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1. Introduction 

Since the Eurozone crisis, right-wing populist parties have experienced a renaissance 

in almost all member states of the European Union. This manifests in the growth of 

percentages of votes, the parties’ omnipresence in media and the personal success of 

leading right-wing populist politicians.  

During election campaigns, right-wing populist parties try to gain attention by voters 

and media: With spectacular actions expressing radical and provocative demands or by 

touching sensitive issues, they try to evoke the population’s anxieties. This behavior, for 

example, was observed in the Austrian Freedom Party (FPÖ) in the national legislative 

elections in 2013. Especially in Austria, right-wing populist parties have met 

widespread response among the population which makes Austria worth being 

considered further. According to Pelinka (2002a), the FPÖ is the most successful right-

wing populist party in Europe for a longer period of time (p. 3). Apart from the FPÖ, 

two other right-wing populist parties compete for votes in Austria. The most successful 

among them is the FPÖ, which achieved 20.5% of the votes in the national legislative 

elections 2013 (Bundesministerium für Inneres 2013). After severe election defeats ten 

years ago, today’s party’s chairman Heinz-Christian Strache managed to increase the 

party’s votes again.  

As a consequence of the increase in votes all over Europe, the phenomenon of 

populism has attracted extraordinary attention among political scientists: Taggart (2000) 

has provided a basis for further discussion about populism with his collection of 

definitions and forms of populist expression facilitating the classification of the FPÖ 

into a broader European context. Mudde and Rovira Kaltwasser (2011) have identified 

typical characteristics of European populist parties, namely their basis on identity, 

tendency towards the political right-wing and exclusionism. Considering that right-wing 

populist parties usually have marginal positions in European party systems, reasons for 

their recent development to meaningful political actors have to be searched for.  

One starting point to solve this question can be the examination of the right-wing 

populist voters’ motives. Spier (2010), for example, has analyzed right-wing populist 

voting behavior empirically. He has argued that voters of right-wing populist parties are 

‘losers of modernization’.  

However, also the parties’ strategies are certainly a part of their success. Against the 

background of the Eurozone crisis, Reinfeldt (2013) has provided an explanation for 

their rise and has given an overview of the strategies of right-wing populist parties. 
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According to him, the crisis has been orchestrated to national disasters in several EU 

member states causing changes in the democratic system. Additionally, Hartleb (2011) 

has identified typical strategies of populist mobilization: criticism of immigration and 

Islamophobia, anti-globalization approach, Euroscepticism and social populism.  

Austrian political scientists have concentrated on the example of the FPÖ: Based on 

a linguistic approach Reisigl (2002) has explored the core principles of right-wing 

populist rhetoric. Having had analyzed the language of FPÖ representatives, he has 

identified typical patterns of argumentations. Müller (2002) has examined the rise of the 

FPÖ at the end of the 20th century in the light of the Austrian political system. He has 

suggested that the FPÖ has not only been successful because of its leader, but also due 

to changes in party and issue competition. Furthermore, a study by Wodak, De Cillia, 

Reisigl and Liebhart (1999), needs to be mentioned in which they have identified 

methods to construct national identity in discourse. This feasible overview shows 

rhetoric strategies the FPÖ, as a right-wing party, uses in order to create a sense of 

national identification.  

Until now, research has concentrated on the determination of general characteristics 

of right-wing populism and overall right-wing populist parties’ strategies. Only 

comparatively few attempts have been made to consistently define the strategies used by 

these parties in election campaigns. Based on previous research about right-wing 

populist strategies of mobilization, this thesis provides an overview on campaign 

strategies used by right-wing populist parties. Therefore, already existing characteristics 

of right-wing populist election campaigns are collected and summarized. The essence of 

this thesis will be the subsequent application of these strategies to the election campaign 

of the FPÖ and the Austrian People’s Party (ÖVP) in the national legislative elections 

2013. The research interest of this procedure it to point out to what extent the FPÖ used 

right-wing populist strategies in comparison to the supposedly non-populist ÖVP. The 

FPÖ lends itself for a comparison as it is regarded as a typical example of a right-wing 

populist party and it is the most successful in Austria. The ÖVP was chosen because it 

is a center-right political party featuring similarities in the party program with the FPÖ. 

Before, no comparisons between a mainstream and the FPÖ have been carried out. 

Rather, right-wing populist parties have been seen separately: Theories about their 

strategies have been developed in regard to individual cases or similar right-wing 

populist parties in diverse countries.   
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Therefore, the research question is formulated as:  

How does the Austrian Freedom Party’s campaign differentiate from the Austrian 

People’s Party’s campaign in terms of the use of populist strategies? 

A comparative case study, carried out in a deductive way, allows testing previously 

developed strategies of right-wing populist parties. Thus, the already existing 

knowledge about right-wing populist parties will be deepened and differentiated. In 

addition, a systematic and theory-based content analysis of linguistic material serves to 

sustain a critical discussion about the presence and reception of right-wing populist 

parties’ advertisement in the media. As the research interest focuses on the populist 

parties’ strategies, the analysis will concentrate on the Austrian Freedom Party.  

Before conducting the analysis of the FPÖ’s election campaign, the explanation of 

relevant terms and concepts is necessary in order to enhance further understanding. 

Therefore, the concept of right-wing populism will be pointed out in the following 

chapter, including a distinction between right-wing populist and extremist parties. 

Afterwards, an overview of campaign strategies will be given, especially concentrating 

on right-wing populist strategies. The subsequent chapter will turn to Austria’s political 

and social system, the FPÖ and the ÖVP. It will also refer to the nature of campaigns in 

Austria and the past national legislative election 2013. Then, the research design, case 

selection, data analysis and operationalization will be explained in the methodology 

chapter. In the subsequent chapter, the parties’ campaigns will be analyzed according to 

the strategies of populism. Each previously identified strategy of populism will be 

tested. In the end, the conclusion chapter reflects the results and offers an outlook for 

further research. 
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2. Theoretical Considerations 

2.1 The Concept of Right-Wing Populism 

2.1.1 Approaching the Concept of Populism 

As a starting point, the concept of populism shall be illustrated: Apparently, in the 

scientific community, there is no consensus on the definition of populism. The term 

‘populism’ is used in different contexts, provides different implications and cannot 

simply be put into a nutshell. However, two basic approaches to populism can be 

recognized: one referring to populism as a style of communication and the other one 

regarding populism as an ideology respectively a thin ideology.  

Some political scientists see populism merely as a style of communication and 

articulation political parties use to varied degrees. Supporters of this approach reduce 

populism to a political strategy for mobilization, more precisely, a component of 

rhetoric deployed by several parties (Ware 2002). Reisigl (2005) shares this view: He 

denies populism the features of an ideology, but characterizes it as a political 

‘syndrome’ (Reisigl 2005, p. 55). Due to the lack of core values Taggart (2000) refers to 

populism rather as ‘set of ideas’ than as ideology (p. 4). His assumption is supported by 

the fact that populist parties mostly prefer an interchangeable party concept to 

ideological consistency, in order to adjust the party program to the populations’ 

demands. Thus, populist parties acquire ‘chameleonic’ qualities and are capable of 

adapting to their respective political environment (Taggart 2000, p. 4). Presumably, 

populist parties use populist strategies to a higher extent than non-populist parties. 

Therefore, the relevance of the comparison between supposedly populist and non-

populist parties still remains even if populism is merely understood as a style of 

communication.  

Other authors classify populism as an ideology: Canovan (1999, p. 4) recognizes the 

different contents populism can have and states that populism can constitute an ideology 

since it provides an alternative world view in opposition to elitism. Mudde and Rovira 

Kaltwasser (2011) call populism a ‘thin-centered ideology requiring the attachment to 

other ideologies’ (p.5). The reason why populism can be regarded as an ideology is the 

antagonism between the ‘people’ and the governing elite.  

Therefore, Mudde (2004) defines populism as  

‘an ideology that considers society to be ultimately separated into 

two homogeneous and antagonistic groups, ‘the pure people’ versus 

‘the corrupt elite’, and which argues that politics should be an 
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expression of the volonté générale (general will) of the people’ (p. 

543).  

In reality, the distinction between populist and non-populist parties is difficult. Often 

the transitions between parties labelled ‘populist’ and ‘non-populist’ are blurred. Mudde 

(2004) argues that populism is not a special feature only of parties at the edge of the 

party spectrum. According to him, also mainstream parties show populist features party 

system which is steadily becoming more populist as a whole. In order to decide if a 

party is populist or not, not only the party’s self-identification and description by other 

actors have to be considered. Rather, the party’s performance should be examined 

according to previously determined criteria of populism. 

2.1.2 The Populist World View 

Turning to the populist conception of the world, the absence of core values 

complicates a party’s identification and orientation. With the aim to classify the world, 

populist parties differentiate the society into two dimensions: The vertical dimension 

refers to the differentiation between the ‘people’ and the governing elite. The latter 

consists of established parties, institutions, private or public bureaucracy threatening the 

welfare of the ‘common people’.  

In contrast, the ‘little people’ are described as the ‘core and the heart of democracy’ 

(Akkerman, Mudde & Zaslove 2013, p. 4). Populists treat the ‘people’ as a silent, 

homogeneous and classless majority having one common will (Canovan 1981). Since 

they appear to be politically reluctant, the populists started involving with politics in 

order to protect them from the governing elite (Taggart 2000, p. 93).  

The difference between right and left populist parties can be noticed in the horizontal 

dimension of populism which is crucial of the right-wing variation of populism. This 

dimension refers to the dissociation of the system against intruders from outside, for 

example immigrants or criminals (Hartleb 2011, p. 21). Though it is not specifically 

defined who exactly belongs to the ‘people’, the term clearly excludes outsiders, who 

are regarded as a danger for the welfare of the domestic population (Bauer 2014, p. 21). 

In fact, immigration is a key issue of right-wing populist parties, particularly 

immigration from Muslim countries. A reason for these attitudes can be found in the 

right-wing populists’ defense of the country’s inherent peculiarities, cultural identity 

and self-determination in times of globalization and European integration.  

In general understanding, populism is linked with the political right-wing. However, 

also diverse left-wing parties can be regarded as populist. Throughout the world history 

several examples have proven that an equalization of right-wing politics and populism 
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turns out to be a mistake: To take Latin America as an example: There, populism is 

traditionally linked with left-wing parties (Mudde and Rovira Kaltwasser 2011). The 

expected connection of populism with right-wing parties applies particularly in Europe, 

where populism is exclusionary and populist means are primarily used by parties of the 

right of the party spectrum (Betz 2004). The strategies mentioned in chapter 2.2 can be 

used by both right-wing and left-wing populist parties. However, the difference exists in 

the horizontal dimension as right-wing populist parties try to dissociate the native 

population from foreigners in order to create a common feeling of national identity.  

2.1.3 The Distinction between Right-Wing Populism and Extremism 

Next, the difference between right-wing populism and extremism shall be 

considered: The scientific literature lacks in clarity concerning labels like extreme right, 

far right, radical right etc. The differentiation of these terms is vague and often authors 

use them synonymously. Nevertheless, as a main point of difference between moderate 

conservative and extremist parties their respective attitude towards the political system 

can be taken: By generally acknowledging the fundamental structure of the political 

system, moderate conservative right-wing parties differ from right-wing extremist 

parties which oppose the democracy at all (Hartleb 2011, p. 23ff.). Furthermore, 

extreme right parties act on the assumption of the dissimilarity of human beings on the 

basis of their ethnicity. They demand ethnic homogeneity and the preference of the 

native population majority. In addition, they neglect the pluralism of values, liberal 

democracy and multiculturalism in favor of a strong nation state (Jaschke 2001, p. 30f.). 

Right-wing extremist parties share with right-wing populist parties an aversion to 

change as well as a tendency toward nostalgia (Merkl & Weinberg 1997, p. 20). 

However, extremist tendencies can be noticed in several right-wing populist parties and 

the transitions from system affirmative parties to subversive parties are blurred (Bauer 

2014, p. 8).  

2.2 Political Campaign Strategies 

Regular elections are an essential feature of democracies. In context of party 

competition, parties apply a variety of campaign strategies in order to win as many 

votes as possible. However, the distinction between the strategies applied by 

mainstream parties and the strategies used by populist parties is unclear. In election 

campaigns, also mainstream parties resort to strategies like personalization and 

emotionalization, but populist parties usually do this to a higher degree. For that reason, 

the definite dissociation of populist parties and mainstream parties is unclear and may 
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change in the course of the time. Often, the determination, if a party is populist or 

mainstream, is given by the media, political scientists or the parties themselves and is 

not adapted to changing situations. Before pointing out strategies mainly used by 

populist parties, those preferred by mainstream parties will be demonstrated:  

Certainly, incumbency leads to a different kind of election campaign. Governing 

parties, in general the established parties, focus on the achievements and political 

successes. In contrast, opposition parties – to which populist parties mostly belong – 

tend to act more offensively, for example by doubting the governments’ competencies 

and advocating change and reforms (Schoen 2005, p. 508ff.).  

Another strategy typical of established parties is issue voting aiming to influence the 

voters’ issue orientation. Thus, a party puts forward favorable topics showing the 

party’s competencies via appropriate agenda setting. Further information on issue 

voting is provided by Denver and Hands (1990) and Carmines and Stimson (1980).  

The party’s messages can be conveyed via a variety of ways: For example through 

posters, election programs, brochures, television and radio spots, discussions or public 

events (Roock 2011). Further information about political campaign communication and 

campaign strategies in general can be found in Trent and Friedenberg (2008) and in 

Althaus (2002).  

