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successful,” Independent online, 5 September 2019, https://www.independent.co.uk/voices/trump-2020-campaign-success-
bill-clinton-strategist-branding-republicans-a9093216.html.

15 Geoff Colvin, “Understanding the 2020 election as brand marketing,” Fortune online, 21 January 2020.
httpsi/fortune.com/2020/01/21/2020-election-brand-marketing-candidates-trump-democrats/
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BAV Group 75 30 AERTICEESE LIUE B A I TV A RHITEIC ST, 2016 4F 2020 4E D KHTHE
BEEEHOT T FARAT—ZHET D E, WTFNOEL b T UMD T T v RAT =72 5T
L EW D, ZOBHIET. 7T v FOMA B SO IC L - TIE SIS [77F > RHbfir( brand
stature)] &, 772 ROEJULB IOV DN 2 (FHEEEAIZ & > CORREESCEEN) 2k >
WESND 1775 R (brand strength),] O " HOOFEZEN LT, 772 FRT—%H15

2016 /KT U > R UBERE TG D ARE o T7=0iF, 77> Ko THINL) 23T TEh A 7R
WD EAIIEZ DN D TH D, L UEBICIE BRE] Ol SR TEi~DO BN E N
Lo, FREEZ IR B ERUECE ANIBEME D ST, T 71 2020 RSO EOfER L D BB
LTREWV, EEE, 2016 427 U > b 2rR02020 A 7 o OB A 1 — 7 %, 1T & A EHES BV
RV R T T OEIITE D HRIAITTE 5, EARBIEMD ST, ek ko, T UTTET
WAL OFRERIPT 5 LB X DHEMERBOSFFIFED LR\, —J7, Fde BEUFRREE DR S
% THIRT) 13, 75 > ROU 2T Tl 7T Ro ik BWERT 5, F T 70OT L Ea4

FEIE, MO DR E AR S TH Y, 2020 435 CITHBRKHE S L CEOR ST, =
DX ST, THIRL) TBREE] OMKITIZEBWTE L2 kT 707 5 v k3T — i Bl %
TS, Fr—b (K6) »DHEEMITHNTNEIZH D, VMLY&ER and BAV Group |2 FiuX, b
Z X, Apple <0 Disney 72 E LRILL ., AT X7 MIXLT V=% —v o7 OT 7 K
T A =G END LD,

L) —ODWNE, MERTE L 7T v R~—FT 4 v T DOFELAEZE Ipsos 128D 2020 FEER%ED [
FTURNAT T T RENT T OB CHD,

Ao HGGIHET —% 21 12, £79OBrand Value Creator (BVC) &\ 9 oY — V% fif - |
WHERDS THMEE OREERICT E AR T T o Filifi(attitudinal equity)% &> TW50 ZHIET D,
o THEE LT 7> Ml 1%, 10 A & FRETEW RO [T feeling of closeness)]
L BUREDRNTHENFENE WD LERE ] O " O&MAEbE bR, HUEK <k, +7
VIIEED M%) b T @A O, — 53 T U SFEE O T 84% 03 b T L I RAR
BZDF T D, DEYBEROMBIZIHWT, N7 7772 RO [5RE (intensity)) (v, [E
UF) TR, REEREE R CIEA S=iRAF 0331 T 0 D 4%, R R Tl b 7 v 78
G W- T yvaDAfiliolz, NTZUTHFEEIX N T T D [7 20 02 RY —AHERE) AKX
TEM, N T UFEE D% X TA R BT WAIZT XV, ZOREE, W5 il aibdiz

(772 R FEE TS T o3 T ERID OO, BHDEOEIFCH &b g~ 5
JE(commitment)l 235 H T AU, A 7 > OHEBITHAT 57,

IZ@Brand Mental Networks (BMN) & M2 7 7 10 —F A0\, HHEE DA% BIRORS
VT, BHEEDEEOPIC LD D7 T ROGBHIAN— 2% B/ S—Y U 7 ¢ ICB§ 5
MIZE - THLMNZT D, RTHART LIS, T 7E AT L0 3= F U7 @#ED AN
Jo—va %L, L BUVEE Gk %ﬁb\@*ﬁ FR) bR MHR (EL< D ARE
B3 5), ZOFAERIL, KFHEN T 4V ANTEGPABE LT B TES72h, Ax OBFRICZ T A

