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Summary 

    Key-words: political brand, political image, brand values, brand strategies, political discourse, 

persuasion, Romanian Prime-Ministers, personality traits, leadership, figures of speech. 

 

     Political branding is a phenomenon that has become a mandatory topic for political scientists 

and political communication specialists. Our research focuses on how the image of political brands 

(Aaker & Joachimsthaler, 2000, p. 77; Wauters, Thijssen, Van Aelst & Pilet, 2018, p. 512) is 

constructed in and through political discourse (Wodak, 2009, p. 42; van Djik, 1980, p. 46). In this 

regard, in the applied part of the thesis we analysed 14 speeches delivered by 11 Romanian Prime-

Ministers on the occasion of the government's investiture in Parliament during 2000-2020. Through 

this approach we were able to obtain convincing results about the brand values (Aaker & 

Joachimsthaler, 2000, p. 13) and democratic tenets that enable the construction of political image 

(Cwalina et al., 2015, p. 133) of the Romanian PMs. 

    Research methodology - discourse analysis: Overall, the complexity of the branding process 

(Heding et al., 2008, p. 222) and the role of brand values (Aaker & Joachimsthaler, 2000, p. 13) in 

the political image-building process fully explain the need for the current research. In order to gain 

an in-depth understanding of the phenomenon in question, our research is based on a descriptive 

and analytical approach, contingent on the method of discourse analysis (Olbertz-Siitonen, 

2018/2019, p. 165). The choice of this approach is justified by the samples we have put under 

analysis. Moreover, the method is useful due to the combination of qualitative and quantitative 

accounts (Olbertz-Siitonen, 2018/2019, p. 166; Johnson, 2018/2019, p. 238). Thus, the analytical 

section of the study is accompanied by a quantitative sequence, presented in the form of frequency 

analysis (Chelcea, 2001, p. 135). We have chosen this method in order to understand the 

particularities that govern the existence of a political brand (Aaker & Joachimsthaler, 2000, pp. 

246-247). It has become obvious that in the light of the professionalization of political 

communication (Toader, 2017, p. 14) there is a need to delve into the essence of the concept of 

political image (Heding et al., 2008, p. 11). By essence we are referring to the brand values that 

comprise the professional identity (Frigioiu, 2007, p. 9) of the Romanian political brands. At the 

same time, it is also necessary to rethink the interaction between the two agents (Roșca, 2015, p. 

25), the political brand and the audience. Thus, the aim of our study is to highlight the interplay 



between interrelated core concepts: political discourse - political brand - brand values (Heding et 

al., 2008, p. 75). It goes without saying that, in their absence, the process of brand image-building, 

could not occur (Bennett, 2012, p. 37). 

      Perspective - Critical Discourse Analysis: The empirical part of the study is based on the 

Critical Discourse Analysis (CDA), the branch developed by representatives of the Dutch and the 

English School of Thought (Wodak, 2009; van Djik, 2015, p. 470). In essence, the approach implies 

qualitative investigations. The paradigm also confers a degree of flexibility. Thus, the quantitative 

component is not excluded in order to gain in-depth knowledge of the social world (Chelcea, 2001, 

p. 578). According to the author Ruth Wodak, CDA is concerned with the way in which power 

(Wodak, 2009, p. 35) manifests itself through political discourse. In a discursive framework, power 

is understood as persuasion (Blumler & Kavanagh, 1999, p. 212). The author Olbertz-Siitonen, goes 

on by adding that, the process has a pragmatic purpose because "discourse is a place/space of social 

interaction" (Olbertz-Siitonen, 2018/2019, p. 166). Thus, in chapter VI of the thesis we focused on 

the relationship established between the 11 political brands and their audiences. In essence, the 

power of persuasion shows its effectiveness through the very agreement of the audience to enter 

into the symbolic relationship (Heding et al., 2008, p. 66) initiated through discourse by the political 

brand (Norlin, 2021, p. 164).  

     Teun van Djik emphasizes in his analysis the idea that "it is the text that shapes the context" (van 

Djik, 1980, p. 96). Based on this understanding, we notice that the text takes the form of an 

instrument used in the ceremony of the government's inauguration. The process itself represents the 

context that facilitates the "access to power" (Kay, 2006, p. 746) of the 11 political brands from 

2000 to 2020. In a discursive context, the political brand is associated with the word product (van 

Djik, 1980, p. 112). In this case, the product refers more to the output, because through interaction 

with the audience (Adjei, 2013, p. 1) and through a series of strategies such as "persuading, 

showcasing, proposing goals" (Wodak, 2009, p. 75) the political brand shapes its brand image 

(Heding et al., 2008, p. 11). Another scholar, Norman Fairclough, completes and confirms van Djik 

and Wodak's hypotheses through his study. According to him, two types of power gravitate around 

the political discourse. In the process of installing a government in office, we can observe the 

existence of two types of power: "power in the speech" and "power behind the speech” (Fairclough, 

1989, p. 74). The perspective helps us to understand that power within discourse is intertwined with 



the key-concept: strategy (Norlin, 2021, p. 119). Therefore, in order to win the loyalty of the 

audience (Aaker & Joachimsthaler, 2000, p. 17) we note that: political brands incorporate brand 

values, democratic tenets and stylistic devices into their discourse (Heding et al., 2008, p. 51; Gifu, 

2011). Further, the second type of power (Roșca, 2015, p. 220) originates in the effectiveness of 

discourse (Aaker & Joachimsthaler, 2000, p. 202). In other words, strategies in discourse (brand 

values and tenets) achieve their purpose only if they stimulate the audience and the team being 

governed to perform actions through joint effort (Neustadt, 1991, p. 31). 

     Objectives and research questions: Our research focuses on 11 prime ministers, whom we 

examine in their capacity as political brands, focusing particularly on the characteristics of their 

personal brands as they emerge from their inaugural speeches. They are Adrian Năstase, Călin 

Popescu Tăriceanu, Emil Boc, Mihai Răzvan Ungureanu, Victor Ponta, Dacian Cioloș, Sorin 

Grindeanu, Mihai Tudose, Viorica Dăncilă, Ludovic Orban, Florin Cîțu. Our approach tackles the 

process of public image construction (Heding, Knudtzen & Bjerre, 2008, p. 59) in and through 

discourse (Bennett, 2012, p. 37). In doing so, we aimed to fill a gap in the literature related to: 1. 

Brand values - (Aaker & Joachimsthaler, 2000, p. 13) and the tenets to which post-december 

premierships adhere and which they use in their speeches for the investiture of governments in 

Parliament and 2. their role in shaping the identity profiles of political brands leading the 

government. 

     Political discourse becomes an all-encompassing tool: brand values, tenets, goals - with the help 

of which the political brand projects a desirable image (Aaker & Joachimsthaler, 2000, p. 83) among 

the target audience. In this way, the group/audience acquires the quality of participant/follower 

(Heding et al., 2008, p. 193) of the political brand in the discursive process. At the same time, we 

neither underestimated nor excluded the fact that the image-building process takes the form of a 

common strand. Why? Because it combines tenets and features from related fields: 1. personality 

traits of political brands: political personhood, leadership and political leadership style (Bennett, 

2012, p. 38; Karnoven, 2010; Kriesi, 2012; Northouse, 2016; Kellerman, 2018); 2. features of 

political ethics: brand values and tenets (Aaker & Joachimsthaler, 2000, p. 85); 3. strategic 

management: political discourse as an image-building strategy (van Djik, 1980, p. 171); and 4. 

tenets in the mix of communication, advertising and marketing - as strategies to promote brands 

(Zamora, 2010, p. 284; Cwalina, Falkowsky & Newman, 2015, p. 8). 



     The core of the research is reflected in the analysis of 1. brand values, 2. democratic values and 

3. figures of speech found in the discourses of 11 brands which we will analyse from the perspective 

of the construction of their political brands in the post-Decembrist Romania on the occasion of the 

government's investiture in the 2000-2020 period. 

