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Le rôle des émotions dans les campagnes électorales françaises.


Dealing with emotions in French electoral campaigns.



…………………………

Political scientists have always known that political choices are related to ideological values available in a country’s cultural environment. But they seldom investigate this subject in great depth making it more difficult for them to understand all the various roles ideology plays in allowing citizens to think and to judge. Ideological motivations reward the Ego, helping individuals to keep a sense of self-consistency and self-esteem. Such rationalizations idealize a given behavior with apparently rational explanations, conceal less glorious motivations such as envy or jealousy, selfishness or hate, and confirm linkages between individuals which are of the utmost importance when participating in political organizations. In this respect, ideological and psychological factors are strongly related to each other. Voters may cast a ballot for a candidate because he/she is the best or the least distasteful among the choices; but they may have also in mind a desire to show what kind of citizen they are – a responsible democrat, an enthusiast patriot, a justice seeker or, even, an inflexible rebel – no matter what their real personality may be.

So a ballot choice is relatively independent from the real stakes of the polling day such as policy relevance or candidate competence. In fact are not they difficult to be rightly estimated? For a candidate, making the process of emotional identification to himself easier will more easily attract the vote: ‘I am like you, so we would like each other’: or: ‘I am the ideal person you never dared to become in your dreams, so you can admire me and support my fight’. This psychological mechanism is the reason why public images of a candidate (and/or a party) matter so much. A candidate’s whole life and emotional style, as they are perceived through media, must testify in his favor.

In French political campaigns, since the beginning of the Fifth Republic, interesting changes in the use of emotions by the candidates to the office of President can be noticed, as highlighted in some discourse analysis from current political research. In a first period, until the eighties, there is a lot of rhetoric appealing to emotions such as fear or hope, national pride, resentment or social solidarity, and so on… But the candidates tell the least about their personal emotions or their privacy, as well as their public’s. They set forward programs and projects in order to demonstrate their competence or their “vision” for the country. Nevertheless, behind the appearance of pure rationality, which is at stake is building political confidence, a highly valuable emotion. But since the nineties, if the candidates go on in dealing with these issues, they show more and more concern for the personal emotions of the voters. They want to be viewed as very close, almost friends of them. Moreover they often talk about their own emotions as if they were very similar to the citizens’. 

Why does this evolution happen nowadays? Is it to be lasting? What does it mean about new ways in political life and democratic competition? Which kind of candidates do these new rules favor over others? All these issues will be developed and opened to discussion.