16 Ipsos, “Brand Biden vs Brand Trump: Report,” 21 October 2020. https:/www.ipsos.com/en/brand-biden-vs-brand-
trump.
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STIRW, DEN T T DT Ty RERITTTICHLLES LTEY, X7 Iy 7137 Tl
FNODERDIRNT THTVIABFES] OFREMED EVE WD,

RIS, @INHDT T2 RA A=V DENN, BEEA~D B EHFEE) TG L0 %)
®1 738 % 7)>% Brand image with response time capture (Multi Choice Response Time) & (X1 % %14
o TRIET 5, SlEFENROB DA A=D1, M7 7 (REREZIRT) TR 72 L) @
FHENA T ([RKFFEOERK DY | 728) K0 ZRERH . Linh 5l & TR sy, Hig
HFRIILLD A A=, ESX) 8 & NI T DhREEHY . LobIERRE,

IR DOGITICIE S HEIET RS AL, AT 2770 RICKH LT, #ix 05s, AigoMH
SHEX | HRBEDNEIEICHEIDFE OO LS v T T T T v ROGEMRIEIZ 5 (sl
ELT, BEEOEENTHIMEOBMRE ML /=T T T 4 Va5 Thd, N0 7T
Z v PSR LTE, B0 S, BEom S, REEROE SIE, i & 3870 2 R4 b
BT AMBEERH D OO, KN T U TIRPBNSEEIB IR, b7 T HERRROBIEI SN
BHESTHHEMELH D E VIR CTH D, N7 o7 LIRS TREIFEOLEHIR) 12k -
T, R N7 U TIROBEESIMEIHI L L5 E2NEHITLHINIEIICZIZITHDHEA I,

I-3 K#FFEOFHEEEREL LTDT S FilifE

H I —DDT T R OB, TRFEEEE VWD 77 0 R IZEEND (X&) ifEE138
TEOBLEN G, Hx DRFED /T 4 —~ U AEFETHHDTH D,

7ol 2 TRHET %o 7)) RETH D, MERAA D KHESRFRCEM SN O BIAR D 7
X2 7V LIRS RHRESR ZOMIEE 2 H O ORI REL R L, KEE 7 v 7 5104
%o ZOFHIAMEL, EEE VD 77 & RBMREFTORET TV REHED Y X Ml H vy,

SO, R ER R IR0 24 R EERAEGX 21T 5 K CATV F % > /L C-SPAN
DT O KIEHEMFTEREMZ O TENKHET > 7 —_A B8Cld, KiEfEIT 10 HED [V —4
—¥ o7 BHEENENUIONWT 10 ARETHE SN S, HFEMEE. OfRIEd 281577 Public
Persuasion, QfEfIZER L COFEE ) Crisis Leadership, Q%% IEE /) Economic Management, D&
MR Moral Authority, ®IEFEBE% International Relations, ©7 FTE T Administrative Skills, D
235K Relations with Congress, @1FIHIAR /#I7E /) Vision / Setting an Agenda, @7 TD A x
%192 IEFR D W5 1B K Pursued Equal Justice For All, QORFR 0D STARIZ AN L 72 24K Performance Within
Context of Times T 5,

2021 4ER T % 703 142 NOBMZEORHIZ b L2 T4, 5 1ALE 2000 45, 2009 4, 2017
FERERER L EDLTIA T I NL Yo h—r, 20V a—Y U by, 3fUE7 I 7Y
e = ZL A RIRTA T Do IFEDKFHETIE, Y a v F F 27 4 B 8L, L—H 2 9L,
FAI00L, 7V R 19, Ya—Y W Ty o 29, bT U3 PG 435 H O 41

17 Cf. Gallup poll, “Presidential Approval Ratings -- Gallup Historical Statistics and Trends,”
https:/mews.gallup.com/poll/116677/presidential-approval-ratings-gallup-historical-statistics-trends.aspx; and “Donald
Trump, Michelle Obama Most Admired in 2020,” 29 December 2020, https:/mews.gallup.com/poll/328193/donald-trump-
michelle-obama-admired-2020.aspx