Obviously, also right-wing populist parties use the mentioned strategies, for instance, 

if they focus on the issue of immigration in campaigns. However, they also avail 

themselves of other strategies which mainstream parties do not use or which they use to 

a lower extent. In the following, strategies mostly utilized by populist parties will be 

outlined emphasizing on special characteristics of right-wing populist parties. Previous 

research primarily considered populist strategies in general and not precisely campaign 

strategies. Furthermore, previous researchers tended to focus on one or two particular 

aspects. The following overview merges previously elaborated approaches in order to 

provide a more complete, though not exhaustive, set of populist strategies. Furthermore, 

the use of the respective strategy by non-populist parties will be explained. These 

strategies are not supposed to been seen separately, rather, they often go along with each 

other. 

2.2.1 Personalization 

By personalizing election campaigns, parties move the focus away from the party 

and its program towards the front candidate and his personal attitudes and 

characteristics. One reason for the application of this strategy is the lack of key values 

which makes populist parties rely on the leading candidate. Another reason could be the 
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parties’ hierarchical structure: Although populist parties see themselves as a movement 

based on grassroots democracy, the internal power is usually centralized in the party 

leader. For the reasons mentioned, he makes up a key factor of electoral success 

(Akkerman et al. 2013, p. 4ff.). This especially applies to right-wing parties whose 

structure is often authoritarian with limited democratic traits within the party (Decker 

2006, p. 17).  

As a result, the top candidate is in the center of the electoral campaign: He is 

omnipresent on election posters, in the media and at the party’s campaign events. He is 

not only received as a representative of the party, but voters identify the party primarily 

with the candidate. Thus, the party’s results in elections depend highly on the leader’s 

popularity and hamper the party’s long-term sustainability (Taggart 2000, p. 102f.). 

Often, a general increase of the degree of personalization of election campaigns is 

claimed. However, Brettschneider (2002) as well as Kriesi (2012) deny a general trend 

to personalization among political mainstream parties. Rather, the extent of 

personalization in election campaigns of mainstream parties depends on the party, the 

political system and circumstances of the election (Brettschneider 2002). Although 

Austria is rather prone to personalization due to the chancellor’s powerful position, 

Kriesi (2012) did not prove a bias towards personalization of national election 

campaigns.  

In conclusion, the first hypothesis is formulated as follows: The FPÖ used the 

strategy of personalization to a higher degree than the ÖVP.  

2.2.2 Politics of National Identity 

Populist parties try to create a common identity among the party and its voters by 

diverse means. The creation of politics of national identity is a special feature of right-

wing populist parties whereas left-wing populist parties usually abstain from that issue. 

With this strategy, right-wing populist parties dissociate their own group – the ‘pure, 

decent’ native citizens from people outside the system intending to create a feeling of 

collectivism and common identity among the native people (Bauer 2014, p. 7f.).  

Mainly, this strategy focuses on the dissociation against people from outside the 

system who supposedly constitute a threat to the ‘homeland’. The utilization of anti-

immigrant attitudes in election campaigns intends to arouse the population’s anxiety of 

the ‘foreign’ (Bauer 2014, p. 8ff.). Recently, mainly Muslim immigration is displayed 

as a danger to European and Christian values and national identity. Right-wing populist 

parties do not have a differentiated view of Islam, but tend to equalize the religion with 
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fundamentalism and terrorism. Indeed, factual and ostensible problems of immigration 

and integration are exaggerated (Wodak 2013, p. 31ff.).  

In Austria, a tendency towards patriotic statements in election campaigns may be 

assumed as the level of national pride is extraordinarily high: 55% of the Austrians are 

‘very proud’ and 35% are ‘quite proud’ of their country (Tributsch & Ulram 2008, p. 4).  

This leads to the second hypothesis: The FPÖ focused stronger on the construction 

of a national identity than the ÖVP. 

2.2.3 Anti-Establishment Attitudes 

As elaborated before, populist parties’ main political opponents are the established 

parties. Specifically in times of crisis, they blame the governing parties for not fulfilling 

the task committed to them by the electorate (Hartleb 2011, p. 21). In election 

campaigns, especially populist parties make use of negative campaigning and attack 

other parties directly. Meanwhile, the own party presents itself as a political rebel 

advocating the common people and protesting the establishment.  

Particularly since the Eurozone crisis, populist parties instrumentalize latent 

Eurosceptic attitudes among the population. They express their anger against the EU by 

rejecting the principle of solidarity among the members of the European Union. As a 

consequence, they demand the exit from the Euro as a common currency and they 

refuse payments to member states severely affected by the financial crisis.  

Obviously, also mainstream parties make use of negative campaigning and attack 

other parties. Via negative campaigning, a party concentrates on negative aspects in the 

opponents’ program rather than placing emphasis on the own advantages. Further 

information on negative campaigning can be found in previous studies by 

Ansolabehere, Iyengar, Simon and Valentino (1994) and Fridkin and Kenney (2004).  

The knowledge mentioned builds the third hypothesis: The FPÖ used anti-

establishment attitudes to a higher degree than the ÖVP.  

2.2.4 Emotionalization 

Politics are always connected with emotions. Obviously, feelings and unconscious 

perceptions influence voters in their decisions. Hence, shifting political communication 

on the emotional level constitutes a further possibility to obtain beneficial attention by 

media and voters. The strategy of emotionalization does not aim to influence the voters’ 

opinion on certain issues on the substantive level, but intends to arouse emotions to an 

issues. Therefore, right-wing populist parties tend to use issues like the described 

politics of national identity or anti-establishment attitudes.  
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On the one hand, populist parties try to evoke positive feelings of solidarity towards 

the own party. Certainly, the use of positively connoted words aims at a positive self-

presentation (Wodak et al. 1999, p. 38ff.). By contrast, populist rhetoric also aims to 

cause negative emotions in the voters’ minds: When populist parties dramatize societal 

circumstances of political issues, they intend to arouse latent feelings of resentment 

among the population. Consequently, grievances against established parties and - in 

case of right-wing populist parties - against system intruders are mobilized. In most 

cases, their rhetoric is cynical, exaggerated and morally touching (Reinfeld 2000). 

One method to evoke people’s feelings of protest is the infringement of political 

taboos. The party acts as a rebel and tries to arouse discontent citizens’ emotions. In 

many cases, populist parties choose unconventional or provocative forms of 

communication and agitation (Reisigl 2002, p. 252). Besides, populist parties tend to 

reject consensus orientated forms of politics and balance of interests, but prefer radical 

solutions. Populist rhetoric in election campaigns often shows no scruple and 

contravenes intentionally political correctness (Murphy 2004, p. 249).  

Whereas populist parties try to arouse the voters’ emotions the opposite performance 

has been observed at some governing parties. By avoiding controversial topics they try 

to deter discontent citizens from voting to the governing parties’ disadvantage. As a 

result, the opponents’ supporters are demobilized. More information is provided by 

Lago, Montero and Torcal (2006). 

In conclusion, the fourth hypothesis claims: The FPÖ’s campaign was more 

emotionalized than the ÖVP’s.  

2.2.5 Simplification 

Populists reduce the complex political system in order to make it understandable for 

the ‘men on the street’. The result of this simplification is an undifferentiated, incorrect 

and mostly dichotomized conception of society. This polarization manifests itself in two 

categories: The ‘people’ versus those endangering their welfare, namely the prior 

mentioned system intruders respectively the elites. The populist self-presentation is as a 

whole connoted with positive attributes like ‘hard-working, brave or virtuous’ while the 

elites are connected with negative features like ‘corrupt or immoral’ (Taggart 2000, p. 

94). Intruders from outside of the system are also labeled with negative attitudes like 

criminal, lazy etc. By creating a ‘divisive society of good and bad’ (Murphy 2004, p. 

300) populists try to gain the people’s support by forcing them to choose either side. 

Further, a portrayal of the world in black and white facilitates the generation of 

scapegoats, theories of conspiracy and the demonization of social groups which are 
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essential elements of populist rhetoric (Langenbacher and Schellenberg 2011). Populist 

parties generally reduce problems to one single cause and reject complex explanations 

(Wodak 2013, p. 28f.). Furthermore, they promise easy solutions without considering 

ethical aspects.  

Therefore, the fifth hypothesis is formulated as follows: The FPÖ used the strategy of 

simplification to a higher degree than the ÖVP.  
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3. Right-wing Populism and Elections in Austria 

After introducing concepts of populism and election campaigns in general, these 

shall be illustrated against the background of the Austrian political and social system.  

3.1 Austria: Politics and Society 

The main feature of Austria’s political landscape is the predominance of the two big 

parties: the conservative Austrian People’s Party (Österreichische Volkspartei, ÖVP) 

and the Social Democratic Party of Austria (Sozialdemokratische Partei Österreichs, 

SPÖ). After World War II, the cooperation of the two big parties has been 

institutionalized in the system of Austro-Corporatism, in order to prevent a relapse into 

political unrest and fascism. As a result, the so-called system of Proporz allocates 

shares of political influence proportionally between the two political camps leading 

almost to the exclusion of other political actors (Heinisch 2008, p. 44). According to 

Wandruszka (1954, p. 291ff.) the predominance of the big parties favored the country’s 

exceptional stability. On the other hand, the Austrian party system favored the existence 

and rise of a third camp, the Austrian Freedom Party, featured by economic liberal and 

national ideologies at the same time (Pelinka 2002a, p. 4). More information about the 

Austrian political system can be found in Pelinka and Rosenberger (2007).  

Since the 1980s, the importance of Austro-Corporatism has decreased. The decline 

was caused by internal developments, like the privatization of prior nationalized 

industries and banks, but also by international developments, for instance the entrance 

into the European Single Market (Pelinka 2002b, p. 8). Besides, the discontent with the 

political system and the system of Proporz grew, eroding the traditional political culture 

(Plasser and Ulram 2000, p. 226). Above all, the collapse of the communism in 

Austria’s neighbor states was decisive in Austrian history, because it eventually caused 

the abandonment of political neutrality. Together with the entrance into the European 

Union in 1995 and the introduction of the Euro as a currency in 2002, these transitions 

have unsettled a major part of the Austrian population (Pelinka 2002b, p. 8ff.).  

3.2 The Austrian Freedom Party 

When the FPÖ was founded in 1956, a high percentage of the initial members have 

been officers in the former NS regime, who could not be integrated into the other two 

parties (Pelinka 2002a, p. 3f.). After 30 years being almost irrelevant in the Austrian 

party system, Jörg Haider became chairman in 1986 and managed to increase the 

percentage of votes even leading to a participation in the government. While the FPÖ 

was a successful opposition party, it could not maintain its popularity during 
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incumbency and faced severe election losses since 2001 (Heinisch 2008, p. 51). Due to 

internal conflicts Haider left the party in 2005 and founded the new ‘Alliance for the 

Future of Austria’ (Bündnis Zukunft Österreich; Heinisch 2008, p. 42). Afterwards 

Strache became chairman of the FPÖ and steadily reached an increase in the party’s 

vote share again. Since he has been at the top, the party turned farther right (Hartleb 

2014, p. 197f.). His reelection as chairman in 2011 with 94% of the members’ votes of 

the party conference approves that his leadership is apparently unchallenged and no 

successor can be recognized within the party (Aichholzer, Kritzinger, Jenny, Müller, 

Schönbach & Vonbun 2014, p. 20).  

This leads to the question of how far right the FPÖ stands in the party spectrum. 

There are several references counting the FPÖ among right-wing extremist parties. For 

example, in 2000, a wise men report on behalf of the European Court of Human Rights 

confirmed the party’s extremist and xenophobic tendencies (Ahtisaari, Frowein and 

Oreja 2000, p. 25ff). On the other hand the party’s official documents like the party 

program do not prove an extreme right ideology; rather, the party’s radical tendencies 

surface via statements by party members. Bauer (2014, p. 8) classified the FPÖ despite 

its adherent xenophobia as a moderate nationalist party, which is in conformity with the 

system. Based on the results presented, this thesis regards the FPÖ as a right-wing 

populist party and not as an extremist. 

3.3 The Austrian People’s Party 

Like mentioned before, the Austrian People’s Party belongs to the established parties 

in Austria. In continuity to the previous Christian Social Party, the ÖVP was founded in 

1945 as a conservative Austrian patriotic party (Pelinka & Rosenberger 2007, p. 153). 

Since its foundation it is closely connected with the Austrian Federal Economic 

Chamber (Wirtschaftskammer Österreich) and the Austrian Chamber of Agriculture 

(Landwirtschaftskammer) (Traxler 1992, p. 194 ff.). In addition, the factor religion links 

the party with its mainly catholic voters. Apart from being religious, voters of the ÖVP 

tend to have an advanced age and a higher work and education status (Johann, 

Glantschnigg, Glinitzer, Kritzinger & Wagner 2014, p. 193ff.). Currently, its leader is 

Michael Spindelegger who was also the leading candidate in the national legislative 

elections in 2013 (Aichholzer et al. 2014, p. 19).  

3.4 Election Campaigns in Austria 

Obviously, the media is crucial in election campaigns for transferring the parties’ 

messages to the population. A previous study by Plasser, Ulram and Sommer (2000) 

13 
 



examined the role of mass media in the election decision in the Austrian national 

legislative election 1999. They came to the conclusion that a major way of political 

campaign communication in Austria are advertisements in print media. This could be 

caused by the prohibition of television spots in public channels. Therefore, parties spend 

up to 90 % of their budget on advertisements in magazines and newspapers (Eberl, 

Dolezal, Jacobi & Zeglovits 2014, p. 73). However, discussion shows with politicians in 

public television also play a role during the election campaigns: in 1999 86% of the 

population watched at least one of them (Plasser, Ulram and Sommer 2000, p. 143).  

