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Abstract
Along with the recent boom in support of populist movements in Europe, social media seems to
be the ideal place for their interaction with the public. While Facebook has been thoroughly
explored for populist campaigning, there is still scarce research on visual aspects of their
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communication. Analysing the 2019 European Parliament campaign, this study seeks to determine
the distinct characteristics of a populist visual communication style and its differences in relation
to the non-populist parties. Applying quantitative content analysis to the images (N= 997) posted
on Facebook by political parties from 28 countries enabled us to show that there is a predomi-
nance of similarities in both communication styles. Although populists demonstrated a higher pro-
pensity to depict their leader and use national symbols, these were exceptions to the
overwhelming evidence of uniformity in campaigning methods. Hence, we argue that despite evi-
dence of textual visibility, populist communication does not explicitly manifest through images.
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Introduction

As political communication research undergoes a ‘visual turn’ (see Veneti et al., 2019; Bucy
and Joo, 2021), increased attention has been paid to the resonant power of images to evoke
strong emotions (e.g. Coleman and Wu, 2015), to act as a source of political information that
is processed quickly (e.g. Graber, 1996), and to shape attitudes and behaviours (e.g. Banducci
et al., 2008). On account of these characteristics, some have argued that there is a natural fit
between populists and visual communication (Kriesi, 2014), which recent empirical evidence
would seem to support. For example, the Austrian FPÖ has its own TV-/video studio
(Russmann, in press), the Sweden Democrats use visuals to share more private moments
than non-populist parties (Ekman and Widholm, 2017), while populists such as Trump
have privileged patriotic symbols in their visual campaigning strategy (Muñoz and
Towner, 2017). Given the visual cultures that prevail on such platforms (Larsson, 2020),
social media has been central to these debates. Indeed, some have argued that there are
‘mutual affordances’ between populism and social media that have facilitated the rise of
populism in many Western democracies (Hopster, 2020).

It is therefore of growing importance to understand how populist politicians are using
the visual affordances of social media, and whether a distinct populist visual communi-
cation style exists. This becomes more urgent when we consider that, so far, studies on
populist communication have largely focused on textual elements which yield only ‘an
incomplete picture of what populism is’ (Bucy and Joo, 2021, p. 11). While an emergent
body of work examines populist visual communication practices (e.g. Bast, 2021;
Mendonça and Caetano, 2021), single-country studies still prevail, and only through
further research across multiple national contexts and electoral settings will we under-
stand the dynamics of populist and non-populist visual campaigning styles.

In this paper, we investigate the differences and similarities between populist and non-
populist actors’ Facebook-based visual communication. We apply a quantitative visual
content analysis focusing on still images on a random sample (N= 997) of the image-
based political communication of parties’ Facebook pages from the 28 EU countries in
the 2019 European Parliament (EP) campaign. Despite the expectations of the literature,
we do not find a strikingly distinctive populist visual communication style, which leads us
to consider the explanations for this. In so doing, we argue that visually, populist parties
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more resemble non-populists than vice versa; a point that opens up a number of reflec-
tions on the nature of campaigning on social media. Among other explanations, this con-
vergence may be the consequence of the increasing level of professionalization of digital
campaigning that offers rather uniform patterns of visual communication.

Populism: Approaches and features

Our work applies two key approaches in the study of populism: an actor-centric approach and
a communication-centric approach. First, as we compare the communication patterns of pre-
defined populists and non-populist parties, we follow the actor-centric approach that defines
populism as a thin-centred 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 expression of the volonté générale (general will) of
the people’ (Mudde, 2004, p. 562). Mudde’s (2004) approach is often used to differentiate
between populist and non-populist actors, and our empirical investigation draws upon such
categorization. Nevertheless, while our research is designed to identify similarities and differ-
ences in populists and non-populists’ communication, our hypotheses are motivated by the
approach that considers populism a communication style. For this, we apply de Vreese
et al. (2018) communication approach, where the main dimensions of populist political
actors’ communication are (1) people-centrism, (2) anti-elitism, (3) and reference to out-
groups (de Vreese et al., 2018). However, as these are all rather content-related dimensions,
we supplement it with Moffitt’s (2016) political style approach, which allows us to focus on
the symbolically mediated performances, specifically the visual aspects. In line with that,
these content dimensions are supplemented with two style features, (4) bad manners, and
(5) crisis communication.

Besides these main dimensions, and beyond the conceptual debate about the definition of
populism, research identified several additional characteristics and recurring elements that are
not its constitutive features, but widely characterize populist communication. The role of the
leaders is often emphasized in populist communication, who are one of ‘the people’, but also
represent them, thus they typically appear as ordinary and extraordinary at the same time
(Zoonen, 2005). The ‘one of you’ image is often conveyed by depicting the leader’s physical
proximity to ordinary people and involvement in ordinary activities. For the extraordinary
image, the leader must show the ability to be the voice of ‘the people’ by showing their
‘strong, virile and healthy’ character (Moffitt, 2016, p. 71). Further, crisis and threat commu-
nication involve emotionalization and simplification. Emotional and passionate performances
can not only bring the leaders closer to ‘the people’, but by arousing negative emotions, popu-
lists can enhance the feeling of being threatened by ‘the elite’ or ‘the others’. Simplification is
also an important part of this toolkit: populists are often ‘offering simple answers for the
crisis, and advocating the simplification of political institutions and processes’ (Moffitt,
2016, p. 131). Crisis could be further emphasized both rhetorically and visually by represent-
ing military and armed forces.

