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Abstract 
 
While much scholarship on political advertising examines regular 
presidential or parliamentary campaigns, less is known about how 
a context of “double elections” may influence the format and 
content of political advertising. This study attempts to fill this gap 
through quantitative and qualitative content analysis of the 2005 
Polish parliamentary and presidential campaign ads. Specifically, 
we examined strategies  used by political parties and presidential 
candidates to take advantage of the simultaneous presidential 
and parliamentary campaigns. Previous studies on Polish 
parliamentary and presidential campaigns have revealed that 
political parties might influence not only the process of a 
candidate’s nomination, but also the way candidates are 
presented in campaign messages. This study shows that once 
these two types of the elections are set within the frame of a few 
weeks, parliamentary elections seem to be of greater significance 
to political actors, while presidential campaigns are perceived as 
just an additional opportunity for political parties to promote 
themselves.    
 
Keywords: election campaign, political advertising, political 
communication, political actors.  
 
1. Introduction 
 
Although the history of modern democracy in post–communist 
countries is quite short, its mechanisms and instruments have 
been eagerly adopted by political actors. In Poland, political 
advertising was introduced as early as 1990, during the first free 
presidential election campaign after the communist regime 
collapsed in 1989. After almost five decades of a monopoly of the 
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communist party and its propaganda, political advertising was 
perceived as a symbol of a democratic political market where 
independent political actors may compete with each other by 
presenting their political agendas.     
 
Having none of their own traditions in modern political 
communication, Polish political actors quite frequently followed 
the patterns originating in the U.S., Great Britain, or France1. 
While in the 1990s some political actors were advised by foreign 
spin doctors (for example, in 1995 presidential candidate 
Aleksander Kwaśniewski was advised by Jacques Segue, 
previously employed by Francois Mitterand), nowadays they 
employ domestic political marketing advisers who were actually 
trained by foreign spin doctors2. Not surprisingly, a few Polish 
scholars in their analyses of the Polish political spots recognized 
several strategies and techniques previously used by American 
presidential candidates and the leaders of Western European 
political parties3.   
 
On the other hand, in Poland one could observe some specific 
features of post-communist countries, namely instability of the 

                                                
1  Marek Mazur, Marketing polityczny. Studium porównawcze prezydenckich kampanii wyborczych w 

USA i w Polsce [Political marketing. Presidential election campaigns in the U.S. and Poland – a comparative 

study] (Warszawa: Powszechne Wydawnictwo Naukowe, 2002). 

2  Marek Mazur, „Rola marketingu politycznego w kampanii wyborczej '2005 w Polsce” [Role of a 

political marketing in the election campaign of 2005 in Poland]. In Marketing polityczny. Szansa czy 

zagrożenie dla współczesnej demokracji? [Political marketing. A chance or a threat to the contemporary 

democracy?] edited by Piotr Pawełczyk (Poznań: Wydawnictwo Naukowe Instytutu Nauk Politycznych i 

Dziennikarstwa UAM, 2007), 193 – 204. 

3  See:  Bożena Dziemidok, Partie polityczne a wybory prezydenckie 1995 roku w Polsce [Political 

parties and presidential elections of 1995] (Lublin: Wydawnictwo Uniwersytetu im. Marii Curie – Skłodowskiej, 

1998); Mazur, Marketing polityczny; Marzena Cichosz, (Auto) kreacja wizerunku polityka na przykładzie 

wyborów prezydenckich w III RP [Self – creation of a politician's image: a case of the Polish presidential 

elections] (Toruń: Wydawnictwo Adam Marszałek, 2005); Agnieszka Stępińska, Marketingowe strategie 

wyborcze. Wybory prezydenckie w Polsce (1990 – 2000) [Marketing election strategies. Presidential elections 

in Poland (1990 - 2000)](Poznań: Wydawnictwo Naukowe Instytutu Nauk Politycznych i Dziennikarstwa UAM, 

2004). 
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political market and political identification of voters4. 
Furthermore, after a short period of social enthusiasm caused by 
the change of the political regime, a decent part of society felt 
disappointed and became fairly passive5. Since the late 1990s, 
more and more individuals have been loosing their interest and 
trust in political parties6. However, since other types of political 
and civic organizations are still underdeveloped, political parties 
have played a crucial role in political communication7.   
 
Thus, a vast majority of previous studies on Polish political 
campaigns have explored the directions of political market 
development, the relations between political parties and 
candidates and the predominant influence of political parties on 
the content of campaign messages in every every kind of  
election8.  
 
In 2005, because of a particular schedule of parliamentary and 
presidential elections, both Polish political actors and society 
faced the challenge of “double elections” for the first time since 
the political system's transformation in 1989. The fact that two 
                                                
4  Jacek Raciborski, Polskie wybory. Zachowania społeczne społeczeństwa polskiego 1989 – 1995 

[Polish elections.  Activities of the Polish society in 1989 – 1995](Warszawa: Wydawnictwo Naukowe Scholar, 

1997), 178 – 215. 

5  Krzysztof Korzeniowski, O psychospołecznych uwarunkowaniach zachowań wyborczych Polaków 

w latach dziewięćdziesiątych [On the psycho-social factors affecting election behaviors of the Polish society in 

the 1990s]. In Prognozy i wybory. Polska demokracja’95 [Predictions and elections. Polish democracy of 

1995] edited by Lena Kolarska – Bobińska and Ryszard Markowski (Warszawa: Instytut Studiów Politycznych 

PAN, 1997), 127 – 146. 

6  Krystyna Skarżyńska, Aktywność i bierność polityczna [Political activity and passivity]. In 

Psychologia polityczna [Political psychology] edited by Krystyna Skarżyńska (Poznań:  Wydawnictwo Zysk i S-

ka, 1999), 21 – 50.  

7  Barbara Frątczak – Rudnicka, Organizacje pozarządowe i społeczeństwo obywatelskie [NGOs and 

civic society]. In Jerzy J. Wiatr, Jacek Raciborski, Jerzy Bartkowski, Barbara Frątczak – Rudnicka, Jarosław 

Kilias, Demokracja polska 1989 – 2003 [Polish democracy 1989 – 2003] (Warszawa: Wydawnictwo Naukowe 

Scholar, 2003), 241 – 268.   

8  Agnieszka Stępińska, Wizerunek, program, czy partia? – audycje wyborcze kandydatów na urząd 

Prezydenta RP w 2005 r. [Image, agenda, or political party? Election messages of Polish presidential 

candidates of 2005]. In Czy upadek demokracji? Wymiar praktyczny [A fall of democracy? Practical 

dimension] edited by Andrzej Stelmach (Poznań: Wydawnictwo Naukowe Instytutu Nauk Politycznych i 

Dziennikarstwa UAM, 2007), 183 – 193.   
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elections took place in the same year was a consequence of the 
simultaneous end of the president’s and parliament’s terms, while 
the accumulation of the campaigns was a result of the political 
decision made by two parties governing in 2005, namely Sojusz 
Lewicy Demokratycznej (Democratic Left Alliance) and Polskie 
Stronnictwo Ludowe (Polish People’s Party). Specifically, the 
parliamentary election was set for the 25th of September 2005, 
with the presidential election on the 9th of October. Due to the 
Polish election law,  parties could officially advertise from 
September 9th–23rd, and presidential candidates from 
September 24–October 7.   
 