18 C-SPAN, “Presidential Historians Survey 2021: Methodology.” https://www.c-span.org/presidentsurvey2021/
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T2 o7, BMZED T T o Fidik & — A MES D F 10 (2020 4F Gallup 74T Mg b 284k S5 Bk )
DE LML T T ThHD) LR, WINGE DETRTRRTH S,

H ) —ODEYNL, BIE~—FT 4 ¥V HYEE Needham (2857 U v R U KffifEE h=—- 7L
TREHDT T 2 RRT =< U AGHOTH D,

ZOMETIE, BT 2BURT 70T 4 v 7 D&ME LT, OdE > v 7 M T 2 simplify (F
MBI 0 5 s OFEE G2 B2 . @ME—HELE unique (BEAFETF & BAREICZER L S A
TW5), OmfE% 5 %5 reassurance (FENRH7-H TV A7 K D), @FLEE 525
aspirational (L0 BVWAEIEL WHRTDT 4 772V a v aMESE?), OFAHTLENR, 7
747 RO b OMMIE A R4 T 5 symbolize, value-based, @IFHEME credible (AFNIFFEHEND
LV RO DT TND, TS 6 EHBE, KHHE W) 772 RORT 5 —~ U Gl
HWL 2577 0 RIEME. AHEEDOHIHRETH D,

INEORIEITHESS 7 U v b OBELBIEICBIT D7 7 0 RAAT 4 —v U AL, BRE LT
WL & FE S D, ERICAD & Osimplify : 77 A =MfErala=r—a v BIOA
OB, BHEIINCB T2V bk HI T T ROA M—U —{2% (government failed us,
betrayed our people and values) , ~ -1 A =#al | IBHEO TEFE (BF-CERERER) L0 AR ¥
Y UAMTIER L, BERA 2= OB EEHET 5. Qunique : 77 AR =BEFEIREBZ 7= 155
—(DJA] New Democrat FEH-~DISHERENT., ) DE - - ERIECRIRL & T %7230, Oreassurance : 7
T AE=FTHEIC ST HBOREE (X RV T AHERIER) | BUE_WIH TA%E - E8 ~0n
WSTREE, <A TR =94 FPRIBERIZEIT A U RTAZIRIED [V A7 I ZERRSF] ~OF
TEFS + FmOKIL, @aspirational : 77 AT =Bk 2 E 5 R ~DFFR, ~ A T Al =18&FHFO
MR & OB N BOE Tl . ®symbolize (value-based) : 77 Ajfi = BHER I COMIET =
2587 (opportunity, responsibility, community) & AifiE 2 KB 925 BAIBOREE, ~A F A=t v 7
AAF ¥ I @credible : T A =5 —4 v NERS TR, L 0N TEORTE D AR, FF
2 20T AUTARIFEBL L W S Hil & 2RO FRL. ~ A T Al =W IRSEZ K D BOREBURM (&
PRI, TBOEE N, R LAEEEORE. LV EAETHD,

I-4 J35VF - EISNF—D0SH-T5 2 FERESHT

ZOWEIX, 7T v RoBEREET e (770 K e =F )% — (hierarchy) | I[ZIEH L, &
NG & U CBOESPBOE ORIEH /e S 23 L XD L35, ZORORIRIE, BUAK
RBGET VB —DT T T 4 v T E | BORERGR EY— E RIS T T T 4 VSO EE
7. BAT T FE LCOBHERBE D/ 7 +—~ 0 %, 75 FEEBO L ORI THNEE DO
R & EROBEE A Uiy, E 7B a0 &IREL O ) — EPE 2R CICER T A 2 LI ko T
SyHTH D BARIGIZRHII C & 5 512 d D,

19 Catherine Needham, 2005, "Branded leaders: Clinton, Blair and the limitations of the permanent campaign,"
Political Studies 53(2): 343-61; and Needham, 2009, "Table 5.2 Blair and Clinton's brand performance," in Political
Marketing: Principles and Applications, ed by Jennifer Lees-Marshment, NY: Routledge, p114.