Populism, social media, and visuals

Previous studies have shown that social media platforms are particularly suitable for
populist communication. Engesser et al. (2017) argue that social media platforms and
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the logic of connective action – identified by Bennett and Segerberg (2012) as a driver of
political activity on these platforms – provide a great opportunity for populist actors to
spread and articulate their ideas. Here, personal action frames that are under-specified
and open to different interpretations and personal narratives can spread well, which fits
well with the people-centric and anti-elite character of populist communication.
Indeed, existing studies showed that populist appeals spread well on social media, and
users are eager to react, comment on, and share populist messages (Authors, 2021).
Also, the fact that social media messages can reach users without the interference of jour-
nalist gatekeepers creates an appropriate context for bad-mannered-style communication,
as well as oversimplified anti-elitist, and exclusionary messages. News media frequently
present populist messages in a highly critical frame, highlighting their contradictions and
adding important contextual details (Wettstein et al., 2018). On social media, populist
messages can spread in an unfiltered way.

On the face of it, the extensive opportunities of image-based visual communication on
social media may also benefit populist actors. Visuals,1 such as nonverbal displays, can
effectively shape emotional attitudes (Coleman and Wu, 2015), thus images might be a
powerful way of populist emotionalization on social media. As for negativity, visuals are
suitable to express polarized topics in a pretended moderated way by applying a commu-
nicative camouflage through the creation of divergent and ambivalent pictures, instead of
straightforward and recognizable symbols (Adami, 2020), and their meanings are not
bound to language barriers (Hokka and Nelimarkka, 2020). Further, images can transmit
messages that are easier to understand than verbal messages (Graber, 1996), they are able
to cut down complex political issues into oversimplified visual messages (Zelizer, 2010),
and hence, they might be highly useful tools of populist simplification. Indeed, Larsson
(2020) finds that compared with non-populist parties, populists could achieve higher user
engagement on Facebook with their visual posts.

While it seems that populist actors can benefit from the visual culture of social media,
it is unclear if there is a distinct visual communication style characterizing populist actors.
While for textual discourse there is an expanding body of literature documenting how
populist communication differs from non-populist, and identifies the ingredients of popu-
list communication (Aalberg et al., 2016), our knowledge is more limited when it comes
to the visual aspects of communication. One strand of existing literature examines the
visual framing that politicians (including populists) are subject to in mainstream media
(while acknowledging that politicians are far from passive objects in this process). In
the most comprehensive presentation of populist visual framing so far, based on U.S. can-
didates’ depiction in television coverage from 1992 to 2004, Grabe and Bucy (2009)
define the visual elements of the ‘Populist Campaigner’ frame (p. 291) and distinguish
two broad categories: mass appeal and ordinariness. Mass appeal refers to the depiction
of celebrities, large audiences, approving audiences, and interaction with crowds, while
ordinariness contains visual categories of informal attire, casual dress, athletic clothing,
ordinary people, and physical activity.

The second strand of the literature focuses more on populist actors’ visual communi-
cation styles and strategies. Gimenez and Schwarz (2016), for example, examine the
visual communication styles of the French National Front and the Swiss People’s
Party, describing the different visual construction of ‘the people’ and ‘proximity to the
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people’ by differentiating between the depiction of ‘being with the people, addressing the
people and representing the people’ (p. 226). Wodak and Forchtner (2014) stressed add-
itional performative elements of right-wing populist leaders, such as the celebrity culture-
like self-presentation by the careful selection of meeting places, clothes, and the people
who are depicted with the politicians. Analysing the visual self-representation of Jair
Bolsonaro, Mendonça and Caetano (2021) identify three main groups of populist
images: (1) showing ordinariness by mirroring the people; (2) performing extraordinari-
ness by bringing ordinary elements into extraordinary situations; and (3) presenting
symbols of power. Investigating Trump’s technological performance in the 2016 U.S.
campaign, Baldwin-Philippi (2018) argues that amateur production techniques, such as
the low quality of images, poorly shot or pixelated images are features of populist com-
munication. Focusing on right-wing populist actors on Instagram, Bast (2021) showed
that populist visual messages are similar to non-populist visual political communication
in terms of showing expertise and trustworthiness, popularity, as well as private and posi-
tive content.

Finally, there are a few studies with a general focus on visual political communication
that describe some specific populist features. Ekman and Widholm (2017) analysed
Swedish politicians’ Instagram communication and found that right-wing populists are
keen on sharing more private content than non-populists. Moreover, investigating elec-
tion posters in online and offline campaigns, Johansson and Holtz-Bacha (2019) argue
that posters are more used for negative campaigning in the case of populist parties.

Research question and hypotheses

Amidst this growing literature on the visual aspects of populist communication, a number of
shortcomings still remain. First, studies often concentrate on a few specific elements rather
than offering a more overarching understanding about populist communication. Second,
these studies are mainly single-country studies focusing on a few, mostly right-wing populist
leaders, thus it is very difficult to generalize their findings. Third, investigating solely populist
actors’ communication means that fundamental questions remain unanswered, such as what
are the differences between populist and non-populist visual communication? Is there a spe-
cific way in which populists use images on social media? These are highly relevant questions
given the extended visual affordances offered by social media platforms. Since our knowl-
edge on the distinctive features of populist communication is largely based on verbal and
textual communication research, and populist visual communication is investigated mainly
with a narrow right-wing populist focus, we need to go further and bridge these gaps.
Hence, this paper carries out an exploratory research in a cross-country context, and
applies an actor-focused approach to answer the following main research question:

RQ: What are the differences and similarities between populist and non-populist actors’ image-
based visual communication on Facebook during the 2019 European Parliament election
campaign?