The parties’ budget on election expenses has been limited in 2012. A national law on 

the financing of political parties introduced a ceiling of 7 million Euros per party which 

can be spent on election expenses. This regulation aims to reduce the advantages of big 

and financially stronger parties.  

3.5 The National Legislative Elections 2013 

At this point, it is useful to add further information about the Austrian national 

legislative elections which took place at the 29th of September 2013. With 26.82 % of 

the votes, the governing party SPÖ won the elections ahead of the ÖVP (23.99%) and 

the FPÖ with 20.51%. In addition, the Greens (12.42%), the Team Frank Stronach 

(5.73%) and the liberal NEOS (4.96%) could move into the parliament, whose election 

threshold is set at 4% of the votes (Bundesministerium des Innern 2013). The party 

‘Team Stronach for Austria’ was founded by the Austro-Canadian entrepreneur Frank 

Stronach in 2012. Beside the FPÖ and the BZÖ, it is a further right-wing popular, 

economic liberal, eurosceptic party.  

What were the main issues in the election campaign 2013? The later analysis will 

deal with the FPÖ’s party advertisement, so it makes sense to answer this question on 

the basis of an analysis of the most important issues the parties broached in newspaper 

and magazine advertisements. As illustrated in Table 1, 21% of the advertisement in 

newspapers dealt with economy and respectively 14% with the welfare state and an 

institutional reform. Further important issues were budget (9%), society (7%) and 

education and culture (5%). However, there are considerable differences among the 

parties. In the FPÖ’s advertisements the issue of immigration was present, after welfare 

state, it was the main issue to which the party referred (Kleinen-von Königslöw, Meyer, 

Vonbun, Wagner & Winkler 2014, p. 55).  
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Similar was the media coverage of newspapers and magazines: The institutional 

reform (10%), economy and infrastructure with respectively 8% received the most 

attention. In order to evaluate the most relevant issues during the election campaign, the 

voters’ attitudes should not be neglected: The voters deemed important especially the 

economy (25%) and the welfare state (24%). Their opinions differ in the reception of 

the institutional reform, which merely 9% of the voters regarded important. Yet, the 

issue of immigration, which was neglected by most parties, was considered relevant by 

comparatively many voters, namely by 9% (Kleinen-von Königslöw et al. 2014, p. 51).  

Based on press releases issued by the individual parties, differences between them 

can be recognized concerning their issue preference: While the governing parties’ press 

releases concentrated on economy and welfare state, the opposition focused on an 

institutional reform (Kleinen-von Königslöw et al. 2014, p. 55).   

Table 1 (Kleinen-von Königslöw et al. 2014, p. 45) 
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4. Methodology 

4.1 Research Design  

The aim of this bachelor thesis is to show the extent of populist elements in the 

FPÖ’s election campaign for the national elections 2013. In order to answer the research 

question the investigation will be conducted in the form of a comparative case study. 

According to Gerring (2004), a case study is: ‘an intensive study of a single unit for the 

purpose of understanding a larger class of (similar) units’ (p. 342). Instead of analyzing 

a large array of units, a case study examines a few units in depth. In this bachelor thesis, 

the election campaigns of the Austrian Freedom Party and the Austrian People’s Party 

in 2013 constitute the objects of investigation.  

Several reasons suggest a comparative case study to solve the research question. As 

Yin (2009) has noted, focusing only on a small number of units permits to ‘retain the 

holistic and meaningful characteristics of real-life events’ (Yin 2009, p. 4). Therefore, a 

comparative case study allows understanding details of the complex concept of 

populism and background relationships linked with the election campaign. Besides, a 

case study approach is appropriate, because populism and elections fall under Yin’s 

definition of a ‘contemporary phenomenon within a real-life context’ (Yin 2009, p. 11). 

By comparing a campaign by a party that is considered populist with a party considered 

mainstream, populist characteristics can be identified.  

Furthermore, a case study is feasible when the method of data analysis is carried out 

in the form of a qualitative analysis. Here, observational data will be analyzed following 

Mayring’s (2010) qualitative content analysis, described below.  

In the scientific community, case study research is seen controversially. Some doubts 

have been raised whether the results of one investigation can be generalized to other 

cases. In fact, case studies aim at a generalization towards a broader theoretical domain 

and contributing knowledge to the existing theoretical framework (Yin 2009, p. 15). 

This is why this bachelor thesis will not provide a basis for scientific generalization of 

populist campaign strategies used by right-wing parties to other right-wing populist 

parties, but to test the developed theories of populist strategies on one case. In addition, 

it can be taken as a basis for further comparison with other populist and non-populist 

parties.  
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4.2 Case Selection 

Around the turn of the millennium, the FPÖ received notable attention in Austrian 

and European media as well as in the scientific world, since a party with extremist 

tendencies became part of the government of an EU member state. However, in recent 

years, research on the FPÖ’s development has been neglected as the focus shifted to 

other European right-wing populist parties like the Partij voor de Vrijheid in the 

Netherlands or the French Front National. Since the FPÖ could recover from its 

dramatic loss of votes ten years ago, further research on their strategies and way of 

argumentation seems necessary. 

In contrast to the FPÖ, the Austrian People’s Party belongs to the established parties 

and is not considered populist. It was chosen for the comparison as it is also a 

conservative party located at the center-right edge of the party spectrum. As its party 

program shows similarities with the FPÖ’s it competes with the FPÖ for voters in 

elections.  

Advertisements in print media are appropriate for the analysis as they are the main 

form of campaign advertisement in Austria. Television spots are less relevant than in 

other European countries as they are prohibited in public channels which are dominant 

among Austrian television channels (Aichholzer et al. 2014, p. 36). Therefore, printed 

advertisements offer a good overview of the parties’ contents and strategies in the 

election campaign.  

4.3 Sampling 

The examined advertisements were published in local and national Austrian 

newspapers. Among them are the main important newspapers Kronenzeitung, Kleine 

Zeitung, Kurier, Österreich, Die Presse and Der Standard. In addition, advertisements 

from the free magazine HEUTE were taken. The analysis covered both advertisements 

published in tabloid and in quality newspapers in advance of the elections in August and 

September 2013.  

In case of the FPÖ, the 27 of 30 advertisements provided by the party were taken into 

analysis. The advertisements were sampled excluding repetitive advertisements. 

Turning to the ÖVP, 42 advertisements were given by the party on inquiry. Likewise, 

repetitive advertisements were excluded from the examination.   

17 
 



4.4 Data Analysis  

The data will be investigated in the form of a qualitative content analysis of party 

advertisements in newspapers. One advantage of this method is the possibility to 

analyze step by step and guided by rules. This conduction is further supported by using 

the software MAXQDA which allows analyzing and organizing the data systematically. 

Untypically of qualitative research, the approach is not purely inductive, but the 

categories are determined deductively in advance. Critics claim that this might lead to a 

neglect of the object of investigation in its entity (Flick 2002). However, this effect 

decreases due to a revision of the categories after a first overview.  

Mayring (2010) suggests the three methods summary, explication and structuring to 

analyze the content depending on the respective aim. As the aim of the analysis is to 

filter out certain aspects according to prior determined criteria, the structuring method is 

the most suitable method.  

The following chart shows the steps of the qualitative content analysis according to 

Mayring (2010, p. 99) and its implementation in this thesis:  

 

Structuring with regards to content, adapted from Mayring (2010, p. 99)  

Paraphrasis and summary of the categories 

This step is demonstrated in the chapter 'Analysis'.  

Revision of the system of categories 

The following chapter 'Operationalization' shows the revised categories 

Investigation if rules apply and if definitions, examples and rules 
or coding enable a clear classification 

Examination of the material according to the categories 

Formulation of definitions and examples 

Differentiation of the dimensions, elaboration of a system of 
categories 

Determination of the main dimensions of the content 

The elaborated strategies of populism 

Determination of the units of analysis 

27 pieces of campaign advertisement by the FPÖ and 22 pieces by the 
ÖVP 
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4.5 Operationalization 

The following list shows the indicators for the prior determined categories.  

4.5.1 Personalization 

• Picture of the candidate 

• Personal speech implying personal activity 

• Use of pronouns: 'I' and 'Me' 

• Reference to a 'new chancellor' 

• Presenting the leader as a redeemer fighting for the population 

4.5.2 Politics of National Identity 

• Reference to the homeland 
- Appearance of the flag/National colors 

- Referring to Austria/Vienna 

- Referring to the Austrians 

- Referring to ‘Heimat’ 

• Elements of inclusion 
- Use of pronouns: ‘you’, ‘your’ (referring to the population) 

- Use of pronouns: ‘we’, ‘our’ 

- Topos of similarity 

• Elements of exclusion 
- Anti-immigrant attitudes 

o Negative connotations with immigrants/immigration 

o Promoting a stop of further immigration 

o Denial of benefits for immigrants 

o Connection with crime 

4.5.3 Anti-Establishment Attitudes 

• Refusal of the legitimacy of the government 

• Imputing the current government a bad performance 

- Ignorance of problems 

- Topos of burden 

- Negative Attributes 

- Accusations 

• Attacks 
- Defamations  

- Allegations 

• Demand for more elements of direct democracy 

• Euroscepticism:  
- claiming the EU to be a waste of money 

- claiming Austrian politicians to collaborate with the EU 

• Distrust in the social elite  

• Presenting the own party as a savior as he brings relief from the burden 
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4.5.4 Emotionalization 

• Use of key words touching emotions 

• Arousal of negative emotions 

- Topos of burden (claiming that people suffer from the current situation, especially in 

reference to the social state, the status of security, the labor market and wages) 

- Topos of threat (claiming elite or system outsiders to be a threat for the domestic 

population) 

- Use of negatively connoted words 

- Negative exaggerations 

- Demonization of social groups/Construction of foe images 

• Arousal of positive emotions 

- Use of positively connoted words 

- Positive exaggerations 

• Infringement of taboos 

- Provocations 

- ‘Politically incorrect’ statements 

- Touching sensitive issues 

- Addressing controversial issues other parties supposedly try to avoid, ‘uncomfortable 

truth’ 

- Denial of consensus, interest balance 

- Promoting radical solutions 

4.5.5 Simplification 

• Polarization 
- Antagonism between bad and good 

- Dichotomization 

- Construction of friend/foe-schemes 

- Use of pronouns to contrast 

• Use of easy syntax and diction 

• Suggestion of simple solutions to complex problems 

• Generalizations 

• Comparisons 

• Means of visualization 
- Use of charts, lists etc. to visualize 

- Giving examples 
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5. Analysis 

As pointed out in the methodology section, the advertisements of both parties will be 

analyzed subsequently in the form of a qualitative content analysis. According to the 

hypothesis, the aim is to find out whether the elaborated categories representing 

strategies of populism apply in the party advertisements. 

5.1 Personalization 

First of all, the presence of the leading candidates in the advertisements clearly 

indicates a personalization of the campaign. Regarding the FPÖ, Strache can be seen in 

each of the 27 examined units. Beside him, neither other FPÖ politicians nor other 

persons are integrated in the advertisement, except for one girl in A 17. In comparison, 

Spindelegger’s photograph is only present in 5 of the examined 22 advertisements. 

However, his name appears more often: It is mentioned in 14 units. In comparison, 

Strache’s name is present several times in every advertisement. Many advertisements 

encompass the party’s promises and demands with his name added like a signature (e.g. 

A 2-4).  

Furthermore, Strache is presented in direct speech, for example in A 27 it is written: 

‘FPÖ chairman HC Strache says (…)’. This use of direct speech implies Strache’s 

activity and energy in favor of the voters and simulates direct contact and proximity to 

the citizens. In the advertisements 14 and 16 the party’s slogan is changed into ‘It is 

high time for HC Strache’. Despite the frequent appearance of the front candidate, the 

party is rarely replaced by the chairman. Still, the advertisements request to vote for the 

party and not Strache.  

The latter can also be observed for the ÖVP. Generally, the emphasis lies on the 

election of the ÖVP, but several advertisements ask to vote for Spindelegger (B 19), or 

to vote a new chancellor (e.g. B 4). Remarkable are the kind of advertisements in which 

‘ordinary’ Austrians from diverse groups of ages and occupations declare their support 

for Spindelegger due to various reasons (B 12 – B 17)).  

In context of personalization, the use of personal pronouns like ‘I’ (‘ich’) and ‘me’ 

(‘mich’) has to be considered. Notable is A 6, in which Strache directs to the citizens 

asking for their vote. In other units, Strache advocates the citizens’ interests. This is 

expressed by direct speech with the phrase ‘I fight (with the FPÖ)’ (e.g. A 2 or A 12) or 

by ‘he fights’ respectively ‘Strache fights’ (e.g. A 1, 7). In A 5, the phrase ‘Strache and 

his FPÖ’ associates the party to its leader indicating that the party belongs to him. 

The ÖVP abdicates from utilizing personal pronouns almost completely, but this is 

mainly due to the basic style of the advertisements of which most only contain a 
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heading. B 21 constitutes a striking exception: In this advertisement Spindelegger 

addresses his potential voters personally and uses constantly the pronouns ‘I’ and ‘we’.  

