. Strategic management: A stakeholder approach. Cambridge university
press.

Friedman, M. 1970. The social responsibility of business is to increase its profits. New York,
pp. 122-124.

Froehlich,R & Rudiger,B. 2005. Framing political public relations: measuring success of
political communication strategies in Germany. Institut fuer Kommunikationswissenschaft:
University of Munich, 80538 Muenchen, Germany.

Frow, P., Nenonen, S., Payne, A. and Storbacka, K., 2015. Managing co-creation design: A
strategic approach to innovation. British Journal of Management, 26(3), pp.463-483.

177



Gamson,W.A.,&Modigliani, A. (1987). The changing culture of affirmative action. In R. G.
Braungart& M.M.Braungart (Eds.), Research in political sociology (Vol. 3, pp. 137-177).
Greenwich, CT: JAI.

Garcia, L., & Quek, F. 1997. Qualitative research in information systems: time to be
subjective? Paper presented at the Proceedings of the IFIP TC8 WG 8.2 International
Conference on Information Systems and Qualitative Research, Philadelphia, PA.

Gbrich C. Qualitative Data Analysis: An Introduction (1st edn). London: Sage Publications,
2007.

George, A.L. 1959. Propaganda analysis. Pereson & co: lllinoisRow.

Ghemawat, P 1999 Strategy and the business landscape. Simon & Schutzer - See Michelle’s
thesis for the full reference.

Gibson R K & Rémmele, A. 2007. Political communication. (In Caramani, D., ed. Comparative
Politics. Oxford University Press: Oxford.

Gitlin, T., 1980. The world is watching: Mass media in the making and unmaking of the new left.

Goffman, E., 1974. Frame analysis: An essay on the organisation of experience. Harvard
University Press.

Gordon, J. 1997. Interpreting definitions of public relations: self-assessment and a symbolic
interactionalism based alternative. Public Relations Review, 23(1):57-66.

Gotsi, M., & Wilson, A.M. 2001. Corporate reputation: seeking a definition. Corporate
Communications: An International Journal, 6(1):24-30.

Graber, D.A., 1997. Mass media andAmerican politics. Washington: Congressional Quarterly.
Heames, J., Smothers, J., Hayek, M., Bynum, L.A., Novicevic, M.M., Buckley, M.R. and
Carraher, S., 2010. Alfred D. Chandler, Jr: historical impact and historical scope of his

works. Journal of Management History.

Gray, E & Balmer, J. 1998. Managing Corporate Image and Corporate Reputation. Long
Range Planning 31(5)695-702.

Griffin, A. 2008. New Strategies for Reputation Management. Kogan Page: London.

Groeling, T. (2010). When Politicians Attack. Party Cohesion in the Media. New York:
Cambridge University Press.

Grunig J. E., & Hunt, T. (1984). Managing Public Relations. Belmont: Thomson Wadsworth.

Grunig, J. & Hunt, T. 1984. Managing public relations. New York: Holt, Rinehart and
Winston.L.

Hah, K. and Freeman, S., 2014. Multinational enterprise subsidiaries and their CSR: A
conceptual framework of the management of CSR in smaller emerging economies. Journal of

178



business ethics, 122(1), pp.125-136.

Grunig, J. E., & Grunig, L. A. (1992). Models of Public Relations and Communication. In J. E.
Grunig (Ed.), Excellence in Public Relations and Communication Management (pp. 285-325).
Hillsdale: Erlbaum.

Grunig, J.E. 1989. Public relations theory. New Jersey.

Grunig, J.E. & Huang, Y.H. 2000. From organisational effectiveness to relationship indicators:
Antecedents of relationships, public relations strategies, and relationship outcomes. Public
relations as relationship management: A relational approach to the study and practice of public
relations, pp.23-53.

Grunig, J.E., 2013. Excellence in public relations and communication management. Routledge.

Grunig, J.E. and White, J., 1992. The effect of worldviews on public relations theory and
practice. Excellence in public relations and communication management, pp.31-64.

Guba, E. 1981. Criteria for assessing the trustworthiness of naturalistic inquiries. Educational
Resources Information Center Annual Review Paper, 29, 75-91.

Guth, D. & Marsh, C. 2007. Public Relations. A Values-Driven Approach. Cases edition, 3rd
edn, Allyn & Bacon: Boston.

Habermas, J. 1964. Verwissenschaftlichte Politik und 6ffentliche Meinung. Rentsch.

Habermas, J. 1979. What is universal pragmatics. Communication and the Evolution of
Society, 1, pp.2-4.

Habermas, J., 1991. Erlauterungen zur diskursethik.

Habermas, J., 2015. Between facts and norms: Contributions to a discourse theory law and
democracy. John Wiley & Sons.

Hallahan, K., 1999. Seven models of framing: implications for public relations. Journal of public
relations research, 11(3), pp.205-242.

Hallahan, K., Holtzhausen, D., van Ruler, B., Vercic, D. & Sriramesh, K. (2007). Defining
Strategic Communication. International Journal of Strategic Communication, 1(1), 3—-35.

Hallan, K., Holtzhausen, D., Ruler, B., Vereie, D. & Sriramesh, K. 2007. Defining Strategic
Communication, International Journal of Strategic Communication.
http://dx.doi.org/10.1080/15531180701285244 Date of access: 10 March. 2013.

Harlow, R. 1976. Building a Public Relations Definition. Public Relations Review, 2(44):34-42.
Harlow, R.F., 1976. Building a public relations definition. Public relations review, 2(4), pp.34-42.
Harrison, J., Rouse, P. and de Villiers, C., 2012. Accountability and performance measurement:

a stakeholder perspective. Journal of Centrum Cathedra: The Business and Economics
Research Journal, 5(2), pp.243-258.

179



Harrison, J.S. & St John, C.H. 1998. Strategic management of organisations and stakeholders:
Concepts and cases. Cincinnati, Ohio: South-Western College Publishing.