We address this research question through a focus on Facebook, as it is the most used
social media platform in European countries (Newman et al., 2020).
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To capture visual communication in detail we distinguished several elements that
parties use when producing visuals for Facebook. While our research is exploratory in
nature, based on the concept and characteristics of populism discussed above, some
hypotheses are formulated related to the types of visual elements expected to be more
often used by populists. For all other categories that are not related to specific hypotheses,
open research questions are applied to find out whether their usage is similar or different
across populists and non-populists.

The first aspect we address is the formal type of the images used by parties – these include
text only, flyer, montage, and photo with or without text. Photos with text on them can sim-
plify visual messages that can be blurred or too complex in the case of photos without text.
Furthermore, multimodality – understood here as picture combined with text – is often used
to create negative messages (Famulari, 2021). Since simplification and negative messages are
key features of populist communication (Engesser et al., 2017), it is hypothesized that photos
without text are less used in populist communication (H1a), while photos with text are more
common (H1b) due to their ability to create more specific, simpler and more negative mes-
sages. Without formulating hypotheses, we registered if an image was uploaded into an
album, and if filters – such as sepia or black and white filter – were used on it, in order to
better describe the applied visual tools. The second aspect is the valenced character of the
images where positive, negative, neutral, and mixed categories are distinguished. It is
hypothesized that the context of an image is more often negative in the case of populist
parties compared to their non-populist counterparts (H2), due to the importance of arousing
negative emotions towards ‘the elite’ or ‘the others’ (Moffitt, 2016).

In terms of the content of the images, we distinguish between images displaying political
work, the campaign, policy issues, and personal/private matters. Due to the ordinariness of
populist politicians and their aspiration to resemble ‘the people’ (Mendonça and Caetano,
2021), it is assumed that personal images focusing on the private life of politicians are
more frequent in the case of populist parties (H3a). In contrast, images that emphasize
policy issues (H3b) and demonstrate conventional political work (H3c) are assumed to be
more common among non-populist parties as populists keep distance from the traditional
elite-like political appearance. Apart from (general) negativity in party communications, crit-
ical visual content can depict specific political opponents in an unfavourable way. Given their
tendency towards anti-elite sentiments and threat-communication, it is also hypothesized that
critical visual content is more common among populists than non-populists (H3d).

Images are especially useful tools to personalize communication on social media
(Farkas and Bene, 2020). Here, it is assumed that due to the leader-centric character of
populist communication, populist parties more frequently depict their own leaders
(H4a). In addition, the anti-elite and critical character of populist communication
suggest that other parties’ leaders (H4b), as well as other countries’ leaders (H4c) will
be more often deployed by populists than non-populists. At the same time, it is expected
that because of the people-centric focus, populist images will more likely include random
people (H4d), and, due to their use of crisis and threat discourses, armed forces more
often than non-populist parties (H4e). In terms of the number of the depicted people, it
is assumed that populist parties are keen on depicting more people in their pictures
than non-populists (H4f) as it can refer to ‘being with the people, addressing, and repre-
senting them’ (Gimenez and Schwarz, 2016).
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Beyond the specific actors depicted in pictures, a politician’s self-presentation is
crucial. Based on the results of Grabe and Bucy (2009) we expect that casual clothes
are more often depicted in populists’ images (H5a) to emphasize the ordinary, people-
centric character of populism. Further, in line with the people-centric nature of populism,
and the visual populism literature discussed above, we expect that depicting politicians’
interaction with (H6a) crowds, or (H6b) random people, and (H6c) depicting their
approval by audiences is more common among populist parties.

Symbols and objects, such as flags or coat of arms can refer to a variety of symbo-
lical meanings and serve as subtle backdrop cues that can affect the recipient (Dan and
Arendt, 2021). By recording a variety of symbols and objects, we aimed to shed a light
on the populist-specific symbolism. We expect that political symbols (EU, country,
party) play a more important role in populists’ communication as they can easily
trigger positive or negative reactions towards the in- and the outgroups (H7a), while
popular cultural symbols are able to emphasize the ordinariness of populist actors
(H7b). As populists use social media to bypass critical journalistic gatekeepers
(Engesser et al., 2017), and they often attack mass media (Fawzi, 2019), mass media-
centric image may be less important for populists, therefore we expect that (H8a) micro-
phones and cameras are less often shown in populists’ images. Nonetheless, as mobi-
lization against the elite and ‘the others’ is a key feature of populism (Canovan,
1999), the mobilization-focused populist communications are expected to put more
emphasis on the act of voting, therefore (H8b) election-related objects appear more fre-
quently on populists’ pictures.

Research design

Data and methods

The research is built on a dataset that includes a random sample of parties’ image-based
Facebook posts published in the last 28 days of the 2019 EP campaign (UK: April 25–
May 23; Ireland: April 26–May 24; all other countries: April 28–May 26). Only parties
reaching at least 5% of the votes in their respective countries were considered for analysis
(N= 189), leading to the identification of 12,285 image-based Facebook posts. However,
13% of these posts belonged to a single party: the Italian populist party, Lega Nord. To
avoid the potential skewing of our sample, a random sample of Lega posts was included
to make its number of posts equal to the second most active party (N= 671), resulting in
a sampling frame with 11,376 posts. Then, a random sample (N= 1024, 9% of the total
sample) was drawn. After removing deleted posts (N= 27) our final sample contains 997
images.

Populist parties were identified using the categorization of The PopuList (Rooduijn
et al., 2019). Our sample is representative of our sampling frame, that is, the overall
Facebook campaign of European parties in terms of both countries and party-type. The
largest deviance between individual countries’ shares in our sampling frame and
sample are 2% (Romania), and while the share of populist parties’ posts is 37% in our
sampling frame, it is 34% in our sample. To test our hypotheses, we performed a quanti-
tative content analysis, which allows us to discover patterns, trends, and themes between
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populist and non-populist parties. We built a detailed coding scheme for the variables dis-
cussed above which includes 46 variables (see Tables 1, 2, 3) and can be found in the
online Supplemental Material. Coding was shared between two coders, and we tested
the reliability of their work in a subsample of 113 posts. Krippendorf’s alpha coefficients
are acceptable for each category (>.69) (see online Supplemental material).