The idea of back-to-back elections were not popular in public 
opinion. Once the decision was announced, 62 percent of the 
voters felt disappointed and 76 percent agreed that politicians 
had made the decision exclusively according to their own 
interests. Voters had expected to have parliamentary elections in 
the spring of 2005, and the presidential election that fall9.  
 
While much political advertising scholarship examines regular 
presidential or parliamentary elections, less is known about how 
the context of simultaneous campaigns may influence the format 
and content of political advertising. The 2005 elections case 
created an unprecedented opportunity to examine strategies used 
by political parties and presidential candidates to take advantage 
of an unusual situation. Thus, this study attempts to fill this gap 
through quantitative and qualitative content analysis of the 2005 
Polish parliamentary and presidential campaign ads.   
 
The aim of this study is to examine the impact of the 'double 
elections' on the content of Polish election campaign programs 
and spots. In particular, the analysis addresses two main 
research areas: 
 
Q1: What strategies did political parties and presidential 
candidates use to take advantage of the ‘double elections’ 
situation used? 
                                                
9  Krzysztof Pankowski, Polacy o jesiennym terminie wyborów [Polish people about voting in fall], 

Centrum Badań Opinii Społecznej, No. 3291/2005. 
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Q2:  To what extent did political parties dominate the content of 
campaign messages? 
 
In order to understand the results, we need to put them into a 
broader political context. Hence, in the next section, I will provide 
some basic information about political actors and a legal 
framework of political advertising. Then, I will present the 
theoretical background to my study and follow it with the results 
of the previous empirical studies of Polish political 
communication. Based on that background, I will suggest two 
major research questions and two hypotheses. In the following 
sections, I will present the results of the study, the limitations 
and conclusions, with directions for further research.       
  
2. Context of Polish elections and campaigns  
Political system and election system 
 
One of the distinctive features of post-communist countries in the 
early 1990s was the rapid vivacity of the political market. Once 
the communist regime collapsed, numerous previously illegal 
political organizations decided to register themselves as regular 
political parties, and even more newly established political actors 
entered the scene10. As a result, in 1991 as many as 24 parties or 
political organizations entered parliament. The next stage was the 
stabilization of the political scene resulting in only 8 political 
organizations having their representatives in Sejm (a lower 
chamber of the Polish parliament) in 199311. From 1997–2005, 
the number of political organizations represented in parliament 
was usually around 6.  
 
It is worth mentioning that most of the current political parties 
have been built on previously existing coalitions or a single 
organizations operating under different labels12. Today, with a 
broad spectrum of political orientations and several right and left-

                                                
10  Raciborski, Polskie wybory, 29 30, 36 – 37. 

11  Ibid., 41 – 44, 50 – 51. 

12  Jerzy J. Wiatr, Narodziny i przemiany systemu wielopartyjnego [Origins and transformation of a 

multi-party system]. In Wiatr, Raciborski, Bartkowski, Frątczak – Rudnicka, Kilias, Demokracja polska, 177 – 

206. 
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wing political parties and a few more at the centre being 
represented in parliament, the Polish political market may be 
characterized as a stable multi-party system.  
 
On the other hand, in the previous two decades of democratic 
regime in Poland, every single parliamentary election resulted in 
the opposition taking opower, with Aleksander Kwaśniewski as 
the only president who has been re-elected (in 2000). It seems 
that Polish voters express their distrust and disappointment as 
soon as possible, giving no opportunity to those who in power to 
further their agendas. Not surprisingly though, political parties 
change their labels quite frequently and eagerly adapt their 
politics to the current social expectations and needs, hoping for a 
new chance13. Consequently, the level of competition between 
political parties is high enough to discourage them from building a 
tradition of long-standing coalitions.  
 
Despite the significant distrust of political parties in Poland, they 
are still dominant factors in all political processes. Since other 
political and civil organizations are still not well developed and 
established, individual political careers (including winning 
presidential elections) are almost unthinkable without support of 
a political party. Those political parties that have obtained at least 
3% of votes draw financial support from the state budget. 
Consequently, they can afford to establish themselves in most 
regions of the country (usually based in the offices of actual 
Members of Parliament). Therefore, political parties not only 
provide financial and logistic support for their candidates, they 
also play a crucial role in the process of candidate selection and 
nomination in all elections, including presidential ones14.  
 
Since political parties in Poland have not frequently used   
primary elections, a party leader, in a vast majority of cases, gets 
the nomination. Despite opinion polls that clearly show some 
candidates may have less than 1 percent of votes, political 
leaders still participate in elections to take advantage of the 
opportunity to present themselves and their parties in the media.    
                                                
13   Wiatr, Narodziny i przemiany, 181 – 182. 

14  Dziemidok, Partie polityczne, 9 – 43. Stępińska, Marketingowe strategie wyborcze, 93 – 101. 
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As a result, 26 of a total number of 52 candidates (50%) who ran 
for the Polish presidency from 1990 to 2005 were party leaders or 
party members, 23% were officially supported by political parties 
despite not being a party leader or even a member, and 13% 
might have been regarded as being politically independent, 
although two of them were indirectly and unofficially supported 
by some political organizations or groups15.  
 
In the 2005 parliamentary elections, 18 political parties and 
organizations registered their lists of candidates and at the 
beginning of the presidential race there were 16 candidates on 
the electoral list. Two candidates resigned a few weeks into their 
campaigns (Zbigniew Religa and Włodzimierz Cimoszewicz) and 
one candidate, Daniel Podrzycki, died in a car accident right 
before the presidential campaign in the media had started. One 
more candidate, Maciej Giertych, resigned during the final stage 
of the presidential campaign.  
 
Table 1 traces the relations between political parties (column A) 
and presidential candidates (column B). It clearly shows that as 
many as 11 out of 16 (69%) registered presidential candidates 
had strong political party ties: 9 candidates were either current or 
former leaders of the political parties and one candidate was a 
party member. 
  