Heath, R. (2001) A rhetorical enactment rationale for public relations: the good organization
communicating well. In R. Heath (ed.) The Sage Handbook of Public Relations. Thousand
Oaks, CA: Sage, pp. 441-4.

Heath, R. L. (2009). The Rhetorical Tradition: Wrangle in the Marketplace. In R. L. Heath, E. L.
Toth & D. Waymer (Eds.), Rhetorical and Critical Approaches to Public Relations Il (pp. 17.47).
New York: Routledge.

Heath, R. L., & Waymer, D. (2011). Corporate Issues Management and Political Public
Relations. In J. Stromback & S. Kiousis (Eds.), Political Public Relations. Principles and
Applications (pp. 138-176). New York: Routledge.

Heath, R.L. & Palenchar, M.J. 2008. Strategic issues management: Organisations and public
policy challenges. Sage Publications.

Heath, R.L. and Bryant, J., 2013. Human communication theory and research: Concepts,
contexts, and challenges. Routledge.

Heath, R.L., 2006. Onward into more fog: Thoughts on public relations research directions.
Journal of Public relations research, 18(2), pp.93-114.

Herman, E. S., & Chomsky, N. 2002. Manufacturing consent: The political economy of the
mass media. Pantheon Books: New York, NY.

Hiebert, R.E., 2005. Commentary: new technologies, public relations, and democracy. Public
Relations Review, 31(1), pp.1-9.

Hillman, A.J. and Keim, G.D., 2001. Shareholder value, stakeholder management, and social
issues: what's the bottom line?. Strategic management journal , 22(2), pp.125-139.

Hirschkop, K., 1999. Mikhail Bakhtin: An aesthetic for democracy. OUP Oxford.
Hjavard S., 2008. The mediatisation of society. Nordicon review, 29(2), pp.102-131.

Hodkinson, P. and Hodkinson, H., 2001, December. The strengths and limitations of case study
research. In learning and skills development agency conference at Cambridge (Vol. 1, No. 1,

pp. 5-7).

Hofmeister, Wilhelm/Grabow, Karsten (2011): Political Parties. Functions and Organisation in
Democratic Societies. Singapore: Konrad Adenauer Stift ung.

Holsti, O.R. 1969. Content analysis for the social sciences and humanities.

Holtzhausen, D. (2002). Towards a postmodern research agenda for public relations. Public
Relations Review, 28, 251-264.

Holtzhausen, D.&Zerfass, A. 2014. Strategic communication. The Routledge handbook of
strategic communication, p.3.

180



Howlett, M. 2009. Government communication as a policy tool: a framework for analysis.
Canadian Political Science Review, 3(2), pp.23-37.

Hsieh, H.F. & Shannon, S.E. 2005. Three approaches to qualitative content analysis.
Qualitative health research, 15(9), pp.1277-1288.

Hutton, J. 1999. The definition, dimensions and domain of public relations. Public Relations
Review, 25(20):199-214

Hutton, J. G., Goodman, M. B., Alexander, J. B., & Genest, C. M. (2001). Reputation
Management: The New Face of Corporate Public Relations? Public Relations Review, 27(3),
247-261.

Isaacs, W., 1999. Dialogue and the art of thinking together: A pioneering approach to
communicating in business and in life. Crown Business.

lyengar, S. and Kinder, D.R., 1987. News that matters: Agenda-setting and priming in a
television age. News that Matters: Agenda-Setting and Priming in a Television Age.

Jackson, N. 2010. Political parties, the Internet and the 2005 General Election: third time
lucky?. Internet Research, 17(3), pp.249-271.

James, M., 2012. Autoethnography: The story of applying a conceptual framework for
intentional positioning to public relations practice. Public Relations Review, 38(4), pp.555-564.

Jefkins, F., 2016. Advertising: made simple. Elsevier.

Johnson, D. W. (2007). No Place for Amateurs: How Political Consultants are Reshaping
American Demaocracy (2nd Edition). New York: Routledge.

Johnson, T.J., 2013. Agenda setting in a 2.0 world: New agendas in communication. Routledge.
Jones, Janet, and Lee Salter. 2012. Digital Journalism. London: Sage

Jones, T. 1995. Instrumental stakeholder theory. A synthesis of ethics and economics .
Academy of Management Review, 20(2):404-437.

Jones, T.M. and Wicks, A.C., 1999. Convergent stakeholder theory. Academy of management
review, 24(2), pp.206-221.

Jonker, J. & Pennink, B. 2010. The essence of research methodology: a concise guide for
master and PhD students in management science. Springer Science & Business Media.

Kaid, L. L., & Holtz-Bacha, C. (Eds.) (2006). The SAGE Handbook of Political Advertising.
London: Sage.

Kaid, L.L. 2004. Handbook of political Communication Research, Lawrence Erlbaum
Associates, Publishers, LONDON.

Kaplan, B. &Maxwell, J.A. 2005. Qualitative research methods for evaluating computer
information systems. In Evaluating the organizational impact of healthcare information systems

181



(pp. 30-55). Springer New York.

Kent, M.L. & Taylor, M. 2002. Toward a dialogic theory of public relations. Public relations
review, 28(1), pp.21-37.

Kent, M.L. and Taylor, M., 1998. Building dialogic relationships through the World Wide Web.
Public relations review, 24 (3), pp.321-334.

Kent, M.L., Taylor, M. and White, W.J., 2003. The relationship between Web site design and
organizational responsiveness to stakeholders. Public relations review, 29(1), pp.63-77.

Kiousis, S., Mitrook, M., Wu, X. and Seltzer, T., 2006. First and second-level agenda building
and agenda setting effects: Exploring the linkages among candidates news releases, media
coverage, and public opinion during the 2002 Florida gubernational election. Journal of Public
Relations Research, 18(3), pp.265-285.

Klapper, J.T., 1960. The effects of mass communication.

Klein, H.K. & Myers, M.D. 1999. A set of principles for conducting and evaluating interpretive
field studies in information systems. MIS quarterly, pp.67-93.

