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REZYMEJA

Studimi i komunikimit politik ka gené vazhdimisht i lidhur ngushté me mediet dhe me
zhvillimin e tyre. Né dekadén e fundit fokusi ka kaluar te mediet sociale, pér shkak té pérdorimit
té gjeré té tyre dhe, rrjedhimisht, edhe pér shkak té ndikimit té tyre né proceset zgjedhore.
Pérgendrimi i akteréve politik né medie sociale i ka yshté edhe studiuesit gé té€ merren mé dendur
me mundésiné e efektit gé mund té keté media sociale né fushaté zgjedhore dhe né zgjedhje.
Sikundér né shtetet mé té zhvilluara, edhe né Kosové, pérdorimi i medieve sociale nga akterét
politiké éshté né rritje. Prandaj, edhe kjo tezé e doktoratés trajton kété tematik, komunikimin
politik né mediet sociale. Ndryshimet né komunikim politik tok me zhvillimet teknologjike
pérbéjné njé pjesé té réndésishme té kétij studimi. Cdo zbulim medial ka transformuar
komunikimin politik, duke filluar me shtypin, radion, televizionin dhe sé fundi, internetin. Ky
transformim éshté né proces, sidomos tash me pérfshirjen e medieve sociale gé i ka dhené njé tjetér
dimension, komunikimit né pérgjithési dhe, komunikimit politik né veganti. Mundésia e
komunikimit té drejtpérdrejt me gytetarin dhe pérjashtimi i gazetarit nga ‘loja’ i ka béré mediet
sociale edhe mé térheqése pér politikanét. Né periudhén e post té vértetés, politikanét, cdo heré e
mé shumé, po preferojné té pérdorin mediet sociale pér té komunikuar me publikun edhe pér shkak
té lehtésimit dhe shpejtésisé sé shpérndarjes sé informacionit, por edhe pér mundésiné e
interaktivitetit mes tyre, pra politikan-qytetar dhe anasjelltas.

Studiuesit konkludojné se ményra e pérdorimit té medieve sociale, si dhe qéllimi i
pérdorimit t& tyre ndryshon nga shteti né shtet, ose edhe nga rajoni né rajon. Eshté e
padiskutueshme se mediet sociale, Facebook-u apo Twitter-i, e kané shkriré distancén qé kishin
politikani dhe gytetari. Né ditét e sotme, mundésia e qytetarit pér t¢ komunikuar me politikanét
éshté¢ shumé mé e madhe, pér faktin se népérmjet medieve sociale, ai mund t’i drejtohet
drejtpérdrejt politikanit, t’ia shpalos shqetésimin dhe t€ diskutojé pér zgjidhjen e problemit.
Gjithashtu, politikani, falé medieve sociale, mund té realizojé komunikim té drejtpérdrejt, té
shpejté, té shpeshté e té lehté me qytetarét. Por, politika déshiron té veprojé ashtu si¢ asaj i
konvenon dhe kéto pérparési gé i ofron media sociale, nganjéheré duket se kané plotésuar até gé
politikanét gjithnjé e métojné, té kené mediet né doré dhe ato té jené né shérbim té tyre duke
pércuar mesazhin te publiku ashtu si¢ ata duan. Praktikat tregojné se politikanét jané té prirur té
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pér té dérguar mesazhin te publiku, pa ndérhyrjen e njé pale t€ ndérmjeme. Rrjedhimisht, lind
pyetja, nése Facebook-u dhe Twitter-i e kané afruar politikanin me qytetarin, duke intensifikuar
dhe duke lehtésuar komunikimin midis tyre, apo e kané deformuar komunikimin politik duke
prodhuar propagandé dhe keginformim?! Kjo éshté edhe hipoteza kryesore e studimit.