Table 1.  Relations between political parties and 
presidential candidates in 2005  
Political party (A) Presidential 

candidate (B) 
Relations between  
(A) and (B) 

Prawo i Sprawiedliwość  
(Law and Justice) – PiS 

Lech Kaczyński „Honorary Chairman” 

Platforma Obywatelska  
(Civic Platform) - PO 

Donald Tusk Leader of the party 

Socjaldemokracja 
Polska  
(Social Democracy of 

Marek Borowski  Leader of the party 

                                                
15  Stępińska, Wizerunek, program, czy partia?, 185.  
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Poland) – SdPL 
Samoobrona (Self-
Defence) 

Andrzej Lepper Leader of the party 

Polskie Stronnictwo 
Ludowe (Polish People’s 
Party) – PSL 

Jarosław 
Kalinowski  

Former leader of the 
party, party member 

Konfederacja Polski 
Niepodległej  
(Confederation of 
Independent Poland) – 
KPN 

Adam Słomka Leader of the party 

Polska Partia Narodowa  
(Polish National Party) – 
PPN 

Leszek Bubel Leader of the party 

Liga Polskich Rodzin  
(League of Polish 
Families) - LPR  

Maciej Giertych Member of the party 

Independent  Stanisław 
Tymiński 

Candidate supported by 
Ogólnopolska Koalicja 
Obywatelska (Polish 
Civic Coalition) 

Independent Henryka 
Bochniarz 

-  

Independent Liwiusz Ilasz - 
Independent  Jan Pyszko A chairman of Polsko – 

Polonijna Organizacja 
Narodu Polskiego – Liga 
Polska (Polish Emigrants’ 
Organization of Polish 
Nation – Polish League) 

Platforma Janusza 
Korwin – Mikke  
(Janusz Korwin – 
Mikke’s Platform)  

Janusz Korwin – 
Mikke 

Leader of the party 

Polska Partia Pracy  
(Polish Labor Party) – 
PPP 

Daniel Podrzycki Leader of the party 

Sojusz Lewicy 
Demokratycznej  
(Democratic Left 
Alliance) – SLD 

Włodzimierz 
Cimoszewicz 

Supported by the party 

Independent Zbigniew Religa - 
Source: Stepinska, Wizerunek, program, czy partia?, 185. 
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Besides political parties mentioned in the first column (A) of Table 
1, there were several other parties participating in the 
parliamentary elections in 2005, namely: Partia Demokratyczna – 
demokraci.pl (Democratic Party – democrats.pl), Ruch 
Patriotyczny (Patriotic Movement), Ogólnopolska Koalicja 
Obywatelska (Polish Civic Coalition), Dom Ojczysty (Motherland’s 
House), Polska Konfederacja “Godność i Praca” (Polish 
Confederation “Dignity and Labor”), Centrum (Center), Inicjatywa 
RP (RP Initiative), Narodowe Odrodzenie Polski (National Revival 
of Poland). The opinion poll results showed that each of them 
might achieve less than 3 percent of votes in the elections16. As 
early as 2004 the competition between two right-wing political 
parties, Platforma Obywatelska (PO) and Prawo i Sprawiedliwość 
(PiS), became the pivot of the forthcoming campaign. Both of 
them were targeting similar groups of voters and their potential 
presidential candidates: Donald Tusk (a leader of PO) and Lech 
Kaczyński (a 'Honorary Chairman' of PiS) seemed to be the 
obvious main rivals. Once they officially decided to run for 
presidency, it became clear that the intensity of competition 
between the parties would double in the presidential race.  
 
On the left, there were two major competing parties: Sojusz 
Lewicy Demokratycznej (SLD) – a party launched by the former 
communist politicians soon after the communist party was 
dissolved, and Socjaldemokracja Polska (SdPL), launched in 
2004, after a split off from the SLD. Another significant 
participant of the 2005 elections was Polskie Stronnictwo Ludowe 
(PSL), traditionally and currently representing mostly farmers. 
Two more parties that entered parliament were the conservative 
right-wing Liga Polskich Rodzin (LPR) and the populist 
Samoobrona.  
      
2.1 The legal framework of political advertising in Poland 
 
It is worth mentioning that in Poland two types of broadcast 
advertising are distinguished: unpaid programs and paid spots. 
Political actors are allowed to purchase airtime in both 
                                                
16  Preferencje partyjne [Political preferences] Centrum Badań Opinii Społecznej (CBOS), No. BS 

34/2005; No. BS 150/2005; No. BS 160/2005.   
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commercial and public electronic media to broadcast their spots 
up to 15 days prior to the final 24 hours before election day. The 
programs, on the contrary, are broadcast exclusively on public 
radio and TV stations (again, 15 days prior to the 24 hours before 
election day).  
 
Interestingly, originally the election regulations did not mention 
commercial political advertisement at all. Although political ads 
have been broadcast since the mid-1990s in Poland, it was not 
until the parliamentary election of 2001 when paid and unpaid 
political advertisements were clearly defined in the Polish election 
law17.  Today, the election law regulates most of the aspects, 
including a period of broadcast, allocation of free broadcast time 
on public television and radio stations and the rules of purchasing 
advertising time in both types of media.  
 
As far as programs are concerned, regulations of the allocation of 
broadcast give an equal amount of time to all political parties and 
presidential candidates that have successfully gone through a 
process of registration. In the parliamentary elections to the 
Sejm, according to the election law, all registered election 
committees share a total number of 15 hours of free airtime on 
the national public TV stations and 30 hours on the national 
public radio plus 10 hours of free airtime on the regional public TV 
stations and 15 hours on the regional radio. Candidates to the 
Senat (the upper chamber) share 5 hours on the national TV 
stations and 10 hours on the radio stations plus 3 hours on the 
regional TV stations and 6 hours on the regional radio18.  
 
In presidential elections the general rules are the same (period, 
equal access and airtime allocation), but the number of hours are 
different. Namely, before the first turn of voting, presidential 
candidates share 25 hours of free airtime on the public TV 
stations and 35 hours on the radio stations, while before the 
second turn of voting the numbers are as following: 6 hours on 

                                                
17  Stępińska, Marketingowe strategie wyborcze, 115 - 116. 

18  Ustawa z dnia 12 kwietnia 2001 r. Ordynacja wyborcza do Sejmu Rzeczypospolitej Polskiej i 

Senatu Rzeczypospolitej Polskiej, Dz. U. 2007, Nr 190, poz. 1360. [Parliamentary election law]. 
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TV, 8 hours on the radio stations19. As a result, an actual amount 
of time given to political parties or presidential candidates varies 
every time, depending upon the number of political actors in the 
race. 
 
Furthermore, unpaid political advertisements are broadcast in 
blocks of programs without any break and a sequence of the ads’ 
presentation is fixed by drawing lots. The content of an ad may 
not be questioned or changed without a court’s permission. 
Consequently, political parties and presidential candidates may 
prepare their campaign messages freely in order to meet their 
objectives by using a variety of techniques20.  What is required by 
the election law is a sponsor identification note in every 
advertising. 
 
Since the campaign programs are broadcast as sets of messages 
at a particular period of the airtime (usually twice a day) on the 
public electronic media, only those who are indeed interested in 
this type of campaign message watch them and the average 
audience rate is about 2 to 5 percent21. On the other hand, these 
are much longer than paid spots. For example, in the 2005 
parliamentary election campaign, every program took about 4 
minutes.  
 
The paid spots, on the contrary, are broadcast among commercial 
advertisements during  selected periods, including the 'prime 
time' before or after popular newscasts or movies. Therefore, a 
potential and actual audience rate is much higher than that of 
programs22. However, since the airtime must be purchased, the 
mean duration of one message is 20 to 30 seconds.    
 
Paid campaign spots may be used in any kind of  campaigns. 
However, there are still some regulations that limit not only the 
period of broadcasting paid ads, but also the amount of money 

                                                
19  Ustawa z dnia 9 czerwca 2000, o wyborze Prezydenta Rzeczypopolitej Polskiej. Dz.U. 2000, Nr 

47, poz. 544. [Presidential election law]. 