     The research plan, with a focus on prime ministers, was based on the following idea: the marginal 

role of the government leaders. The literature dedicated to Romanian prime ministers is limited to: 

1. the presentation of political disputes between post-Decembrist Romanian presidents and prime 

ministers (Dima, 2009; Pavel, 2009) or 2. studies dedicated to the prime ministers of Greater 

Romania (Nedelea, 1990) and 3. the succession of Romanian governments from 1859 to 1999 

(Neagoe, 1999). In generally, the literature gives a privileged place to heads of state or candidates 

running for presidential elections (Mureșan, 2019) or to the role played by the kings during the 

Romanian Monarchy and that of the presidents in the semi-presidential regime (Gheorghiu, 2019). 

Therefore - in order to emphasize, (re)establish the image of Romanian prime ministers, the paper 

was structured around four specific research objectives. 

   We therefore set out to: 

 highlight the brand values in the discourse through which the 11 political brands aim to gain 

the loyalty of the audience; 

 to highlight the democratic tenets/values through which the political brands Adrian Nastase, 

Victor Ponta, Sorin Grindeanu, Mihai Tudose and Viorica Dancila increase their credibility 

through discourse; 

 to emphasise the democratic tenets/values through which the political brands Călin-Popescu 

Tăriceanu, Emil Boc, Ludovic Orban and Florin Cîțu increase their credibility through 

discourse; 

 highlight the democratic tenets/values through which the brands Mihai Răzvan Ungureanu 

and Dacian Cioloș enhance their credibility through discourse; 

    The actual research, the analysis of the 14 speeches delivered by the 11 Romanian Prime 

Ministers (political brands) during the investiture of the Government, aims to answer the following 

research questions: 



 Brand values underpin the political image-building process. Which brand values are 

recurrent in the speeches of the social democrats PMs? What brand values are recurrent in 

the speeches of the Liberal PMs? What brand values are recurrent in the speeches of the 

independent PMs? 

 2.a. Democratic tenets/values underpin the political image-building process. Five political 

brands (Adrian Nastase, Victor Ponta, Sorin Grindeanu, Mihai Tudose, Viorica Dancila) 

are exponents of the social-democratic doctrine. Do they use democratic tenets and values 

associated with social democracy in their speeches? 

 2.b. Democratic tenets/values underpin the political image-building process. Four political 

brands (Călin-Popescu Tăriceanu, Emil Boc, Ludovic Orban, Florin Cîțu) are exponents of 

the liberal doctrine. Do they use democratic tenets and values associated with liberalism in 

their speeches? 

 3. Figures of speech underpin the process of political image-building. Which figures of 

speech are prevalent in the political discourses of the Social Democrats PMs? Which figures 

of speech are dominant in the political discourses of the Liberal PMs? How about the 

independent PMs? 

 

      Structure of the thesis: Since the process of public image-building (Frigioiu, 2007, p. 17) is 

dependent to the role of brand strategy (Cwalina et al., 2015, p. 41) this issue has been dealt within 

Chapter II and has only reinforced the requirement of analysing the two paradigms, positivist and 

constructivist, in order to identify the core elements and the impact of the brand concept in the 

political sphere. As such, the symbolic interaction (Aaker & Joachimsthaler, 2000, p. 294) between 

the brand and the audience as well as the evolution of the brand concept could not be understood 

without outlining the seven waves in which the brand has developed and expanded. The first three 

approaches fall under the realm of positivism (rationalism): a. the economic perspective, b. the 

identity perspective and c. the consumer-based perspective (Heding et al., 2008, p. 21). In this 

respect, these research traditions in brand management are associated with the marketing 

communication concept (Cwalina et al., 2015, p. 68). Another, important perspective on the 

development and potential allure of the branding phenomenon (and one that is too little attached to 

economic parallels) is the constructivist one. Their claims and accomplishments can be discerned 

by analyzing the four orientations: d. brand personality approach, e. relational approach, f. brand 



community approach, and g. brand cultural approach (Heding et al., 2008, p. 21). The latter, as their 

very names suggest, are detached from the economic roots of the brand concept. Therefore, the 

politicians' public image (Aaker & Joachimsthaler, 2000, p. 316; Frigioiu, 2007, p. 11) is the result 

of a process of social construction (Heding et al., 2008, p. 53), as researchers rather prefer to study 

how the qualities, personality traits (Bennett, 2012, p. 22), tenets and norms can influence the 

political brand-audience relationship. Sticking to the debates on brand values (Aaker & 

Joachimsthaler, 2000, p. 13), tenets and political behaviour, the aim of the third chapter is to define 

the concept of political image/political personalization. Along these lines, authors such as Karnoven 

(2010), Kriesi (2012), Van Aelst, Sheafer & Stanyer (2012), Iyengar & Kinder (1987) highlight the 

dynamic nature of the political brand to suggest a possible re(valorization) of the relationship 

between the two social agents (Norlin, 2021, p. 136) political-brand and audience. Thus, researchers 

aim to positively restore the concept of political image (Cwalina et al., 2015, p. 133), departing 

from the transactional meanings underpinning the positivist paradigm approach. Moreover, the 

authors draw attention to yet another discredited aspect in politics.The audience's engagement with 

the political brand could not be achieved without a strategic tool: the media (Ellis, 2001, p. 4). 

Indeed, the image-building process (Frigioiu, 2007, p. 138) is crucial, but the image could not be 

evaluated by the public if it was not made popular through mass-media means (Davis & Owen, 

1998, p. 163). As a consequence, in turn, the media contributes to 1. reinforcing the image and 2. 

presenting brand values and tenets that guide political brands in planning and pursuing their political 

path. On the other hand, other authors: Ward (2011), Mancini and Swanson (1996) point out the 

negative effects of the media in politics. Therefore, the focus only on the personality traits of the 

political brand fosters: 1. the dissolution of political ideas/solutions. 2. the importance of the 

aesthetic dimension (Frigioiu, 2007, p. 124) and 3. public listlessness. The image of the political 

brand (Heding et al., 2008, p. 59) appears as a way of simplifying the political activity.  

 

     If in the past politicians encouraged the flow of ideas, in the postmodern era, it is the flow of 

images that prevails. Also here, we briefly outlined some of the basic theories about the leadership 

process and its influence on politics, starting with the approaches proposed by Northouse (2016), 

Kellerman (2018), Blondel (1987), but also focusing on five types of political leadership brands 

and political leadership styles: the authoritarian leader (Farh & Cheng, 2000, p. 91), the 

transformational leader (Bass & Riggio, 2005/2006, p. 14), the democratic leader (Frigioiu, 2007, 



p. 144) and the model proposed by Roger-Gérard Schwartzenberg (1995). The use of the key-

ceoncepts "persuasion" (Roșca, 2015, p. 217) "personality traits" (Heding et al., 2008, p. 117), 

"brand values" and "interaction" (Roșca, 2015, p. 63) will be of particular importance and brought 

into discussion in the last three sections of the thesis. 

 

     In Chapter IV I have focused on how the brand image (Aaker & Joachimsthaler, 2000, p. 87), a 

term explored in the previous chapters, is constructed in and through political discourse (van Djik, 

1980, p. 8). Thus, the three categories: 1. brand values, 2. democratic tenets and values, 3. figures 

of speech emerge as the core elements of the public image. At the same time, we have referred to 

the process of discursive construction, more specifically to the strategies adopted by political brands 

to persuade the audience (van Djik, 2015; Wilson, 2015; Wodak, 2009). 

 

    The penultimate chapter V focuses on aspects of research methodology: objectives, research 

questions, the corpus of analysis and the limitations of the study. We used discourse analysis to 

highlight: 1. brand values, 2. democratic tenets and 3. figures of speech used by political 

brands/prime ministers of Romania in their discourses for the government's investiture in 

Parliament (from 2000 to 2020). Regarding the first two categories, brand values and tenets are 

graphically displayed using the QDA Miner analysis software (Provalis Research, f.d.), a useful 

tool used in mixed qualitative-quantitative research. We also plotted the recurrence of brand values, 

tenets and political objectives/number of mentions. Finally, I mentioned the limitations of the 

applied study, with the potential to extend the topic using other research tools. 