Objekt i studimit éshté pérdorimi i medieve sociale nga partité politike pér komunikim
politik me qytetarét, gjegjésisht me zgjedhésit né zgjedhjet e pérgjithshme té vitit 2017. Né kété
studim éshté analizuar popullariteti i medieve sociale te spektri politik kosovar, pérshtatja e partive
politike me epokén digjitale té komunikimit, si dhe pérhapja e personalizimit t& komunikimit
politik. Népérmjet analizimit té pérdorimit té Facebook-ut dhe Twitter-it nga partité politike gjaté
zgjedhjeve té pérgjithshme té vitit 2017, éshté konstatuar ményra dhe shkalla e pérshtatjes sé
politikés me kéto medie sociale. Pra, nése kéto medie sociale jané pérdoré pér informim, njoftim
apo edhe pér ndérveprim me publikun dhe mobilizimin e tyre. Analizé me té njéjtét parametra
éshté béré edhe né fushatén zgjedhore té tre kandidatéve pér kryeministér né zgjedhjet e
pérgjithshme té vitit 2017.

Ndryshimi rrénjésor i raportit t&é medieve me politikén, posacérisht pas fitores sé Donald
Trump né zgjedhjet presidenciale té 2016-s né Shtetet e Bashkuara té Amerikés, e shtron nevojén
pér mé shumé studime té ndryshme qé kané ndodhé dhe po ndodhin né raportin medie-politiké, si
pasojé e ndikimit né rritje t¢ medieve sociale. Tkurrja e rolit té medies tradicionale si uré lidhése
ndérmjet polikés dhe publikut éshté epilog i rritjes dhe zhvillimit té medieve té reja né pérgjithési,
dhe medieve sociale né veganti. Prandaj, géllimi i kétij studimi é&shté té analizojé raportin medie-
politiké té epokés digjitale né shtetin e Kosovés. Duke marré parasyshé shkallén e larté té shtrirjes
sé internetit né familjet kosovare, edhe spektri politik kosovar, ¢cdo heré e mé shumé, po u jep
vémendje medieve sociale, pér té shpérndaré ideté apo agjendat e tij. Popullariteti i partive politike
né medie sociale éshté rritur ndér vite, sikurse edhe pérdorimi i kétij lloji té medies nga partité
politike. Trajtimi i komunikimit politik gé&, si mjet kryesor e ka medien sociale u mungon
studimeve kosovare né kété fushé, prandaj ky studim do té shérbejé si bazé teorike dhe praktike
pér studiuesit e komunikimit, medies, shkencave politike, pastaj pér studentét, por edhe pér
hartuesit e strategjive t& komunikimit né partité politike kosovare.

Fokus i studimit jané zgjedhjet e pérgjithshme té vitit 2017, fushata zgjedhore prej 31 maj
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aktiv, cka e bén mé té pérshtatshme pér té studiuar komunikimin politik né Kosové, né epokén
digjitale.

Né kété studim, grumbullimi i té dnénave nga mediet sociale éshté béré me softverin ‘R".
Té dhénat pérmbajné 1296 postime, prej tyre 797 né Facebook dhe 519 sosh né Twitter. Gjithashtu,
me softverin ‘R’ jané grumbulluar té gjitha té dhénat ekzistuese té partive politike kosovare dhe té
lideréve té tyre, nga dita e adoptimit té tyre me kété teknologji té re, gé fillon prej 5 mars 2009,
deri né fund té zgjedhjeve té pérgjithshme té vitit 2017.

Né studim jané pérdoré metoda té ndryshme, si metoda cilésore, metoda sasiore, metoda
krahasuese, metoda e analizes sé pérmbajtjes, metoda e analizés sé deskut, metoda induktive,
metoda deduktive, metoda historike, metoda e gjeneralizimit. Pérmbajtja e postimeve té akteréve
politik né mediet sociale éshté analizuar me metodén cilésore. Analiza sasiore éshté realizuar
pérmes shoshitjes sé pranisé sé partive politike né mediet sociale, ndérkaq, me metodén krahasuese
jané krahasuar pérdorimi i Facebook-ut dhe i Twitter-it nga partité politike. Analiza e pérmbajtjes
éshté pérdoré pér té paré se si akterét politik né Kosové i kané pérdoré mediet sociale. Analiza e
deskut éshté pérdoré né shqyrtimin e dokumenteve ligjore, raporteve té organizatave té ndryshme,
etj.