20  Stępińska, Marketingowe strategie wyborcze, 113. 

21  Ibid., 220. 

22  Ibid. 
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that may be spent on a campaign (including advertising) and 
even prices (they must not be higher than 50 percent of the 
regular price of commercials). The aim of these regulations is not 
to give the bigger, richer and already established parties an 
advantage over smaller competitors and newcomers23.  
 
The election law prohibits candidates from making false or 
deceptive claims. While it may be difficult to distinguish truth 
from falsity, courts are expected to make every effort to 
determine whether a statement was false or misleading shouldr a 
candidate or party feel offended or accused. In such a case, the 
legal procedure implemented by the court is shorter than a 
regular one in order to stop illegal activity as soon as possible24.        
 
Additionally, during the last twenty-four hours prior to elections, 
any campaigning and canvassing in favor of a presidential 
candidate or political party is prohibited. Results of election polls 
are not be published at that time as well25. It is worth mentioning 
that the scheduling of the 2005 elections put this particular 
regulation in jeopardy. Since the last 24 hours of the 
parliamentary campaign were actually the first 24 hours of the 
presidential campaign, candidates running for presidency 
(especially those with party ties) faced a difficult situation. 
Eventually, all of them decided to postpone their campaign until 
the Monday after the parliamentary elections.     
 
3. Theoretical framework 
 
Because of the long tradition and pervasiveness of political 
advertising in American campaigns, there has been much 
research on political campaign messages in the United States. 
The results of that research, followed by the conclusions from the 
studies conducted in the Western European countries, led to some 
conceptions of modern political communication. In particular, 
there are several key concerns that have dominated studies of 

                                                
23  Stępińska, Marketingowe strategie wyborcze, 114. 

24  Jacek Sobczak, Wolność słowa w kampaniach wyborczych [Freedom of expression in election 

campaigns] In Marketing polityczny. Szansa czy zagrożenie, 53 – 70. 

25  Ustawa o wyborze Prezydenta RP. 
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the content of political advertising, namely issue versus image 
content and negative versus positive content.  
 
3.1 Issues versus Images 
 
No topic has been more dominant over five decades of research 
on political advertising than the discussion of whether or not 
campaign spots are dominated by issues information or image 
information. One of the perennial criticisms of television 
advertising in politics is that it trivializes political discourse by 
concentrating on candidates’ personalities and images rather than 
on issues. Interestingly enough, it seems to be an unfounded 
concern since research has shown that most ads, usually between 
60% to 80%, concentrate more often on the issues than on 
candidates' images26.  
 
Nevertheless, it is important to note that concentration on the 
issues does not always mean that candidates are providing 
substantial arguments or explaining complex policy issues. 
Actually, as Joslyn’s research has indicated, the percentage of 
spots with specific policy information is much lower than the 
overall number of issue spots. Issue-oriented ads contain vague 
policy preferences, and spots are replete with emotional and 
cultural symbols and images, as well as value concerns27. 
 
Researchers also have noted an increasing difficulty in 
distinguishing between issues and images in campaign messages. 
Traditionally, issues have been viewed as statements of a 
candidate’s position on policy issues or preferences on issues of 
public concern, whereas image has been viewed as a 
concentration on the candidate's qualities or characteristics28. 
However, many researchers have acknowledged that this 

                                                
26  Richard Joslyn, Mass media and elections (Addison – Wesley Publishing Company, 1984). Karen 

S. Johnston – Cartee and Gary A. Copeland, Inside political campaigns. Theory and practice (Westport, 

Connecticut London: Praeger, 1997). Montague Kern, 30-second politics. Political advertising in the 1980s. 

(New York: Praeger, 1989). Linda Lee Kaid and Anne Johnston, Videostyle in presidential campaigns: Style 

and content of televised political advertising (Westport, CT: Praeger, 2001). 

27  Joslyn, Mass media and elections. 

28  Kaid and Johnston, Videostyle in presidential campaigns. 
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dichotomy is a false one, since issues not only can be, but 
actually are, consistently used to create a candidate’s image29.  
 
3.2 Negative versus Positive 
 
Although it may seem that the controversy over negative and 
positive spots has arisen only recently, analyses of spots over 
time indicate that negative spots have been, in fact, a factor in all 
American presidential campaigns30. However, it is true that there 
has been a real increase in the number of negative spots in 
American presidential campaigns since the 1980s31. Interestingly, 
negative ads tend to be more issue oriented than positive ads32.       
  
3.3 Other Content Considerations 
 
A considerable amount of work has also been done on a concept 
of “video style”. The concept, first laid out by Kaid and Davidson, 
suggests that it is possible to understand a candidate’s mode of 
self–presentation in the campaign messages by analyzing the 
verbal, nonverbal and production characteristics of the 
messages33. Video style has been used mostly to describe 

                                                
29  Robert Rudd, Issue and image in political campaign commercials. Western Journal of Speech 

Communication, 50 (1), (1986), 102 – 118.  

30  See: Linda Lee Kaid and Anne Johnston, Negative versus positive television advertising in U.S. 

presidential campaigns, 1960-1988. Journal of Communication, 41, (1991), 53 – 64;  Johnston – Cartee and 

Copeland, Inside political campaigns; Richard Lau and Gerald M. Promper, Negative campaigning. An analysis 

of U. S. Senate elections (Rowman and Littlefield Publishers. 2004).  

31  Michael Pfau and Henry C. Kensky, Attack politics. Strategy and defense (Praeger, 1990).   

32  See: Kaid and Johnston, Negative versus positive; Michael Basil, C. Schooler and Byron Reeves, 

“Positive and negative political advertising: Effectiveness of ads and perceptions of candidates”. In Television 

and political advertising, vol. 1, edited by Frank Biocca (Hillsdale, NJ: Erlbaurn, 1991), 245 – 262; Darrell M. 

West, Air wars: Television advertising in election campaigns, 1952 – 1996 (Washington, D. C.: Congressional 

Quarterly Press, 1997). 

33  Linda Lee Kaid and Dorothy K. Davidson, “Elements of videostyle. Candidate presentation 

through television advertising”. In New perspectives on political advertising edited by Linda Lee Kaid, David 

Nimmo and K. R. Sanders (Carbondale: Southern Illinois University Press, 1986), 184 – 209. 
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characteristics of the presidential spots34, and to analyze spot 
styles of incumbents and challengers35. 
 