Table 1. Visual nature – type, context, and content of the images.

Groups of categories Categories Non-populist parties Populist parties p

Type Text only 17% 17% >.1
Flyer 10% 10% >.1
Montage 2% 6% <.001
Photo with text 37% 30% <.05
Photo 34% 37% >.1

Tools Filters 11% 6% <.05
Album 23% 22% >.1

Context Positive 52% 57% >.1
Negative 5% 6% >.1
Mixed 4% 3% >.1
Neutral 38% 33% >.1

Content Political work 2% 3% >.1
Campaign 28% 31% >.1
Policy 17% 12% <.1
Personal 2% 0.4% >.1
Critical 6% 5% >.1
Other 23% 22% >.1

Table 2. Actor characteristics and personalization.

Groups of categories Categories Non-populist parties Populist parties p

Own party’s leader 23% 30% <.05
Top candidate 29% 24% >.1
Own party’s politician 33% 44% <.01
Other party’s leader 3% 4% >.1
Other party’s politician 3% 4% >.1
Other country’s leader 0.1% 2% <.05
Children 3% 2% >.1
Random people 25% 26% >.1
Crowd 16% 15% >.1
Armed forces 2% 5% <.1

Number of people 0 13% 9% <.1
1 38% 38% >.1
2–4 17% 21% >.1
5–10 13% 13% >.1
10+ 15% 15% >.1
100+ 4% 4% >.1

8 European Journal of Communication 0(0)

https://journals.sagepub.com/doi/suppl/10.1177/02673231221082238
https://journals.sagepub.com/doi/suppl/10.1177/02673231221082238


Results

Visual nature – type, context, and content of the images

Our findings are summarized in Table 1. Considering the type of image, photographs with
and without text were the most commonly used by both types of parties, and were the
only types of images with the usage exceeding 30%. Interestingly, the distribution of text-
based visuals and flyers were identical and equaled, respectively, 17% and 10%. As for
the differences between non-populists and populist parties, the former are inclined to mul-
timodality (respectively 37% of non-populist and 30% of populist parties have used
photos with text). Therefore, H1a and H1b have been rejected by our data: populists
are less likely to use photos with text than non-populists, while in the case of photos
without text, there is no significant difference. While montage is a rarely applied
visual element in our sample, populists use it more frequently than non-populists.
Although previous academic inquiries proved that there is a positive effect of using
filters for user engagement (Muñoz and Towner, 2017), populist parties made signifi-
cantly less use of them. Presenting pictures in albums is an equally popular tool in
both subsamples and is used in 22%–23% of image-based posts. Regarding the valenced
context, the analysis demonstrates that there is no significant difference between populist
and non-populist parties. Pictures are predominantly positive in parties’ image-based
communication, while negative or mixed images are exceptional even for populist
parties which leads us to reject H2.

As discussed above, personal images portraying the non-political aspect of life can
serve as an effective vehicle for creating and maintaining the image of somebody who
is embedded in society. However, the results of our study demonstrate that the use of per-
sonal images is marginal for both populist (0.4%) and non-populist (2%) communication
therefore H3a has to be rejected. It was also assumed that the content emphasizing policy

Table 3. Symbols and objects in visual communication.

Groups of
categories Categories

Non-populist
parties

Populist
parties p

Symbols EU symbol 11% 9% >.1
Country symbol 9% 27% <.001
Party symbol 66% 61% >.1
Popular cult symbol 1% 1% >.1

Objects Microphone/camera 19% 19% >.1
Election 5% 14% <.001

Connections Interaction with crowds 3% 1% >.1
Interaction with random
people

2% 7% <.001

Approving audiences 3% 2% >.1
Clothing Official 91% 95% >.1

Casual 6% 4% >.1
Athletic 1% 0.4% >.1
Campaign 3% 1% >.1
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issues, for example, images of factories, hospitals, or school visits, and traditional poli-
tical work, for example, pictures of politicians attending meetings, conferences, or
working in their offices, would be more prominent in non-populist Facebook postings.
Our findings show that the latter used this type of content in 17% of published posts,
which was 5% more frequent than populists, and represent a marginally significant dif-
ference offering a cautious confirmation of H3b. Traditional political work was barely
depicted in the posts of all analysed parties, and no significant difference exists
between populists and non-populists, rejecting H3c. The most frequently used image
content type on both party groups was campaign pictures, however, no significant differ-
ence between populists and non-populists are found in this respect. Further, and in con-
trast with H3d, critical content, depicting other parties’ politicians from a negative,
unfavourable angle or perspective, is not more frequently used by populists (5%) than
non-populists (6%).

Actor characteristics and personalization

When it comes to the actors depicted in the posted images, populist parties were signifi-
cantly more likely to depict their own party leader and party candidates, which is in line
with H4a. Top candidates were also often shown in the pictures, but there was no signif-
icant difference between populists and non-populist in this respect. However, depicting
other party’s leaders and politicians was a rather minor phenomenon, and did not
differ significantly between populists and non-populists, contrary to H4b. Curiously
enough, during the electoral campaign, European populists used the image of other coun-
try’s leaders significantly more often than non-populists, which confirms H4c. It seems
that populist leaders are keen on presenting their populist connections all around the
world (see Figure 1).

Our findings support H4d by proving that populist political parties used the image of
armed forces more often (2% vs. 5% of identified posts) even if it was a marginal phe-
nomenon in their communication.