Kogler, S.B., 2016. The art practice of Carlos Motta and the archive as tool for re-enactment
and communication. World Art, 6(1), pp.147-167.

Kondracki, N.L., Wellman, N.S. & Amundson, D.R. 2002. Content analysis: review of methods
and their applications in nutrition education. Journal of nutrition education and behavior, 34(4),
pp.224-230.rom.

Lancaster, G. and Luck, D., 2010. Applications of customer relationship Marketing in the UK
Hospitality Industry. International Journal of Customer Relationship Marketing and Management
(IICRMM), 1(4), pp.1-21.

L’Etang, J., 2008. Writing PR history: issues, methods and politics. Journal of Communication
Management 12, no.4 (2008): 319-335.

Labaree, R.V., 2009. Research Guides: Organizing Your Social Sciences Research Paper:
Types of Research Designs.

Lamme, M. O., & Russell, K. M. (2010). Removing the Spin: Toward a New Theory of Public
Relations Research. Journalism & Communication Monographs, 11(4), 281- 362.

Moloney, K., 2006. Rethinking public relations: PR propaganda and democracy. Routledge.
Lang, G. E., & Lang, K. (1981). Watergate: An exploration of the agenda-building process. In G.
C. Wilhoit&H. de Bock (Eds.), Mass communication review yearbook (Vol. 2, pp. 447—-468).
Beverly Hills, CA: Sage.

Corthell, A., 2008. Public Relations and Politics: Background and Contemporary Practice. Public
Relations Theory&Practice”,(JMC 68000). Public Relations Special Report, 10, p.2008.

Laskin, A.V. 2009. The evolution of models of public relations: an outsider's perspective.
Journal of Communication Management, 13(1), pp.37-54.

182



Lasswell, H.D. 1936. Politics: who gets what, when, how. Whittlesey House: New York.

Lasswell, H.D. 1948. The structure and function of communication in society. The
communication of ideas, 37.

Laughey, D. 2007. Key themes in media theory. McGraw-Hill International.

Ledingham, J.A. 2003. Explicating relationship management as a general theory of public
relations. Journal of Public Relations Research, 15(2):181-198.

Ledingham, J.A. & Bruning, S.D. 2001. Managing community relationships to maximise mutual
benefit: doing well by doing good. Handbook of public relations, 527-534.

Ledingham, J.A. and Bruning, S.D., 1998. Relationship management in public relations:
Dimensions of an organization-public relationship. Public relations review, 24(1), pp.55-65.

Lees-Marshment, J. 2001. Political marketing and British political parties: The party's just
begun. Manchester University Press.

Leftwich, A., 2015. What is politics: The Activity and its study. John Wiley & Sons.

Leichty, G. & Warner, E. (2001). Cultural topoi: implications for public relations. In R. Heath
(Ed.), Handbook of Public Relations (pp. 61-74). Thousand Oaks, CA: Sage.

Leichty, G. and Warner, E., 2001. Cultural topoi: Implications for public relations. Handbook of
public relations, pp.61-74.

Lengauer, G., Esser, F., & Berganza, R. (2012). Negativity in Political News: A Review of
Concepts, Operationalizations and Key Findings. Journalism, 13(2), 197-202.

Lilleker, D.G. 2006. Key concepts in political communication. Sage.

Lilleker, D.G. & Negrine, R. 2006. Mapping a market-orientation: can we only detect political
marketing through the lens of hindsight. Winning elections with political marketing, pp.33-58.

Lin, N. 1971. Information flow, influence flow and the decision-making process. Journalism
and Mass Communication Quarterly, 48(1), p.33.

Lincoln, Y. S., & Guba, E. G. 1985. Naturalistic inquiry. Sage: Beverly Hills, CA.
Lippmann, W., 1922. The world outside and the pictures in our heads.
Littlejohn, S.W. 1992. Theories of human communication. Belmont, CA: Wadsworth.

Lock, A., & Harris, P. (1996). Political Marketing — Vive La Différence! European Journal of
Marketing, 30(10/11), 14-24

Long, L.W. & Hazelton, V. 1987. Public relations: a theoretical and practical response. Public
Relations Review, 13(2), pp.3-13.

183



Louw, E. 2010. The Media and Political Process. SAGE Publication.

Lubbe. & Puth. 2000. Public relations in South Africa: a management reader. Heinemann:
Pretoria.

Mackey, S. 2003. Changing vistas in public relations theory. PRism 1 (1). Available at:
http://www.praxis.bond.edu.au/prism/papers/refereed/paper3.pdf.

Macnamara, J.R., 2003. Mass Media Effects: A Review of 50 Years of Media Effects Research.

Mangen, A., 2013. The digitisation of narrative reading: theoretical considerations and empirical
evidence. The unbound book, pp.91-106.

Maree, K. 2007. First Steps in Research. Van Schaik: Pretoria.
Marshall, C. & Rossman, G.B. 2014. Designing qualitative research. Sage publications.

Martens, D. 2005. Research Methods in Education and Psychology: integrating Diversity with
guantitative approaches.

Martinelli, D. K. (2011). Political Public Relations: Remembering Its Roots and Classics. In J.
Stromback & S. Kiousis (Eds.), Political Public Relations. Principles and Applications (pp. 33-
53). New York: Routledge.

Mason, J. 2002. Qualitative Researching, 2™ ed. SAGE: London

McCombs, M. F. (1997, August). New frontiers in agenda-setting: Agendas of attributes and
frames. Paper presented at the annual convention of the Association for Education in
Journalism and Mass Communication, Chicago.

McCombs, M.E. and Shaw, D.L., 1972. The agenda setting function of mass media. Public
opinion quarterly, 36(2), pp.176-187.

McCombs. and Reynolds, A., 2009. How the news shapes our civic agenda. In Media effects
(pp. 17-32). Routledge.

McLeod, J. 2011. Qualitative research in counselling and psychotherapy. Sage.