While collecting the results of a number of previously conducted 
studies in the U.S. and Western European systems, Kaid and 
Holtz–Bacha showed that one might find common elements of in 
political ads across countries. In particular, a majority of ads 
concentrate on issues, rather than images of the candidates or 
political parties; most ads are positive; and a  declining emphasis 
on parties, resulting in more personalized campaigns. On the 
other hand, some differences might be noticed in such areas as: a 
setting of the spot, a narrator, and the production techniques36.  
Image of a candidate 
 
As far as the components of ads are concerned, framing theory 
may be used to understand how the message packages political 
actors (candidates, parties). Framing theory holds that humans 
create story lines to organize a large amount of information into 
an efficient package for audiences to interpret. Seen from this 
perspective, framing allows political advertisers to organize large 
amounts of biographical and issue–oriented information about an 
actor into an efficient package for the audience to interpret, e.g. 
the construction of an image of the candidate by using 
biographical information and psychological features of the 
candidate’s characteristics. Its is worth mentioning that not only 
verbal components of the ads, but also nonverbal ones, may be 
used to create story lines, e.g. by using visual techniques to show 
a candidate in a particular way. 
 
Parmelee distinguished the following frames (images) and their 
components: a Political Leader (politician, party leader, activity, 
experience, political agenda, objectives to be achieved), a 
Statesman (dignity, authority, knowledge, experience), a Moral 

                                                
34  Kaid and Johnston, Negative versus positive; Kaid and Johnston, Videostyle in presidential 

campaigns. 

35  Kaid and Davidson, Elements of videostyle. 

36  Linda Lee Kaid and Christina Holtz-Bacha,, “An Introduction to Parties and Candidates on 

Television”. In Political Advertising in Western Democracies. Parties & Candidates on Television edited by 

Linda Lee Kaid and Christina Holtz-Bacha (Thousand Oaks: Sage Publications, 1995), 1 – 7.   
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Authority (values, moral qualities, responsibility), a Chief 
Visionary (long–term vision, moral qualities, security), a 
Negotiator (dialog, communication skills, good relations with 
people, compromise, hope and optimism), a Friend (good 
relations with people, communication skills, social engagement, 
honest, trustworthy), an Independent Candidate (no party ties, 
financial independence; self–made), a Hero (sacrifice, fight for 
freedom, dedication to the country), an Expert (knowledge on 
political, legal and economic issues, experience), and a Father 
Figure (family values)37.    
 
Since Polish political advertising is strongly influenced by the 
concepts and techniques developed in the U.S., it is reasonable to 
use that theoretical framework to analyze some particular 
campaign strategies. At the same time, the format and content of 
political communication are culturally and politically determined. 
Thus, while formulating research questions and hypotheses I used 
as background not only general conclusions from foreign studies, 
but also the results of the Polish ones I present in the next 
section.    
 
4. Previous studies 
 
In Poland, since the 1990s a considerable amount of research has 
focused on campaigns. It is worth mentioning, however, that 
most scholars examined the political background of campaigns, 
including the relations between political actors, the mechanisms 
and procedures, and the decision-making processes38. All of them 
clearly showed a predominant role of political parties and their 
leaders in every type of elections.   
 

                                                
37  John H. Parmelee, Meet the candidate videos (Westport, CT : Praeger, 2003). 

38  See: Bitwa o Belweder [Battle over Belveder] edited by Mirosława Grabowska and Ireneusz 

Krzemiński (Kraków: Wydawnictwo Literackie, 1991); Dziemidok, Partie polityczne; Mazur, Marketing 

polityczny; Robert Wiszniowski, Marketing wyborczy. Studium kampanii wyborczych w systemach 

prezydenckich i semiprezydenckich (Finlandia, Francja, Polska, Stany Zjednoczone) [Election marketing. A 

study on the election campaigns in presidential and semi-presidential systems (Finland, France, Poland, and 

the U.S.)] (Warszawa – Wrocław: Powszechne Wydawnictwo Naukowe, 2000).  
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Other scholars analyzed political discourse through qualitative 
methods and offered comprehensive descriptions of the political 
messages broadcast during the parliamentary39, presidential40, 
and European Parliament elections.41  
 
In 2001, Pietrzyk–Zieniewicz distinguished several frames most 
frequently used by Polish presidential candidates. She noticed the 
style of self-presentation closely related to the main values of the 
political party the candidate represented. Namely, those who 
represented social democratic or liberal parties created the image 
of a Negotiator most frequently, while those with political ties to 
right-wing parties introduced themselves usually as Moral 
Authorities, Strong Leaders, or Father Figures42. Since most 
candidates were also political leaders, this component of their 
image was strongly emphasized. On the contrary, all candidates 
having no political support presented that fact as an advantage 
(an Independent Candidate), and introduced themselves as Self – 
Made Persons or Experts. 
 
Based on that concept, Stępińska and Cichosz by their qualitative 
content analyses showed that, indeed, a  candidates' images was 
determined not only by their personal characteristics, but also by 
their party ties. Stępińska completed previous observations with 
her findings on the types of images shared by representatives of 
more than one political orientation. She found that presidential 

                                                
39  Ewa Pietrzyk-Zieniewicz, Kreacja wizerunku przywódcy politycznego (style argumentacji) 

[Political leader's image creation (styles of persuasion)], Studia Politologiczne, vol. 5 (2001), 288 – 305. 

40  See: Cichosz, (Auto) kreacja wizerunku; Stępińska, Marketingowe strategie wyborcze; Stępińska, 

Wizerunek, program czy partia? 

41  See: Stepińska, Wizerunek, program czy partia? Agnieszka Stępińska, Style autoprezentacyjne 

polskich kandydatów na eurodeputowanych. Wybory do Parlamentu Europejskiego w 2004 r. [Polish 

candidates' to the European Parliament styles of self-presentations. Elections to the European Parliament in 

2004], Przegląd Politologiczny, 1 (2006), 121-138; Agnieszka Stępińska and Marta Wrześniewska – Pietrzak, 

“Jedność w różnorodności – komunikacja przez pryzmat wartości w kampanii do Parlamentu Europejskiego 

(2004)” [Unity in diversity. Communication and values in elections to the European Parliament (2004)]. In  

Oblicza komunikacji 1. Perspektywy badań nad tekstem, dyskursem i komunikacją [Aspects of communication 

1. Approaches to the text, discourse and communication studies] edited by Irena Kaminska – Szmaj, Tomasz 

Piekot and Monika Zaśko – Zielińska (Kraków: Krakowskie Towarzystwo Popularyzowania Wiedzy o 

Komunikacji Językowej „Tertium”, 2006), 354 – 369. 

42  Pietrzyk – Zieniewicz, Kreacja wizerunku, 295 – 296. 
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candidates having political ties with social-democratic and liberal 
parties preferred to introduce themselves as Friends and 
Negotiators, while those representing Christian–democratic, 
national far right-wing, or center right–wing parties most 
frequently created images of Statesmen or Moral Authorities. 
Interestingly, all candidates representing Polskie Stronnictwo 
Ludowe (PSL) in the period of 1990–2000 created consistent 
complex images of Family Men and Statesmen together43.  
 
In her study on subsequent presidential campaigns, Cichosz 
(2005: 244) also showed that candidates representing left-wing 
political parties in Poland usually introduced themselves as 
Attractive Personalities, Friends, or Political Leaders, while those 
representing right–wing parties as Father Figures and Moral 
Authorities. Independent candidates most frequently introduced 
themselves as Attractive Personalities, or Fighters (intransigent 
challengers).       
 