Kjo tezé doktorature analizon shtrirjen e Facebook-ut né spektrin politik kosovar, jo vetém
né rrafshin partiak, por edhe até individual, duke analizuar edhe kandidatét pér deputet, nése e
kané adoptuar Facebook-un pér fushaté, cilat jané té pérbashkétat dhe dallimet bazuar né ndarje
gjinore si dhe sipas moshés. Studimi analizon edhe fushatén e tre kandidatéve pér kryeministér né
Facebook dhe né Twitter. Gjithashtu, pjesé e analizés jané edhe vitet e méhershme, prejse mediet
sociale kané filluar té pérdoren nga spektri politik kosovar.

Njé tjetér analizé éshté ajo e mbulimit té fushatés zgjedhore né televizion. Mostér e analizés
jané edicionet gendrore té lajmeve té tri televizioneve nacionale, Radio Televizioni i Kosovés
(RTK), Kohavisioni (KTV) dhe Radio Televizioni 21 (RTV21), gjaté periudhés 31 maj — 10
gershor, pra jané analizuar 11 edicione dhe jané pérfshiré 142 lajme qé ndérlidheshin me fushatén.

Teza e doktoratés éshté e ndaré né dhjeté pjesé, hyrja, teté kapituj dhe pérfundimet. Pas
hyrjes, kapitulli i paré ndérton bazén teorike té studimit, i mbéshtetur né studimet e komunikimit
politik dhe té medieve sociale. Né kapitullin e paré diskutohen studiuesit kryesoré, Brian McNair,
Darren Lilleker, Gianpietro Mazzoleni, Jay Blumler, Holli Semetko, Anthony Giddens, Doris
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Maurice Vergeer e késhtu me radhé. Mg pastaj, diskutohen emrat mé té médhenj té studimeve pér
propagandén dhe opinionin publik, Edward Bernays, Noam Chomsky, Harold Lasswell, Jacques
Ellul, Douglas Kellner, Walter Lippman e Giovanni Sartori. Kapitulli i paré vazhdon me pjesén e
dyté, gé u kushtohet teorive té ndérlidhura me mediet sociale, ku pérfshihen studiuesit mé né zé,
Danah M. Boyd, Everett Rogers, Andrew Chadwick, Zizi Papacharissi, Samantha Bradshaw,
Philip Howard, Nick Couldry, Manuel Castells, Homero Gil de Zufiga e Clay Shirky. Né kété
pjesé shtjellohet determinizmi teknologjik, teoria e difuzionit té inovacioneve e Rogers-it,
ballafagohen dy grupacionet e studiuesve, ata gé e shohin medien sociale si mjet i mundésive té
reja té komunikimit, pérafrimit té politikanéve me qytetarin, rritjen e lirisé sé shprehjes, si dhe
grupi tjetér i studiuesve q€ e véjné theksin te ‘echo chambers’, té cilét mendojné se me mediet
sociale éshté lehtésuar shpérndarja e propagandés dhe keginformimit. Teoria e Chadwick-ut rreth
hibridizimit t& medieve dhe koncepti i Castells-it pér ‘veté-komunikimin masiv’ jané dy teori té
tjera, pjesé e rishikimit té literaturés.

Kapitulli i dyté trajton format e komunikimit politik, llojet e fushatave zgjedhore,
tipologjiné e Pippa Norris-it, Jay G. Blumler-it dhe Dennis Kavanagh-ut, etj., dy modelet teorike
té fushatés zgjedhore, sipas profesorit italian, Gianpietro Mazzoleni-t, planifkimin dhe ndértimin
e strategjisé sé fushatés zgjedhore sipas profesorit francez, Philippe J. Maarek dhe llojet e partive
politike bazuar né objektivin e tyre primar, sipas politologut norvegjez, Karee Strem dhe
profesoreshés sé marketingut politik, Jennifer Lees-Marshment.

