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ABSTRACT

Accordingtoscholars,theuseofmediatizationcouldbeunderstoodasacommunicativerepresentation
ofpoliticiansorspindoctoring,buteitherway,itendsinself-representationandin“self-initiated
stage-management.”However,thesocialmediaenvironmentcouldgiveanewperspectiveonthe
communicationof thepoliticalactors inpoliticalcommunication.Thiscommunicationcouldbe
seenasself-broadcastingthatcouldbeconceptualizedasattention-basedpolitics.Thisarticleaims
togiveabriefintroductiontoatheoreticalframeworkofthephenomenonandtoprovideresearch
directionsinordertounderstandpolitician’sstrategiesinattraction,maximization,andthedirection
theattentionoffollowersandjournalists.
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INTRodUCTIoN

Theonlineenvironmentof thepolitical landscapeisrapidlychanging.Thechangeisnotmerely
thequestionofthetechnology,butthebehaviorsofitsusers,aswell.Suchtrendscanbeobserved
inthenatureofcampaigningortherelationshipbetweencitizensandpoliticians.Theresultofthis
connectionendsindifferentrelations.Forinstance,inCentralandEasternEurope,politicianswill
doalotinordertoreachtheirelectoratethroughthemedia.Thisattitudewillendinmedia–politics
relationshipthatemphasizesthe‘logicofpoliticsovermedia’andkeepsthe‘logicofmediaover
politics’inthebackground(Surowiec&Štětka,2019).Inothercountries,onecanwitnesstheincreased
activityofpoliticiansononlinesocialnetworks,especiallyonFacebook,TwitterandYouTube,with
therapidgrowthofTikTokinbehind.Thesechannelsdemanddifferentcommunicationtechniques
asopposedtothepreviousmedia(e.g.,websites,TVandradiochannels,newspapers),thathavebeen
successfullyadoptedbythepoliticians.Inthisenvironment,itisnotenoughtocommunicateandwait
fortheeditorstoputthemainpointofapoliticians’messageintoausableform.

Similarly,tothecelebrities,politicianshavetooperatea‘customerservice’(Kwaketal.,2010,
p.593).Politicians’communicationwarnthatthesignificanceofpersonalizedpoliticshasincreased
(Bennett,2012).Still,thereisnothingnewunderthesun,thepoliticianswanttocommunicatewiththe
citizens,justtheuseofthecommunicationchannelsandtheirbehaviorbehindthisusagehaschanged.
Acommoncharacteristicofthebehavioristhatpoliticians’communicationtypicallyleaveasmall
spaceforinteraction.Atthesametime,politiciansarehavingmorefollowersonaverageandthey
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shouldbeactivelyinvolvedinmoreconversations(Crawford,2009,p.530).However,involvement
isnotenough.Toreachnewfollowersorvoterspoliticiansshouldbemorevisible.Forthisreason,
keepingofattentiongetsagreaterrolebecausepoliticiansshouldfightforthefollowerswithother
contentproviders,aswell.Itisnolongertheexclusiveresponsibilityofmediacompaniestogetand
keepaudienceandincreasetheirnumberforthepoliticians.

Researchofpoliticalattention(e.g.,agenda-setting)isapopulartopicinsocialsciences.However,
theresearchonpoliticians’abilitytoreach,keep,andmaximizetheattentionoftheirfollowersis
notanalyzedthoroughlyintheliterature.Thisstudyaimstoproposeanunderdevelopedresearch
field.Thestartingpointisthatthepartiesandpoliticianshavebeenabletoadaptexceptionallywell
to thedifferentmediaand technological-technical revolutions from the telegraph to the internet.
Thecommunicationofthepoliticalactorshasbeenevolvingtogetherwiththemediaandtheactual
trendsofsocialcommunication.Theendofthisprocessisthatpoliticiandonotonlyfightwithother
politiciansfortheopinionleaderpositionbutoftenwithnon-politicalactorsaswell.Anexamplewill
giveashortlookathowthisworktoday.Sure,politiciansdenythiskindoffightforattention,saying,
thattheirsocialrolerentspoliticsaplaceinpublicity.However,practiceshowsthattheattentionpaid
tothemisdecreasingwiththeincreaseinthenumberofpeoplewhoareapolitical,disillusioned,
disappointedandpeoplewithothernegativeattitudes.

Meanwhile,therearepublicactorswhobecamecelebrities-influencersfromeverydaypeople
appearing in the stage of publicity. Traditional opinion-forming media channels are losing their
significance,whilewiththespreadingofsmartdevicespeoplecommunicateindensenetworksofinter-
andmulti-personalrelations.Tofillthegapintheliterature,attention-basedpoliticswillbeintroduced.
Throughthisconceptthedevelopmentofcommonpatternsinpoliticalactors’communicationon
socialmediacanbedemonstrated.

THE oNLINE ENVIRoNMENT ANd PoLITICS

Theworksontheecosystemofonlinecampaigns,internettools,andsocialnetworkingsitesoften
includestudiesonshares,likes,contacts,informationexchanges,onlineactivism,etc.,andnaturallyon
theeffectsofcommunication.Earlydevelopmentsofthiswerewritteninapositivistattitudebecause
thefirst‘communities’workedbasedondirectelectronicdemocracy.1TheMillenniumyearschanged
thisattitudetowardstheinternetandonlinecommunities.Also,theaspecthadchangedhowpeople
useonlinecommunities.Theso-calleddarksideoftheinternetemergedtooandbecamevisiblein
research,forinstance,theterrorists’networks(Maréchal,2017;Orenstein&Kelemen,2017),the
supposedinterventionattemptsofRussiancrackersintheAmericanpresidentialelectionsandthe
Brexitreferendumin2016(Bessi&Ferrara,2016;Narayananetal.,2017),hatespeech(Rossetal.,
2016),andthespreadingoffakenews(Allcott&Gentzkow,2017;Berkowitz&Schwartz,2016)could
bementionedhere.Thelistcanbewellexpandeduntilitgetstotheuserswho,forexample,arealso
abletochallengethepositivistperceptionbydeliberatelyinsultingotherusers(Chengetal.,2017;
Pongó,2016).Thefairwarningofthesestudiesisthatthecommunicationenvironmenthaschanged
inthepastdecades,andthiskindofsituationinfluencestheeverydaylifeofpeople(Dimitrova&
Matthes,2018).Therealquestioniswhetherthereisanoticeableeffectintheirbehavior,couldit
stilldescribebytheimpactoftheearliermediums?

ScholarsstudyingthebehaviorofusersoreffectsofsocialmediaareoftenreferringtoTheWar
oftheWorldsthefamousradioplayofOrsonWelles’sTheMercuryTheatreontheAircompanyfrom
1938.Thislessontendstoshowhowthemediaworksandwhateffectsitcanhave.However,sincethen
itisknownthatmedia,aswellassocialmedia,worksabitdifferently.Still,theresultsaresimilar.A
possibleexampleofthisisthecasethathappenedaftertheAmericanpresidentialelectionsin2016
(Maheshwari,2016).AftertheelectionofDonaldTrumpon8thNovember,therewerespontaneous
demonstrationsagainstthepresident-elect.Thesedemonstrationsweremostlyorganizedandattended
bythevotersoftheDemocraticcandidate.TheAmericanright-wingmediadoubtedthegrass-root
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