While Cichosz noticed a tendency to formulate more and more 
negative messages during presidential campaigns in Poland44, 
Stępińska showed that this strategy might be less effective than 
one would assume. In 1995 and 2000, despite the aggressive 
attacks against him, Aleksander Kwaśniewski won the election, 
while the sponsor of negative political advertising did not benefit 
from that strategy. Although Kwaśniewski lost some of his 
potential voters, they decided to support another candidate, not 
the one who revealed negative information about Kwaśniewski45.   
 
Desperak, Stępińska, and Cichosz also noticed that most of the 
presidential candidates in their campaign messages actually 
represented the values, symbols and political agendas of their 
parties. As a result, messages spread during presidential 

                                                
43  Stępińska, Marketingowe strategie wyborcze, 290 – 291.  

44  Cichosz, (Auto) kreacja wizerunku, 246. 

45  Stępińska, Marketingowe strategie wyborcze, 210.  
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campaigns are remarkably similar to those broadcast in 
parliamentary campaigns46. 
 
Therefore, based on the theoretical background and the results of 
the previous Polish studies, the current study proposes the 
following Hypothesis 1: 
  
H1: Political parties promote their presidential candidates during 
the parliamentary campaign (in their programs and spots) to 
support their own position in parliamentary elections. 
 
Although one may observe a trend of personalization in political 
advertising messages in the U.S. or Western European countries, 
in Poland a political party still determines the content and format 
of political communication during campaigns. By ‘personalization’ 
I only mean that a lot of attention is paid to the party leader, 
who, as I already shown, is quite frequently also a presidential 
candidate.  Thus, in fact, all elections are perceived as a 
considerable opportunity to promote political parties.  
 
Hence, I propose a second hypothesis, namely: 
 
H2: Despite the fact that parliamentary elections would be over at 
that time, presidential candidates having strong party ties will be 
presented predominantly as political leaders in their election 
campaign messages. 
 
It is worth emphasizing that much of the studies mentioned 
above were qualitative ones. Actual quantitative studies through 
codebooks have been rather rare in Poland. Therefore, this study 
provides an original contribution to political communication 
research both by analyzing the content of Polish political 
advertising through both quantitative and qualitative methods, 
and looking at the influence of 'double elections' on the messages 
broadcast during the campaigns.      

                                                
46  Izabela Desperak “Analiza telewizyjnych reklam wyborczych” [Analysis of television election 

advertisings]. In Prezydenci 2000 [Presidents 2000] edited by Stefania Dzięcielska – Machnikowska (Łódź: 

Wydawnictwo Uniwersytetu Łódzkiego, 2001), 39 – 56. 
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5. The research design 
 
To answer these research questions and verify the hypotheses I 
used content analysis through quantitative and qualitative 
methods. Two separate coding schemes were applied to the 
programs and spots of political parties and presidential 
candidates. The general rule of creating both code sheets was to 
make them adequate to the type of election and, at the same 
time, as complementary to each other as possible.  
 
Thus, in addition to simple categories like candidate's or political 
party's name and length of ads, the code sheets included verbal 
content categories that determined the nature of the message 
(positive or negative) and an issue or image focus of the ads. Ads 
were categorized also according to the presence or absence of 
partisan appeals, personal qualities of the candidates, and a type 
of issue content. Furthermore, a set of categories was developed 
to measure the strategies used by political parties and 
presidential candidates to take advantage of the 'double elections' 
situation.  
 
Among nonverbal content categories, those measuring presence 
or absence of political parties’ symbols (name, logo, faces of the 
leaders or members) in presidential ads were of significant 
importance. On the other hand, all ads were coded for a dominant 
speaker in the ad, indicating whether a presidential candidate 
appeared in the party’s ads and/or if political party leaders (or 
members) were those who delivered the message about a 
presidential candidate. 
 
Furthermore, the 'presidential' code sheet included categories 
indicating the archetypal images and presidential symbolic roles. 
This part of the codebook was based on Parmelee's47 and 
Pietrzyk–Zieniewicz's48 conclusions of their studies on the most 
frequently used images, described in the section on  theoretical 
framework above. 
 
                                                
47  Parmelee, 2003. 

48  Pietrzyk – Zieniewicz, 2001. 
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The unit of the analysis was individual political advertisements, 
including unpaid programs broadcast on the Polish public TV 
stations (TVP1 and TVP2), and paid spots broadcast on one of the 
private TV stations (TVN) and two public ones. A total number of 
181 ads were coded, including 47 paid spots and 77 unpaid 
programs broadcast during Polish parliamentary campaign in 
2005, as well as 56 programs broadcast during campaign before 
presidential elections in 2005.  
 
The general rule was to analyze an equal number of programs for 
each political party and presidential candidate and a number of  
paid campaign spots selected proportionally to a general number 
of this type of the messages broadcast during the campaign. 
Specifically, 6 different parliamentary programs per political party 
were coded (except in the case of the PPN, where I coded 5 
programs), and 4 programs per presidential candidate before the 
first ballot, and 2 more programs per presidential candidate 
before the second ballot. The exact number of parliamentary 
spots under the study was as following: SLD 4; PO 6; PiS 14; PSL 
6; Samoobrona 1; LPR 10; and SdPL, 6.    
 
Some of the political parties, however, were not allowed to 
broadcast their campaign unpaid programs on the national public 
media. Since they registered their electoral lists in too few 
districts, they could present their programs only on regional 
public TV and radio stations, or purchase advertising time. It 
should be mentioned that those “regional spots” were not taken 
into account in this study for three reasons. First, in many cases 
the regional spots of leading parties just repeated the content of 
national ones. Only a minority  differed significantly from national 
spots, focusing on presenting a number of candidates 
representing a particular political party. Second, those parties 
that broadcast only regional spots were actually actors of lesser 
significance on the political market. The opinion poll results 
showed that they might get less than 3 percent of votes49. Finally, 
none of them supported any presidential candidate.   
 

                                                
49  Preferencje partyjne, 2005. 
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All ads were recorded and transcribed. Then, ads were coded by a 
researcher. As a check against the risk of subjective findings, the 
researcher repeated the coding process. The coder reliability, 
which was tested using Holsti’s formula50, was 83 percent (format 
of the ad) and 87 percent (negative/positive character of the ad). 
It is worth mentioning that election campaign programs, due to 
the complex character of their content, were the most difficult to 
code. 
 
6. Findings  
 
Hypothesis 1 theorized that political parties would promote their 
presidential candidates during the parliamentary campaign in 
their programs and spots in order to support their own positions 
in the parliamentary elections. This hypothesis was tested for 
those parties that officially supported a presidential candidate and 
for those presidential candidates who were leaders or members of 
political parties. According to the data analysis, all political parties 
with leaders running for presidency made sure to promote their 
images in the parliamentary election spots and programs. 
 
The Table 2. shows that presidential candidates who were party 
leaders or members were present in most of the campaign spots 
of political parties. In some cases (as Samoobrona or SdPL), the 
presidential candidates were present in all of the parliamentary 
spots and programs.  
 