Kapitulli i treté shtjellon mediet sociale né pérgjithési dhe Facebook-un e Twitter-in né
vecanti. Né kété kapitull trajtohet efekti i medive sociale né ndryshimin e raportit medie
tradicionale-politiké dhe ndryshimet gé kané ndodhé né rrjedhén e informacionit.

Konteksti kosovar hap kapitullin e katért, analizohet sistemi zgjedhor i Kosovés, jepet njé
pasqyré e shkurté e shtaté partive politike kosovare, gé jané edhe pjesé e korpusit té studimit.
Gjithashtu, ky kapitull merret me pérshtatjen e partive politike me epokén digjitale té€ komunikimit
politik, popullaritetin e medieve sociale dhe rrjetin e partive politike né Facebook dhe né Twitter,
si dhe té lideréve té atyre partive. Gjithashtu, ky kapitull trajton personalizimin e komunikimit
politik.

Kapitulli i pesté shtron c¢éshtjen e fushatave online, propagandés, lajmit té rremé,
keginformimit dhe hedh véshtrim edhe né kornizén ligjore té pérdorimit té medieve sociale gjaté
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motiv pér shpérndarjen e tyre dhe disa nga metodat pér verifikimin e informacioneve, né ményré
gé té kuptohet se éshté lajm i rremé. Pérvec shembujve té huaj, né kété pjesé prezantohen edhe
disa raste nga konteksti kosovar i shpérndarjes sé lajmit té& rremé&, ményrés sé shpérndarjes dhe
hileve qé pérdoren pér t’1 béré€ kéto lajme sa mé pak t€ dallueshme se jané t€ rreme. Krejt n€ fund,
por jo mé pak e réndésishme, diskutohet fenomeni 1 ‘fake news 2.0°, deepfake dhe shallowfake,
version edhe mé i avancuar i lajmit té rremé.

Pérdorimi i Facebook-ut gjaté fushatés zgjedhore trajtohet né kapitullin e gjashté, duke u
analizuar pérdorimi i késaj medie sociale nga partité politike, pérshtatja e 320 kandidatéve pér
deputet, duke i ndaré né dy kategori, sipas gjinisé dhe sipas moshés. Né kété pjesé béhet analiza e
aktivitetit té partive politike né Facebooké gjaté fushatés dhjeté ditore, nga analiza e pérdorimit
ditor, mesatarja e postimeve gjaté fushatés dhe interaktiviteti i partive politike me ndjekésit.
Gjithashtu analizohet pérmbajtja e mesazheve té partive politike, sipas llojit, mobilizues, apo
njoftues dhe, sipas formés, vetém tekst, apo edhe pérdorim i fotografisé, videos e linkut, ose postim
i formés ‘event’. Né kété kapitull analizohet edhe fushata e tre kandidatéve pér kryeministér dhe
pérdorimi i Facebook-ut pér té béré fushaté nga ana e tyre, analiza e pérdorimit ditor, mesatarja e
postimeve gjaté fushatés dhe interaktiviteti i partive politike. Analiza e mesazheve té tre
kandidatéve pér kryeministér éshté béré né té njéjtén kornizeé té llojit té tekstit, sikurse pér partité
politike. Populizmi dhe pérdorimi i tij nga tre kandidatét pér kryeministér éshté pjesé e kétij
nénkapitulli. Né kété pjesé analizohet pérhapja e komunikimit populist dhe, népérmjet analizés sé
pérmbajtjes identifikohen té dy aspektet e komunikimit populist: pérmbajtja dhe stili, duke pérdoré
ndarjen e llojeve té populizmit sipas profesoréve belg, Jan Jagers dhe Stefan Walgrave. Gjithashtu,
éshté analizuar interaktiviteti i krijuar nga adoptimi i njé stili t&¢ komunikimit populist, nése
postimet populiste kané arritur mé shumé pélgime, komente e shpérndarje, se sa mesazhet
jopopuliste.