Coming back to the first hypothesis, a higher extent of personalization can be 

recognized in the FPÖ’s campaign. Primarily, this is demonstrated by the current 

appearance of Strache in the form of photographs or reference to his name. However, in 

most of the advertisements the party itself is the protagonist and the emphasis is rather 

placed on ‘we’ and not on ‘I’. The candidate in person is not presented as a redeemer of 

the people, rather the whole party. The degree of personalization of the ÖVP’s 

campaign is smaller than the FPÖ’s but still extensive. Obviously, both parties rely on 

their candidates to a high degree.  

5.2 Politics of National Identity 

Now, the strategy of creating one common national identity will be applied to both 

parties’ advertisements by starting with elements that generate a sense of inclusion 

among the native people.  

In the FPÖ’s campaign, the omnipresence of the flag and the national colors red and 

white are references to Austria: The flag is integrated in every advertisement, both the 

party logo and the titles of the advertisements are kept in red and white.  

The FPÖ shows its patriotism also in the party slogan ‘Out of love for Austria’ (‘Aus 

Liebe zu Österreich’). Continuously, the party refers to the Austrian people who are to 

be protected, precisely workers (A 1), firms (A 24), families and youths (A 17). They 

are denoted as ‘domestic’ (‘heimisch’), ‘own’ (‘eigen’) or ‘our’ (unser) which evokes 

that the support of families and youths appears to become an issue of every member of 

society. The generalization of Austrians belongs to the topos of similarity as the people 

are seen as homogeneous having a common will. The frequent use of the pronouns ‘us’ 

A 21 
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and ‘we’ further promotes the sense of community, for example in the form of appeals 

to the community (e.g. A 6 or A 10). The FPÖ demonstrates its activity and 

commitment to the Austrians in simple structured sentences ‘we fight’ (e.g. A 7) or ‘we 

demand’ (A 14). About half of the units examined contains references to the Austrians 

themselves. In particular, the FPÖ emphasizes the Austrians’ interests. This becomes 

clear in the slogan ‘Love your neighbor – for me [Strache, Author’s note] these are the 

Austrians’ (A 15). A 20 and A 21 state that the Austrians are to be considered first, 

when it comes to jobs and welfare benefits. Therefore, the FPÖ appreciates the 

citizenship and demands higher standards for its obtainment (A 9, A 18, and A 26). 

Moreover, the FPÖ requires the provision of full welfare benefits to be restricted to 

Austrian citizens (A 17, A 20 and A 21).  

The Austrian flag is also included in the ÖVP’s logo and this is present in every third 

advertisement. The party mentions ‘Austria’ itself only a few times and it never refers to 

the ‘Austrians’. It aims to create a common identity in several advertisements using the 

pronouns ‘us’ and ‘we’ (e.g. B 1 and B 3).  

Adding negative attributes further illustrates the FPÖ’s anti-Immigrant attitudes: The 

FPÖ connects immigrants with the abuse of asylum (A 25), the increase of social costs 

(A 2) and criminality in general (A 8). Evidently, immigrants are accused of taking 

away jobs (A 8), threatening the education system (A 27) and sneaking into the social 

system (A 21). As foreigners are seen as a threat to public security (A 8), further 

immigration, especially from Eastern Europe (A 2), is rejected. By demanding the 

deportation of criminal (A8), jobless (A 21) and asylum abusing (A 26) foreigners, the 

FPÖ presents itself as savior of security and the social state, because he relieves from 

the topos of burden.  

In contrast, elements of the exclusion of outsider groups are absent in the ÖVP’s 

advertisements. As the issue of immigration is omitted in the advertisements at all, no 

anti-immigrant attitudes can be recognized.  

All in all, the FPÖ applies various rhetoric means in order to create a feeling of 

common national identity among the voters. Certainly, anti-immigrant attitudes are an 

integral part of this strategy, because they appear in one third of the examined 

advertisements. By excluding groups outside the populist system, the FPÖ strengthens 

its own position and the one of the native citizens. Thus, the FPÖ pretends to be the 

only political party to care for the needs of the ordinary population. In the ÖVP’s 

campaign weak elements of inclusion can be recognized, but elements of exclusion are 

totally absent. In consequence, the second hypothesis is confirmed.  
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5.3 Anti-Establishment Attitudes 

Attacking other parties in election advertisement is a frequently used campaign 

strategy. In a previous study, Dolezal, Haselmayer, Johann, Thomas and Ennser-

Jedenastik (2014) have demonstrated that in the national legislative elections 2013 the 

FPÖ was the party whose advertisements in print media contained most attacks against 

other parties, primarily against the governing SPÖ, the ÖVP and the Greens. Whereas 

74% of the FPÖ’s advertisements included negative campaigning, 39% of the ÖVP’s 

advertisements attacked other parties (Dolezal et al. 2014, p. 102) 

The FPÖ imputes primarily the governing parties to perform poorly in government. 

First of all, this can be seen in the negative illustration of ‘reality’ in the form of the 

topos of burden. The government is blamed for unemployment (A 13), high rents (A 19) 

or the deficient education system (A 18) from which the Austrians have to suffer. 

Clearly, the campaign focuses on social policies, especially in the field of the 

employment market (e.g. A 2, A 13), pensions (e.g. A 11, A 12, A 23) and the fight 

against poverty (A 10, A 9). Furthermore, the governing parties are blamed to ignore or 

aggravate recent problems like public security (A 8), the situation of families (A 17) or 

integration (A 27). Thus, the FPÖ tends to present the actual situation worse than it is 

and provides a basis to stylize itself as a future redeemer. 

The FPÖ’s campaign contains a variety of attacks against the other parties: For 

instance, the ÖVP, the SPÖ and the Greens are denoted as a ‘danger to Vienna’ (A 8). 

According to the FPÖ they conduct unsocial politics (A 6), only want to cash up (A 7) 

and govern against the Austrians’ interests (A 15, A 16). In addition, they are made 

responsible for bureaucracy (A 11) and high expenses in the form of taxes or fees (A 7), 

whereas in contrast the common people are said to be ripped off (A 13). Remarkable is 

A 5 in which the SPÖ and the Greens are alluded to Communism. Claiming a deficient 

decision-making, several advertisements refuse the governments’ legitimacy and ask for 

the introduction of elements of direct democracy (A 14, A 15). Obviously, this negative 

presentation of other parties intends to create a better image of the FPÖ itself.  

The FPÖ expresses its distrust in the social elite by the demand to shorten the 

politicians’ pensions (A 4), to introduce a solidarity contribution for millionaires (A 19) 

and to abolish privileges for certain social groups like bankers or former politicians (A 

23).  

Almost one third of the units contained elements of Euroscepticism: The SVÖ and 

ÖVP are accused to work together with the European Union and jointly implement 

measures harming Austria (A 15). According to the FPÖ the payments to severely 
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crisis-ridden EU states are a waste of money and constitute a danger to Austria’s 

national welfare (A 4, A 9, A 10 and A 16). In consequence, the FPÖ promises to 

reduce Austria’s financial contributions (A 16). Hence, the FPÖ uses latent antipathies 

in the population and articulates them in its campaign. The EU is presented as an 

‘enemy’ outside of the system endangering the Austrians’ welfare. Since the FPÖ 

accuses the governing parties to collaborate with the EU, it presents itself as the only 

electable solution to prevent further loss of welfare.  

As the ÖVP belongs to the established parties itself, it can be estimated that it 

refrained from anti-establishment attitudes. However, the Austrian People’s Party 

attacks its coalition partner SPÖ directly: The ÖVP warns against the introduction of 

new taxes, for example in B 8: ‘Stop the Faymann-Taxes’ and of the supposedly 

planned introduction of the compulsory nursery school (B 10). Furthermore, it is 

warned against a coalition of the SPÖ and the Greens (B 5). 

 

B 5 

It is worth to note that the party’s negative campaigning was merely directed against 

the Social Democrat and Green camp and not against right-wing populist parties. 

Thereby, the ÖVP also refers to the situation in Vienna, where a red-green coalition 

governs, and criticizes a rise of fees and taxes as well as failed infrastructure projects (B 

11). The ÖVP and the FPÖ differ considerably in the use of Eurosceptic elements as the 

ÖVP totally abstains from Euroscepticism in its campaign.  

In conclusion, the campaigns of both parties contain attacks against other parties. 

However, the FPÖ negative campaigning against the established parties in a higher 
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variety and quantity. The majority of the examined advertisements contains attacks 

against other parties and the EU presenting them as a threat to Austria. The ÖVP also 

uses negative campaigning in its campaign and directs its attacks against its coalition 

partner SPÖ and the Greens. Yet, it concentrates on the own positive aspects. Therefore, 

the FPÖ displays the governing parties and the EU as a united threat harming ordinary 

Austrians. As a result, the third hypothesis is rejected.  

5.4 Emotionalization 

Using this strategy, parties aim to arouse the voters’ emotions: on the one hand 

negative emotions considering other parties and system outsiders, on the other hand 

positive emotions in regard to their own party.  

Turning to the negative emotions, the previously described topos of burden also 

belongs to the strategy of emotionalization as it simulates a deficient situation under 

which the citizens are said to suffer. Both the FPÖ and the ÖVP to a smaller extent 

blame other parties and – in case of the FPÖ also system outsiders – to be responsible 

for these circumstances and hence give rise to their own sympathy.  

A similar effect has the topos of threat, arguing that established parties and system 

intruders threaten the population’s security and welfare. Many of the words used in the 

FPÖ’s campaign may cause people’s anxieties, for example: ‘desperate’ and ‘fear’ (A 

27). Besides, foreigners are presented as foes to Austria: For instance in A 27, the FPÖ 

blames foreign children to endanger the Austrian education system. Like outlined in the 

chapter ‘Politics of National Identity’, they are accused of being criminals and cheaters 

in the asylum process across the board (A 25). Furthermore, they are said to take away 

the Austrians’ jobs (A 21) and to abuse the social state (A 2). Notable is the exaggerated 

depiction of the threat of poverty in Austria: Although Austria is one of the richest 

countries in the world, the FPÖ broaches the issue of poverty and the danger of being 

poor in more than one third of the examined units (e.g. A 20, A 11, A 9).  

Similarly, the ÖVP presents its coalition partner SPÖ and the Greens as a threat, but 

not system outsiders. Like previously described, the ÖVP warns of the introduction of 

taxes in a very emotional way. Their main target group are families and pensioners as 

they claim that none of these groups is ‘safe’ from ‘Faymann’s’ taxes (B 8).  
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A 13 

In addition, the Austrian Freedom Party aims to cause people’s anger at the 

established parties. In A 15, they are accused to carry out measure ‘hostile for Austria’ 

(‘österreichfeindlich’) in collaboration with the European Union. Exaggerations also 

attribute to the demonization of the governing parties: Various times, their supposedly 

deficient record is emphasized, called in A 3 ‘list of sins’.  

Considering the party’s diction, the number of words with a negative connotation is 

extraordinarily high: ‘red-green minions’ (A 13), ‘usury fees’ (A 9), ‘cash off’ (A 7), 

‘injustice’ (e.g. A 6) or ‘Austria’s sell-off’ (A 6). Moreover, the party created new 

words: ‘Nonsense-regulations’ (‘Sinnlos-Vorschrift’, A 24), ‘Liability-Madness’ 

(‘Haftungswahnsinn’, A 16) or ‘Car driver-hatred’ (‘Autofahrer-Hass’, A 5). This use 

of neologisms supports its intention to create anger among the people.  

Similarly, the ÖVP referred to high fees and taxes several times (e.g. in B 9), 

furthermore, they speak about ‘cash off’, ‘stagnation’ and ‘paternalism’ (e.g. B 2). The 

metaphor ‘avalanche of fees’ (‘Gebührenlawine’) can be taken as an example for the 

ÖVP’s exaggerated and illustrative language. All in all, however, their language is less 

negative than the FPÖ’s.  

The infringement of taboos is a further strategy to arouse emotions. Turning to the 

election campaign of the Austrian Freedom Party, already the head slogans are regarded 

as a provocation. Taken from the Bible, the election slogans ‘High time for charity’ 

[‘Höchtste Zeit für ‘Nächstenliebe’’] and ‘Love your neighbor’ [‘Liebe deinen 

Nächsten’] have been criticized heavily by the Catholic and Protestant church (ORF 

2013, August 12). The added phrase ‘For me, these are the Austrians’ clarifies that 
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charity is limited to the Austrians. This provocation results in the dissociation of 

Austrians from other nationalities. Although several advertisements are designed 

provocatively, the party abstained from breaking political taboos in its campaign. It 

refrained from touching sensitive issues and concentrated on less controversial topics 

like economy.  

Turning to the positive self-presentation, the FPÖ presents itself as a redeemer and 

rebel in favor of the Austrian interests. This becomes clear in A 13 in which the 

exaggerated use of the word ‘No’ expresses a sign of protest against the established 

parties. Indeed, the whole campaign focuses on the privilege of being Austrian. An 

indicator for this is the connection of the positively connoted word ‘love’ and Austria in 

many advertisements, for example in the form ‘Love your neighbor’ whereby the 

Austrians themselves are meant with ‘neighbor’. Moreover, the demand for ‘charity’, 

which is the main motto of the campaign, is linked with Austria.  

Referring to the own population, the FPÖ also uses positively connoted words 

emphasizing the people’s effort and achievements (A 10). Various times, the 

advertisements are designed in the style of direct communication between party and 

voters, which aims to enhance the trust between both. This can be noticed for example 

in A 6 in which the front candidate addresses the Austrians stating his belief in them.  