120



K8 : 75 F X ZIbF— (Cosgrove, 2012)

House g
brand { ( Top-level brand

p:frt;ﬂgz { [ Specific platform(s)

|

Pt::n-ﬁ { ( Unique product(s) j

Source: Cosgrove, K. M., (2012), p108, Figure 9.1

9 : 2008FERMEHA/\NTDT 5 FEIRICEIT S TRRT 1w M (Cosgrove 2012)

Positioning: An outsider who can change things and bring you hope.
The choice of a new generation

Things will change under Obama Administration
Restors American democracy

Attributes:
Two years in US Senate
Elght years in lllinois elected office
Transcends race
Community organizer
Harvard Law School grad

Values:
Hope
Change
Benefits:’
Transform American politics

Source: Cosgrove, K. M., (2012), p113, Figure 9.5

REAIBIGEF O Cosgrove (2012) I KiUE, 77 > Rik, EA7kE O Top-level brand (House brand),
FIAZfE D Specific platforms (Platform brand), F7#H® Unique products (Product brand) @ =812 X DR
et A7 g (B8), AL Values 7700 BT T o ROMEBLT 2 HRZAMfE (CF%, 24, a7
E) DYV THD, 77 ROFKMIMEIR, AHEE OMIERLE OIBED EOIE LR T 2580
Do EI-ZOMMfEIT, BIAZRLPBOLOBARY Y L BORIAHUTIRE L, BEFX vy o _—roart
7 NRRBAED IR FE HIAED, TPALED platforms (%, Benefits 372 BAMER OWLEN D AT E
AT BT D, MARITIE, BB ERRMR B LT /e & 0 BARRIELS & . EFRZRREOTRL
LWV ST MGINELEA 5 %, Platform & IXBCIERH, BOHER], A EIEE TR D TBOfE 02 & T
HHN, SEIERBCRT 0 V27 FO—EETHD L L HIT, TNOLDOEIUTL > THMEE (D
—EDET v a ) PMilEBLNDLPOZRERBECHH 5, TAED products 1&, Z D benefits %
FEHF 5 72D O BARPIBER O R0 )@ M (Attributes), 72 & X TR 1AL - 7208001, A3 72

20 Kenneth M. Cosgrove, 2012, “Political branding in the modern age,” In Rutledge Handbook of Political Marketing, ed
by Jennifer Lees-Marshment, NY: Routledge, 107-123.
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EDOWILDT T v REERT 5,

77w RIS OREICHTo - L, FEEDT 0 X 7 N (5l - Bib - BOE - BUR) O~—57 1 v
Jaa=lr—a B0, BHEEIZIIT T IS O values, benefits, attributes 7350 V34 & BATE
WA=V T ENDVERS D, 12720 ML OFNEE . FALOBER# - BENERO &
HHIZEAEZBWCERA T 200280 BIKIX "3 5, TEAMET 724> House brand 3B
THED &, SRS E H IR ER ST 2ARNEM A, L L TEEIROMEBUIT 5 7F
K% HO%AEIZIE, House brand ESEDEENE & 72 5725 9, Values I A% ZHEA L, LoOMEELC
it U CIEHEAAB < 235 BEAHHT & ISR S 4L, BBESIUCSWRY Y a Ui T &
Lo e HEMSINCAEE L, REIMICHERF T 27 7 FIRIKIZZ T 5, 77, Platform < Product
DLV DFFHE, BRI WA NAH Y 9 L7210 L, BEETEIURIT
LTS, B R T Y 3 INECHMIMMPRET, 2 OFEE b — B35 2 L0 EHE
FlIUZD B RIT LR B0,

ZOWRIND T T FEIEORAE& 00T D &0 sl & L TiE, 2008 HoRKHERHIERZED [edd
A8y & RS REBIE LTk TBEL LCoA S~ 728n ), MEfiA S~ X 75—
VFNT T ROWAHMDGLHIE L, [NE 7 ¢ v MEE(benefit ladder) | %3l > THRALAIZ R FE R DB
WTT VR, FOPRANEICHAEZ ST ERBINTE o7 (R19), 4730 attributes 725
HREROEIZYLE B, HIOBAKKEREGM T, A% /LT 285k & Bifia & b, I - 7
FHLLTORBLHD LW O FRISH, BHFBIROUNE] 4 ZZBaan A 585 DRERE
FFOMIE] LD benefits (ZHAHR S 71, 2T (2 L2 OPBAMEZ ARG 2 4\~ RER
IZEWIIEN TS DL, BfiA A N~IE, BirORIEZ—A S, AHEIIHLEEL 5252 LT
EDT Y YA L= HLOHROBIRTHD LD | MMOBHZFFS ROSIBEDO T T R
L CHENLSNIZDTH D,

