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Perloff .R. M. (2017), The Dynamics of Political Communication: Media and Politics in
a Digital World, NY& London: Routledge.

Chap1. The Panoply of Political Communication

Chap2. What is Political Communication
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Perloff .R. M. (2017), The Dynamics of Political Communication: Media and Politics in

a Digital World, NY& London: Routledge.

Chap6. Agenda-Setting

Chap7.Agenda-Building
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Perloff .R. M. (2017), The Dynamics of Political Communication: Media and Politics in

a Digital World, NY& London: Routledge.

Chap8. Framing
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Lalancette M. & Raynauld V. (2019), The Power of Political Image: Justin Trudeau,
Instagram, and Celebrity Politics, American Behavioral Scientist.
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Wang, Y. & Liu H. (2017, “Is Trump always rambling like a fourth-grade student? An
analysis of stylistic features of Donald Trump’s political discourse during the 2016
election”, Discourse and Society, V.29(3),299-323.
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1. Lewis, R. (2020),“This Is What the News Won’t Show You”: YouTube Creators and
the Reactionary Politics of Micro-celebrity, Television & New Media, Vol. 21(2)
201-217
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1. Ridout, T.N. (2019) (Edited), Campaigns Go Social: Are Facebook, Snapchat and
Twitter Changing Elections? Chapter 7 in New Directions in Media and Politics, NY:
Routledge.
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Vosoughi et al,(2018), The spread of true and false news online, Science,
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1. Jody C Baumgartner & Amy B. Becker (2018. Eds), Political Humor in a Changing
Media Landscape: A New Generation of Research, NY: Lexington Books.
Chap1. The Rise of Advocacy Satire

2. Howewe J. & Sherrill L.A. (2019), “The Influence of Female Lead Characters in

Political TV Shows: Links to Political Engagement”, Journal of Broadcasting &
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3.EEWSERSEEIIG 155 © (EREEFIEREC AR b5

https://global.udn.com/global_vision/story/8664/3329428

4. ( BESE) AUEEIR © BEERIBUETRRIER H FE s b

https://www.thenewslens.com/article/67901

Discussion: & ERYELERR 155 BRI S0 (B

12/13 HIR e A

12/20 RS


https://www.thenewslens.com/article/67901
https://global.udn.com/global_vision/story/8664/3329428