Far more than the FPÖ, the ÖVP focuses on positive aspects. Frequently, the 

advertisements contain positively connoted words like ‘job places’ (B 9), ‘realize aims’ 

(B 21), ‘awakening’ (B 1) or ‘relief’ (B 3). Notable in this context is also the positive 

presentation of the leading candidate, his characteristics and abilities by ordinary 

citizens (B 12-17). In B 20 he is labeled ‘honest’, ‘reliable’ and ‘dynamic’ with the 

purpose to win the voters’ trust.  

In conclusion, the FPÖ’s campaign encompasses a variety of provocations, but no 

severe infringement of taboos in the area of fundamental rights. Especially because the 

head slogan has been discussed controversially, the party has received considerable 

attention among the voters and the media (Kritzinger, Müller & Schönbach 2014, p. 

122). Apart from attracting attention, this strategy manages to increase the sympathy 

towards FPÖ’s and the antipathy towards system intruders and established parties. On 

this basis it can be estimated that the FPÖ can attract many voters, who are disdained by 

conventional parties whose language is seen as dry, tediously and hard to understand, by 

using emotional, sometimes provocative and illustrative language.  

The ÖVP creates a relatively positive campaign focusing on own favorable aspects to 

gain the population’s support. Unsettling the population has not been the party’s aim 
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despite several advertisements creating negative emotions. In the end, the ÖVP has been 

an incumbent and a too negative campaign might have caused a will for change to the 

party’s disadvantage. For the arguments mentioned, the fourth hypothesis can be 

confirmed. 

5.5 Simplification 

Finally, the strategy of simplification will be discussed starting with the use of 

comparisons. In several advertisements, the FPÖ compares its own program and 

achievements with the one of the other parties. Additionally, the party contrasts the 

situation in Austria 1970 and 2013 which emphasizes the current, ostensibly negative, 

situation (in A 1). In the ÖVP’s campaign, B 20 should be considered: Here, the ÖVP’s 

profile is compared with the alternative by the SPÖ. Not surprisingly, both parties’ view 

is one-sided and undifferentiated when comparing different aspects.  

Although the FPÖ’s campaign focuses on complex issues like welfare state or the 

Eurozone crisis, the party prefers easy and simple solutions, whose realistic 

implementation can be doubted. For example, it intends to obligate teachers to give free 

extra tuition (A 18) and to abolish usury fees without defining these in detail. Instead, 

only the demands are mentioned without pointing out ways how to reach the aims. For 

example, it calls for cutting off fees and taxes and give promises to higher social 

benefits at the same time (e.g. A 20). Several times the party suggests a choice to spend 

money between two supposed mutually exclusive policies, for instance in A 10: either 

pay contributions to the EU or fight poverty in Austria. Obviously, the whole political 

situation is more complex and a connection between both issues is merely simulated. 

The ÖVP does not provide solutions either, rather, it expresses its aims on a very 

general basis like advocating economic growth (B 9). 

Generalizations are another part of the strategy of simplification: Like previously 

explained, the FPÖ accuses foreigners to be criminal across the board (e.g. A 25). 

Furthermore, it generalizes the population as it sees it as a mass having the same 

opinion (e.g. A 23). Typically, the FPÖ traces problems back to one single root, for 

example it connects unemployment only with the government’s policies (e.g. A 2). 

Referring to the ÖVP, it is interesting that the ÖVP blames the SPÖ for the introduction 

of taxes although they have been coalition partners and in fact, taxes were introduced by 

mutual consent. 

Both parties make use of examples: The FPÖ includes examples of individual fates 

with which everybody can identify, for example in A 27. Like previously mentioned, 

the ÖVP uses statements by ordinary citizens who give reasons to vote for Spindelegger 
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(B 12-17). This has the purpose to illustrate the party’s messages and to facilitate the 

identification with their aims.  

The populist simplification often results in a dichotomization of the world into 

antagonizing poles between the citizens and the elite on the one hand and the citizens 

and foreign people on the other hand. In the FPÖ’s campaign, the ostensible poor reality 

is contrasted with an auspicious future which can only be brought by the FPÖ. 

Additionally, the citizens’ creditable efforts are pointed out in A 23 in opposition to the 

established parties’ deficient achievements. This construction of a friend-foe scheme 

presents the governing parties as an enemy impairing Austria whereas the Freedom 

Party presents itself as a friend and spokesman for the people. 

Polarization is also expressed in the utilization of antagonizing words, for example 

‘taxes and fees’ (e.g. A 6) which is connected with the governing parties in contrast to 

‘social benefits’ and ‘financial relief’ linked with the FPÖ. This can also be observed in 

the ÖVP’s campaign in B 20 in which the ÖVP describes its program in a contrasting 

scheme. Besides, in B 9, for instance, contrasts the ÖVP’s aims (‘growth’, ‘jobs’, 

‘freedom’) with the alternatives (‘debts’, ‘new taxes’, ‘bureaucracy’), obviously by the 

SPÖ. Here, the use of the word ‘instead’ (‘statt’) is remarkable which also appears in 

the FPÖ’s campaign: Taking A 17 as an example, the FPÖ argues that the SPÖ and 

ÖVP ‘reduce social benefits instead of fostering families’. Especially A 5 demonstrates: 

the FPÖ’s improved prospective is contrasted with the negative present condition. This 

becomes also clear in A 9, in which the financial support of severely affected countries 

is played off against the elimination of poverty in Austria. As a result, the mentioned 

dichotomizations simulate a choice between two possibilities and it is suggested that 

only one of them can be realized.  

Generally speaking, the ÖVP kept its advertisements rather simple and mostly 

reduced it to one thought on every advertisement presented as a heading. The FPÖ 

presented a variety of simplified demands and solutions to complex problems. This 

simplification allows the parties to neglect substances of politics, with the result to shift 

politics to a more emotional level.  

The fifth hypothesis has to be rejected as a higher degree of simplification cannot be 

recognized in the FPÖ’s campaign.   
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6. Conclusion 

On the basis of a qualitative content analysis, election advertisements by the FPÖ 

and ÖVP have been examined on right-wing populist strategies. Therefore, already 

existing strategies of right-wing populist election campaigns have been collected and 

summarized. This delivers a more complete overview on the right-wing populist parties’ 

means in contrast to analyses focusing on single aspect in election campaigns.  

Coming back to the initial research question, a more extensive use of strategies has 

been observed in the FPÖ’s campaign. In the following the differences in the single 

strategies are shortly summarized:  

Turning to the first strategy of personalization, both parties’ dependency on their 

leading candidates has been noticed. Especially, for the FPÖ, Strache is highly 

important. But also for the ÖVP, the leading candidate is an essential part of the election 

campaign, who is present in form of photographs or mentions of his name in most of the 

advertisements. The current reiteration of the candidates’ names aims at keeping the 

candidate in the voters’ consciousness and guarantees their presence in the political 

discourse.  

The FPÖ clearly tries to create a sense of common national identity by using various 

rhetoric strategies. Instead of articulating primarily anti-immigrant attitudes, the party 

has shifted its perspective and demands more privileges for Austrians arguing 

‘Austrians first’. Thus, the campaign does appears less rude than previous, more 

xenophobic, campaigns. In contrast, the ÖVP uses only weak elements of inclusion, but 

no elements of exclusion like anti-immigrant attitudes.  

In regard to the third strategy, the FPÖ attacks established parties in several 

advertisements. Surprisingly, also the ÖVP attacks the established parties, although the 

ÖVP itself belongs to this group and has been in a coalition with its main target, the 

SPÖ.  

Certainly, an emotionalized campaign is an integral reason for the FPÖ’s success. By 

arousing emotions, the party has attracted sympathies among the voters. Also, the ÖVP 

tried to arouse the people’s emotions. While the FPÖ focused on evoking negative 

emotions through anti-immigrant attitudes and attacks against established parties, the 

ÖVP underlined its own merits.  

Referring to the strategy of simplification, both parties used polarization and 

generalizations. In reference to the ÖVP, the already simple structure of the 

advertisements is significant. A lack of content is usually seen as typical of a populist 

party: Interestingly, the FPÖ provides clearer abstracts of its party program in the 
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advertisements than the ÖVP which primarily presents general phrases and only few 

concrete aspects. Therefore, reasons for the FPÖ’s unusual plenty of content can be 

searched for. A possible explanation could be the will to provide a clear program as an 

alternative to the governing parties.  

Reflecting the results of the research, the FPÖ applied the determined strategies of 

populism to a higher degree than the ÖVP. More remarkable, however, is the ÖVP’s 

campaign as it clearly shows populist tendencies which might not have been expected. 

The results go along with Mudde’s (2004) argument that also mainstream parties use 

populist elements. Apart from his approach, the use of populist strategies by mainstream 

political parties has been neglected in the scientific community. Now, the results show 

that the gap between right-wing populist and mainstream parties concerning the use of 

populist strategies is not as big as thought. The fact that both parties use populist 

strategies in varied degrees favors the approach to populism which regards it as a style 

of communication. 

The applied holistic approach contained the risk of not discovering striking 

differences between the parties examined. Concentrating on certain aspects allows to 

filter out remarkable differences between parties, but in order to assess the parties’ 

campaigns on the criteria of populism a holistic approach is necessary. As the 

differences found between the parties were not as significant as expected, more research 

has to be executed if the results can be traced back to the research approach or to the 

parties’ election campaigns. Therefore, the examined parties could be observed in other 

election campaigns at different points of time. Alternatively, comparisons between 

supposedly populist and non-populist parties in other countries could be carried out.  

Due to the limited extent of a bachelor thesis, previous campaigns by this party were 

not examined. Thus, it was impossible to find out if the campaign for the national 

elections 2013 constitutes a typical example of this party or an exception. In addition, 

the results fail to capture the fact that the Austrian People’s Party is a part of the 

government in contrast to the FPÖ. This has certainly influenced the shape of the 

election campaign.  

A further limitation of this study is the focus on the analysis of advertisements as 

these are the primary means of political communication in Austria. Other types of 

political communication like statements by politicians were omitted, although they 

might be of value in election campaigns. Furthermore, the parties’ behavior apart from 

election campaigns has been neglected. Plausibly, in times of election campaigns, 

parties tend to use populist strategies like emotionalization in order to attract attention 
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and sympathies among the voters. Hence, it would be interesting to see how these 

parties perform beyond election campaigns.  

In general, additional research on how other parties react to rising right-wing populist 

parties is required. Will their performance become more populist? Will other parties 

move further right in the party spectrum? Apart from country specific questions, more 

work about right-wing populist parties needs to be carried out in relation to the 

European level: How will the rise of right-wing populist parties affect the European 

Union and its stability? Nonetheless, future research should also concentrate on the 

situation in Austria: Right now, three right-wing populist parties are in competition for 

votes from the same group of voters. It might be interesting to see if the FPÖ, the BZÖ 

and the Team FRANK compete or cooperate in future. 
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8. Annex 

8.1 Advertisements by the Austrian Freedom Party 
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8.2 Advertisements by the Austrian People’s Party 
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     8.3 Coding Forms:  FPÖ 

     8.3.1 Personalization

Document Code Segment

A10 Personalization\Speach

A11 Personalization\Speach

A2 Personalization\Speach

A26 Personalization\Speach

A3 Personalization\Speach

A4 Personalization\Speach

A6 Personalization\Speach

A7 Personalization\Speach

A9 Personalization\Speach

A12 Personalization\Pronoun: I, me

A13 Personalization\Pronoun: I, me

A15 Personalization\Pronoun: I, me

A17 Personalization\Pronoun: I, me

A2 Personalization\Pronoun: I, me

A22 Personalization\Pronoun: I, me

A25 Personalization\Pronoun: I, me

A3 Personalization\Pronoun: I, me
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A4 Personalization\Pronoun: I, me

A5 Personalization\Pronoun: I, me

A6 Personalization\Pronoun: I, me

A1 Personalization\Picture of the candidate

A10 Personalization\Picture of the candidate

A11 Personalization\Picture of the candidate

A12 Personalization\Picture of the candidate

A13 Personalization\Picture of the candidate

A14 Personalization\Picture of the candidate

A15 Personalization\Picture of the candidate

A16 Personalization\Picture of the candidate

A17 Personalization\Picture of the candidate

A18 Personalization\Picture of the candidate

A19 Personalization\Picture of the candidate

A2 Personalization\Picture of the candidate

A20 Personalization\Picture of the candidate

A21 Personalization\Picture of the candidate

A22 Personalization\Picture of the candidate

A23 Personalization\Picture of the candidate

A24 Personalization\Picture of the candidate
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A25 Personalization\Picture of the candidate

A26 Personalization\Picture of the candidate

A27 Personalization\Picture of the candidate

A3 Personalization\Picture of the candidate

A4 Personalization\Picture of the candidate

A5 Personalization\Picture of the candidate

A6 Personalization\Picture of the candidate

A7 Personalization\Picture of the candidate

A8 Personalization\Picture of the candidate

A9 Personalization\Picture of the candidate

A1 Personalization\Name: HC Strache

A1 Personalization\Name: HC Strache

A10 Personalization\Name: HC Strache

A10 Personalization\Name: HC Strache

A11 Personalization\Name: HC Strache

A11 Personalization\Name: HC Strache

A12 Personalization\Name: HC Strache

A12 Personalization\Name: HC Strache

A12 Personalization\Name: HC Strache

A13 Personalization\Name: HC Strache
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A13 Personalization\Name: HC Strache

