Abstract

The thesis focuses on the analysis of the process of creating a political image in the course
of an election campaign, offering a case study of Magdalena Ogorek’s candidacy during
the Polish presidential election of 2015.

The analysis is preceded by a theoretical introduction which lays down the groundwork
for subsequently reporting the empirical findings. The following central terms and concepts
are covered: political marketing (especially in the context of post-1989 Poland), political
image (with an emphasis on the process of its creation and the parties involved), political
language (again, particularly in the context of contemporary Poland), and the notion
of stereotype (both linguistic and non-linguistic, with an emphasis on stereotypes about
wormen).

The empirical results are reported in three sections which offer different perspectives
on the phenomenon under scrutiny. The first part investigates how Magdalena Ogorek
herself, her team and PR consultants created her image as a candidate. The second part
presents an analysis of the influence that her political opponents had on her political
image. The third and final part concerns itself with Magdalena Ogérek’s media image, as
created by the Polish media during the campaign.

The empirical research is based on material collected from the website of the candidate,
recordings of her public appearances on television or on the radio, and press articles from
a number of different sources.

The individual parts paint a complex picture enabling the reader to understand the
dynamics involved in creating a political image during an election campaign, as well as
the strong and weak points of the strategy of political image creation adopted by the

candidate in the case under study.
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