McMillan, J. H., & Wergin, J. F. 2002. Understanding and Evaluating Educational Research
(2nd ed.). Merrill Prentice Hall: New Jersey.

McNair, B. 2011. An introduction to political communication. Routledge: USA.
McNair, B., 2003. News and Journalism in the UK. Routledge.

Mcquail, D. & Windhal, S. 1993. Communication models for the study of mass
communications, 2" edn. Pearson: Harlow.

McQuail, D., 1994. Mass communication. John Wiley & Sons, Inc.

McQuail, D., 2010. McQuail's mass communication theory. Sage publications.

184


http://www.praxis.bond.edu.au/prism/papers/refereed/paper3.pdf

Merriam, S.B. 1998. Qualitative research and case study applications in education. Revised
and expanded from. Jossey-Bass Publishers, 350 Sansome St, San Francisco, CA 94104.

Merriam, S.B. 2009. Qualitative research: a guide to design and implementation: revised and
expanded from gualitative research and case study applications in education. San Franscisco:
Jossey-Bass.

Martikainen, P., Martikainen, T. and Wass, H., 2005. The effect of socioeconomic factors on
voter turnout in Finland: A register-based study of 2.9 million voters. European journal of
political research, 44(5), pp.645-669.

Miles, M. B., & Huberman, A. M. 1994. Qualitative data analysis: An expanded source book
(2nd ed.). Sage: Thousand Oaks, CA.

Miles, S., 2012. Stakeholder: essentially contested or just confused?. Journal of Business
Ethics, 108(3), pp.285-298.

Mintzberg, H., 1994. The fall and rise of strategic planning. Harvard business review, 72(1),
pp.107-114.

Mitchell, R.K., Agle, B.R. and Wood, D.J., 1997. Toward a theory of stakeholder identification
and salience: Defining the principle of who and what really counts. Academy of management
review, 22(4), pp.853-886.

Moloney, K. 2006. Rethinking Public Relations. 2™ ed. Routledge: Abingdon.

Moloney, K. & Colmer, R. 2001. Does political PR enhance or trivialise democracy? The UK
general election 2001 as contest between presentation and substance. Journal of Marketing

Management, 17(9-10), pp.957-968.

Moloney, K. (2000), Rethinking Public Relations: The Spin and the Substance, Routledge,
London.

Mouton, J. 1996. Understanding social research. Van Schaik Publishers: Pretoria.

Mouton, J. 2001. How to succeed in your master's and doctoral studies. Van Schaik: Pretoria,
South Africa.

Myers, M.D. 2008. Qualitative Research in Business & Management, SAGE Publications.
Negrine, R. 1996. The Communication of Politics. Sage: London.

Neidhardt, F. 1994. Offentlichkeit, 6ffentliche meinung, soziale bewegungen. (In Neidhart, F.,
ed. Offentlichkeit, 6ffentliche meinung, soziale bewegungen. Opladen: Westdeutscher. p. 7-1).

Nel, F. ed. 2005. Writing for the media in Southern Africa. Oxford University Press: USA.

Neuendorf, Kimberley. 2002. The Content Analysis Guidebook. Sage Publications Inc:
California.

185



Newson, D., Turk, J & Kruckeberg, D. 2000. This is PR: the realities of Public Relations. 7th
ed. London: Thomson Learning.

Blythe, J., 2010. Trade fairs as communication: a new model. Journal of Business & Industrial
Marketing.

Nimmo, D., Combs, J., Political Communication, New York, Longman, 1983. Political Pundits,
Praeger, 1992: New York.

Noelle-Neumn, E., 1973. Kumulation, Konsonza und Offentlichkeit.

Stolle, D. and Hooghe, M., 2011. Shifting inequalities: Patterns of exclusion and inclusion in
emerging forms of political participation. European Societies, 13(1), pp.119-142.

Pyrak-Nolte, L.J. and Nolte, D.D., 2016. Approaching a universal scaling relationship between
fracture stiffness and fluid flow. Nature communications, 7, p.10663.

Denzin, N.K. and Lincoln, Y.S., 2013. Manual de investigacion cualitativa/The sage handbook of
gualitative research (No. 303.442). Gedisa,.

Norris, P., 2004. Global political communication. Comparing political communication : Theories,
cases and challenges, pp.115-50.

Odugbemi, A. (2008). Public opinion, the public sphere, and quality of governance: An

exploration. In S. Odugbemi & T. Jacobson (Eds.), Governance reform under real-world
conditions. Citizens, stakeholders, and voice (pp. 15-37). Washington, D.C.: The World Bank.

(p. 17).

Oliver, S., 2009. Public relations strategy. Kogan Page Publishers.

Olson, R (2008) Communication Day Convocation, Wilmington, NC.

O'Shaugnessy, J. & O'Shaughnessy, N. 2004. Persuasion in advertising. Routledge.

Pan, Z. and Kosicki, G.M., 1993. Framing analysis: an approach to news discourse. Political
communication, 10(1), pp.55-75.

Paré, G. and Elam, J.J. 1997. Using case study research to build theories of IT
implementation. In Information systems and qualitative research (pp. 542-568). Springer US.

Patton M.Q. 1990. Qualitative Evaluation and Research Methods 2nd edn. Sage, Newbury
Park, California

Patton, M. Q. 2002. Qualitative evaluation and research methods (3rd ed.). Thousand Oaks,
CA: Sage Publications, Inc.

Paul, C. 2011. Strategic Communication: origins, concepts, and current debates: origins,
concepts, and current debates. ABC-CLIO.

Pawar, M.S. ed. 2004. Data collecting methods and experiences: a guide for social
researchers. Sterling Publishers Pvt. Ltd.

186



Pearson, M. & Patching, R. 2008. Government media relations: a 'spin‘through the literature.
Humanities & Social Sciences papers, p.228.

Pearson, R. 1989. A theory of public relations ethics. Unpublished doctoral dissertation, Ohio
University, Athens, OH.

Perloff, R.M., 2013. Political communication: Politics, press, and public in America. Routledge.