 

    Chapter VI outlines the results of the research. In addition to the individual analysis of the 14 

speeches, we also used a comparative perspective. Why? To highlight the similarities/differences 

between the brand values (Aaker & Joachimsthaler, 2000, p. 13) and the tenets mentioned by the 

11 political brands: 1. the five social-democrats PMs (Adrian Năstase, Victor Ponta, Sorin 

Grindeanu, Mihai Tudose, Viorica Dăncilă; 2. the four liberal PMs (Călin-Popescu Tăriceanu, Emil 

Boc, Ludovic Orban and Florin Cîțu) and 3. the two independent PMs (Dacian Cioloș and Mihai 

Răzvan Ungureanu). In this way, we have answered the research questions raised by reviewing the 

literature. In the conclusions section, we highlighted that 1. personal traits, 2. brand values (Aaker 



& Joachimsthaler, 2000, p. 18), 3. democratic tenets are pillars for the construction of the identity 

profile (Heding et al., 2008, p. 60) of the political brand. 

 

BIBLIOGRAPHY 

 

 

1. Aadland, E. (2010). Values in professional practice: Towards a critical reflective 

methodology. Journal of Business Ethics, 97, 461–472. 

 

2. Aaker, D., & Joachimsthaler, E. (2000). Brand Leadership. New York: Free Press. 

 

3. Aalberg, T., Strömbäck, J., & de Vreese, C. H. (2012). The framing of politics as strategy 

and game: A review of concepts, operationalizations and key findings. Journalism, 13(2), 

162–178. https://doi.org/10.1177/1464884911427799 

 

4. Adjei, S. B. (2013). Discourse Analysis. Examining Language Use in Context. The 

Qualitative Report, 18(50), 1-10. 

 

5. Almond, G.A., & Verba, S. (1963). The Civic Culture. Political Attitudes and Democracy in 

Five Nations. Princeton, New Jersey: Princeton University Press. 

 

6. Anees Ahmad, A., & K. S. Thyagaraj. (2015). Understanding the Influence of Brand 

Personality on Consumer Behavior. Journal of Advanced Management Science, 3(1), 38-43. 

doi: 10.12720/joams.3.1.38-43. 

 

7. Arhiva Guvernului României. (f.d.). Comunicate. Preluat August 10, 2022, din 

http://arhiva.gov.ro/qq__l1p1.html  

 

8. Arhiva Guvernului României. (f.d). CV. Mihai Răzvan Ungureanu. Preluat August 10, 2022 

din http://old.gov.ro/upload/cv/ungureanu.pdf  

 

9. Arhiva Guvernului României (f.d.). Perioadă de Guvernare 9 februarie 2012 – 27 aprilie 

2012. Preluat August 10, 2022, din http://arhiva.gov.ro/mihai-razvan-

ungureanu__l1a121581.html  

 

10. Avis, M., Aitken, R., & Ferguson, S. (2012). Brand Relationship and Personality Theory: 

Metaphor or Consumer Perceptual Reality? Marketing Theory, 12(3), 311-331. DOI: 

10.1177/1470593112451396 

 

https://doi.org/10.1177/1464884911427799
http://arhiva.gov.ro/qq__l1p1.html
http://old.gov.ro/upload/cv/ungureanu.pdf
http://arhiva.gov.ro/mihai-razvan-ungureanu__l1a121581.html
http://arhiva.gov.ro/mihai-razvan-ungureanu__l1a121581.html


 

11. Avolio, B. J., & Bass, B. M. (2002). Developing Potential Across a Full Range of Leadership. 

Cases on Transactional and Transformational Leadership. New Jersey, New York: 

Lawrence Erlbaum Associates Inc. Publishers. 

 

12. Balmas, M., Rahat, G., Sheafer, T., & Shenhav, S. R. (2014). Two routes to personalized 

politics: Centralized and decentralized personalization. Party Politics, 20(1), 37–

51. https://doi.org/10.1177/1354068811436037 

 

13. Balmer, J. M. T. (2008). Identity based views of the corporation. Insights from corporate 

identity, social identity, visual identity, corporate brand identity and corporate image. 

European Journal of Marketing, 42(9-10), 879-906. DOI: 10.1108/03090560810891055 

 

14. Bardi, L. (2002). Italian Parties: Change and Functionality. În Webb, P., Farell, D. M., & 

Holliday, I. (Eds.). Political Parties in Advanced Industrial Democracies. Comparative 

Politics. (pp. 46-76). New York: Oxford University Press. 

 

 

15. Baudrillard, J. (1981). Simulacres et simulations. Paris: Editions Galilee. 

 

16. Bass, B. M., & Riggio, R. E. (2006). Transformational Leadership. (2nd ed). New Jersey, 

New York:  Lawrence Erlbaum Associates Inc. Publishers. 

 

17. Bennett, W. L. (2012). The Personalization of Politics: Political Identity, Social Media, and 

Changing Patterns of Participation. The ANNALS of the American Academy of Political and 

Social Science, 644(1), 20–39. https://doi.org/10.1177/0002716212451428 

 

18. Billard, T. J., & Moran, R. E. (2019). Networked political brands: Consumption, community 

and political expression in contemporary brand culture. Media, Culture & Society, 42(4), 

588-604. DOI: 10.1177/0163443719867301 

 

19. Bishop, S. (2021). Influencer Management Tools: Algorithmic Cultures, Brand Safety, and 

Bias. Social Media + Society, 7(1). 1-13. https://doi.org/10.1177/20563051211003066 

 

 

20. Blondel, J. (1987). Political Leadership. Towards a General Analysis, Londra: Sage. 

 

 

21. Blumler, J., & Kavanagh, D. (1999). The Third Age of Political Communication: Influences 

and Features”, în Political Communication, 16(3), 209-230. 

https://doi.org/10.1177/1354068811436037
http://dx.doi.org/10.1108/03090560810891055
https://doi.org/10.1177/0002716212451428
http://dx.doi.org/10.1177/0163443719867301
https://doi.org/10.1177/20563051211003066


22. Bonera, M., & Bigi, A. (2015). Political Party Brand Identity and Brand Image. An Empirical 

Assessment: în Kubacki, K. (ed). Ideas in Marketing: Finding the New and Polishing the Old 

Proceedings of the 2013 Academy of Marketing Science (AMS) Annual Conference. (pp. 81-

90). New York, Londra: Springer International Publishing. 

23. Bouwmeester, O., & van Werven, R. (2011). Consultants as legitimizers: exploring their 

rhetoric. Journal of Organizational Change Management. 24 (4), 427 – 441. 

DOI: 10.1108/09534811111144601 

24. Bunce, V., J & Wolchik, S. L. (2011). Defeating Authoritarian Leaders in Postcommunist 

Countries. New York: Cambridge University Press. 

 

25. Camera Deputaților (2004, decembrie 15). Călin Constantin Anton Popescu-Tăriceanu. 

Curriculum Vitae. 

https://www.cdep.ro/pls/parlam/structura2015.mp?idm=105&cam=2&leg=1996&pag=0 

 

26. Camera Deputaților (2008, decembrie 14). Adrian Năstase. Curriculum Vitae. 

https://www.cdep.ro/pls/parlam/structura2015.mp?idm=231&cam=2&leg=2004&pag=0  

 

27. Camera Deputaților (2016, martie 16). Mihai Tudose. Curriculum Vitae 

https://www.cdep.ro/pls/parlam/structura2015.mp?idm=304&cam=2&leg=2016&pag=0  

 

28. Camera Deputaților (2017, mai 26). Victor-Viorel Ponta. Curriculum Vitae. 

https://www.cdep.ro/pls/parlam/structura2015.mp?idm=226&leg=2016&cam=2&pag=0  

 

29. Camera Deputaților (f.d). Emil Boc. Curriculum Vitae. 

https://www.cdep.ro/pls/parlam/structura2015.mp?idm=48&cam=2&leg=2000&pag=0  

 

30. Camera Deputaților (f.d). Viorica Dăncilă. Curriculum Vitae. 

https://www.cdep.ro/pdfs/guv201801/CV_Dancila.pdf  

 

31. Camera Deputaților. (2021, aprilie 7).  Ludovic Orban. Curriculum Vitae. 

https://www.cdep.ro/pls/parlam/structura2015.mp?idm=272&cam=2&leg=2012&pag=0  

 

32. Camera Deputaților. (2021, martie 31). Sorin Grindeanu. Curriculum Vitae 

https://www.cdep.ro/pls/parlam/structura2015.mp?idm=155&leg=2012&cam=2&pag=0  

 

33. Campbell, K.S. (1990). Explanations in Negative Messages: More Insights from Speech Act 

Theory. Journal of Business Communication, 27, 357 - 375. 