LU TBiEA N~ ) 1T, T8k 2676 o=y e LTD, DFE D values DFEBLFE
K& U CoMRE £ 5 . platform, attribute L~V D FELTHIBU DR 035 72, R D platform
IR EE BT, BIIZ T T 2 METEed o7, BHEARIORAIRELR CREOTHEE & (7114
77 ot TERRRRH LS (Obamacare) ] 2, i QW CHEET LAS RO HHE 220, BRI E0R
RS & ZXFEAERT DBOR bIERD 2V, BED IR L7 v 7 BURR I A N X228
ME#r & ORFE DI L. A S HADOFEAT UM Nt 27 S T > Tho Tz,

Cosgrove MFENFET 5B 5 —2OIIX, HFEOBW 7707 4 7 Th b, HRIIM
MEFEFZ LV RBDL G, ZRRBRBOREL 2 b OB [RTE] 2 L0 LT 5729012 values 28
LY, RERTIE, AR, BEREGOZERMIMB A2 RETHHAOEE 7 v a0
attributes ZBEET2HEY | L LTOPOMEE LIXLIERE, SRRSO RMEFR R & &
KRAITH D, BILSOEIENEZERIET D=y F~—0 T 4 VT ORRIZIBWNT, 77 > RILEmgs
ROGEIZEY | OOV =¥ =AM T 5y — L Thb o7, KEADOKTAKN
RO L= RO TCBHg) Y —5—) TARH SN E®) TREME - AeoZ &) ST

21 Kenneth M. Cosgrove, 2007, Branded Conservatives: How the Brand Brought the Right from the Fringes to the
Center of American Politics, NY: Peter Lang.
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AFROMAEEL) SR T AV D OHER; ) &\ o727 T v REdEEFIH L <, % O [fKIEPE (heritage) |
ol EEHEE I, A RKHHEY 2 —V - Ty v anbBEBRG-W- 7 v o TOHAEIC
P2y BOENOERARMAL 25T, 2075w FEIL, JREARRSHEICT s a0 2 7 bt
ERIG A G e [P BERE H (consumer relations management) | (ZFBWWT HIEH S, FHEIE ORI
LT, MRMEICERR L2,

L—H D3t L LCOIMET 7 > Rid, A/~ BOERUCEERE 2 7 o 7K E O N\ RS RL O
AR, A 7 7 GroRAEL - WEORIAZR EORE O ERRAIHIN & R E B QBRI o TR Y & 2
H5, R ERIRE ORLEFES 72 b T VU TBHREOREENL, T T v REREMICEE X
WD LD, FAGITNESL, L—H L DRND F T T ORANEEF L2552, £i2hT
VTBHEE, 7TV R - BRI AR —OBENLATH, ZHEO— B M0 H 0 Ik
NHVZ I, ZNSDFEIZHONTIE, B THREILIZ0,

I-5 AEEORENLH1zT S Y FEEDIHT

FYEEINT 70 R EHZ T 1ILDTWDH0E, 77 v RSVEHES TS & OBRME, & <ICB5E
OBUILRL, B OMEL ETEE THE 1D, 77 v ROofroIFICEE R T 7 —FTh 5,
HHEEDIRDER EMEELS ESETHLN, 202 L, i~ —r 7 1 v 7.
72 Twitter 72 &Y = ¥ VAT 4 7T TORMEDORIGE S L12, BHEEDN N7 7 ENRO LB
IZOWT, ED XD BRI TEOMEREIT 50, EARFROELHET D0 (HESY —
VANAT 4 T B U TEEEDNRBE Lz, BURRENDLORENED S b, i bHIGHITE > T
50— R, FISIEEERINSERDD, E-ED My 7O tweet 3% < FiEN, W) U YA
— "M ERG AR TSN Do Te R ER 0T 5, Zhbld, AHENORIZNTZ T T TR
O (brand equity)Z#E> TS D TH D, I 2 TIEZOHFFEIAIZ N SERY BT 5,

F—OFBIE, 2016 FIEAEIFL | 2020 FREEL —BSERRMEEOEE 2021 4F1 A6 H N
VKR OIS LD BHGRSIE N E T h——TClX, NI VT DT T RA A—URE HE
LU= Z i LT T b, 7T > Ra v o st BrandForward, Inc.f#% Brad VanAuken
X, 2016 45, 19 4F, 21 4FEERIE 0 — [T v 2 E R 2 550 L 722,