The hypothesis was confirmed even for SLD and a presidential 
candidate officially supported by this party, W. Cimoszewicz. 
Although W. Cimoszewicz resigned a few weeks into the 
presidential campaign, he was still present in the parliamentary 
programs of SLD and the reasons for his resignation (the attacks 
against his family) were actually used as arguments against the 
political opponents of SLD.  
 
The only exception here was the campaign of LPR – in this case 
the presidential candidate was not a party leader himself (Roman 
                                                
50  Ole R. Holsti, Content analysis for the social science and humanities (Reading, MA: Addison 

Wesley, 1969). 
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Giertych), but his father (Maciej Giertych). While the symbols of 
the party were present in all his programs, he was not even once 
mentioned in the programs and spots of the party.  
 
The Table 2. also shows that presidential candidates were 
moreoften promoted in the programs than spots (74% to 66% 
overall), which may be explained by a difference in duration of 
both forms of advertising. Since programs are longer, the content 
is usually much more complex, covering several issues and 
presenting party leaders and members.   
   
Table 2. Content of the parliamentary campaign 
advertisings  

Presence of a 
presidential 
candidate 

Formats Name of 
the 
political 
party Progra

ms 
Spots Programs* Spots 

PiS  Yes 
(100%) 

Yes 
(71%) 

Biography, 
video clip, 
documentary, 
comparative  

Biography  (71%) 
Comparative 
(29%) 

PO  Yes 
(83%) 

Yes 
(83%) 

Documentary, 
issue, 
biography of a 
leader 

Biography (70%)  
Issue presentation 
(30%) 

PSL  Yes 
(75%) 

Yes 
(67%) 

Issue, 
documentary, 
man-in-the-
street 

Biography (33%) 
Issue presentation 
(50%) 
Documentary 
(17%) 

Samoobr
ona  

Yes 
(100%) 

Yes 
(100%) 

Attack ad Issue 
dramatization 
(100%) 

LPR  No No  Man-in-the-
street 

Man-in-the–street 
(100%) 

SDPL  Yes 
(100%) 

Yes 
(100%) 

Biography, 
issue 

Biography (33%)  
Issue presentation 
(50%)  
Leader’s appeal 
(17%)  

SLD  Yes No Issue Cinema verité 
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(20%) 
PD  No - Video clip, 

documentary 
- 

PPP  Yes 
(100%) 

- Documentary - 

PPN  Yes 
(60%) 

- Video clip, 
documentary 

- 

Platform
a  
J. 
Korwina 
– Mikke  

Yes 
(100%) 

- Talking heads - 

OKO  Yes 
(80%) 

- Talking heads - 

Ruch 
Patriotyc
zny 

No - Talking heads - 

* More than one category was used.   
  
Furthermore, Table 2. shows that the presence of a presidential 
candidate in the parliamentary campaign spots and programs 
affected both the format and content of ads. First of all, political 
parties supporting presidential candidates produced more spots 
and programs of a biography and a party leader statement 
format, than those parties without their own presidential 
candidates. The latter actually produced more “man-in-the-
street”, documentary, and talking-head types of campaign 
messages. 
 
Moreover, once the presidential candidates were presented in 
parliamentary election spots and programs, they were crucial 
speakers providing their party's message and agendas and 
creating their positive image. Furthermore, in all cases they were 
introduced as political leaders and current or former party 
leaders.  
 
Moreover, as Table 3 shows, most of the parties supporting 
presidential candidates produced more messages focused on 
image than political actors without presidential candidates. At the 
same time, political leaders of small, not well-recognized parties 
with election rates lower than 3 percent, who decided to run for 
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presidency, used the parliamentary election messages to present 
their  party's agenda rather than their own. This strategy was 
used mostly by the leaders of the  PPP, PPN, Platforma J. Korwin–
Mikkego, and OKO.  
        
Table 3. Parliamentary election advertising: image versus 
issue 

Image oriented Issue oriented  
programs spots programs spots 

PiS  50% 71% 50% 29% 
PO  75% 50% 25% 50% 
PSL  25% 50% 75% 50% 
Samoobrona  40% 0 60% 100% 
LPR  100% 100% 0% 0% 
SDPL  70% 33% 30% 67% 
SLD  50% 50% 50% 50% 
PD  50% - 50% - 
PPP  0% - 100% - 

PPN  25% - 75% - 
Platforma  
J. Korwin – 
Mikkego  

10% - 90% - 

OKO  0% - 100% - 
Ruch Patriotyczny 10% - 90% - 

 
The data presented in Table 4. reveals that strong, well-
established parties with financial support (PO, PiS, PSL, SLD, or 
SDPL) could divide their messages between two different types of 
political advertising according to their objectives. At the same 
time, since most of the challengers (PPP, PPN, Ruch Patriotyczny, 
Komitet Janusza Korwin – Mikkego, and OKO) usually define 
themselves in opposition to “first rank” political actors, their 
campaign messages may be predominantly negative. 
Furthermore, the newcomers or challengers usually lacked the 
funds for the campaign. Therefore, not surprisingly, they tried to 
take advantage of free airtime to present their political offer and 
attack rivals.      
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Interestingly enough, while some presidential candidates seemed 
to be  'put in charge' of creating a positive image of their parties 
(PO - D. Tusk, PSL - J. Kalinowski, PiS- L. Kaczyński), others 
emphasized their role of “fighters” by attacking political 
opponents (Samoobrona - A. Lepper, J. Korwin – Mikke, PPP - D. 
Podrzycki, PPN - L. Bubel). Also, most presidential candidates 
making attacks in the parliamentary ads, perceived political 
parties rather than presidential candidates as their main 
opponents.  
 
Furthermore, both presidential candidates and political party 
leaders most frequently criticized their political opponents for 
their past performance (PO, PSL, PPP), and used general labels 
rather than names to point out main rivals. For example, A. 
Lepper, being a party leader and a presidential candidate of 
'Samoobrona' labeled his opponents as 'communists' and 
'liberals', while the leader of SLD (but not a presidential 
candidate) and M. Borowski, a party leader and presidential 
candidate of SdPL, placed right–wing political parties as the 
objects of his negative campaign, while not attacking directly any 
presidential candidate.    
 
On the other hand, taking into consideration the fact that most 
party leaders were actual presidential candidates, we may regard 
the strategy described above as an element of the indirect double 
negative campaign (against political parties and presidential 
candidates).  
 
Hypothesis 2 theorized that presidential candidates having strong 
party ties would be introduced mostly as political leaders 
representing the political parties. This hypothesis was also 
confirmed by the results of the study. First of all, symbols of the 
party (name and logo) were present in all campaign programs of 
candidates with party support.  
 
Secondly, some of the presidential candidates invited party 
members to be speakers in their ads (M. Borowski, J. Kalinowski, 
J. Korwin–Mikke, L. Bubel), while others decided to invite moral 
authorities and celebrities to play that role, but introduced other 
party members in the video materials (D. Tusk, M. Giertych, A.  
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Table 4. Parliamentary election spots and programs: positive versus negative 
Positive ads Negative ads Who 

attacks? 
Who is attacked?  