 

34. Caprara, G., V. &Vecchione, M. (2017). Personalizing Politics and Realizing Democracy. 

New York: Oxford University Press. 

http://dx.doi.org/10.1108/09534811111144601
https://www.cdep.ro/pls/parlam/structura2015.mp?idm=105&cam=2&leg=1996&pag=0
https://www.cdep.ro/pls/parlam/structura2015.mp?idm=231&cam=2&leg=2004&pag=0
https://www.cdep.ro/pls/parlam/structura2015.mp?idm=304&cam=2&leg=2016&pag=0
https://www.cdep.ro/pls/parlam/structura2015.mp?idm=226&leg=2016&cam=2&pag=0
https://www.cdep.ro/pls/parlam/structura2015.mp?idm=48&cam=2&leg=2000&pag=0
https://www.cdep.ro/pdfs/guv201801/CV_Dancila.pdf
https://www.cdep.ro/pls/parlam/structura2015.mp?idm=272&cam=2&leg=2012&pag=0
https://www.cdep.ro/pls/parlam/structura2015.mp?idm=155&leg=2012&cam=2&pag=0


 

35. Carey, J. W. (2019). Communication as Culture. Essays on Media and Society. New York: 

Routledge. Taylor & Francis Group. 

 

36. Chelcea, S. (2001). Metodologia cercetării sociologice: metode cantitative și calitative. 

Editura Economică. București. 

 

37. Chilton, P., & Schäffner, C. (2002). Introduction: Themes and Principles in the Analysis of 

Political Discourse. în Chilton, P., & Schäffner, C. (eds). Politics as Text and Talk, Analytic 

Approaches to Political Discourse. (pp. 1-41). Amsterdam/Philadelphia: John Benjamins 

Publishing Company. 

 

38. Cioloș, D. (f.d.) Despre. Preluat August 10, 2022 din https://www.dacianciolos.eu/despre  

 

39. Cioloș, D. (f.d.) Home. Preluat August 10, 2022 din https://www.dacianciolos.eu/  

 

40. Conger, J. A., & Kanungo, R. N. (1987). Toward a Behavioral Theory of Charismatic 

Leadership in Organizational Settings. The Academy of Management Review, 12(4), 637-

647. 

 

41. Cova, B., & Cova, V. (2002). Tribal marketing: the tribalisation of society and its impact on 

th econduct of marketing. European Journal of Marketing, 36(5/6), 595–620/1-27. 

DOI: 10.1108/03090560210423023 

 

42. Cruz, A. M. (2013). Language and political science. Revista Caribeña de Ciencias Sociales. 

Preluat din: https://www.eumed.net/rev/caribe/2013/03/language-political-science.html  

 

43. Cwalina, W., Falkowski, A., & Newman, B. (2015). Political Marketing - Theoretical and 

Strategic Foundations. Abingdon, New York: Routledge – Taylor & Francis Group. 

 

44. Davis, R., & Diana Owen. (1998). New Media and American Politics. New York: Oxford 

University Press. 

45. de Beus, J. (2011). Audience Democracy: An Emerging Pattern in Postmodern Political 

Communication. în Brants, K., & Voltmer, K. (eds). Political Communication in Postmodern 

Democracy: Challenging the Primacy of Politics. (pp. 19-38). Basingstoke, New York: 

Palgrave McMillan. 

 

46. Deighton, J., & Grayson, K. (1995). Marketing and seduction: Building exchange 

relationships by managing social consensus. Journal of Consumer Research, 21(4), 660–

676. https://doi.org/10.1086/209426 

 

https://www.dacianciolos.eu/despre
https://www.dacianciolos.eu/
http://dx.doi.org/10.1108/03090560210423023
https://www.eumed.net/rev/caribe/2013/03/language-political-science.html
https://psycnet.apa.org/doi/10.1086/209426


47. de Graaf, G., & Paanakker, H. (2022). Dilemmas and Craftsmanship Practices: Strategies for 

Empirically Uncovering Values and Value Conflicts în Espedal, G., Jelstad-Løvaas, B., 

Sirris, S., & Wæraas, A. (eds). Researching Values Methodological Approaches for 

Understanding Values Work in Organisations and Leadership. (pp. 93-113). Cham: Palgrave 

McMillan. 

 

 

48. Denis, J. L.,  Langley, A., & Sergi, V. (2012). Leadership in the Plural. The Academy of 

Management Annals, 6(1),  211-283. 

 

49. Depree, M. (2004). Leadership Is an Art. New York, NY: Doubleday. 

 

 

50. Dima, B. (2009). Semiprezidenţialismul românesc postdecembrist.  Sfera Politicii, 139 

(XVII), 14-28. 

 

51. Dominici, G. (2009). From Marketing Mix to E-Marketing Mix: A Literature Overview and 

Classification. International Journal of Business and Management, 4(9), 17-24. Preluat din 

https://www.ccsenet.org/journal/index.php/ijbm/article/view/2606  

 

52. Donțu-Sarîterzi, S. (2019). Tropii și figurile de stil în discursul diplomatic: studiu stilistico-

lexicografic. Intertext, 1(2), 146-154. 

 

53. Dragoman, D. (2018). Separaţia puterilor sau alianţa puterilor? Crizele politice din România 

şi sursele alternative de putere. Polis, 6(4), 113-132. 

 

54. Dunmire, P.L. (2012). Political Discourse Analysis: Exploring the Language of Politics and 

the Politics of Language. Lang. Linguistics Compass, 6, 735-751. 

 

55. Economides, N. (2018). The Theory of Social Contract and Legitimacy 

Today. Mediterranean Journal of Social Sciences, 9(5), 19-28. 

 

56. Ellis, J. (2001). Visible Fictions, Cinema, Television, Video. New York. Londra: Taylor & 

Francis e-Library. 

 

57. Espedal, G., Jelstad-Løvaas, B., Sirris, S., & Wæraas, A. (2022). Researching Values in 

Organizations and Leadership în Espedal, G., Jelstad-Løvaas, B., Sirris, S., & Wæraas, A. 

(eds). Researching Values Methodological Approaches for Understanding Values Work in 

Organisations and Leadership. (pp.  1-12). Cham: Palgrave McMillan. 

 

58. Fairclough, N. (1989). Language and Power. Harlow, New York. Longman Group. 

 

https://www.ccsenet.org/journal/index.php/ijbm/article/view/2606


 

59. Fairclough, N. (2003). “Political Correctness”: the politics of culture and 

language. Discourse & Society., 14(1), 17–28. https://doi.org/info:doi/  

 

60. Farh, J. L., & Cheng, B. S. 2000. A cultural analysis of paternalistic leadership in Chinese 

organizations. In J. T. Li., A. S. Tsui, & E. Weldon (eds.). Management and organizations 

in the Chinese context. (pp. 84-127). London: Macmillan. 

 

61. Fârte, G. I. (2004). Comunicarea. O abordare praxiologică. Iași, Casa Editorială Demiurg.  

 

62. Fârte, G. I. (2005/2004). Comunicarea politică: aspecte generale și ipostaze actuale. 

Argumentum. Journal of the Seminar of Discursive Logic, Argumentation Theory and 

Rhetoric, 3, 101-146. 