Given the fact that populist communication often relies on a personal connection of the
leader with the electorate, the depiction of people in their visual campaign is an important
element of their strategy. Surprisingly, the discrepancy between populist and non-
populist parties in using the image of random people was not significant, rejecting
H4e, and this is also the case for depicting crowds. Both elements are relatively
common in parties’ visual communication, as Figure 2 shows examples of populist
crowd depiction, but this is not specific to populist parties. Interestingly, the number
of depicted people are also strikingly similar between both types of parties. Populists
and non-populists were identical in their depictions of large crowds over 100 people
(4%), minor gatherings (15%), groups of 5–10 people (13%), and single persons
(38%), with minor differences in the depiction of 2–4 people (17% vs. 21%), therefore
H4f is resoundingly rejected. However, depicting any people in images is slightly
more common for populists, as only 9% of their images include no people, while this
ratio is 13% for non-populists.

Since it is easier for the average citizen to identify with someone of similar appearance
and style, it was assumed that casual clothing would be more often used as an instrument

10 European Journal of Communication 0(0)



of populist people-centric appeal. However, the results of the analysis do not prove this
idea. Politicians in images of both populist and non-populist parties predominantly
appear in official clothes, any kind of non-official clothing was exceptional. In this
regard, there is no significant difference between populists and non-populists, which
rejects H5a. The emotional connection-building strategy of visual populist communica-
tion also assumes depicting politicians while interacting with random people and
crowds, or receiving approval from audiences (Grabe and Bucy, 2009). Although both
are rare in parties’ visual communication, the first assumption proved to be in line
with H6a as deploying interaction with random people is more common for populist
parties, but H6b and H6c were rejected by our data, as no significant differences exist
between populists and non-populists in images showing politicians in interaction with
crowds or alongside approving audiences.

To sum up, while there are many similarities between non-populists and populists in
how they present actors in their images, it seems that own party politicians and interaction
with random people are more emphasized for populists’ visual communication. This is
also true for other country’s leaders and armed forces, albeit to a lesser degree.
However, the clothing of these actors is highly similar promoting a rather official
image of campaigning.

Symbols and objects in visual communication

The last of the analysed dimensions of visual communication during the 2019 EP cam-
paign is the representation of symbols and objects. It was assumed that populists’
visual communication would involve more political symbols, but this was true only for
national symbols. The result of our analysis proves that populists are much more prone
(27%) to using national symbols in comparison to non-populist parties (9%). However,
this gap was not revealed in the case of EU symbols, where there was no significant dif-
ference between populist and non-populist parties. Party symbols were the most fre-
quently used symbolic elements in both subsamples, but their usage was not
significantly different across populists and non-populists. To sum up, H7a is rejected,
but it is important to note that it is supported by national symbols. Popular cultural refer-
ences, however, were equally exceptional in both subsample, rejecting H7b.

Showing a media-centric image, microphone and camera frequently appear in both
populists’ and non-populists’ images, but no significant difference is found between
them in contrast with H8a. However, election-related objects, such as ballot boxes,
ballots, or crosses on a ballot are much more specific to populist parties underlining
their strong focus on mobilization, and support H8b.

Discussion and conclusions

Through a focus on the context, content, and presentation of actors in the posts of EP
parties on Facebook, the ambition of this paper was to examine whether a distinct populist
visual communication style exists on Facebook. Eight sets of hypotheses were tested
based on the expectation that there would be consistent differences in the visual commu-
nication repertoires of populist versus non-populist parties. However, with the exception
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of a few, most of the hypotheses were rejected, suggesting that visual campaigning styles
are largely shared. This is an important finding given the direction of previous studies
where, discursively, populist political communication has distinct characteristics.
Visually too, populist communication is, for example, more leader-centric, with qualities
of mass appeal and ordinariness (Gimenez and Schwarz, 2016; Grabe and Bucy, 2009);
and prominent use of national symbols (Mendonça and Caetano, 2021). While we found
elements of these differences, they were still outnumbered by the similarities in visual
communication repertoires. This, however, does not make our findings any less interest-
ing or significant, as they allow us to reflect on some important questions for the field.

First, what might explain the similarities over a range of visual forms? Is it that popu-
list parties are adopting non-populist visual practices or vice versa? On the whole, we
would argue that the former is more likely. For instance, previous research suggests popu-
lists are more likely to utilize negative communications, as they further facilitate the dis-
tinction between ‘us’ towards ‘the elite’ or ‘the others’ (Engesser et al., 2017; Moffitt,
2016). However, findings suggest that with a 10:1 ratio in favour of positive over nega-
tive posts, populist parties – visually at least – are more in line with what we might expect
of non-populists in terms of emotional context. In terms of content too, findings sug-
gested that populist parties would seem to adhere to existing conventions, mostly oriented
towards informing audiences about the campaign process and criticizing political oppo-
nents, albeit slightly less focused on policy than non-populist parties. In contrast to pre-
vious research, there was almost no reference to personal life (e.g. Mendonça and
Caetano, 2021), although our focus was on Facebook (rather than Instagram) and on
party (rather than personal) accounts.

For the actors visible in campaign posts, it is a more mixed picture, though we would
still argue they lean towards established non-populist practices. Populist parties are, for
example, more leader-centric, but still only in 30% of posts, perhaps suggesting that
levels of personalization typically seen by populist parties at a national level do not trans-
late to transnational contexts. Further, we saw little evidence of the ‘populist campaigner’
visual archetype that has characterized TV coverage of populist leaders (Grabe and Bucy,
2009). With 68% of populist party posts depicting less than four people, and interaction
with crowds or approving audiences barely registering, their visual campaign style did
not communicate mass appeal. Neither did it project ordinariness through casual clothing
(Grabe and Bucy, 2009; Muñoz and Towner, 2017). On the contrary, populist leaders
looked highly formal.