ZHEh N T U AEEER CEAREOREST T L EEISE L L TEKMAEDNE S
FEZLLCO NI T T T RIE, MEols I— LV RCREL, Thi~riay, G705
TRTN, VY= BV EBIKETA SRR L CWEERR] T b0, &
ZAD2016 FEFE TRMBEUTATT D & b T T RO/ A=Y T T2 RIZIFRE 2 U XA
BUBSIMEk 2 bl N - JERONRFE) Lo, &<KRRE 770 R Tk Lz,

BAIOSHHE, 115 O (FITHERR) MREEEDO Y 2 kv, T 0 7% T54800) 7213 TR
Wy ST AR ARATEH BV, FHE D SIS E L TR DNEIZ AR T=DORLL T Th 5,
<2016 AFEFiAT > 1 RE ., 2. T, 3. BENSD D, 4. EVRATL, 5 ERL, 6 BER

22 Michael Scherer and Josh Dawsey, “Republicans struggle to define a new governing coalition as Trump closes grip on
party, Washington Post, 23 May 2021.

23 Brad VanAuken, “The Evolution of the Trump Brand”, Branding Strategy Source (blog), 15 January 2021,
http://www.brandingstrategysource.com/2021/01/the-evolution-of-trump-brand.html
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< (M7 OkkAREICHIA L) . Lb [ERE] 2RWT, HENA A —U N EENREN
AN AIVED o T2, BOE 4 RIS A 1/6 BEBRIZOM L L 720 b T T OR—=Y LT 5
 NIESERICEE ST L DI A 208 i SaRrE-CIRsFIBICIR S & 2021 SETHHEEA A —Y
LEBEEA A=V NRIEL TN D
<2021 HFFA - FSCREE - {%ﬂ‘ DIp>
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BWENSD) &) 2 00 FHEZEROBRM CTHWEEETSH, FUMRIZ-72 (2021 4504#).,
<KFZUTTITURTEETDHO 2021 4 —fR, ZVIE>
AEER (16%) . IRF72/ B0 AL (12%), AOT LT Z (10%)
AR 9%) . BE 9%). mTELMEHRE (7%). T (6%). HT/L (6%)
FERWD (6%), RIFE (5%). BFE (4%) . TR (4%) . LIEE (4%) .,
N8 (4%). REE %), &5 T25 %)
< KNI TTT 2 RTHET 260 1 2021 4 RN SR - ARSTIRD A, [R5 ABC IE>
TAUHR, BIFE, Y FEIRAR, RVBE, ST a—2 KT, T Rv—7 ),
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NI HEU— &
< KFNVR - N THET DL O 2021 4 —i%, ZWVIE>
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<RIV R - b7 THRET SO @ 2021 45 RS 3EE - (RSFIRD 7, [BI%E 24 ABC JIE>
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FLIEME WD | M OESELREIE O A RET 50D THH D,

2016 HEe26ClE, MERIHAED Gallup t1:L Georgetown K%, Michigan KEEDMFZEE N T— L% FH
Zx, Gallup 728 7 H 705 11 A5 £ ©fF B EM L= 2E e aTas 8 GERMNCER) & 7
VB BTBIAT— R D Twitter FFR DM IT 2 Mrctge & LT, AMHEEN 7 U o bk b7 7Ol
KA DN T2 BB E Lch (FE v 2), EBEmomi (EENDGEERD) ZRERY
MILZIBHR L7224,

2016 FRATRE RO L, OMFRETIE, 72V v bt [BE A=A R TERSNEZZ E28D
1%, —J5 b7 U T IERFREBEATR RS O KRB LRI & D~ A AL A—=VIT D03,
RERERILZR (K 10 _1B) OTwitter HFTH 27 U bAL [E A=), A— L& gFE LI
Wikileaks, FBI#84, 7 U v N HHIEE R & B4 2 5ER) by 7 RNE <MD B bz, b
F 7L TUEZIUZ ERER TR (10 FE), @2 U v oo E A —/LIBBITEEF
—ELESh, 2V b7 70 MllfzRkE LizeExohd (K10 T,