 

63. Ferreira da Silva, F., Garzia, D., & De Angelis, A. (2021). From party to leader mobilization? 

The personalization of voter turnout.  Party Politics, 27(2), 220–233/1-

14.  https://doi.org/10.1177/1354068819855707 Preluat din: 

https://www.researchgate.net/publication/333731165_From_party_to_leader_mobilization_

The_personalization_of_voter_turnout  

 

64. Fournier, S. (1998). Consumers and Their Brands; Developing Relationship Theory in 

Consumer Research. Journal of Consumer Research, 24, 343-373. 

 

65. French, A. P., & Smith, G. (2010). Measuring political brand equity: A consumer oriented 

approach. European Journal of Marketing, 44 (3/4), 460-477. 

DOI:  10.1108/03090561011020534 

66. Frigioiu, N. (2007). Imaginea Publică a Liderilor și Instituțiilor Politice. București: Editura 

Comunicare.ro. 

 

67. Frigioiu, N. (2013).  Putere şi imaginar politic. București: Tritonic. 

 

68. Frunză, S. (2017). Seeking meaning, living authenticity and leadership in public space. A 

philosophical perspective. Transylvanian Review of Administrative Sciences, 52E, 23-37. 

doi: 10.24193/tras.52e.2 

 

69. Frunză, S. (2017a). Axiology, Leadership and Management Ethics. Meta: Research in 

Hermeneutics, Phenomenology, and Practical Philosophy. Vol. IX, No. 1: 284-299. 

70. Frunză, S. (2023). Publicitatea construiește realitatea. Eseu despre ființa umană, religie și 

publicitate în societatea de consum. București: Eikon. 

 

 

https://doi.org/info:doi/
https://philarchive.org/go.pl?id=FARCPA&proxyId=&u=https%3A%2F%2Fphilpapers.org%2Farchive%2FFARCPA.pdf
https://philpapers.org/asearch.pl?pub=11449
https://philpapers.org/asearch.pl?pub=11449
https://doi.org/10.1177/1354068819855707
https://www.researchgate.net/publication/333731165_From_party_to_leader_mobilization_The_personalization_of_voter_turnout
https://www.researchgate.net/publication/333731165_From_party_to_leader_mobilization_The_personalization_of_voter_turnout
http://dx.doi.org/10.1108/03090561011020534


71. Gheorghiu, N. (2019). Regi și Președinți. Dinastie stigmatizată, președinție compromisă. 

București: Editura Andreas. 

 

72. Gîfu, D. (2011). Formele de manifestare a limbajului politic [Lucrare de conferință]. 

Simpozionul Internațional „Românii din afara granițelor țării. România-Moldova. Ucraina. 

Împreună spre Europa: Iași, Cahul, Ismail și Odessa, România, Republica Moldova, Ucraina. 

https://www.academia.edu/28001153/Forme_De_Manifestare_a_Limbajului_Politic  

 

73. Guvernul României (f.d). Florin Cîțu. Curriculum Vitae. Preluat August 10, 2022, din 

https://gov.ro/fisiere/ministri_fisiere/21-03-17-05-29-25CURRICULUM_VITAE.pdf  

 

74. Guvernul României. (f.d.). Prim-miniștri în istorie. Preluat August 10, 2022, din 

https://gov.ro/ro/fosti%20ministri  

 

75. Guvernul României. (f.d). CV. Prim-ministru Viorica Dăncilă. Preluat August 10, 2022, din 

https://www.gov.ro/fisiere/ministri_fisiere/15-02_CV-_Prim-ministru_Viorica_Dancila.pdf  

 

76. Guvernul României (f.d.). CV. Sorin Grindeanu. Preluat  August 10, 2002, din  

https://gov.ro/fisiere/ministri_fisiere/CV_SORIN_GRINDEANU_NOU.pdf  

 

77. Guzmán, F., Audhesk Paswan, A., & van Steenburg, E. (2015). Self-Referecing and Political 

Candidate Brands: A Congruency Perspective. Journal of Political Marketing, 14(1-2), 175-

199. DOI: 10.1080/15377857.2014.990837 

 

78. Heding, T., Knudtzen, C., & Bjerre, M. (2008). Brand Management: Research, Theory and 

Practice. Abingdon, New York: Taylor & Francis e-Library. 

 

79. Hoarță-Cărăușu, L. (2007). Strategii persuasive în discursul politic românesc actual. în  

Botoșineanu, L., Dănilă, E., Holban, C., & Ichim, O. (eds.). Diacronia. Români 

majoritari/români minoritari: interferenţe şi coabitări lingvistice, literare şi etnologice. (pp. 

143-154). Iași: Editura Alfa. preluat din: 

https://www.diacronia.ro/ro/indexing/details/V2449  

 

80.  Holt, D. B. (2004). How Brands become Icons: The Principles of Cultural Branding, Boston. 

MA: Harvard Business School Press. 

 

81. Hordecki, B., & Piontek, D. (2014). Journalists and politicians in television interviews after 

elections: A redefinition of roles? Central European Journal of Communication, 7, 209-224. 

https://www.academia.edu/28001153/Forme_De_Manifestare_a_Limbajului_Politic
https://gov.ro/fisiere/ministri_fisiere/21-03-17-05-29-25CURRICULUM_VITAE.pdf
https://gov.ro/ro/fosti%20ministri
https://www.gov.ro/fisiere/ministri_fisiere/15-02_CV-_Prim-ministru_Viorica_Dancila.pdf
https://gov.ro/fisiere/ministri_fisiere/CV_SORIN_GRINDEANU_NOU.pdf
https://doi.org/10.1080/15377857.2014.990837
https://www.diacronia.ro/ro/indexing/details/V2449


82. Illia, L., & van Rekom, J. (2012). Identity Concerns or Functional Concerns? High vs Low 

Identifiers Reaction to Brand Identity Change. Corporate Reputation Review, 15(1), 52-67. 

DOI: 10.1057/crr.2011.26  

83. Iyengar, S., & Kinder, D. (1987). News that matters. Television and American opinion. 

Chicago: University of Chicago Press. 

 

84. Janda, K., & Colman, T. (1998). Effects of Party Organization on Performance during the 

‘Golden Age’ of Parties. Political Studies, 46(3), 611–632. https://doi.org/10.1111/1467-

9248.00157 

 

 

85. Jelstad-Løvaas, B. (2022). Values at Work: Mapping the Field Through the Lens of 

Methodological Approaches în Espedal, G., Jelstad-Løvaas, B., Sirris, S., & Wæraas, A. 

(eds). Researching Values Methodological Approaches for Understanding Values Work in 

Organisations and Leadership. (pp.  15-38). Cham: Palgrave McMillan.. 

 

86. Johnson, M. (2018/2019). Mixed Methods. în Croucher, M, S., & Cronn-Mills, D. (Eds). 

Understading Communication Research Methods. 2nd ed. A Theoretical and Practical 

Approach (pp. 237-250). New York: Routledge. 

 

87. Johnston, M. (1996). The search for definitions: the vitality of politics and the issue of 

corruption. International Social Science Journal, 48, 321-335. 

 

 

88. Kane, J., & Patapan, H. (2014). Good Democratic Leadership în Kane, J., & Patapan, H. 

(eds). Good Democratic Leadership, On Prudence and Judgement in Modern 

Democracies.Oxford: Oxford University Press. 

 

89. Kaneva, N., & Klemmer, A. (2016). The rise of brandidates ? A cultural perspective on 

political candidate brands in postmodern consumer democracies. Journal of Customer 

Behaviour, 15, 299-313. 

 

90. Karvonen, L. (2010). The personalisation of politics. A study of parliamentary democracies, 

Colchester: ECPR Press. 