Twitter-i éshté né qgendér té analizés sé kapitullit té shtaté, ku gjithashtu analizohet
aktiviteti i1 partive politike, adoptimi i tyre né Twitter dhe interaktivitetit gé kané krijuar né kété
medie sociale. Sikurse pér Facebook-un, edhe né rastin e Twitter-it, béhet analizé e njéjté e
pérdorimit gjaté fushatés zgjedhore, duke pérfshiré postimin ditor, mesataren e postimeve,
interaktivitetin e prodhuar si dhe analizén e pérmbajtjes sé mesazheve. Analiza e mesazheve té
partive politike né Twitter éshté béré né té njéjtén kornizé té llojit té tekstit, mobilizues dhe
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pérdorimi i tij gjaté fushatés zgjedhore nga tre kandidatét pér kryeministér, adoptimi i tyre né
Twitter, postimi ditor, mesatarja e postimeve, interaktiviteti i prodhuar si dhe analiza e pérmbajtjes
sé mesazheve, me kornizén e njéjté té llojit té tekstit, sikurse pér partité politike. Né kété pjesé
gjithashtu béhet krahasimi i interaktivitetit té mesazheve né gjuhén shqipe dhe né gjuhén angleze
gjaté fushatés né Twitter té té tre kandidatéve pér kryeministér.

Kapitulli i teté trajton analizimin e raportimit né televizion pér fushatén zgjedhore 2017,
ku paragitet shkurtimisht njé historik i zhvillimit t¢ medies né Kosové, sistemi medial kosovar, i
ndértuar mbi modele té sistemit medial té studiuesve té ndryshém, Paolo Mancini, Daniel Hallin,
Zrinjka Perusko, Dina Vozab, Boguslawa Dobek-Ostrowska. Trajtohet roli i gazetarit né jetén
politike, me theks té vecanté, gjashté funksionet themelore té gazetarisé sipas Thomas Hanitzsch
dhe Tim Vos. Gjithashtu, diskutohen elementét e gazetarisé té prezantuar nga Bill Kovach e Tom
Rosenstiel, dhe pozicioni i gazetarit si ‘gatekeeper’ (kontrollues i informacionit) né epokén e
sotme. Gjithashtu, paraqiten elementet thelbésore t€ lajmit sipas ‘Missouri Group’, vlerésimi i
ngjarjeve nga gazetari sipas profesorit t€ gazetarisé, Milazim Krasnigit dhe emra té tjeré té
studimeve né fushén e gazetarisé, Thomas E. Patterson, Bajram Kosumi, Michael Schudson, etj.
Né kété kapitull analizohet mbulimi i fushatés zgjedhore nga tri televizionet nacionale té pérfshira
né analizé, RTK, KTV dhe RTV 21. Né kété pjesé paragiten ndryshimet né ményrén se si
televizionet i mbuluan ndér vite zgjedhjet né Kosové, pastaj fokusi kalon te reklamimi politik dhe
programi i sponsorizuar i fushatés né televizion, pér té vazhduar me mbulimin e fushatés zgjedhore
2017 nga té tri televizionet.

Pjesé e dhjeté jané pérfundimet dhe krejt né fund éshté e listuar bibliografia e shfrytézuar
né kété studim, 228 libra e artikuj shkencoré dhe 96 burime tjera sekondare, duke pérfshiré
Kushtetutén e Kosovés, ligje, artikuj t& medieve, raporte té institucioneve vendore dhe té huaja,

etj.