Our findings do, however, demonstrate a considerable difference in the use of natio-
nalistic symbols. Concurrent with other studies (Muñoz and Towner, 2017) our results
show that populist parties use more national and patriotic symbols than non-populist
parties. Drawing on ethnosymbolism – an area within nationalism studies – Schertzer
and Woods (2021) argue that the deployment of ethnic myths, symbols, and traditions
facilitate boundary-making processes; they define the ‘people’ through ‘ethnic and cul-
tural markers (and, in so doing also identify outsiders)’ (p. 3). Various studies have
demonstrated the widespread populist use of national symbols, from Trump’s extensive
use of patriotic symbols (Muñoz and Towner, 2017) to the former Venezuelan President
Hugo Chávez’s use of flags (Salojarvi, 2019).
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Thus while there were exceptions, on the whole, our study lends support to the emer-
ging body of research suggesting that characteristics established in textual populist com-
munication cannot necessarily be transferred to visual material, at least on social media
(Bast, 2021). We offer three reflections that may explain these findings. First, populist
leaders are often less the political outsiders that they would have us believe. Like their
mainstream counterparts, they are mostly men in suits, who have come from the same
elite schools and colleges, and mix with the same vested interests in business and
finance. Discursively, they may be able to break from some established communicative
conventions, especially through social media, but visually, it may be harder to break
them, especially through a shared party social media account. Second, and relatedly,
such campaigning conventions are established and reinforced by campaign professionals
who work across all aspects of the campaign, and ensure that social media platforms are
used in consistent ways, including visually (Authors, 2021). Importantly, studies show
that across countries and the political spectrum, such professionals share a common
understanding of what counts as campaign professionalism and good practice
(Tenscher et al., 2016). Furthermore, recent research has shown how social media
firms themselves are actively shaping digital campaign strategy, content, and execution
(Kreiss and McGregor, 2018): a process that might likely lead to common practices
across party divides. Therefore our results may be interpreted in light of the development
of parties as enterprises (Panebianco, 1988), and from the perspective of professionaliza-
tion of political communication (Holtz-Bacha, 2002): as political parties are adopting the
logic of private companies’ strategies and techniques, campaigns are organized by PR,
advertising and digital agencies, whose main goal is efficacy rather than emphasizing
populist features. These influences are not to be underestimated, especially in the
context of a second-order campaign where few individual politicians have high profiles
and the party machine plays an important role. Third, our findings are also a reminder that
social media’s direct nature does not automatically mean that either populist communi-
cative strategies will prevail, or that populists will be necessarily good at using these
sites. Rather, as with their mainstream political counterparts, there is unlikely to be a
uniform populist use of these platforms. Together, we suggest that due to these logics,
future research might not start from the hypothesis that populist parties have a distinct
visual campaigning style to non-populists on Facebook. Further, while our study does
not challenge those who find different discursive styles or policy focus between populists
and non-populists, it does call for a careful and nuanced use of generic descriptors such as
‘communication style’ or ‘campaign strategy’ given that populists may be more distinct
discursively than they are visually.

Our study opens up many questions for future research. For instance, maybe the type
of election setting plays a role in the use of visual communication. In our case, European
elections are second-order events with lower voter turnout than national elections (Reif
and Schmit, 1980) which offer different electoral dynamics to national general elections,
not to mention non-election contexts. This should be explored by future research. With
their distinct affordances, genres and audiences, it is likely that platforms matter, too,
and so we should hesitate to generalize findings from one platform (in our case,
Facebook) to ‘social media’ as a whole (Kreiss and McGregor, 2018). Here, it is import-
ant for future research to systematically compare different platforms for elements of
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visual populism, which may find that some platforms share more mutual affordances with
populism than others. Finally, while we offer three explanations for the visual similarities
between populists and non-populists found in this study, interviews with key protagonists
(e.g. politicians, party strategists, and communication consultants) would likely reveal
important insights about the extent to which this is strategic, or the result of other factors.
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Figure 1. The depiction of other country’s leaders. Images are uploaded by the Czech populist
Freedom and Direct Democracy (left) and Hungarian Fidesz (right).

Figure 2. The depiction of leaders surrounded by crowds during the campaign. Polish populist
Law and Justice (left) and Spanish PSOE (right).

14 European Journal of Communication 0(0)



ORCID iDs

Xénia Farkas https://orcid.org/0000-0001-9448-1471
Uta Russmann https://orcid.org/0000-0002-8684-6976

Supplemental material

Supplemental material for this article is available online.

Note

1. While visuals can be understood as both still and moving images, our research focuses only on
still images (e.g. photographs), and when we use the term ‘visual’we refer only to still images.

References

Aalberg T, Esser F, Reinemann C, et al. (eds) (2016) Populist Political Communication in Europe.
1st ed. London: Routledge.

Adami A (2020) Visual analysis and right wing (populist) groups. Partecipazione and Conflitto
13(1): 315–336.

Baldwin-Philippi J (2018) The technological performance of populism. New Media & Society
21(2): 376–397.

Banducci SA, Karp JA, Thrasher M, et al. (2008) Ballot photographs as cues in low-information
elections. Political Psychology 29(6): 903–917.

Bast J (2021) Managing the image. The visual communication strategy of European right-wing
populist politicians on Instagram. Journal of Political Marketing Online first: 1–30.

Bennett WL and Segerberg A (2012) The logic of connective action: digital media and the perso-
nalization of contentious politics. Information, Communication & Society 15(5): 739–768.