2020 £EEEXTIE, 2 OHFJEIE Gallup 121> > T CNN & Z DO HGGFRA /S— FF—SSRS 235] Xk
&, WRFEMIEE & & BT, S3MC (The Social Science and Social Media Collaborative) DBIE =2 I = =
br—varruyYxzy hd1-25& LT The Breakthrough & 41T 510722,

24 S3MC, “What Have You Read, Seen or Heard About Hillary Clinton and Donald Trump lately?,
httpsi//s3mec.org/political-communication/election-2016-project/; and Frank Newport and et als, “Email" Dominates What
Americans Have Heard About Clinton,” Gallup, 16 September 2016, https:/mews.gallup.com/poll/195596/email-
dominates-americans-heard-clinton.aspx

25 S3MC, “Election 2020 project “, https:/s3mec.org/political-communication/election-2020-project/ ; and Grace Sparks,
“As the campaign closes, coronavirus remains the main event, “ CNNpolitics.com. 3 November 2020,
https:/edition.cnn.com/2020/11/03/politics/the-breakthrough-coronavirus-trump-biden/index.html
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= Terrarism Policy

What people said they had “read, seen or heard” about Clinton throughout the election.

Source: S3MC, “What Have You Read, Seen or Heard About Hillary Clinton and Donald Trump lately?,
https://s3mc.org/political-communication/election-2016-project/
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Source: Grace Sparks, “As the campaign closes, coronavirus remains the main event,” CNNpolitics.com, 3 November 3 2020
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Figure 1 — Stances towards candidates on Twitter in first presidential debate
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Figure 2 — Stances towards candidates on Twitter in second presidential debate
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Source: “Real-time analysis shows that the first debate shifted attitudes among Twitter users towards Biden and the second solidified them, *
The LSE Phelan US Center blog, 1 November 2020..
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BAZINZ, FHEE ORG & RRTED 7 7 o RERIE & BhaE-D1F 55 =9t & LT, Pérez-Curiel and
Naharro (2019)D TBOEDA > 7 )V W —7=h ¢ Twitter ([ZEB1T 2 KT KR « R T T D3~ )0
TIURBAT AT LA TA UHEE A D] 220 BT 5,

ZOWZEIE, Twitter KFEHEHI” & Mk AL D1EE Twitter 2T L7z k7 0 7 BUED I 100 HH
D=V F)NT 1D b@realDonaldTrump DFEFGD 5 5, & AZHBEAERMHAHNLD4 Ny 79
bt TBRME TEEEER) [tk TAT 4 Tl 1220 T, M7 27 tweets R & 2 OFiE
@ TB%-(engagement)| (likes, retweets, comments CHEk 32 RE) .~ 7 7 Fefa & Wi s —m
== —2A (USA Today, Boston Globe, Wall Street Journal, New York Times 4 #k0>1-35)) & OXFISEAfR % 7
BN T D, ZRUCL ST, Ty T D= F IR A v =0, Twitter wed (JIEIE %5
DIEFFHEIRE D, D ORMHWEDE —HmIZR T 2 FEERE DR, SlZ@F7r—Iv s
DRAEB DT EEBMRFEL LD T D, AMZONWTHET 20721 Tl ThE ED L) ITH#EmT
DNEVD P, HRR D BIEICE T, NI U T OBIRT T T 1 v T OMIRIEHRN A e 5
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R SV TON-V FTwitterd&faT — <5 ¢ RERGERE—E COHIEE REHE
(Pérez-Curiel and Naharro, 2019)

Topic Metrics Front page Main valence
Immigration 37.00% 33.00% 21 % (-) 12 % (+)
Foreign affairs 39.00% 30.00% 22% (-) 8 % (+)
Media 19.00% 27.00% 19 % (-) 8 % (+)
Women 5.00% 10.00% 10 % (-)

Total 100.00% 100.00% 100.00%

Source: Pérez-Curiel and Naharro, 2019, “Political influencers. A study of Donald Trump'’s personal brand
on Twitter and its impact on the media and users,” Communication and Society 32(1): 57-75, Table 8.
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26 Concha Pérez-Curiel and Naharro, P. L., 2019, “Political influencers. A study of Donald Trump’s personal brand on
Twitter and its impact on the media and users,” Communication and Society 32(1): 57-75
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