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Preface

This work results from an interest in further understanding the links
between politics and media in Portugal in relation to other countries in
Europe. The research approach was first designed to focus on the study of
the news media coverage of elections in the countries that had been the
most affected by the Euro Crisis (Portugal, Greece, Spain, and Ireland).
The main objective was to check whether a similar crisis and the implementation of heavy austerity measures had induced similar features in the
news coverage of politics and elections in these countries, namely in regard
to the levels of negativity, journalistic interpretation, attention to the same
issues, or interest in anti-establishment political actors, for example.
Given that except for Ireland, the other countries were from Southern
Europe, I also considered this an excellent opportunity to check empirically the presumed similarities of Southern European countries, as seminal
literature often tends to suggest (e.g., according to Hallin and Mancini
(2004), these countries share similar characteristics and links between
their media and political systems, which justify their inclusion in the same
model, the “Polarized Pluralist Model”).
The project eventually grew and Croatia and Poland were also included
in the study and empirical analysis. One of the requisites for this study was
the holding of elections in the same time frame, which happened in the
case of these two countries. It was considered that including understudied
Eastern European countries (at least in regard to these issues), that were
also newer democracies, would enrich the sample and had potential to add
new and interesting elements to the study.
v

vi

PREFACE

I would like to thank my colleagues Stylianos Papathanassopoulos
(Greece), Jane Suiter (Ireland), Óscar G. Luengo (Spain), Marko Mustapić
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