RESUME

The study of political communication has consistently been closely linked to the media and
their development. In the last decade the focus has shifted to social media, due to their widespread
use and, consequently, also due to their impact on the electoral process. The focus of political
actors on social media has also led scholars to deal more closely with the possibility of the effect
that social media may have on the election campaign and elections. As in more developed
countries, so in Kosovo, the use of social media by political actors is increasing. Therefore, even
this doctoral thesis addresses this topic, political communication on social media. Changes in
political communication along with technological developments constitute an important part of
this study. Every media revelation has transformed political communication, starting with the
press, radio, television and finally, the internet. This transformation is in progress, especially now
with the inclusion of social media that has given another dimension to communication in general
and political communication in particular. The possibility of direct communication with the citizen
and the exclusion of the journalist from the 'game’ has made social media even more attractive for
politicians. In the post-truth period, politicians, more and more, are preferring to use social media
to communicate with the public also because of the ease and speed of information dissemination,
but also for the possibility of interactivity between them, ie politicians- citizen and vice versa.

Researchers conclude that the way social media is used, as well as the purpose of their use
varies from state to state, or even from region to region. It is indisputable that social media,
Facebook or Twitter, have closed the distance between the politician and the citizen. Nowadays,
the opportunity for the citizen to communicate with politicians is much greater, due to the fact that
through social media, he can address the politician directly, express his concern and discuss the
solution of the problem. Also, the politician, thanks to social media, can realize direct, fast,
frequent and easy communication with citizens. But, politics wants to act as it suits it and these
advantages offered by social media, sometimes seem to have fulfilled what politicians always
aspire to, to have the media in hand and to be at their service by conveying the message to the
public as they want. Practices shows that politicians tend to use the media as a propaganda tool
and social media can be seen as the ideal means of communication to send the message to the
public, without the intervention of an intermediary party. Consequently, the question arises,
whether Facebook and Twitter have brought the politician closer to the citizen, intensifying and



facilitating communication between them, or have they distorted political communication by
producing propaganda and misinformation ?! This is also the main hypothesis of the study.

The object of the study is the use of social media by political parties for political
communication with citizens, ie with voters in the general elections of 2017. In this study is
analyzed the popularity of social media in the Kosovo political spectrum, the adaptation of political
parties to the digital age communication, as well as the spread of personalization of political
communication. Through the analysis of the use of Facebook and Twitter by political parties
during the 2017 general elections, it has been ascertained the way and degree of adaptation of
politics with these social media. So, if these social media are used for information, notification or
even for interaction with the public and their mobilization. An analysis with the same parameters
was made in the election campaign of the three candidates for prime minister in the 2017 general
elections.

The fundamental change in the relationship between the media and politics, especially after
Donald Trump's victory in the 2016 presidential election in the United States of America, raises
the need for more different studies that have happened and are happening in the media-politics
relationship, as a result of the growing influence of social media. The shrinking role of traditional
media as a bridge between politics and the public is the epilogue of the growth and development
of new media in general, and social media in particular. Therefore, the purpose of this study is to
analyze the media-political relationship of the digital age in the state of Kosovo. Considering the
high level of internet coverage in Kosovar families, the Kosovar political spectrum is increasingly
paying attention to social media to spread its ideas or agendas. The popularity of political parties
on social media has increased over the years, as has the use of this type of media by political
parties. The treatment of political communication that has social media as its main tool is lacking
in Kosovar studies in this field, therefore this study will serve as a theoretical and practical basis
for researchers of communication, media, political science, then for students, but also for drafters
of communication strategies in Kosovar political parties.

The focus of the study is the 2017 general elections, the election campaign from May 31
to June 9, because, in that period, both politicians and voters are more active, which makes it more
appropriate to study communication politics in Kosovo, in the digital age.

In this study, social media data collection was done with ‘R’ software. The data contains

1296 posts, of which 797 on Facebook and 519 on Twitter. Also, with the 'R’ software, all existing



data of Kosovar political parties and their leaders have been collected, from the day of their
adoption with this new technology, starting from March 5, 2009, until the end of the general
elections. of 2017.