 

91. Kay, M. J. Strong brands and corporate brands. (2006). European Journal of Marketing, 

40(7/8), 742-760.  DOI 10.1108/03090560610669973  

 

92.  Keller, K. L. (2012). Understanding the richness of brand relationships: Researching 

dialogue on brands as intentional agents. Journal of Consumer Psychology, 22, 186-190. 

doi:10.1016/j.jcps.2011.11.011  

http://dx.doi.org/10.1057/crr.2011.26
https://doi.org/10.1111/1467-9248.00157
https://doi.org/10.1111/1467-9248.00157


 

93. Keller, K. L. (2012/2013). Strategic Brand Management: Building, Measuring and Managing 

Brand Equity. (4th ed.). Londra: Pearson Education Limited. 

 

94.  Kellerman, B. (2018). Professionalizing Leadership. Oxford: Oxford University Press. 

 

95.  Keohane, N. (2010). Thinking about Leadership. Princeton: Princeton University Press. 

 

96. Kernaghan, K. (2000). The post-bureaucratic organization and public service values. 

International Review of Administrative Sciences, 66(1), 91–104.  

 

97. Koestenbaum, P. (2002). Leadership: The Inner Side of Greatness. A Philosophy for Leaders. 

San Francisco, CA: Jossey-Bass. 

 

98. Koll, O., von Wallpach, S., & Kreuzer, M. (2010). Multi-Method Research on Consumer–

Brand Associations: Comparing Free Associations, Storytelling, and Collages. Psychology 

& Marketing, 27(6), 584-602. DOI: 10.1002/mar.20346  

 

99. Koller, V. (2005). Critical discourse analysis and social cognition: evidence from business 

media discourse. Discourse & Society, 16, 199 - 224. 

 

100. Koppensteiner, M., & Stephan, P. (2014). Voting for a Personality. Do First Impressions 

and Self-Evaluations Affect Voting Decisions? Journal of Research in Personality, 51, 62–

68. DOI: 10.1016/j.jrp.2014.04.011 

 

 

101. Kovács, L., Bóta, A., Hajdu, L., & Krész, M. (2022). Brands, networks, communities: How 

brand names are wired in the mind. PLoS ONE, 17(8), 1-25, e0273192 

DOI: 10.1371/journal.pone.0273192 

 

102. Kriesi, H. (2011). Political Communication. An Integrated Approach. în Kriesi, H. (Ed).  

Political Communication in Direct Democratic Campaigns, Enlightening or Manipulating?. 

(pp. 1-16). Londra, Basingstoke: Palgrave Macmillan. 

 

103. Kriesi, H. (2012). Personalization of national election campaigns. Party Politics, 18(6), 

825–844. https://doi.org/10.1177/1354068810389643 

 

104. Krotz, F. (2009). Mediatization: A concept with which to grasp media and societal change.  

în K. Lundby (Ed.). Mediatization: concept, changes, consequences. (pp. 21-40). New York: 

Peter Lang. 

 

http://dx.doi.org/10.1371/journal.pone.0273192
https://doi.org/10.1177/1354068810389643


105. Livingstone, S., & Lunt, P. (2014). Mediatization: an emerging paradigm for media and 

communication research. în: Lundby, K. (ed.) Mediatization of Communication: Handbooks 

of Communication Science, 21. (pp. 703–723). Berlin: De Gruyter Mouton. 

 

 

106. Lopatiuc, A. (2020). Elemente ale persuasiunii în discursul politic. Studia Universitatis 

Moldaviae. Revista Științifică a Universității de Stat din Moldova, 4(134), 20-23. 

 

107. Loureiro, S. M. C., Ruediger, K. H., & Vrontis, D. (2012). Brand emotional connection and 

loyalty. Journal of Brand Management, 20(1):13, 1-15. DOI: 10.1057/bm.2012.3.  

 

108. Lowrey, T. M., Shrum, L.J., & Dubitsky, T. (2003). The Relation between Brand-Name 

Linguistic-Characteristics and Brand-Name Memory. Journal of Advertising, 32(3), 7-17. 

DOI: 10.1080/00913367.2003.10639137 

 

109. Luthans, F., Peterson, S.J., & Ibrayeva, E. (1998). The potential for the "dark side" of 

leadership in post-communist countries. Journal of World Business, 33, 185-201. 

 

110. Mc Charty, E.J. (1964). Basic Marketing: A Managerial Approach. (2nd ed.). New York:  

Irwin Publisher. 

 

111. McCombs, M. E., & Shaw, D. L. (1972). The Agenda Setting Function of Mass-Media. 

Public Opinion Quarterly, 36(2), 176-187. 

 

112. McCrae, R. R., & Costa, Jr, P.T. (2008). The Five Factor Theory of Personality. în John, 

O.P., Robins, R. W., & Pervin, L.A. (Eds). (3rd ed). Handbook of Personality. Theory and 

Research. (pp. 159-181). New York: The Guilford Press.  

 

113. Medveschi, I., & Frunză, S. (2018). Political Brand, Symbolic Construction and Public 

Image Communication.  Journal for the Study of Religions and Ideologies, 17( 49), 137-152. 

 

114. Michel, J. S., & LeBreton, J. M. (2011). Leadership coherence: An application of 

personality coherence theory to the study of leadership. Personality and Individual 

Differences, 50(5), 688–694. https://doi.org/10.1016/j.paid.2010.12.018 

 

115.  Milewicz, C. & Milewicz, M. (2014). The Branding of Candidates and Parties: The U.S. 

News Media and the Legitimization of a New Political Term.  Journal of Political Marketing, 

13,  233–263. DOI: 10.1080/15377857.2014.958364  

 

http://dx.doi.org/10.1057/bm.2012.3
http://dx.doi.org/10.1080/00913367.2003.10639137
https://sandufrunza.ro/iulia-medveschi-sandu-frunza-political-brand-symbolic-construction-and-public-image-communication-journal-for-the-study-of-religions-and-ideologies-vol-17-issue-49-2018-137/
https://sandufrunza.ro/iulia-medveschi-sandu-frunza-political-brand-symbolic-construction-and-public-image-communication-journal-for-the-study-of-religions-and-ideologies-vol-17-issue-49-2018-137/
https://psycnet.apa.org/doi/10.1016/j.paid.2010.12.018


116. Ministerie_van_Binnenlandse_Zaken_en_Koninkrijksrelaties. (2009). Nederlandse code 

voor goed openbaar bestuur. Beginselen van deugdelijk overheidsbestuur. 

www.rijksoverheid.nl 

 

117. Mișcoiu, S., & Gherghina, S. (2012). Introducere. în Mișcoiu, S., & Gherghina, S. (Eds). 

Mituri Politice în România Contemporană. (pp. 7-10). Iași: Editura Institutul European. 

118. Mitchell, A. (1981). Displays and Advertising: A Theory of Seduction. Advances in 

Consumer Research. IX, 118-124. 

 

119. Mohamad, K. A., & Othman, N. (2020). Political Trust and Political Leadership Legitimacy. 

Implications on Voters’ Behaviour. Journal of Politics and Law, 13(4), 126-133. 

doi:10.5539/jpl.v13n4p126 

 

120. Mulé, R (2001). Political Parties, Games and Redistributions. Cambridge: Cambridge 

University Press.  

 

121.  Muñiz, Jr, A., & O’Guinn, T. (2001). Brand community. Journal of Consumer Research, 

27, 412-432. 

 

122. Munteanu, C. C., & Pagalea, A. (2014). Brands as a mean of consumer self-expression and 

desired personal lifestyle.  Procedia - Social and Behavioral Sciences, 109, 103 – 107. doi: 

10.1016/j.sbspro.2013.12.427 

 

123. Mureșan, M. (2019).  Destinația Cotroceni: Alegerile Prezidențiale în România – 1990-

2014. Cluj-Napoca: Casa Cărții de Știință. 

 

124. Năstase, A. (f.d). Adrian Năstase. Omul Politic.  Preluat August, 10, 2022 din 

https://adriannastase.ro/omul-politic/ 

 

125. Neagoe, S. (1999). Istoria guvernelor României De la începuturi-1859 până în zilele noastre. 

București: Editura Machiavelli.  