A14 Personalization\Name: HC Strache

A14 Personalization\Name: HC Strache

A15 Personalization\Name: HC Strache

A16 Personalization\Name: HC Strache

A16 Personalization\Name: HC Strache

A17 Personalization\Name: HC Strache

A18 Personalization\Name: HC Strache

A18 Personalization\Name: HC Strache

A19 Personalization\Name: HC Strache

A19 Personalization\Name: HC Strache

A2 Personalization\Name: HC Strache

A20 Personalization\Name: HC Strache

A20 Personalization\Name: HC Strache

A21 Personalization\Name: HC Strache

A21 Personalization\Name: HC Strache

A22 Personalization\Name: HC Strache

A23 Personalization\Name: HC Strache

A23 Personalization\Name: HC Strache

A24 Personalization\Name: HC Strache
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A24 Personalization\Name: HC Strache

A25 Personalization\Name: HC Strache

A25 Personalization\Name: HC Strache

A26 Personalization\Name: HC Strache

A26 Personalization\Name: HC Strache

A26 Personalization\Name: HC Strache

A27 Personalization\Name: HC Strache

A27 Personalization\Name: HC Strache

A3 Personalization\Name: HC Strache

A3 Personalization\Name: HC Strache

A3 Personalization\Name: HC Strache

A4 Personalization\Name: HC Strache

A4 Personalization\Name: HC Strache

A4 Personalization\Name: HC Strache

A5 Personalization\Name: HC Strache

A5 Personalization\Name: HC Strache

A6 Personalization\Name: HC Strache

A6 Personalization\Name: HC Strache

A7 Personalization\Name: HC Strache

A7 Personalization\Name: HC Strache
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A7 Personalization\Name: HC Strache

A8 Personalization\Name: HC Strache

A8 Personalization\Name: HC Strache

A8 Personalization\Name: HC Strache

A9 Personalization\Name: HC Strache

A9 Personalization\Name: HC Strache

A9 Personalization\Name: HC Strache

A1 Personalization\Leader as redeemer

A12 Personalization\Leader as redeemer

A13 Personalization\Leader as redeemer

A2 Personalization\Leader as redeemer

A3 Personalization\Leader as redeemer

A4 Personalization\Leader as redeemer

A7 Personalization\Leader as redeemer

A2 Personalization
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     8.3.2 Politics of National Identity
Document Code Segment

A5 Politics of National Identity\Reference to the 

homeland\Vienna

A7 Politics of National Identity\Reference to the 

homeland\Vienna

A7 Politics of National Identity\Reference to the 

homeland\Vienna

A7 Politics of National Identity\Reference to the 

homeland\Vienna

A8 Politics of National Identity\Reference to the 

homeland\Vienna

A8 Politics of National Identity\Reference to the 

homeland\Vienna

A8 Politics of National Identity\Reference to the 

homeland\Vienna

A8 Politics of National Identity\Reference to the 

homeland\Vienna

A13 Politics of National Identity\Reference to the 

homeland\Vienna

A27 Politics of National Identity\Reference to the 

homeland\Vienna

A1 Politics of National Identity\Reference to the 

homeland\Flag/Austrian colors

A1 Politics of National Identity\Reference to the 

homeland\Flag/Austrian colors

A1 Politics of National Identity\Reference to the 

homeland\Flag/Austrian colors

A2 Politics of National Identity\Reference to the 

homeland\Flag/Austrian colors

A2 Politics of National Identity\Reference to the 

homeland\Flag/Austrian colors

A2 Politics of National Identity\Reference to the 

homeland\Austrians

A2 Politics of National Identity\Reference to the 

homeland\Austrians

A3 Politics of National Identity\Reference to the 

homeland\Austrians

A6 Politics of National Identity\Reference to the 

homeland\Austrians

A6 Politics of National Identity\Reference to the 

homeland\Austrians

A9 Politics of National Identity\Reference to the 

homeland\Austrians

A14 Politics of National Identity\Reference to the 

homeland\Austrians

A14 Politics of National Identity\Reference to the 

homeland\Austrians

A15 Politics of National Identity\Reference to the 

homeland\Austrians

A15 Politics of National Identity\Reference to the 

homeland\Austrians
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A17 Politics of National Identity\Reference to the 

homeland\Austrians

A18 Politics of National Identity\Reference to the 

homeland\Austrians

A20 Politics of National Identity\Reference to the 

homeland\Austrians

A21 Politics of National Identity\Reference to the 

homeland\Austrians

A22 Politics of National Identity\Reference to the 

homeland\Austrians

A25 Politics of National Identity\Reference to the 

homeland\Austrians

A1 Politics of National Identity\Reference to the 

homeland\Austria

A1 Politics of National Identity\Reference to the 

homeland\Austria

A1 Politics of National Identity\Reference to the 

homeland\Austria

A2 Politics of National Identity\Reference to the 

homeland\Austria

A2 Politics of National Identity\Reference to the 

homeland\Austria

A6 Politics of National Identity\Reference to the 

homeland\Austria

A6 Politics of National Identity\Reference to the 

homeland\Austria

A7 Politics of National Identity\Reference to the 

homeland\Austria

A10 Politics of National Identity\Reference to the 

homeland\Austria

A15 Politics of National Identity\Reference to the 

homeland\Austria

A16 Politics of National Identity\Reference to the 

homeland\Austria

A16 Politics of National Identity\Reference to the 

homeland\Austria

A16 Politics of National Identity\Reference to the 

homeland\Austria

A26 Politics of National Identity\Reference to the 

homeland\Austria

A27 Politics of National Identity\Reference to the 

homeland\Austria

A1 Politics of National Identity\Reference to the 

homeland\'Heimat'

A2 Politics of National Identity\Reference to the 

homeland\'Heimat'

A2 Politics of National Identity\Reference to the 

homeland\'Heimat'

A3 Politics of National Identity\Reference to the 

homeland\'Heimat'
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A9 Politics of National Identity\Reference to the 

homeland\'Heimat'

A24 Politics of National Identity\Reference to the 

homeland\'Heimat'

A3 Politics of National Identity\Inclusion\your/you

A6 Politics of National Identity\Inclusion\your/you

A13 Politics of National Identity\Inclusion\your/you

A2 Politics of National Identity\Inclusion\we/our/us

A6 Politics of National Identity\Inclusion\we/our/us

A6 Politics of National Identity\Inclusion\we/our/us

A6 Politics of National Identity\Inclusion\we/our/us

A7 Politics of National Identity\Inclusion\we/our/us

A10 Politics of National Identity\Inclusion\we/our/us

A11 Politics of National Identity\Inclusion\we/our/us

A13 Politics of National Identity\Inclusion\we/our/us

A14 Politics of National Identity\Inclusion\we/our/us

A14 Politics of National Identity\Inclusion\we/our/us

A15 Politics of National Identity\Inclusion\we/our/us

A16 Politics of National Identity\Inclusion\we/our/us

A16 Politics of National Identity\Inclusion\we/our/us

A16 Politics of National Identity\Inclusion\we/our/us

A17 Politics of National Identity\Inclusion\we/our/us

A17 Politics of National Identity\Inclusion\we/our/us

A19 Politics of National Identity\Inclusion\we/our/us

A20 Politics of National Identity\Inclusion\we/our/us

A22 Politics of National Identity\Inclusion\we/our/us

A22 Politics of National Identity\Inclusion\we/our/us

A23 Politics of National Identity\Inclusion\we/our/us

A24 Politics of National Identity\Inclusion\we/our/us

A25 Politics of National Identity\Inclusion\we/our/us
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A27 Politics of National Identity\Inclusion\we/our/us

A1 Politics of National Identity\Inclusion\topos of similarity

A6 Politics of National Identity\Inclusion\topos of similarity

A9 Politics of National Identity\Inclusion\topos of similarity

A9 Politics of National Identity\Inclusion\topos of similarity

A16 Politics of National Identity\Inclusion\topos of similarity

A17 Politics of National Identity\Inclusion\topos of similarity

A24 Politics of National Identity\Inclusion\topos of similarity

A21 Politics of National Identity\Inclusion

A2 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\stop further immigration

A2 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\stop further immigration

A8 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\stop further immigration

A21 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\stop further immigration

A21 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\stop further immigration

A25 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\stop further immigration

A2 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\negative connotations

A2 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\negative connotations

A8 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\negative connotations

A21 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\negative connotations

A25 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\negative connotations

A26 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\negative connotations

A27 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\negative connotations
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A2 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\denial of benefits

A17 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\denial of benefits

A18 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\denial of benefits

A20 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\denial of benefits

A21 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\denial of benefits

A27 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\denial of benefits

A2 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\connection with crime

A25 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\connection with crime

A25 Politics of National Identity\Exclusion\anti-immigrant 

attitudes\connection with crime

A8 Politics of National Identity\Exclusion\anti-immigrant 

attitudes

A17 Politics of National Identity\Exclusion\anti-immigrant 

attitudes

A21 Politics of National Identity\Exclusion\anti-immigrant 

attitudes

A26 Politics of National Identity\Exclusion\anti-immigrant 

attitudes

A26 Politics of National Identity\Exclusion

A2 Politics of National Identity\Exclusion
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     8.3.3 Anti-Establishment Attitudes
Document Code Segment

A8 Anti-Establishment Attitudes\Refuse of legitimate 

government

A14 Anti-Establishment Attitudes\Refuse of legitimate 

government

A15 Anti-Establishment Attitudes\Refuse of legitimate 

government

A2 Anti-Establishment Attitudes\Party as a savior

A3 Anti-Establishment Attitudes\Party as a savior

A3 Anti-Establishment Attitudes\Party as a savior

A5 Anti-Establishment Attitudes\Party as a savior

A6 Anti-Establishment Attitudes\Party as a savior

A7 Anti-Establishment Attitudes\Party as a savior

A8 Anti-Establishment Attitudes\Party as a savior

A8 Anti-Establishment Attitudes\Party as a savior

A9 Anti-Establishment Attitudes\Party as a savior

A9 Anti-Establishment Attitudes\Party as a savior

A11 Anti-Establishment Attitudes\Party as a savior

A10 Anti-Establishment Attitudes\Party as a savior

A12 Anti-Establishment Attitudes\Party as a savior

A13 Anti-Establishment Attitudes\Party as a savior

A15 Anti-Establishment Attitudes\Party as a savior

A17 Anti-Establishment Attitudes\Party as a savior

A18 Anti-Establishment Attitudes\Party as a savior

A19 Anti-Establishment Attitudes\Party as a savior

A24 Anti-Establishment Attitudes\Party as a savior

A25 Anti-Establishment Attitudes\Party as a savior

A26 Anti-Establishment Attitudes\Party as a savior
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A27 Anti-Establishment Attitudes\Party as a savior

A1 Anti-Establishment Attitudes\Party as a savior

A4 Anti-Establishment Attitudes\Party as a savior

A7 Anti-Establishment Attitudes\Party as a savior

A14 Anti-Establishment Attitudes\Party as a savior

A16 Anti-Establishment Attitudes\Party as a savior

A14 Anti-Establishment Attitudes\More elements of 

direct democracy

A14 Anti-Establishment Attitudes\More elements of 

direct democracy

A14 Anti-Establishment Attitudes\More elements of 

direct democracy

A15 Anti-Establishment Attitudes\More elements of 

direct democracy

A4 Anti-Establishment Attitudes\Euroscepticism\EU: 

waste of money

A10 Anti-Establishment Attitudes\Euroscepticism\EU: 

waste of money

A16 Anti-Establishment Attitudes\Euroscepticism\EU: 

waste of money

A16 Anti-Establishment Attitudes\Euroscepticism\EU: 

waste of money

A4 Anti-Establishment 

Attitudes\Euroscepticism\Austrian politicians 

collaborate

A9 Anti-Establishment 

Attitudes\Euroscepticism\Austrian politicians 

collaborate

A10 Anti-Establishment 

Attitudes\Euroscepticism\Austrian politicians 

collaborate

A15 Anti-Establishment 

Attitudes\Euroscepticism\Austrian politicians 

collaborate

A16 Anti-Establishment 

Attitudes\Euroscepticism\Austrian politicians 

collaborate
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A15 Anti-Establishment Attitudes\Euroscepticism

A16 Anti-Establishment Attitudes\Euroscepticism

A6 Anti-Establishment Attitudes\Euroscepticism

A4 Anti-Establishment Attitudes\Distrust in social elite

A19 Anti-Establishment Attitudes\Distrust in social elite

A23 Anti-Establishment Attitudes\Distrust in social elite

A8 Anti-Establishment Attitudes\Deficient 

performance of the government\Governing parties 

ignore problems

A11 Anti-Establishment Attitudes\Deficient 

performance of the government\Governing parties 

ignore problems

A12 Anti-Establishment Attitudes\Deficient 

performance of the government\Governing parties 

ignore problems

A13 Anti-Establishment Attitudes\Deficient 

performance of the government\Governing parties 

ignore problems

A16 Anti-Establishment Attitudes\Deficient 

performance of the government\Governing parties 

ignore problems

A17 Anti-Establishment Attitudes\Deficient 

performance of the government\Governing parties 

ignore problems

A27 Anti-Establishment Attitudes\Deficient 

performance of the government\Governing parties 

ignore problems

A5 Anti-Establishment Attitudes\Deficient 

performance of the government\Attributes

A7 Anti-Establishment Attitudes\Deficient 

performance of the government\Attributes

A11 Anti-Establishment Attitudes\Deficient 

performance of the government\Attributes
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A12 Anti-Establishment Attitudes\Deficient 

performance of the government\Attributes

A13 Anti-Establishment Attitudes\Deficient 

performance of the government\Attributes

A15 Anti-Establishment Attitudes\Deficient 

performance of the government\Attributes

A27 Anti-Establishment Attitudes\Deficient 

performance of the government\Attributes

A2 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

A5 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

A6 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

A7 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

A7 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

A8 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

A9 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

A11 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

A12 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

A13 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

A17 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation
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A22 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