Perloff, R.M., 2016. The Dynamics of Persuasion: Communication and Attitudes in the Twenty-
First Century.

Perse, E.M., & Lambe, J., 2017. Media Effects and Society. New York: Routledge.

Peter Bro & Filip Wallberg (2015) Gatekeeping in a Digital Era, Journalism Practice, 9:1, 92-
105, Routledge, London.

Pettigrew, A.M. 1985. Contextualist research and the study of organisational change
processes. Research methods in information systems, pp.53-78.

Petty, R. E. & Cacioppo, J.T. 1981. Attitudes and persuasion: classic and contemporary
approaches. Dubuque, IA: Brown.

Pfau, M., & Wan, H-H. (2006). Persuasion: An Intrinsic Function of Public Relations. In C. H.
Botan & V. Hazleton (Eds.), Public Relations Theory Il (pp. 101-136). New York: Erlbaum.

Plouffe, D., 2009. The audacity to win: The inside story and lessons of Barack Obama's historic
victory. Viking.

Ponterotto, J.G. 2005. Qualitative research in counseling psychology: a primer on research
paradigms and philosophy of science. Journal of counseling psychology, 52(2), p.126.

Potter, W.J. & Levine-Donnerstein, D. 1999. Rethinking validity and reliability in content
analysis.

Powell, L. and Cowart, J., 2017. Political campaign communication: Inside and out. Routledge.

Powers, B.A., Knapp, T. and Knapp, T.R., 2010. Dictionary of nursing theory and research.
Springer Publishing Company.

Prasad, B.D. 2008. Content analysis. Research methods for social work, 5.
Pusey, M. 2002. Jurgen Habermas. Routledge.

Rallis, S.F. & Rossman, G.B. 2012. Learning in the field: an introduction to qualitative
research.

Regester, M. & Larkin, J. 2008. Risk issues and crisis management in public relations: a
casebook of best practice. Kogan Page Publishers.

Rensburg, R.S. and Cant, M.C. eds., 2009. Public relations: African perspectives. Heinemann.

187



Retief, J. 2002. Media ethics: an introduction to responsible journalism. Oxford University
Press: USA.

Retief, J., 2002. Media ethics: An introduction to responsible journalism. Oxford University
Press, USA.

Rideout, V. 2015. The common sense census: media use by tweens and teens. Common
Sense Media. Available at https://www. commonsensemedia.
org/sites/default/files/uploads/research/census_researchreport. pdf [Accessed 3 February
2016].

Ritchie, J., Lewis, J., Nicholls, C.M. and Ormston, R. eds., 2013. Qualitative research practice:
A guide for social science students and researchers. sage.

Robbins, S. P. 1998. Organisation Theory: Structures, Designs, and Applications, 3/e. Pearson
Education India.

Rogers, E. M. & Storey, J. D., 1987. Communication campaigns. In: C. R. Berger & C. H.
Chaffee, eds. Handbook of Communication Science. Newbury Park, California: Sage
Publications Inc, p. 817.

Romarheim, A.G. 2005. Crossfire of fear: propaganda in the US War on terrorism.

Roper, J., 2005. Symmetrical communication: excellent public relations or a strategy for
hegemony?. Journal of Public Relations Research, 17(1),pp.69-86.

Rosen, Jay. 1999. What Are Journalist For? New Haven: Yale University Press.

Rubin A, Babbie E. 2001. Research Methods for Social Work. 4th Edition. Belmont:
Wadworth.

Rubin, A. & Babbie, E.R. 2011. Qualitative research: general principles. Research methods for
social work, pp.436-455.

Rule, P. & John, V. 2011. Your guide to case study research. Van Schaik: Pretoria.

Salvaggio, Jerry L. (ed.). 1989. The Information Society. Economic, Social, and Structural
Issues. Hillsdale, NJ: Erlbaum.

Sancar, G.A., 2013. Political public relations 2.0 and the use of Twitter of political leaders in
Turkey. Online Journal of Communication and Media technologies, 3(1), p.181.

Sandberg, J. 2005. How do we justify knowledge produced within interpretive approaches?.
Organisational Research Methods, 8(1), pp.41-68.

Sandelowski M. 1995. Focus on qualitative methods: sample size in qualitative research.
Research in Nursing and Health 18,179-183.

Sanders, K. 2011. Political public relations and government communication. Political Public
Relations. Principles and Applications, pp.254-273.

188



Sandhu, S., 2009. Strategic communication: An institutional perspective. International Journal of
Strategic Communication, 3(2), pp.72-92.

Sartori, G., 1976. Parties and Party Systems: Volume 1: A Framework for Analysis (Vol. 1).
CUP Archive.

Saunders, M.N. 2011. Research methods for business students, 5/e. Pearson Education India.

Scheufele, D.A. and Tewksbury, D., 2007. Framing, agenda setting, and priming: The evolution
of three media effects models. Journal of communication, 57(1), pp.9-20.

Schilling, J. 2006. On the pragmatics of qualitative assessment. European Journal of
Psychological Assessment, 22(1), pp.28-37.

Schimank, U., 2005. ‘New public management’and the academic profession: Reflections on the
German situation. Minerva, 43(4), pp.361-376.

Schramm, W. 1971. The nature of communication between humans. The process and effects
of mass communication, pp.3-53.

Schramm, W., 1954. How communication works. The process and effects of mass
communication, pp.3-26.

Schurink, E. and Auriacombe, C.J., 2010. Theory development: enhancing the quality of the
case study as research strategy in qualitative research. Journal of public administration, 45(3),
pp.435-455.

Schwandt, T.A. 1994. Constructivist, interpretivist approaches to human inquiry.

Searle, J.R. 1995. The construction of social reality. Simon and Schuster.

Seitel, P. 2007. The practice of public relations. 10th ed. Upper Saddle River, NJ: Pearson.

Semetko, H.A. & Scammell, M. eds. 2012. The Sage handbook of political communication.
Sage Publications.