 

126. Necula, G. (2007). Discursul politic actual - între stilul solemn şi cel familiar-argotic. 

Communication and Argumentation in the Public Sphere, 1(2), 255-262. https://nbn-

resolving.org/urn:nbn:de:0168-ssoar-71651 

 

127. Nedelea, M. (1990). Prim-miniștrii României Mari. București: Editura Viața Românească.  

 

http://www.rijksoverheid.nl/
https://adriannastase.ro/omul-politic/
https://nbn-resolving.org/urn:nbn:de:0168-ssoar-71651
https://nbn-resolving.org/urn:nbn:de:0168-ssoar-71651


128. Negrine, R., & Papathanassopoulos, S. (1996). The “Americanization” of Political 

Communication: A Critique. Harvard International Journal of Press/Politics, 1(2), 45–

62. https://doi.org/10.1177/1081180X96001002005 

 

129. Neustadt, R. (1991). Presidential Power and the Modern Presidents: The Politics of 

Leadership from Roosevelt to Reagan. New York: The Free Press. 

 

130. Newman, B. I., Richard M. P. (2004). „Political Marketing: Theory, Research, and 

Applications”, în Lynda Lee Kaid, Handbook of Political Communication Research. 

Mahwah, NJ: Lawrence Erlbaum Associates. 

 

131. Nightingale, S., & Wade, K. (2022). Identifying and minimising the impact of fake visual 

media: Current and future directions. Memory, Mind & Media, 1, 1-13. 

doi:10.1017/mem.2022.8 

 

 

132. Norlin, L. M. (2021). The Courage to Lead Through Values. How Management by Values 

Supports Transformational Leadership, Culture and Success. Abingdon, New York: 

Routledge Taylor & Francis Group.  

 

133. Northouse, P. G. (2016). Leadership: Theory and Practice. (7th ed). California, Londra, New 

Delhi: SAGE Publications. 

 

134. Nye, J. (2004). Soft Power. The Means to Succes in World Politics. New York: 

PublicAffairs. 

 

135. Observator. (2018, Ianuarie 17). România va avea primul prim-ministru femeie din istorie 

din  https://observatornews.ro/politic/avem-un-nou-premier-viorica-dancila-este-prima-

femeie-primministru-din-romania-238572.html  

 

 

136. Ofosu-Anim, D.O., & Back, S.H. (2021). Towards a Conceptual Framework for Political 

Leadership Theory and Practice. A Thematic Analysis of the Literature. Open Journal of 

Leadership. 10(03), 193-213. DOI: 10.4236/ojl.2021.103013 

 

137. Olbertz-Siitonen, M. (2018/2019). Discourse Analysis. în Croucher, M, S., & Cronn-Mills, 

D. (Eds). Understading Communication Research Methods. 2nd ed. A Theoretical and 

Practical Approach (pp. 165-177). New York: Routledge. 

 

https://doi.org/10.1177/1081180X96001002005
https://observatornews.ro/politic/avem-un-nou-premier-viorica-dancila-este-prima-femeie-primministru-din-romania-238572.html
https://observatornews.ro/politic/avem-un-nou-premier-viorica-dancila-este-prima-femeie-primministru-din-romania-238572.html
http://dx.doi.org/10.4236/ojl.2021.103013


138. Paivio, A. (1990). Mental Representations. A Dual Coding Approach. New York: Oxford 

University Press.  

 

139. Parlamentul European (f.d.). Deputați Europeni. Dacian Cioloș. Curriculum Vitae. Preluat  

August 10, 2022, din 

https://www.europarl.europa.eu/meps/ro/197631/DACIAN_CIOLOS/cv 

 

140. Parlamentul European (f.d.). Deputați Europeni. Mihai Tudose. Curriculum Vitae. Preluat 

August 10, 2022 din https://www.europarl.europa.eu/meps/ro/198183/MIHAI_TUDOSE/cv  

 

141. Parodi, G. (2014). Genre organization in specialized discourse: Disciplinary variation across 

university textbooks. Discourse Studies, 16(1), 65–87.  

  

142. Pavel, D. (2019). Criza Executivului, criza democrației. Sfera Politicii, 139 (XVII), 

3-13. 

 

 

143. Pelclová, J., & Lu, W. L. (2018). Persuasion across times, domains and modalities 

Theoretical considerations and emerging themes. în Persuasion in Public Discourse. 

Cognitive and functional perspectives. (pp. 1-17). Pelclová, J., & Lu, W. L. (eds). 

Amsterdam/Philadelphia: John Benjamins Publishing Company. 

 

144. Peszyński, W. A. (2019). Systemic Preconditions of Centralized Personalization of the 

Election Campaign to the Polish Sejm. Atheneum. Polish Political Science Studies, 63(3), 

34–49. DOI: 10.15804/athena.2019.63.03 

 

145. PNL. (f.d). Valori liberale. Principiile Bunei Guvernări liberale. Preluat August 10, 2022 

din https://pnl.ro/principii-si-valori/ 

 

146. Ponta, V. (f.d.). Biografie. Preluat August 10, 2022 din https://victorponta.ro/biografie/  

 

147. Provalis Research (n.d.) QDA Miner. Preluat August 10, 2022, din 

https://provalisresearch.com/products/qualitative-data-analysis-software/ 

 

148. PSD. (f.d.). Valorile noastre. Preluat August 10, 2022 din https://www.psd.ro/valorile-

noastre/  

 

149. Rahat, G. (2008). The Politics of Regime Structure Reform in Democracies-Israel in 

Comparative and Theoretical Perspective. New York: State University of New York Press. 

 

150.  Rahat, G., & Sheafer, T. (2007). The personalization(s) of politics: Israel 1949–2003. 

Political Communication, 24(1), 65–80. 

https://www.europarl.europa.eu/meps/ro/197631/DACIAN_CIOLOS/cv
https://www.europarl.europa.eu/meps/ro/198183/MIHAI_TUDOSE/cv
https://pnl.ro/principii-si-valori/
https://victorponta.ro/biografie/
https://provalisresearch.com/products/qualitative-data-analysis-software/
https://www.psd.ro/valorile-noastre/
https://www.psd.ro/valorile-noastre/


 

151. Reboul, O. (1975). Le slogan. P.U.F: Paris.   

 

152. Roșca, C. (2015). Liderul transformațional-carismatic. București: Editura Tritonic.  

 

153. Rotaru, I.,  Nitulescu, L., & Rudolf, C. (2010). The Post-Modern Paradigm. A Framework 

of Today’s Media Impact in Cultural Space. Procedia Social and Behavioral Sciences, 5, 

328–330. 

 

154. Saldaña, J. (2013). The coding manual for qualitative researchers. Los Angeles, London, 

New Delhi: Sage. 

 

155. Scarrow, S. E. (2002). Party Decline in the Parties State. The Changing Environment of 

German Politics. În Webb, P., Farell, D. M., & Holliday, I. (Eds.). Political Parties in 

Advanced Industrial Democracies. Comparative Politics. (pp. 77-106). New York: Oxford 

University Press. 

 

156. Schultz, M., Hatch, M. J., & Ciccolella, F. (2006). Brand Life in Symbols and Artifacts: The 

LEGO Company. In A. Rafaeli, & M. G. Pratt (Eds.), Artifacts and Organizations: Beyond 

Mere Symbolism (pp. 141-160). Lawrence Erlbaum Associates. 

 

157. Schwartz, S.H. (1992). Universals in the Content and Structure of Values: Theoretical 

Advances and Empirical Tests in 20 Countries. Advances in Experimental Social 

Psychology, 25, 1-65. 

 

158. Schwartzenberg, R. G. (1995). Statul-spectacol – Eseu împotriva star-sistemului în politică. 

București: Editura Scripta. 

 

159. Sharlamanov, K., & Jovanoski, A. (2014). The Role of Image in the Political Campaigns. 

International Journal of Scientific & Engineering Research, 5(6), 599-603. 