Various methods have been used in the study, such as qualitative method, quantitative
method, comparative method, content analysis method, desk analysis method, inductive method,
deductive method, historical method, generalization method. The content of political actors' posts
on social media was analyzed with the qualitative method. The quantitative analysis was carried
out by sifting through the presence of political parties on social media, while the use of Facebook
and Twitter by political parties were compared with the comparative method. Content analysis has
been used to see how political actors in Kosovo have used social media. Desk analysis is used in
reviewing legal documents, reports of various organizations, etc.

This doctoral thesis analyzes the extension of Facebook in the Kosovar political spectrum,
not only at the party level, but also the individual one, analyzing the candidates for MP, if they
have adopted Facebook for the campaign, what are the commonalities and differences based on
gender segregation as well as by age. The study also analyzes the campaigns of three candidates
for prime minister on Facebook and Twitter. Also, part of the analysis are the previous years, since
social media have started to be used by the Kosovar political spectrum.

Another analysis is that of coverage of the election campaign on television. Sample
analysis are the central news editions of the three national televisions, Radio Television of Kosovo
(RTK), Kohavisioni (KTV) and Radio Television 21 (RTV21), during the period May 31 - June
10, ie 10 days of campaigning and the day of election silence. Through the analysis of the news
contents, the agenda of the three televisions during the election campaign was determined, as well
as the determination of the reporting tone, which was analyzed in all 11 editions and included 142
news related to the campaign.

The doctoral thesis is divided into ten parts, introduction, eight chapters and conclusions.
After the introduction, the first chapter builds the theoretical basis of the study, based on studies
of political communication and social media. The first chapter discusses the leading scholars, Brian
McNair, Darren Lilleker, Gianpietro Mazzoleni, Jay Blumler, Holly Semetko, Doris Graber, Claes
de Vreese, Frank Esser, Jesper Stromback, Rasmus Kleis Nielsen, Anthony Giddens, and so on.
Next, the biggest names in propaganda and public opinion studies are discussed: Edward Bernays,

Noam Chomsky, Jacques Ellul, Harold Lasswell, Douglas Kellner, Walter Lippman and Giovanni



Sartori. The first chapter continues with the second part, which is devoted to theories related to
social media and includes the most prominent scholars, Danah M. Boyd, Everett Rogers, Andrew
Chadwick, Zizi Papacharissi, Samantha Bradshaw, Philip Howard, Nick Couldry, Manuel
Castells, Homero Gil de Zufiiga and Clay Shirky. This section discusses technological
determinism, Rogers's theory of diffusion of innovations, confronts two groups of scholars, those
who see social media as a means of new opportunities for communication, rapprochement of
politicians with the citizen, increasing freedom of expression, as well as the other group of scholars
who emphasize 'echo chambers', who think that social media has facilitated the dissemination of
propaganda and misinformation. Chadwick's theory of media hybridization and Castells's concept
of 'mass self-communication' are two other theories that are part of the literature review.

The second chapter deals with the forms of political communication, the types of election
campaigns, the typology of Pippa Norris, Jay G. Blumler and Dennis Kavanagh, etc., the two
theoretical models of the election campaign, according to the Italian professor Gianpietro
Mazzoleni, planning and building the election campaign strategy according to French professor
Philippe J. Maarek and the types of political parties based on their primary objective, according to
Norwegian political scientist Karee Strgm and political marketing professor Jennifer Lees-
Marshment.

The third chapter discusses social media in general and Facebook and Twitter in particular.
This chapter deals with the effect of social media on changing the traditional-political media ratio
and the changes that have taken place in the flow of information.

The Kosovar context opens the fourth chapter, analyzes the electoral system of Kosovo,
gives a brief overview of the seven Kosovar political parties, which are also part of the study
corpus. Also, this chapter deals with the adaptation of political parties to the digital age of political
communication, the popularity of social media and the network of political parties on Facebook
and Twitter, as well as the leaders of those parties. Also, this chapter deals with the personalization
of political communication

The fifth chapter raises the issue of online campaigns, propaganda, fake news,
misinformation and looks at the legal framework of the use of social media during the election
campaign. This section also discusses the types of fake news, the reasons that are considered
motivation for distribution and some of the methods for verifying information in order to

understand that it is fake news. In addition to foreign examples, this section also presents some



cases from the Kosovar context of spreading fake news, the manner of distribution and the tricks
used to make this news as distinct as possible that it is false. Last but not least, the phenomenon of
‘fake news 2.0', deepfake and shallowfake, an even more advanced version of fake news, is
discussed.