Shannon, C.E. & Weaver, W. 1949. The mathematical theory of communication. University of
lllinois Press: Urbana.

Shenton, A., 2003. Strategies for ensuring trustworthiness in qualitative research projects.
Viitattu 23.4.2015.

Shmueli, D., Warfield, W. and Kaufman, S., 2009. Enhancing community leadership negotiation
skills to build civic capacity. Negotiation Journal, 25(2), pp.249-266.

Shoemaker, C.H., Teng, C.C., Vidos, H.C. and Gibson, J.C., Microsoft Corp, 2008. Systems
and methods for determining remote device media capabilities. U.S Patent7, 418,472.

Shoemaker, P.J. and Riccio, J.R., 2016. Gatekeeping. John Wiley & Sons, Inc..

Shoemaker, P.J., Eichholz, M., Kim, E. and Wrigley, b., 2001. Individual and routine forces in

189



gatekeeping. Journalism & mass communication quarterly, 78(2), pp.233-246.

Shoemaker, P.J. and Vos, T.P., 2014. Media gatekeeping. In An integrated approach to
communication theory and research (pp. 89-103). Routledge.

McCombs M. Agenda-Setting. The Blackwell Encyclopedia of Sociology. 2007 Feb 15:1-2.

Silverman, D. 2004. Qualitative Research. Theory, Method and Practice (2nd ed.). Sage
Publications: London.

Silverman, D. 2013. Doing qualitative research: a practical handbook. SAGE Publications
Limited.

Simons, H. ed. 1980. Towards a Science of the Singular (pp. 45-61). Norwich: Centre for
Applied Research in Education, University of East Anglia.

Singer, J.B., 2005. The political j-blogger: ‘Normalizing’a new media form to fit old norms and
practices. Journalism, 6(2), pp.173-198.

Singer, J.B., 2016. Transmission Creep: Media effects theories and journalism studies in a
digital era. Journalism Studies, pp.1-18.

Skinner, C. Von Essen, L. & Mersham, G. 2004. Handbook of Public Relations. 7th Edition,
Oxford University Press: Cape Town.

Smith, R.D. 2013. Strategic planning for public relations. Routledge.

Somerville, I. and Ramsey, P., 2012. Public relations and politics. The public relations
handbook, pp.38-59.

Stake, R. E. 1995. The art of case study research. Sage: Thousand Oaks, CA.
Stauber, J & Rampton, S. 2004. Toxic sludge is good for you. Robinson: London.

Stemler, S. 2001. An overview of content analysis. Practical assessment, research &
evaluation, 7(17), pp.137-146.

Stemler, S.& Bebell, D. 1999. An Empirical Approach to Understanding and Analysing the
Mission Statements of Selected Educational Institutions.

Stempel, G.H. 1989. Content analysis. Research methods in mass communication, 2, pp.124-
136.

Stenbacka, C. 2001. Qualitative research requires quality concepts of its own. Management
decision, 39(7), pp.551-556.

Stewart, D.W. & Kamins, M.A. 1993. Secondary research: Information sources and methods
(Vol. 4). Sage.

Steyn, B. 2004. From strategy to corporate communication strategy: a conceptualisation.
Journal of Communication Management, 8(2), pp.168-183.

190



Stroh, U., 2007. Relationships and participation: A complexity science approach to change
communication. International Journal of Strategic Communication, 1(2), pp.123-137.

Stromback, J. & Kiousis, S (2011) Political Public Relations: Defining and Mappingg an
Emergent Field. In J Stromback & S. Kiousis (Eds) Political Public Relations, Principles and
Applications. New York, Routledge.

Stromback, J. & Kiousis, S (2011b) Political Public Relations, Principles and Applications (pp. 1-
32) New York, Routledge.

Stromback, J. & Kiousis, S (2013) Political public relations: old practice, new theory building.
Public relations journal Vol 7, No 4

Strombéack, J., & Kiousis, S. (2011a). Political Public Relations: Defining and Mapping an
Emergent Field. In J. Strémbéck & S. Kiousis (Eds.), Political Public Relations. Principles and
Applications (pp. 1-32). New York: Routledge.

Stromback, J., & Kiousis, S. (Eds.) (2011b). Political Public Relations. Principles and
Applications. New York: Routledge.

Stromback, J., 2008. Four phases of mediatisation: An analysis of the mediatisation of politics.
The international journal of press/politics, 13(3), pp.228-246.

Stromback, J., Mitrook, M. A., & Kiousis, S. (2010). Bridging Two Schools of Thought:
Applications of Public Relations Theory to Political Marketing. Journal of Political Marketing,
9(1/2), 73-92.

Sturdivant, F.D. & Vernon-Wortzel, H. 1990. Business and society: a managerial approach.
Fourth edition. Homewood, lllinois: Irwin.

Taylor, C. (2010). Integrated marketing communications in 2010 and beyond. International
Journal of Advertising, 29 (2), 161-164.

Taylor, M. and Kent, M.L., 2014. Dialogic engagement: Clarifying foundational concepts. Journal
of Public Relations Research, 26(5), pp.384-398.

Taylor, M., 2010. Public relations in the enactment of civil society. The SAGE handbook of
public relations, pp.5-16.

Theodonis, I., Kiousis, N., Kalitsov, A., Chshiev, M. and Butler, W.H., 2006. Anomalous bias
dependence of spin torque in magnetic tunnel junctions. Physical review letters, 97(23),
p.237205.

Chickering, D.M., Paek, T.S. and Horvitz, E.J., Microsoft Corp, 2010. Thompson strategy based
online reinforcement learning system for action selection. U.S. Patent 7,707,131.

Theunissen, P. and Noordin, W.N.W., 2012. Revisiting the concept “dialogue” in public relations.
Public Relations Review, 38(1), pp.5-13.

Thompson, J.L. 1995. Strategy in action. Chapman & Hall.

191



Thyer, B. ed. 2010. The handbook of social work research methods. Sage.