 

160. Sharma, D. L. J. K., & Singh, D. S. K. (2013). A Study on the Democratic Style of 

Leadership. INTERNATIONAL JOURNAL OF MANAGEMENT & INFORMATION 

TECHNOLOGY, 3(2), 54–57. https://doi.org/10.24297/ijmit.v3i2.1367 

 

161. Shirokova, M. (2018). Political ethics about the phenomenon of politics in its interaction 

with morality. SHS Web of Conferences. 55, 05002 

https://doi.org/10.1051/shsconf/20185505002 ICPSE 2018  

 

162. Sirris, S. (2020). Values as fixed and fluid: Negotiating the elasticity of core values. In H. 

Askeland, G. Espedal, B. J. Løvaas, & S. Sirris (Eds.), Understanding values work. 

Institutional perspectives in organisations and leadership (pp. 201–221). Londra. Palgrave 

McMillan. 

https://doi.org/10.24297/ijmit.v3i2.1367
https://doi.org/10.1051/shsconf/20185505002%20ICPSE%202018


 

163. Soviani, R. (f.d.). Emil Boc. Curriculum Vitae. Preluat din: 

https://soviani.files.wordpress.com/2011/01/cv-ro-5.pdf  

 

164. Špago, D. (2016). Rhetorical questions or rhetorical uses of questions? ExELL, 4, 102 - 115. 

 

165. Stolle, D., Hooghe, M., & Micheletti, M. (2005). Politics in the Supermarket: Political 

Consumerism as a Form of Political Participation. International Political Science 

Review, 26(3), 245–269. 

 

166. Strauss, A. L. (1987). Qualitative analysis for social scientists. Cambridge: Cambridge 

University Press. 

 

167. Swanson, D., & Mancini. P.  (1996). Politics, Media and Modern Democracy, în Swanson, 

D., & Mancini. P.  (eds) Politics, Media and Modern Democracy: An International Study of 

Innovations In Electoral Campaigning and Their Consequences. (pp. 1-26). Westport, 

Connecticut, Londra: Praeger Series in Political Communication. 

 

168. Tătaru, O. (2008). Retorica promisiunii în discursul politic actual. Analele Universităţii 

„OVIDIUS” – Seria Istorie. 5, 191-201.  

 

169. Toader, F. (2017). Profesionalizarea discursului politic în era social media.  București: 

Comunicare.ro.  

 

170. Tojimatovich, A. A., & Saydaliyevich, U. S. (2021). Formation of Science as a Value and 

Classification of Values. Texas Journal of Multidisciplinary Studies, 3, 172-178. 

 

171. Turska-Kawa, A. (2013). Reactive political leadership. Political Preferences, (4). Preluat 

din https://journals.us.edu.pl/index.php/PP/article/view/4187  

 

172. Turska-Kawa, A., & Wojtasik, W. (2013). Communication Function of Elections. 

Communication Today, 3(1), 37-46. 

 

173. Țuțu, M. C. (2007). Psihologia personalității. (4th ed). Bucureşti: Editura Fundației 

România de Mâine. 

 

174. Universitatea București (f.d). Mihai Răzvan-Ungureanu. Curriculum Vitae. 

https://doctorat.unibuc.ro/wp-content/uploads/2021/11/CV-Prof.-Mihai-Razvan-

Ungureanu-.pdf  

 

https://soviani.files.wordpress.com/2011/01/cv-ro-5.pdf
https://journals.us.edu.pl/index.php/PP/article/view/4187
https://doctorat.unibuc.ro/wp-content/uploads/2021/11/CV-Prof.-Mihai-Razvan-Ungureanu-.pdf
https://doctorat.unibuc.ro/wp-content/uploads/2021/11/CV-Prof.-Mihai-Razvan-Ungureanu-.pdf


175. van Aelsr, P., Sheafer, T., & James Stanyer, J. (2012). The Personalization of Mediated 

Political Communication: A Review of Concepts, Operationalizations, and Key Findings, 

Journalism 13(2), 203-220. DOI: 10.1177/1464884911427802 
176.  van Djik, T. (1980). Macrostructures, An Interdisciplinary Study of Global Structures in 

Discourse, Interaction, and Cognition. New Jersey: Lawrence Erlbaum Associates, Inc. 

 

177. van Djik, T. (2006). Ideology and Discourse Analysis. Journal of Political Ideologies.  

Routledge Francis Group, 11(2), 115-140. 

 

178. van Djik, T. (2011). Discourse and Ideology. preluat din https://discourses.org/wp-

content/uploads/2022/07/Teun-A.-van-Dijk-2011-Discourse-and-Ideology.pdf  

 

179. van Djik, T. (2015). Critical Discourse Analysis. În D., Hamilton, H. E., & Schiffrin, D. 

(eds). The Handbook of Discourse Analysis. (2nd ed.). (pp. 466-485). Chichester, Wiley 

Blackwell/ John Wiley & Sons. 

 

180. Van Krieken, R. (2012). Celebrity society. Abingdon. New York: Routledge. Taylor & 

Francis Group. 

 

181. Wæraas, A. (2022). Thematic Analysis: Making Values Emerge from Texts. în Espedal, G., 

Jelstad-Løvaas, B., Sirris, S., & Wæraas, A. (eds). Researching Values Methodological 

Approaches for Understanding Values Work in Organisations and Leadership. (pp.  153-

170). Cham: Palgrave McMillan. 

 

182. Walby, S. (1990/1991). Theorizing Patriarchy. Oxford, Cambridge: Basil Blackwell.  

 

183. Ward, J. (2011). Political Consumerism as Political Participation? în Brants, K., & Voltmer, 

K. (eds). Political Communication in Postmodern Democracy: Challenging the Primacy of 

Politics. (pp. 167-182). Basingstoke, New York: Palgrave McMillan. 

 

184. Wauters, B., Thijssen, P., Van Aelst, P., & Pilet, J.-B. (2018). Centralized personalization 

at the expense of decentralized personalization. The decline of preferential voting in Belgium 

(2003–2014). Party Politics, 24(5), 511–523. https://doi.org/10.1177/1354068816678882 

 

185. Weber, E. T. (2011). Morality, Leadership and Public Policy. On Experimentalism in 

Ethics. London, New York: Continuum International Publishing Group. 

 

186. Weber, M. (1978). Economy and Society. An Outline of Interpretive Sociology. Los Angeles, 

Londra: University of California Press. 

 

http://dx.doi.org/10.1177/1464884911427802
https://discourses.org/wp-content/uploads/2022/07/Teun-A.-van-Dijk-2011-Discourse-and-Ideology.pdf
https://discourses.org/wp-content/uploads/2022/07/Teun-A.-van-Dijk-2011-Discourse-and-Ideology.pdf
https://doi.org/10.1177/1354068816678882


187. Widagdo, S. (2016). The effect of political products on the decision to choose political party 

through the role of the candidates of legislative members as mediating variable. Journal of 

Economics, Business, and Accountancy Ventura, 18(3), 367 – 380. 

 

188. Wilson, J. (2015).  Political Discourse. în Tannen, D., Hamilton, H. E., & Schiffrin, D. (eds). 

The Handbook of Discourse Analysis. (2nd ed.). (pp. 775-794). Chichester, Wiley Blackwell/ 

John Wiley & Sons. 

 

189. Wodak, R. (2009). The discourse of politics in action. Politics as usual. New York: Palgrave 

McMillan. 

 

190. Wodak, R., & Forchtner, B. (2018). Introducing the language-political nexus. În Wodak, R., 

& Forchtner, B. (eds). The Routledge Handbook of Language and Politics. (pp. 1-14). 

Abingdon, New York: Routledge Taylor and Francis Group. 

 

191. Zamora, R. (2010). Local media and the political brand. Candidates Attributes Portrayed on 

Local Media and their consequences on public perceptions. Central European Journal of 

communication 3(05), 283-297. 

 

192. Ziare România. (f.d.). Statutul Partidului Democrat Liberal. (pp. 3-32). Preluat August 10, 

2022 din https://s2.ziareromania.ro/?mmid=a30a87ae38504ba4c 

 

 

 

 

 

 

https://s2.ziareromania.ro/?mmid=a30a87ae38504ba4c