The use of Facebook during the election campaign is addressed in Chapter Six, analyzing
the use of this social media by political parties, the adaptation of 320 candidates for MP with this
social media, dividing them into two categories, by gender and by age. This section analyzes the
activity of political parties on Facebook during the ten-day campaign, from the analysis of daily
usage, the average of posts during the campaign and the interaction of political parties with
followers. Also, the content of the messages of the political parties is analyzed, according to the
type, mobilizer, or announcer and, according to the form, only text, or even the use of the photo,
video and link, or posting of the ‘event’ form. This chapter also analyzes the campaign of the three
candidates for prime minister and the use of Facebook to campaign by them, the analysis of daily
use, the average number of posts during the campaign and the interactivity of political parties. The
analysis of the messages of the three candidates for prime minister is done in the same framework
of the type of text, as for the political parties. Populism and its use by the three candidates for
prime minister is part of this subchapter. This section analyzes the spread of populist
communication and, through content analysis, identifies both aspects of populist communication:
content and style, using the division of types of populism by Belgian professors, Jan Jagers and
Stefan Walgrave. Also, the interactivity created by adopting a populist communication style is
analyzed, if populist posts have achieved more likes, comments and distribution, than non-populist
messages.

Twitter is at the center of the analysis of the seventh chapter, which also analyzes the
activity of political parties, their adoption on Twitter and the interactivity they have created in this
social media. As for Facebook, in the case of Twitter, the same usage analysis is done during the
election campaign, including the daily posting, the average of the posts, the interactivity produced
as well as the analysis of the content of the messages. The analysis of political party messages on
Twitter is done in the same framework of the type of text, mobilizing and announcing, as well as
the use of photos or videos. Even in the case of Twitter, its use during the election campaign by
the three candidates for prime minister is analyzed, their adoption on Twitter, daily posting,

average posting, interactivity produced and analysis of the content of messages, with the same



framework of the type of the text, as for political parties. This section also compares the
interactivity of messages in Albanian and English during the Twitter campaign of the three
candidates for prime minister.

Chapter eight deals with the analysis of television reporting for the 2017 election campaign,
which briefly presents a history of media development in Kosovo, the Kosovar media system, built
on models of the media system of various scholars, Paolo Mancini, Daniel Hallin, Zrinjka Perusko,
Dina Vozab, Boguslawa Dobek-Ostrowska. The role of the journalist in political life is discussed,
with special emphasis on the six basic functions of journalism according to Thomas Hanitzsch and
Tim Vos. Also discussed are the elements of journalism introduced by Bill Kovach and Tom
Rosenstiel, and the position of the journalist as the ‘gatekeeper’ (information controller) in the
present age. Also presented are the essential elements of the news according to ‘Missouri Group’,
the evaluation of events by the journalist according to Milazim Krasnigi and other names of studies
in the field of journalism, Thomas E. Patterson, Bajram Kosumi, Michael Schudson, etc. This
chapter analyzes the coverage of the election campaign by the three national televisions included
in the analysis, RTK, KTV and RTV 21. This section presents the changes in the way televisions
covered the elections in Kosovo over the years, then the focus shifts to political advertising and
the sponsored television campaign program, to continue with the coverage of the 2017 election
campaign by all three televisions, in the space dedicated campaign-related news, daily news
reporting, and other broadcasts during the election campaign.

Part ten is the conclusions and at the very end is listed the bibliography used in this study,
228 books and scientific articles and 96 other secondary sources, including the Constitution of

Kosovo, laws, media articles, reports of local and foreign institutions, etc.



