Abstract

The thesis examines the activity of the political party ANO and its individual politicians during
the pre-election campaign in the online environment, specifically on Meta’s platforms. The aim
of the thesis is to identify the socio-spatial patterns of ANO’s online pre-election campaign,
compare their distribution with patterns of ANO’s electoral support in the 2025 parliamentary
elections and the 2024 European Parliament elections, and evaluate its thematic and emotional
content. Conceptually and theoretically, the thesis builds on assumptions concerning the socio-
spatial organization of political parties’ election campaigns. A specific feature of the Czech
context is the nationalized party system, which leads to the spatial homogeneity of election
campaign expenditures. The thesis seeks to update these assumptions for online campaigns, as
such campaigns essentially did not exist at the time the assumptions regarding the socio-spatial
focus of campaigns in physical space were formulated. The analysis is based on data on political
advertisements from Meta, whose platforms represent one of the main communication channels
for reaching potential voters. The results show that the distribution of political advertisement
varies systematically by gender, age, and region. This variation is influenced to a greater extent
by the platforms’ algorithms than by explicit targeting by advertisers. At the same time, a strong
correlation was confirmed between the intensity of advertisement delivery and the party’s
electoral support.The main contribution of this study is a comprehensive socio-spatial analysis
of a political campaign in the online space, which has thus far been neglected in analyses in the

Czech context.
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