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Digital media play an increasingly important role in American elections. This talk will examine how the
candidates, news organizations, and voters used digital media in the 2016 campaign. Hillary Clinton had a
digital team of over 100 people who were constantly channeling her message in multiple languages. Insulting
tweets by Donald Trump drove the news cycle for days. News organizations relied heavyily on information from
the Internet for their stories. Voters tuned into social media and online sources in unprecedented numbers to
learn about the campaign. The implications of these trends in 2016 and beyond will be discussed.
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