Trochim, W. M. K. 2001. Reliability and Validity. Retrieved 19 April 2015, from
http://www.trochim.human.cormell.edu/kb/rel&val.html

Trochim, W.M. & Donnelly, J.P. 2001. Research methods knowledge base.

van Aelst, P., van Holsteyn, J., & Koole, R. (2012). Party Members as Part-Time Marketers:
Using Relationship Marketing to Demonstrate the Importance of Rankand-File Party Members in
Election Campaigns. In J. Lees-Marshment (Ed.), The Routledge Handbook of Political
Marketing (pp. 151-163). London: Routledge.

van Biezen I., Mair P., & Poguntke, T. (2012). Going, going, ... gone? The decline of party
membership in contemporary Europe. European Journal of Political Research, 51(1), 24-56

van der Walt, L., 2015. Assessing organisational communication. In: G. Angelopulo & R. Barker,
eds. Integrated organisational communication. Cape Town: Juta & Co, pp. 397-424.

van Riel, C. B. M., & Fombrun, C. J. (2007). Essentials of Corporate Communication.
Implementing Practices for Effective Reputation Management. New York: Routledge.

Van Ruler. 2004. The communication grid: an introduction of a model of four communication
strategies. Public Relations Review, 30:123-143.

Parry, G. and Moyser, G., 2000. More patrticipation, more democracy. Democracy: a reader.

Verba, S., Schlozman, K.L. and Brady, H.E., 2000. Rational action and political activity. Journal
of theoretical Politics, 12(3), pp.243-268.

Verderber, R. F., & Verderber, K. S. (1995). Inter-act: Using interpersonal communication skills
(7th ed.). Belmont, CA: Wadsworth.

Vilamar. L. 2012. Political communications and propaganda.
http://www.slideshare.net/Ramillav/political-communications-and-propaganda Date of access: 9
Sept. 2014.

Waddington, S. 2012. A critical review of the Four Models of Public Relations and the
Excellence Theory in an era of digital communication, In CIPR Chartered Practitioner Paper.

Wahl-Jorgensen, K. and Hanitzsch, T. eds., 2009. The handbook of journalism studies.
Routledge.

Wahyuni, D. 2012. The research design maze: Understanding paradigms, cases, methods and
methodologies. Journal of applied management accounting research, 10(1), pp.69-80.

Walsham, G. 1995. Interpretive case studies in IS research: nature and method. European
Journal of information systems, 4(2), pp.74-81.

Ward, S. J., 2009. Journalism ethics. The handbook of journalism studies, pp.295-309.

Pal, L.A., 1997. Beyond policy analysis: Public issue management in turbulent times (pp. 217-

192


http://www.trochim.human.cormell.edu/kb/rel&val.html
http://www.slideshare.net/Ramillav/political-communications-and-propaganda

221). Scarborough, Ontario: ITP Nelson.

Kramar, R., 2014. Beyond strategic human resource management: is sustainable human
resource management the next approach?. The International Journal of Human Resource
Management, 25(8), pp.1069-1089.

Weaver, D. H., & Willnat, L. (Eds.) (2012). The Global Journalist in the 21st Century. New York:
Routledge.

Weber, R.P. 1990. Basic content analysis (No. 49). Sage.

Welch, M. & Jackson, P.R. 2007. Rethinking internal communication: a stakeholder approach.
Corporate Communications: An International Journal, 12(2), pp.177-198.

Wellman, M.P., Reeves, D.M., Lochner, K.M. and Suri, R., 2005. Searching for walverine 2005.
In Agent-Mediated Electronic Commerce. Designing Trading Agents and Mechanisms (pp. 157-
170). Springer, Berlin, Heidelberg.

Welman, Kruger & Mitchell. 2005. Research Methodology. Oxford University Press: Cape
Town.

Wheeldon, J. & Ahlberg, M.K. 2011. Visualizing social science research: Maps, methods, &
meaning. Sage.

White J., & Dozier, D.M. 1992. Public relations and management decision making. Excellence
in public relations and communication management, 91-108.

White, D.M., 1950. The “gate keeper”: A case study in the selection of news. Journalism
Bulletin, 27(4), pp.383-390.

Wildemuth, B.M. & Zhang, Y. 2009. Qualitative analysis of content.

Winter, J.P. and Eyal, C.H., 1981. Agenda setting for the civil rights issue. Public opinion
guarterly, 45(3), pp.376-383.

Wolfsfeld, G. 2011. Making sense of media and politics: five principles in political
communication. Taylor & Francis.

YIN, R., 1994. Case study research. Design and methods. red., Thousand Oaks CA, Sage
publications.

Yin, R., 2003. K. 2003. Case study research: Design and methods. Sage Publications, Inc, 5,
p.11.

Zhao, F., Wei, L. and Chen, H., 2016. Optimal time allocation for wireless information and power
transfer in wireless powered communication systems. |IEEE Transactions on Vehicular
Technology, 65(3), pp.1830-1835.

Zhou, Y. and Moy, P., 2007. Parsing framing processes: The interplay between online public
opinion and the media coverage. Journal of communication, 57(1), pp.79-98.

193



194



APPENDIX 1: CONTENT ANALYSIS



Cape Times Newspaper from January 8 to May 7,
2014 (May 7, 2014 is election day) Political party
political party

No

p.9

p.5

p.1

p.4

p.4

p.4

p.4
p.4

p.5

p.5

p.1

p.4

p.1

p.4
p.4
p.5
p.5
p.5
p.4
p.5

p.4
p.1

p.4

p.1
p.4
p.4

p.3

p.4

Date

08-01-2014

08-01-2014

09-01-2014

10-01-2014

10-01-2014

10-01-2014

13-01-2014
13-01-2014

14-01-2014

14-01-2014

15-01-2014

16-01-2014

17-01-2014

20-01-2014
20-01-2014
21-01-2014
21-01-2014
21-01-2014

22-01-2014
23-01-2014

24-01-2014
24-01-2014

24-01-2014

28-01-2014

28-01-2014
30-01-2014

DA

Agang
SA

ANC

ANC

DA

ANC

ANC
(Zuma)
ANC

DA,
Mmusi
Maiman

ANC

DA

DA
(zille,
De Lille)
EFF
ANC
ANC

EFF

DA

DA

ANC
(Zuma)

