Abstract

This thesis deals with the analysis of the media image of political parties, focusing on two
parliamentary parties, the KDU-CSL and the Czech Pirate Party, which are compared in the
thesis. At the same time, it also examines the role of individual actors, i.e. politicians or party
communication teams, in the creation of the media image. In the theoretical part, relevant
theories, concepts, methods, tools and other terminology related to political communication and
media image creation, such as personalisation of politics, professionalisation of marketing
practices, public relations or agenda-setting, are presented. The second part then describes the
methodology, which includes the research framework of the thesis. The third part provides a
brief presentation of the parties under study, which is then incorporated into the research part
of the thesis. The fourth part presents the qualitative research conducted for the thesis, which is
based on semi-structured interviews with officials from the parties under study, namely with
members of the party's communication team and with individual politicians at different levels
— officials from the party's presidency, from regional politics and from municipal politics. Here,
the interview results with KDU-CSL representatives are first detailed, subsequently followed
by those with Czech Pirate Party affiliates, and the information obtained from these interviews
is compared and placed in the theoretical framework in the following subsection. The thesis
aims to ascertain if the parties attempt to influence their media representation, what tools they
use to do so, what role individual actors play in this process and whether there is a difference
in this process in the traditional conservative party compared to the liberal progressive party.
The thesis concludes with a systematic presentation and comparison of the collected data within
the context of the established theoretical framework, which then allows for a discussion of how

and with what tools both parties are trying to shape their own media image.