A22 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

A24 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

A25 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

A10 Anti-Establishment Attitudes\Deficient 

performance of the government

A12 Anti-Establishment Attitudes\Deficient 

performance of the government

A15 Anti-Establishment Attitudes\Deficient 

performance of the government

A16 Anti-Establishment Attitudes\Deficient 

performance of the government

A20 Anti-Establishment Attitudes\Deficient 

performance of the government

A23 Anti-Establishment Attitudes\Deficient 

performance of the government

A26 Anti-Establishment Attitudes\Deficient 

performance of the government

A5 Anti-Establishment Attitudes\Attacks\Diffamations

A11 Anti-Establishment Attitudes\Attacks\Diffamations
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A13 Anti-Establishment Attitudes\Attacks\Diffamations

A4 Anti-Establishment Attitudes\Attacks\Allegations

A5 Anti-Establishment Attitudes\Attacks\Allegations

A5 Anti-Establishment Attitudes\Attacks\Allegations

A6 Anti-Establishment Attitudes\Attacks\Allegations

A7 Anti-Establishment Attitudes\Attacks\Allegations

A11 Anti-Establishment Attitudes\Attacks\Allegations

A11 Anti-Establishment Attitudes\Attacks\Allegations

A13 Anti-Establishment Attitudes\Attacks\Allegations

A15 Anti-Establishment Attitudes\Attacks\Allegations

A16 Anti-Establishment Attitudes\Attacks\Allegations

A17 Anti-Establishment Attitudes\Attacks\Allegations

A25 Anti-Establishment Attitudes\Attacks\Allegations

A7 Anti-Establishment Attitudes\Attacks

A8 Anti-Establishment Attitudes\Attacks

A13 Anti-Establishment Attitudes\Attacks

A17 Anti-Establishment Attitudes\Attacks
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     8.3.4 Emotionalization
Document Code Segment

A27 Emotionalization\Use of key words

A26 Emotionalization\Use of key words

A25 Emotionalization\Use of key words

A25 Emotionalization\Use of key words

A24 Emotionalization\Use of key words

A13 Emotionalization\Use of key words

A27 Emotionalization\Infringement of Taboos\Touching 

sensitive issues

A26 Emotionalization\Infringement of Taboos\Touching 

sensitive issues

A21 Emotionalization\Infringement of Taboos\Touching 

sensitive issues

A21 Emotionalization\Infringement of Taboos\Touching 

sensitive issues

A17 Emotionalization\Infringement of Taboos\Touching 

sensitive issues

A16 Emotionalization\Infringement of Taboos\Touching 

sensitive issues

A13 Emotionalization\Infringement of Taboos\Touching 

sensitive issues

A11 Emotionalization\Infringement of Taboos\Touching 

sensitive issues

A9 Emotionalization\Infringement of Taboos\Touching 

sensitive issues

A8 Emotionalization\Infringement of Taboos\Touching 

sensitive issues

A4 Emotionalization\Infringement of Taboos\Touching 

sensitive issues

A2 Emotionalization\Infringement of Taboos\Touching 

sensitive issues

A27 Emotionalization\Infringement of Taboos\Speaking out 

uncomfortable truth
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A25 Emotionalization\Infringement of Taboos\Speaking out 

uncomfortable truth

A13 Emotionalization\Infringement of Taboos\Speaking out 

uncomfortable truth

A11 Emotionalization\Infringement of Taboos\Speaking out 

uncomfortable truth

A10 Emotionalization\Infringement of Taboos\Speaking out 

uncomfortable truth

A9 Emotionalization\Infringement of Taboos\Speaking out 

uncomfortable truth

A8 Emotionalization\Infringement of Taboos\Speaking out 

uncomfortable truth

A1 Emotionalization\Infringement of Taboos\Speaking out 

uncomfortable truth

A5 Emotionalization\Infringement of Taboos\Speaking out 

uncomfortable truth

A27 Emotionalization\Infringement of Taboos\Radical 

solutions

A26 Emotionalization\Infringement of Taboos\Radical 

solutions

A25 Emotionalization\Infringement of Taboos\Radical 

solutions

A23 Emotionalization\Infringement of Taboos\Radical 

solutions

A18 Emotionalization\Infringement of Taboos\Radical 

solutions

A16 Emotionalization\Infringement of Taboos\Radical 

solutions

A15 Emotionalization\Infringement of Taboos\Radical 

solutions

A11 Emotionalization\Infringement of Taboos\Radical 

solutions

A10 Emotionalization\Infringement of Taboos\Radical 

solutions

A2 Emotionalization\Infringement of Taboos\Radical 

solutions
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A2 Emotionalization\Infringement of Taboos\Radical 

solutions

A5 Emotionalization\Infringement of Taboos\Radical 

solutions

A25 Emotionalization\Infringement of Taboos\Provocations

A13 Emotionalization\Infringement of Taboos\Provocations

A10 Emotionalization\Infringement of Taboos\Provocations

A16 Emotionalization\Infringement of Taboos\Provocations

A8 Emotionalization\Infringement of Taboos\Provocations

A8 Emotionalization\Infringement of Taboos\Provocations

A5 Emotionalization\Infringement of Taboos\Provocations

A2 Emotionalization\Infringement of Taboos\Provocations

A15 Emotionalization\Infringement of Taboos\no consensus, 

interest balancing

A27 Emotionalization\Arousal of positive feelings\Positive 

exaggerations

A25 Emotionalization\Arousal of positive feelings\Positive 

exaggerations

A25 Emotionalization\Arousal of positive feelings\Positive 

exaggerations

A9 Emotionalization\Arousal of positive feelings\Positive 

exaggerations

A5 Emotionalization\Arousal of positive feelings\Positive 

exaggerations

A27 Emotionalization\Arousal of positive feelings\positively 

connoted words

A27 Emotionalization\Arousal of positive feelings\positively 

connoted words

A25 Emotionalization\Arousal of positive feelings\positively 

connoted words

A23 Emotionalization\Arousal of positive feelings\positively 

connoted words

A23 Emotionalization\Arousal of positive feelings\positively 

connoted words

A12 Emotionalization\Arousal of positive feelings\positively 

connoted words
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A10 Emotionalization\Arousal of positive feelings\positively 

connoted words

A6 Emotionalization\Arousal of positive feelings\positively 

connoted words

A6 Emotionalization\Arousal of positive feelings\positively 

connoted words

A5 Emotionalization\Arousal of positive feelings\positively 

connoted words

A4 Emotionalization\Arousal of positive feelings\positively 

connoted words

A1 Emotionalization\Arousal of positive feelings\positively 

connoted words

A15 Emotionalization\Arousal of positive feelings

A20 Emotionalization\Arousal of negative feelings\topos of 

threat\Other parties

A11 Emotionalization\Arousal of negative feelings\topos of 

threat\Other parties

A8 Emotionalization\Arousal of negative feelings\topos of 

threat\Other parties

A4 Emotionalization\Arousal of negative feelings\topos of 

threat\Other parties

A27 Emotionalization\Arousal of negative feelings\topos of 

threat\Foreigners

A27 Emotionalization\Arousal of negative feelings\topos of 

threat\Foreigners

A25 Emotionalization\Arousal of negative feelings\topos of 

threat\Foreigners

A25 Emotionalization\Arousal of negative feelings\topos of 

threat\Foreigners

A21 Emotionalization\Arousal of negative feelings\topos of 

threat\Foreigners

A8 Emotionalization\Arousal of negative feelings\topos of 

threat\Foreigners

A2 Emotionalization\Arousal of negative feelings\topos of 

threat\Foreigners

A27 Emotionalization\Arousal of negative feelings\topos of 

threat

A27 Emotionalization\Arousal of negative feelings\topos of 

threat

A20 Emotionalization\Arousal of negative feelings\topos of 

threat

A15 Emotionalization\Arousal of negative feelings\topos of 

threat

A2 Emotionalization\Arousal of negative feelings\Topos of 

burden\Social state

A6 Emotionalization\Arousal of negative feelings\Topos of 

burden\Social state

A10 Emotionalization\Arousal of negative feelings\Topos of 

burden\Social state
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A11 Emotionalization\Arousal of negative feelings\Topos of 

burden\Social state

A13 Emotionalization\Arousal of negative feelings\Topos of 

burden\Social state

A20 Emotionalization\Arousal of negative feelings\Topos of 

burden\Social state

A1 Emotionalization\Arousal of negative feelings\Topos of 

burden\Social state

A8 Emotionalization\Arousal of negative feelings\Topos of 

burden\Security

A25 Emotionalization\Arousal of negative feelings\Topos of 

burden\Security

A6 Emotionalization\Arousal of negative feelings\Topos of 

burden\Pensions

A12 Emotionalization\Arousal of negative feelings\Topos of 

burden\Pensions

A23 Emotionalization\Arousal of negative feelings\Topos of 

burden\Pensions

A2 Emotionalization\Arousal of negative feelings\Topos of 

burden\Jobs

A13 Emotionalization\Arousal of negative feelings\Topos of 

burden\Jobs

A1 Emotionalization\Arousal of negative feelings\Topos of 

burden\Jobs

A1 Emotionalization\Arousal of negative feelings\Topos of 

burden\Income

A4 Emotionalization\Arousal of negative feelings\Topos of 

burden\Income

A9 Emotionalization\Arousal of negative feelings\Topos of 

burden\Income
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A1 Emotionalization\Arousal of negative feelings\Topos of 

burden\Income

A7 Emotionalization\Arousal of negative feelings\Topos of 

burden\Cardrivers

A2 Emotionalization\Arousal of negative feelings\Topos of 

burden

A10 Emotionalization\Arousal of negative feelings\Topos of 

burden

A13 Emotionalization\Arousal of negative feelings\Topos of 

burden

A16 Emotionalization\Arousal of negative feelings\Topos of 

burden

A19 Emotionalization\Arousal of negative feelings\Topos of 

burden

A27 Emotionalization\Arousal of negative feelings\Topos of 

burden

A27 Emotionalization\Arousal of negative feelings\negative 

exaggerations

A27 Emotionalization\Arousal of negative feelings\negative 

exaggerations

A25 Emotionalization\Arousal of negative feelings\negative 

exaggerations

A25 Emotionalization\Arousal of negative feelings\negative 

exaggerations

A20 Emotionalization\Arousal of negative feelings\negative 

exaggerations

A12 Emotionalization\Arousal of negative feelings\negative 

exaggerations

A11 Emotionalization\Arousal of negative feelings\negative 

exaggerations

A11 Emotionalization\Arousal of negative feelings\negative 

exaggerations
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A9 Emotionalization\Arousal of negative feelings\negative 

exaggerations

A7 Emotionalization\Arousal of negative feelings\negative 

exaggerations

A4 Emotionalization\Arousal of negative feelings\negative 

exaggerations

A3 Emotionalization\Arousal of negative feelings\negative 

exaggerations

A3 Emotionalization\Arousal of negative feelings\negative 

exaggerations

A2 Emotionalization\Arousal of negative feelings\negative 

exaggerations

A25 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A24 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A16 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A16 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A13 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A12 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A12 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A9 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A9 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A9 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A8 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A7 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A7 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A6 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A6 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A6 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A6 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A6 Emotionalization\Arousal of negative feelings\negatively 

connoted words
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A5 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A5 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A5 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A4 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A2 Emotionalization\Arousal of negative feelings\negatively 

connoted words

A27 Emotionalization\Arousal of negative 

feelings\Demonization of social groups/foe images

A26 Emotionalization\Arousal of negative 

feelings\Demonization of social groups/foe images

A26 Emotionalization\Arousal of negative 

feelings\Demonization of social groups/foe images

A25 Emotionalization\Arousal of negative 

feelings\Demonization of social groups/foe images

A13 Emotionalization\Arousal of negative 

feelings\Demonization of social groups/foe images

A13 Emotionalization\Arousal of negative 

feelings\Demonization of social groups/foe images

A5 Emotionalization\Arousal of negative 

feelings\Demonization of social groups/foe images

A13 Emotionalization\Arousal of negative feelings

A15 Emotionalization
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     8.3.5 Simplification
Document Code Segment