Bucy EP and Joo J (2021) Editors’ introduction: visual politics, grand collaborative programs, and
the opportunity to think big. The International Journal of Press/Politics 26(1): 5–21.

Canovan M (1999) Trust the people! Populism and the two faces of democracy. Political Studies
47(1): 2–16.

Coleman R and Denis Wu H (2015) Image and Emotion in Voter Decisions: The Affect Agenda.
Lanham: Lexington Books.

Dan V and Arendt F (2021) Visual cues to the hidden agenda: investigating the effects of
ideology-related visual subtle backdrop cues in political communication. The International
Journal of Press/Politics 26(1): 22–45.

de Vreese CH, Esser F, Aalberg T, et al. (2018) Populism as an expression of political communication
content and style: a new perspective. The International Journal of Press/Politics 23(4): 423–438.

Ekman M and Widholm A (2017) Political communication in an age of visual connectivity: explor-
ing Instagram practices among Swedish politicians. Northern Lights 15(1): 15–32.

Engesser S, Ernst N, Esser F, et al. (2017) Populism and social media: how politicians spread a frag-
mented ideology. Information, Communication & Society 20(8): 1109–1126.

Famulari U (2021) The strategic use of visuals on Facebook: a multimodal analysis of images and
audience reactions during the campaign for the 2019 UK general elections. Visual
Communication Quarterly 28(4): 199–211.

Farkas X and Bene M (2020) Images, Politicians, and Social Media: Patterns and Effects of
Politicians’ Image-Based Political Communication Strategies on Social Media. The
International Journal of Press/Politics 26(1): 119–142. http://journals.sagepub.com/doi/10.
1177/1940161220959553.

Farkas et al. 15

https://orcid.org/0000-0001-9448-1471
https://orcid.org/0000-0001-9448-1471
https://orcid.org/0000-0002-8684-6976
https://orcid.org/0000-0002-8684-6976
http://journals.sagepub.com/doi/10.1177/1940161220959553
http://journals.sagepub.com/doi/10.1177/1940161220959553


Fawzi N (2019) Untrustworthy news and the media as “enemy of the people?” How a populist
worldview shapes recipients’ attitudes toward the media. The International Journal of
Press/Politics 24(2): 146–164.

Gimenez E and Schwarz N (2016) The visual construction of ‘the people’ and ‘proximity to the
people’ on the online platforms of the national front and Swiss people’s party.
Österreichische Zeitschrift für Soziologie 41(2): 213–242.

Grabe ME and Bucy EP (2009) Image Bite Politics: News and the Visual Framing of Elections.
New York: Oxford University Press.

Graber DA (1996) Say it with pictures. The Annals of the American Academy of Political and Social
Science 546: 85–96.

Hokka J and Nelimarkka M (2020) Affective economy of national-populist images: investigating
national and transnational online networks through visual big data. New Media & Society
22(5): 770–792.

Holtz-Bacha C (2002) Professionalization of political communication: the case of the 1998 SPD
campaign. Journal of Political Marketing 1(4): 23–37.

Hopster J (2020) Mutual affordances: the dynamics between social media and populism. Media,
Culture & Society 43(3): 551–560.

Johansson B and Holtz-Bacha C (2019) From analogue to digital negativity: attacks counterattacks,
satire, and absurdism on election posters offline and online. In: Veneti A, Jackson D and
Lilleker DG (eds) Visual Political Communication. Cham: Palgrave Macmillan, pp.99–118.

Kreiss D and McGregor SC (2018) Technology firms shape political communication: the work of
Microsoft, Facebook, Twitter, and Google with campaigns during the 2016 U.S. presidential
cycle. Political Communication 35(2): 155–177.

Kriesi H (2014) The populist challenge. West European Politics 37(2): 361–378.
Larsson AO (2020) Picture-perfect populism: tracing the rise of European populist parties on

Facebook. New Media & Society 24(1): 227–245.
Mendonça RF and Caetano RD (2021) Populism as parody: the visual self-presentation of Jair

Bolsonaro on Instagram. The International Journal of Press/Politics 26(1): 210–235.
Mendonça RF and Caetano RD (2021) Populism as Parody: The Visual Self-Presentation of Jair

Bolsonaro on Instagram. The International Journal of Press/Politics 26(1): 210–235. http://
journals.sagepub.com/doi/10.1177/1940161220970118 .

Moffitt B (2016) The Global Rise of Populism: Performance, Political Style, and Representation.
Stanford: Stanford University Press.

Mudde C (2004) The populist zeitgeist Government and Opposition 39(4): 541–563.
Muñoz CL and Towner TL (2017) The image is the message: Instagram marketing and the 2016

presidential primary season. Journal of Political Marketing 16(3–4): 290–318.
Muñoz CL and Towner TL (2017) The Image Is the Message: Instagram Marketing and the 2016

Presidential Primary Season. Journal of Political Marketing 16(3-4): 290–318. https://www.
tandfonline.com/doi/full/10.1080/15377857.2017.1334254.

Newman N, Fletcher R, Schulz A, et al. (2020) Reuters Institute Digital News Report 2020. Reuters
Institute for the Study of Journalism. https://reutersinstitute.politics.ox.ac.uk/sites/default/
files/2020- 06/DNR_2020_FINAL.pdf

Panebianco A (1988) Political Parties: Organization and Power. New York: Cambridge
University Press.

Reif K and Schmitt H (1980) Nine second-order national elections: a conceptual framework for the
analysis of European election results. European Journal of Political Research 8(1): 3–44.

Rooduijn M, van Kessel S, Froio C, et al. (2019) The PopuList: an overview of populist, far right,
far left and Eurosceptic parties in Europe. Retrieved from https://popu-listorg.