Programs Spots Programs Spots Programs Spots 

PiS  90% 71% 10% 29% Anonymous  
speaker 

Main political rival: PO and its 
political agenda. 

PO  80% 100% 20% 0% Presidential 
candidate 

Political opponents for their past 
performance 

PSL  80% 83% 20% 17% Party leader Political opponents for their past 
performance 

Samoobrona 0% 0% 100% 100% Presidential 
candidate 

Political opponents labeled as 
'communists' and 'liberals' 

LPR  80% 80% 20% 20% Party leader Political opponents labeled as 
'communists' and 'liberals' 

SDPL  90% 100% 10% 0% Presidential 
candidate 

Political opponents from the 
right side of a political scene 

SLD  40% 50% 60% 50% Party leader Political opponents: PO and PiS 
PD  100% 0% - - - - 
PPP  0% 100% - - Presidential 

candidate 
Political opponents for their past 
performance 

PPN  0% 100% - - Presidential 
candidate 

All political opponents 

Platforma  
J. Korwina – 
Mikke  

30% 70% - - Presidential 
candidate 

All political opponents 

OKO  40% 60% - - Presidential 
candidate 

All political opponents 
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Ruch 
Patriotyczny 

30% 70% - - Party leader 
and party 
members 

All political opponents 

  
 
Słomka). In a few cases presidential candidates were introduced as significant members (“faces”) of 
the party (L. Kaczyński as “An Honorary Chairman of “Prawo i Sprawiedliwość”; A. Lepper, D. Tusk, 
M. Borowski as the leaders of their parties).   
 
Table 5 shows of the study's qualitative findings. The results of the analysis show that although 
presidential campaign ads were focused mostly on personal characteristics of the candidates, those 
with strong party ties were framed as political leaders by emphasizing their political experience and 
achievements.  
 
Both verbal and nonverbal components of the presidential campaign messages were used to create 
the images of a few different types of political leaders, namely, a leader and a statesman (M. 
Giertych; L. Kaczyński); a leader and a friend (D. Tusk); a leader and a moral authority (M. 
Borowski); a leader and a hero (A. Słomka); a leader and a negotiator: J. Kalinowski. Additionally, 
some elements of the other symbolic roles were combined with previously mentioned images. One 
of the most popular was also a Father Figure (L. Kaczyński, D. Tusk, J. Kalinowski).     
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Table 5. Presidential candidates' images   
Symbolic 
role(s) 

Archetype(s) Verbal 
components 

Nonverbal components Examples 

Political 
leader 

Candidates 
are associated 
with political 
party heroes 
of the past. 

Political leadership; 
experience; political 
agenda; previous 
positions and 
functions.  

Party members; logo; name 
of the party; political party's 
magazine', pictures of 
political party meetings, 
formal outdoor, formal 
clothes. 

Borowski, Bubel,  
Kaczyński, 
KalinowskiKorwin – Mikke, 
Lepper,  Słomka, Tusk. 

Statesman 
and 
Father 
Figure 

Candidates 
learn 
responsibilities
, love of 
country and 
other core 
moral values 
from their 
parents 
(grandparents
). 

Dignity; nation; 
Motherland; duties 
and responsibilities.  

Formal clothes, armchair, 
desk, eyeglasses, piano; 
moderate body movement; 
formal indoor setting; flag.  

Giertych,  Kaczyński, 
Korwin – Mikke, Tymiński 

Moral 
Authority 
And Hero 

Candidates 
display 
heroism 
(wartime or 
resistance to 
the pressure 
of the 
communist 

War heroism; fight 
for freedom; values' 
suffering for the 
country; sacrifice; 
resistance to 
corruption; honesty. 

Formal clothes, armchair, 
desk, books, eye-glasses, 
piano; moderate body 
movement; formal indoor 
setting; flag, pictures and 
documents illustrating the 
heroic past performance. 
 

Borowski,  Giertych 
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regime). 
Independe
nt 
Candidate 

Candidates 
have a great 
career outside 
the politics. 

Outside political 
scene; self – made 
man; success. 

-  Ilasz,  Pyszko  

Family 
Person 
and  
Friend 

Candidates 
are good with 
their children 
and/or 
grandchildren. 

Happy husband 
(wife, mother, 
father); taking care 
of family; support for 
young people; 
tradition; future.  

Smile; presence of family 
members, family pictures, 
casual dress, informal 
outdoor setting. 

Bochniarz, Ilasz, 
Kalinowski Kaczyński, 
Tusk 

Negotiator Candidates 
had a 
hardscrabble 
beginning in 
life, but 
succeed 
through hard 
work. 

Skills, 
communication; 
dialog; contact with 
society; 
effectiveness; 
competence; solving 
problems. 

Eye contact; shaking hands 
with people; talking and 
listening to people; semi – 
casual dress, both formal and 
informal outdoors settings. 

Bochniarz, Kalinowski 

Expert Candidates 
have a great 
career outside 
the politics. 

Knowledge, analysis; 
diagnosis; skills. 

Formal dress, formal indoor 
setting; desk, copies of 
documents; books; moderate 
body movement. 

Korwin – Mikke, Tymiński 
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7. Conclusions 
 
This paper agrees with scholars who have argued that political 
parties play a predominant role in the Polish public sphere. The 
previous studies on both parliamentary and presidential 
campaigns revealed that political parties might influence not only 
the process of candidates’ nominations, but also the way 
candidates are presented in campaign messages. The current 
study showed that once these two types of the elections are set 
within a frame of a few weeks, the parliamentary elections seem 
to be of higher significance for political actors, while the 
presidential ones are perceived mostly as an additional scene for 
political competition of party leaders.  
 
While most of the previous Polish studies were focused on an 
analysis of some particular events, decisions or strategies, this 
study provides empirical evidence for the phenomena previously 
only described in the literature. Through quantitative and 
qualitative methods, the present study demonstrated that Polish 
political advertising is still predominantly positive rather than 
negative, while the focus of the messages (image versus issues) 
depends heavily on the position of the political party and on the 
presence (or not) of a presidential candidate supported by the 
party.   
 
Extending prior research, my study also found that in the case of 
'double elections' party ties determined the frame used by 
presidential candidates. Since most party leaders were playing 
two roles at the same time, they had to decide which frame was 
the most important to them. The results showed that the primary 
frame was a Party Leader, followed by some other dimensions of 
an image.   
 
The study has a few shortcomings. First of all, being focused on 
one specific case, I was not able to provide full data required for a 
comprehensive comparison to previous studies. Further studies 
should collect the detailed results from main studies or be 
designed to cover a few election campaigns in order to recognize 
the major differences and similarities.  
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Secondly, not all political parties participating in the 
parliamentary elections were taken into consideration in this 
study. Due to the research design, I decided to limit the number 
of political parties under the study and not code the content of 
regional spots and programs. Further studies might include all 
political actors and their messages to see whether there is any 
difference between political communication of the well–
established parties and newcomers. Finally, not all the features of 
campaign messages have been studied here. Further analyses 
might be focused more on the format of the ads.  
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