A27 Simplification\Syntax

A23 Simplification\Syntax

A21 Simplification\Syntax

A20 Simplification\Syntax

A19 Simplification\Syntax

A11 Simplification\Syntax

A6 Simplification\Syntax

A8 Simplification\Polarization\use 

of pronouns to contrast

A1 Simplification\Polarization\Dich

otomization

A1 Simplification\Polarization\Dich

otomization

A3 Simplification\Polarization\Dich

otomization

A3 Simplification\Polarization\Dich

otomization

A5 Simplification\Polarization\Dich

otomization

A7 Simplification\Polarization\Dich

otomization
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A10 Simplification\Polarization\Dich

otomization

A11 Simplification\Polarization\Dich

otomization

A5 Simplification\Polarization\Con

struction of friend-foe schemes

A1 Simplification\Polarization\anta

gonism: bad/good

A1 Simplification\Polarization\anta

gonism: bad/good

A2 Simplification\Polarization\anta

gonism: bad/good

A5 Simplification\Polarization\anta

gonism: bad/good

A6 Simplification\Polarization\anta

gonism: bad/good

A6 Simplification\Polarization\anta

gonism: bad/good

A8 Simplification\Polarization\anta

gonism: bad/good

A8 Simplification\Polarization\anta

gonism: bad/good
A9 Simplification\Polarization\anta

gonism: bad/good

A10 Simplification\Polarization\anta

gonism: bad/good
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A10 Simplification\Polarization\anta

gonism: bad/good

A12 Simplification\Polarization\anta

gonism: bad/good

A12 Simplification\Polarization\anta

gonism: bad/good

A14 Simplification\Polarization\anta

gonism: bad/good

A17 Simplification\Polarization\anta

gonism: bad/good

A20 Simplification\Polarization\anta

gonism: bad/good

A22 Simplification\Polarization\anta

gonism: bad/good

A22 Simplification\Polarization\anta

gonism: bad/good

A23 Simplification\Polarization\anta

gonism: bad/good

A25 Simplification\Polarization\anta

gonism: bad/good
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A26 Simplification\Polarization\anta

gonism: bad/good

A27 Simplification\Polarization\anta

gonism: bad/good

A27 Simplification\Polarization\anta

gonism: bad/good

A1 Simplification\Polarization

A25 Simplification\Polarization

A27 Simplification\Lists/Charts

A26 Simplification\Lists/Charts

A25 Simplification\Lists/Charts

A24 Simplification\Lists/Charts

86



A23 Simplification\Lists/Charts

A21 Simplification\Lists/Charts

A19 Simplification\Lists/Charts

A18 Simplification\Lists/Charts

A17 Simplification\Lists/Charts

A16 Simplification\Lists/Charts

A15 Simplification\Lists/Charts

87



A14 Simplification\Lists/Charts

A13 Simplification\Lists/Charts

A12 Simplification\Lists/Charts

A12 Simplification\Lists/Charts

A11 Simplification\Lists/Charts

A10 Simplification\Lists/Charts

A9 Simplification\Lists/Charts

88



A8 Simplification\Lists/Charts

A5 Simplification\Lists/Charts

A2 Simplification\Lists/Charts

A3 Simplification\Lists/Charts

A4 Simplification\Lists/Charts

A7 Simplification\Lists/Charts

A27 Simplification\Generalization

A25 Simplification\Generalization

A23 Simplification\Generalization

A22 Simplification\Generalization

A22 Simplification\Generalization

A19 Simplification\Generalization
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A17 Simplification\Generalization

A15 Simplification\Generalization

A14 Simplification\Generalization

A12 Simplification\Generalization

A9 Simplification\Generalization

A6 Simplification\Generalization

A6 Simplification\Generalization

A2 Simplification\Generalization

A27 Simplification\Examples

A13 Simplification\Examples

A11 Simplification\Examples

A10 Simplification\Examples

A8 Simplification\Examples
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A5 Simplification\Examples

A27 Simplification\Easy solutions

A24 Simplification\Easy solutions

A21 Simplification\Easy solutions

A20 Simplification\Easy solutions

A19 Simplification\Easy solutions

A19 Simplification\Easy solutions

A18 Simplification\Easy solutions

A18 Simplification\Easy solutions

A16 Simplification\Easy solutions

A16 Simplification\Easy solutions

A15 Simplification\Easy solutions

A13 Simplification\Easy solutions

A12 Simplification\Easy solutions

A11 Simplification\Easy solutions

A11 Simplification\Easy solutions
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A10 Simplification\Easy solutions

A9 Simplification\Easy solutions

A9 Simplification\Easy solutions

A9 Simplification\Easy solutions

A8 Simplification\Easy solutions

A7 Simplification\Easy solutions

A26 Simplification\Diction

A24 Simplification\Diction

A10 Simplification\Diction

A7 Simplification\Diction

A26 Simplification\Comparisons

A12 Simplification\Comparisons

A10 Simplification\Comparisons

A7 Simplification\Comparisons

92



     8.4 Coding Forms: ÖVP

     8.4.1 Personalization
Document Code Segment

B21 Personalization\Pronoun:I,we

B21 Personalization\Pronoun:I,we

B21 Personalization\Pronoun:I,we

B18 Personalization\picture:Spindelegger

B20 Personalization\picture:Spindelegger

B22 Personalization\picture:Spindelegger

B1 Personalization\new chancellor

B4 Personalization\new chancellor

B18 Personalization\new chancellor
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B21 Personalization\new chancellor

B21 Personalization\new chancellor

B1 Personalization\Name: Spindelegger

B3 Personalization\Name: Spindelegger

B19 Personalization\Name: Spindelegger

B20 Personalization\Name: Spindelegger

B22 Personalization\Name: Spindelegger

B20 Personalization\Leader as redeemer

94



    8.4.2 Politics of National Identity
Document Code Segment

B5 Politics of National Identity\Reference to the 

homeland\Flag/Austrian colors

B7 Politics of National Identity\Reference to the 

homeland\Flag/Austrian colors

B9 Politics of National Identity\Reference to the 

homeland\Flag/Austrian colors

B11 Politics of National Identity\Reference to the 

homeland\Flag/Austrian colors

B18 Politics of National Identity\Reference to the 

homeland\Flag/Austrian colors

B20 Politics of National Identity\Reference to the 

homeland\Flag/Austrian colors

B22 Politics of National Identity\Reference to the 

homeland\Flag/Austrian colors

B21 Politics of National Identity\Reference to the 

homeland\Austria

B1 Politics of National Identity\Inclusion\your/you

B21 Politics of National Identity\Inclusion\your/you

B1 Politics of National Identity\Inclusion\we/our/us

B3 Politics of National Identity\Inclusion\we/our/us

B20 Politics of National Identity\Inclusion\we/our/us

B21 Politics of National Identity\Inclusion\we/our/us

B21 Politics of National Identity\Inclusion\we/our/us

B21 Politics of National Identity\Inclusion\we/our/us

95



     8.4.3 Anti-Establishment Attitudes
Document Code Segment

B1 Anti-Establishment Attitudes\Party as a 

savior

B3 Anti-Establishment Attitudes\Party as a 

savior

B10 Anti-Establishment Attitudes\Party as a 

savior

B2 Anti-Establishment Attitudes\Deficient 

performance of the government\Governing 

parties ignore problemsB6 Anti-Establishment Attitudes\Deficient 

performance of the government\Governing 

parties ignore problems

B11 Anti-Establishment Attitudes\Deficient 

performance of the government\Governing 

parties ignore problems

B6 Anti-Establishment Attitudes\Deficient 

performance of the government\Attributes

B6 Anti-Establishment Attitudes\Deficient 

performance of the government\Attributes

B7 Anti-Establishment Attitudes\Deficient 

performance of the government\Attributes

B8 Anti-Establishment Attitudes\Deficient 

performance of the government\Attributes

B10 Anti-Establishment Attitudes\Deficient 

performance of the government\Attributes

B11 Anti-Establishment Attitudes\Deficient 

performance of the government\Accusation

B1 Anti-Establishment Attitudes\Deficient 

performance of the government

B2 Anti-Establishment Attitudes\Deficient 

performance of the government

B2 Anti-Establishment Attitudes\Deficient 

performance of the government

B6 Anti-Establishment Attitudes\Deficient 

performance of the government
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B1 Anti-Establishment 

Attitudes\Attacks\Diffamations

B7 Anti-Establishment 

Attitudes\Attacks\Diffamations

B4 Anti-Establishment Attitudes\Attacks

B6 Anti-Establishment Attitudes\Attacks

B6 Anti-Establishment Attitudes\Attacks

B7 Anti-Establishment Attitudes\Attacks

B10 Anti-Establishment Attitudes\Attacks

B10 Anti-Establishment Attitudes\Attacks

B11 Anti-Establishment Attitudes\Attacks

B19 Anti-Establishment Attitudes\Attacks

B20 Anti-Establishment Attitudes\Attacks

97



     8.4.4 Emotionalization 

Document Code Segment

B9 Emotionalization\Arousal of positive 

feelings\Positive exaggerations

B9 Emotionalization\Arousal of positive 

feelings\Positive exaggerations

B12 Emotionalization\Arousal of positive 

feelings\Positive exaggerations

B1 Emotionalization\Arousal of positive 

feelings\positively connoted words

B3 Emotionalization\Arousal of positive 

feelings\positively connoted words

B3 Emotionalization\Arousal of positive 

feelings\positively connoted words

B5 Emotionalization\Arousal of positive 

feelings\positively connoted words

B8 Emotionalization\Arousal of positive 

feelings\positively connoted words

B9 Emotionalization\Arousal of positive 

feelings\positively connoted words

B9 Emotionalization\Arousal of positive 

feelings\positively connoted words

B9 Emotionalization\Arousal of positive 

feelings\positively connoted words

B14 Emotionalization\Arousal of positive 

feelings\positively connoted words

B16 Emotionalization\Arousal of positive 

feelings\positively connoted words

B17 Emotionalization\Arousal of positive 

feelings\positively connoted words
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B18 Emotionalization\Arousal of positive 

feelings\positively connoted words

B19 Emotionalization\Arousal of positive 

feelings\positively connoted words

B20 Emotionalization\Arousal of positive 

feelings\positively connoted words

B20 Emotionalization\Arousal of positive 

feelings\positively connoted words

B21 Emotionalization\Arousal of positive 

feelings\positively connoted words

B21 Emotionalization\Arousal of positive 

feelings\positively connoted words

B21 Emotionalization\Arousal of positive 

feelings\positively connoted words

B21 Emotionalization\Arousal of positive 

feelings\positively connoted words

B22 Emotionalization\Arousal of positive 

feelings\positively connoted words

B3 Emotionalization\Arousal of positive feelings

B10 Emotionalization\Arousal of positive feelings

B12 Emotionalization\Arousal of positive feelings

B13 Emotionalization\Arousal of positive feelings

B15 Emotionalization\Arousal of positive feelings

B2 Emotionalization\Arousal of negative feelings\topos 

of threat\Other parties

B2 Emotionalization\Arousal of negative feelings\topos 

of threat\Other parties

B2 Emotionalization\Arousal of negative feelings\topos 

of threat\Other parties

99



B6 Emotionalization\Arousal of negative feelings\topos 

of threat\Other parties

B6 Emotionalization\Arousal of negative feelings\topos 

of threat\Other parties

B7 Emotionalization\Arousal of negative feelings\topos 

of threat\Other parties

B7 Emotionalization\Arousal of negative feelings\topos 

of threat\Other parties

B10 Emotionalization\Arousal of negative feelings\topos 

of threat\Other parties

B11 Emotionalization\Arousal of negative feelings\topos 

of threat\Other parties

B2 Emotionalization\Arousal of negative feelings\topos 

of threat

B6 Emotionalization\Arousal of negative feelings\topos 

of threat

B10 Emotionalization\Arousal of negative 

feelings\Topos of burden\Social state

B1 Emotionalization\Arousal of negative 

feelings\Topos of burden\Income

B1 Emotionalization\Arousal of negative 

feelings\Topos of burden\Income

B7 Emotionalization\Arousal of negative 

feelings\Topos of burden\Income
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B7 Emotionalization\Arousal of negative 

feelings\negative exaggerations

B11 Emotionalization\Arousal of negative 

feelings\negative exaggerations

B2 Emotionalization\Arousal of negative 

feelings\negatively connoted words

B2 Emotionalization\Arousal of negative 

feelings\negatively connoted words

B2 Emotionalization\Arousal of negative 

feelings\negatively connoted words

B6 Emotionalization\Arousal of negative 

feelings\negatively connoted words

B6 Emotionalization\Arousal of negative 

feelings\negatively connoted words

B6 Emotionalization\Arousal of negative 

feelings\negatively connoted words

B9 Emotionalization\Arousal of negative 

feelings\negatively connoted words

B9 Emotionalization\Arousal of negative 

feelings\negatively connoted words

B9 Emotionalization\Arousal of negative 

feelings\negatively connoted words

B20 Emotionalization\Arousal of negative 

feelings\negatively connoted words

B21 Emotionalization\Arousal of negative 

feelings\negatively connoted words

B21 Emotionalization\Arousal of negative 

feelings\negatively connoted words

B1 Emotionalization\Arousal of negative 

feelings\Demonization of social groups/foe images

B2 Emotionalization\Arousal of negative 

feelings\Demonization of social groups/foe images

101



     8.4.5 Simplification
Document Code Segment

B2 Simplification\Syntax

B2 Simplification\Polarization\Dichot

omization

B9 Simplification\Polarization\Dichot

omization

B11 Simplification\Polarization\Dichot

omization

B18 Simplification\Polarization\Dichot

omization

B19 Simplification\Polarization\Dichot

omization

B20 Simplification\Polarization\Dichot

omization
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B2 Simplification\Polarization\antago

nism: bad/good

B3 Simplification\Polarization\antago

nism: bad/good

B8 Simplification\Polarization\antago

nism: bad/good

B8 Simplification\Polarization\antago

nism: bad/good

B7 Simplification\Polarization\antago

nism: bad/good
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B10 Simplification\Polarization\antago

nism: bad/good

B11 Simplification\Polarization\antago

nism: bad/good

B21 Simplification\Polarization\antago

nism: bad/good

B2 Simplification\Lists/Charts

B6 Simplification\Lists/Charts

B1 Simplification\Generalization

B2 Simplification\Generalization

B6 Simplification\Generalization

B13 Simplification\Generalization

104



B15 Simplification\Generalization

B16 Simplification\Generalization

B6 Simplification\Examples

B12 Simplification\Examples

B8 Simplification\Easy solutions

B9 Simplification\Comparisons
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