DA
DA

ANC

DA

ANC
DA

EFF

Agang

Category

education

finances

politics

politics

education

politics, social

politics, elections

Nkandla report

elections

electoral campaign

electoral campaign

finances

environment

electoral campaign
electoral campaign
electoral campaign
politics

politics

party elections

judiciary status

Lithuli House protest

Social
elections

party elections 2

elections

party merging

Headlines

Why unbelievable matric results fail the credibility

test and must be audited

Financially troubled Agang seeks reform of

political party funding

ANC will rule SA for ever, says, Zuma

ANC hustles poster encouring young people to get

DA denies Nehawu's 'neglect' chrage

We've got 400 000 members, claims Malema

Zuma the right man to lead poll campaign

Nkandla may hurt ANC at polls study

ANC seeks the help of smaller parties

Zumais killing party in Gauteng

ANC and Economic Freedom Fighters to launch

campaign trail in province

DA standsby cabinet 'weather report'; gloomy with

afew ray of sunshine

Pleato Zille, De Lille on fires in Masiphumelele

Workers can be farm bosses- Malema
Don’t just shout: vote, Duarte tells local ANC

The DA'scandidate lists will be set this weekend

IFP, EFF, bury the hatchet- for now

The DA'scandidate lists will be set this weekend
DA members jumpy ahead of meeting on MP

Zuma gives date for judges 'disclosure

DA march is an attack on the ANC, says SACP

Informal settlement sanitation protest to go ahead

without religious leaders

ANC's top six prepare for all-important NEC

meeting

Mayco members moving up in DA ranks

ANC polls initiation poster 'offensive’

Retract unilateral merger or resign, Ramphele told

Tone Control
DA + DA
DA - Jo
DA- Jo
DA- Jo

DA -/ manifesJO

N Jo
N Jo
N Jo
DA- Jo
DA+ Jo
DA- Jo
DA- Jo
DA- Jo
N Jo
DA- Jo
N Jo
N Jo
N Jo
DA- Jo
N Jo
DA- Jo
DA- Jo
N Jo
N Jo
N Jo
N Jo

Power

Rat

mani

Rat

mani

Rat

Rat

mani

Rat

Rat

Rat

Rat

Rat

Rat

Rat
Rat
Rat
Rat
Rat

Rat
Rat

mani

Rat

Rat

Rat

Rat
Rat

Purpose

Direction PDC, IPI,

BUP

BUP

TOPB

TOPB

BUP

SIDW
TOPD

TOPD

TOPD

TOPD

TOPD

TOPD

BUP

BUP
TOPD
SIDW
SIDW
BUP

SIDW
TOPD

TOPD
BUP

TOPD

SIDW

SIDW
SIDW

(persua (infor

de,
Per

Per

Per

Per

Per

Per

Per

Per

Per

Per

Per

m,

Inf

Inf

Int

Int

Inf

Per

Inf

Int

Inf
Inf

Inf

Inf

Inf

Commu Notes

nicatio
n
Per

DOl

Per

Per

Per
DOI

Per

PA

Per

Per

DOl
DOl

DOl
Per
DOl

DOl
ple]]

ple]]
ple]]

Per

DOl

ple]]

DOI

DA calls on standardisation of the
MAC marks

DA not mentioned in story, story
mentions Agang, EFF and ANC

Journalist reports on what Zuma
said, in quoting him throughout the
Journalist reports on concerns
raised from ANC poster's message
'hustle' throughout the article

DA accused of neglec toward the
improvement of education in
poorer communities

Journalist reports on EFF members
chart

ANC manifesto

Nkandla scandal may hurt ANC at
polls

ANC calling smaller parties in
Western cape to joinin

ANC may be brought down in
Gauteng in actual election
compared to pevious years

ANC and Economic Freedom
Fighters campaign trail in province

DA stands by cabinet over its report

Pleato Zille on fires issue

Malema whining on lands
ANC calling for votes

DA candidate list

IFP, EFF bury the hatchet

DA, vows at corruption

DA meeting on MP candidates

Zuma giving dates for judges
disclosure

DA march

Informal areas can't be policed

ANC's top six prepare for al
important NEC meeting

DA ranks

ANC poster

failed merging between AgangSA
and DA






APPENDIX 2: D A MANIFESTO

Manefisto - DA
Editorial

Priorities

ANC Changed: Forgotten hope and promise of 1994
Mandela / Mbeki: There was service delivery. Under Zuma there is not.
Unemployment
Crime
Corruption
Education

Together for Change (Government that offers opportunies for all)
Opportunities for all
Stop government corruption
Consituency based electoral system
Improve policing & safety (Stop crime)
Fight gangsterism and drugs
Quality affordable health care
PPP
Social grants
Land Reform
Together for Jobs (Economic growth of 8% and 6-million real jobs)
Quality education
Funding of HET for poor qualified students
Internships - work experience for job seekers
EPWP Opportunities
Encourage entrepreneurship
BEE - Rewards companies that invest in workers and create jobs

See Jobs

Corruption

Crime / Safety

Social grants

Land reform

Jobs (Unemployment/ Eco growt
Education

15

BN R R

Crime / Safety
Social grants
Land reform
Education

E-Tolls

Gauteng

CTICC

SABC

Status - Election
Jobs (Unemployment/
General Service
Counterpunching
Leadership
Corruption

19 Stories on Manifesto

47

O 00 NP NP PP R R

o
(S, I



APPENDIX 3: CONCEPTUAL FRAMEWORK

Political party campaign communication Control  Content Purpose
Messages: control, influence, power and authority; and framing v v v
Actors: media and political actors v v v
Strategy: political and public relations communication strategy v v v
Issues management: v v
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