16 European Journal of Communication 0(0)

http://journals.sagepub.com/doi/10.1177/1940161220970118 
http://journals.sagepub.com/doi/10.1177/1940161220970118 
https://www.tandfonline.com/doi/full/10.1080/15377857.2017.1334254
https://www.tandfonline.com/doi/full/10.1080/15377857.2017.1334254
https://popu-listorg
https://popu-listorg


Russmann U Social media as strategic campaign tool: Austrian political parties use of social media
over time. In: Taras D and Davies R (eds) Electoral Campaigns, Media, and the New World of
Digital Politics. Michigan University Press, 263–282.

Salojarvi V (2019) Populism in journalistic photographs: political leaders in Venezuelan newspaper
images. Iberoamericana – Nordic Journal of Latin American and Caribbean Studies 48(1):
28–39.

Schertzer R and Woods E (2021) #Nationalism: the ethno-nationalist populism of Donald Trump’s
Twitter communication. Ethnic and Racial Studies 44(7): 1154–1173.

Tenscher J, Koc-Michalska K, Lilleker DG, et al. (2016) The professionals speak: practitioners’
perspectives on professional election campaigning. European Journal of Communication
31(2): 95–119.

Veneti A, Jackson D and Lilleker D (eds) (2019) Visual Political Communication. Palgrave:
Palgrave Macmillan.

Wettstein M, Esser F, Schulz A, et al. (2018) News media as gatekeepers, critics, and initiators of
populist communication: how journalists in ten countries deal with the populist challenge. The
International Journal of Press/Politics 23(4): 476–495.

Wodak R and Forchtner B (2014) Embattled Vienna 1683/2010: right-wing populism, collective
memory and the fictionalisation of politics. Visual Communication 13(2): 231–255.

Zelizer B (2010) Journalism, memory, and the voice of the visual. In: Zelizer B (ed) About to Die:
How News Images Move the Public. New York: Oxford University Press, pp.1–27.

Zoonen Lv (2005) Entertaining the Citizen: When Politics and Popular Culture Converge.
Lanham, MD: Rowman & Littlefield.

Author biographies

Xénia Farkas is a Junior Research Fellow at the Centre for Social Sciences, Institute for Political
Science (HAS) since 2015, and a PhD student at the Corvinus University of Budapest since 2018.
Her research focuses on visual political communication.

Daniel Jackson is a Professor of Media and Communication at Bournemouth University, United
Kingdom. His research broadly explores the intersections of media, power and social change,
including news coverage of politics, political communication, the mediation of sport and the
dynamics of civic culture in online environments.

Paweł Baranowski is an Assistant Professor at the Department of Journalism and Social
Communication at the University of Wroclaw, Poland. His research interests oscillate around poli-
tical communication, new media, and journalism studies.

Márton Bene is a Senior Research Fellow at the Centre for Social Sciences, Hungarian Academy of
Sciences Centre of Excellence and an Assistant Lecturer at the Department of Political Science,
Eötvös Loránd University, Hungary. His research interests are in political communication, social
media and politics, and political behavior.

Uta Russmann is a Professor of Media and Communication Studies with a focus on Democracy
Research at the Department of Media, Society and Communication at the University of
Innsbruck, Austria. Her research focuses on political communication, media and election cam-
paigns, digital communication, (visual) social media, public relations and strategic communication.

Farkas et al. 17



Anastasia Veneti is a Principal Academic at Bournemouth University, United Kingdom. Her
research lies in the intersection of media and politics, including (visual) political communication,
digital political campaigning, media framing of protests and social movements, and
photojournalism.

18 European Journal of Communication 0(0)


	 Introduction
	 Populism: Approaches and features
	 Populism, social media, and visuals
	 Research question and hypotheses
	 Research design
	 Data and methods

	 Results
	 Visual nature – type, context, and content of the images
	 Actor characteristics and personalization
	 Symbols and objects in visual communication

	 Discussion and conclusions
	 Note
	 References


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile ()
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 5
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness false
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages false
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Average
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages false
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Average
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages false
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Average
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /PDFX1a:2003
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError false
  /PDFXTrimBoxToMediaBoxOffset [
    33.84000
    33.84000
    33.84000
    33.84000
  ]
  /PDFXSetBleedBoxToMediaBox false
  /PDFXBleedBoxToTrimBoxOffset [
    9.00000
    9.00000
    9.00000
    9.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV <>
    /HUN <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames false
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks true
      /AddColorBars false
      /AddCropMarks true
      /AddPageInfo true
      /AddRegMarks false
      /BleedOffset [
        9
        9
        9
        9
      ]
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks true
      /IncludeHyperlinks true
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MarksOffset 6
      /MarksWeight 0.250000
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PageMarksFile /RomanDefault
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
    <<
      /AllowImageBreaks true
      /AllowTableBreaks true
      /ExpandPage false
      /HonorBaseURL true
      /HonorRolloverEffect false
      /IgnoreHTMLPageBreaks false
      /IncludeHeaderFooter false
      /MarginOffset [
        0
        0
        0
        0
      ]
      /MetadataAuthor ()
      /MetadataKeywords ()
      /MetadataSubject ()
      /MetadataTitle ()
      /MetricPageSize [
        0
        0
      ]
      /MetricUnit /inch
      /MobileCompatible 0
      /Namespace [
        (Adobe)
        (GoLive)
        (8.0)
      ]
      /OpenZoomToHTMLFontSize false
      /PageOrientation /Portrait
      /RemoveBackground false
      /ShrinkContent true
      /TreatColorsAs /MainMonitorColors
      /UseEmbeddedProfiles false
      /UseHTMLTitleAsMetadata true
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


