
Political Marketing Group 
P.S.A. (Political Studies Association) Specialist group 

https://sites.google.com/site/psapmg/home 

 

NEWSLETTER October 2011 

 

CONTENTS 

P2 Chairs note  

 

Reports and Trends in political marketing 

P3 Why Political Parties Should Brand by Kobby Mensah University of Sheffield  

  

P4 Political Marketing Activities through New Media in Georgia Professor Dr. Kakhaber Djakeli 

and Tea Tshumburidze 

 

Features 

P12 Building and using the political marketing resource website: www.political-marketing.org 

 

Call for papers/involvement 

P18 Participatory Politics? Relationships, Partnerships and Co-Creation in Politics: the Gap 

between Theory and Practice, Political marketing group conference, 10-11 May 2012; deadline  

for papers January 15 2012 http://politicalmarketing2012.wordpress.com/ 

 

P19 Political Marketing and Consultancy in an Age of Global Crises, The British Library 

conference centre, London, Monday 11
th

 June 2012; Deadline for papers 1 December 2011 

 

New Books in political marketing 

P20 Marketing Strategies of Nigerian Political Parties: A Comparative Analysis By Rowland 

Enwuzuruike Worlu  

P21 Political Marketing in India By Arun Kumar 

P21 Use of Political Marketing in Reinventing The Conservatives  by Pavel Heczko 

P22 The Marketing of Political Parties: Differences in the Perception of Marketing Techniques 

by Marco Gutekunst 

P 23 Branding the Candidate: Marketing Strategies to Win Your Vote by Lisa Spiller and Jeff 

Bergner 

 

 

The PMG Committee 

P24 The committee 

 

 

Next newsletter deadline for submission: March 15 

 

https://sites.google.com/site/psapmg/home
http://www.political-marketing.org/
http://politicalmarketing2012.wordpress.com/


 2 

CHAIR’S NOTE 
 

Welcome readers to the September 2011 newsletter of the Political Marketing 

Group and welcome Jennifer Lees-Marshment back as editor following her 

maternity leave.  

 

This newsletter contains articles on why parties should use branding and Political 

marketing through new media in Georgia. The authors I am sure would value 

feedback so do share your thoughts on their research. We also calls for papers for 

panels being organised at IPSA (Madrid, 2012) for which the deadline is very 

tight as well as the PMG‘s first event for a few years.  

 

I look forward to reading the abstracts for papers and hope to see many of you 

next year.  

 

I hope you enjoy the read, please do share any thoughts on the content and also 

consider offering content for future editions.  

 

Darren Lilleker, Chair of the PMG 
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REPORTS AND TRENDS IN POLITICAL MARKETING 

Why Political Parties Should Brand 

 

Kobby Mensah 

University of Sheffield 

info@kobbymensah.com 

 

For some time now marketers have argued and proven that the brand is one of the 

company‘s most valuable assets (Davis, 2002; Davis and Dunn, 2002). Brands 

such as Coca Cola, Persil, Ariel, Pepsodent, Ben & Jerry, McDonalds, Danone, 

Mercedes Benz, Virgin, Guinness, to mention but few, are living testimonies of 

this position, and their longevity and ability to renew themselves in times of 

market challenges lend credence to the claim. This recognition of the brand‘s 

value has led to its quantification and representation on the balance sheets of most 

corporations (Whitwell, 2005; IASC, 1998; Barwise et al, 1989).  

 

In politics, the longevity of the party brand – its name, emblem, core belief, 

tradition and followers, amongst others, make it one of the most valuable assets to 

the political process. It is almost unreasonable that a political party, such as the 

British Conservatives, may decide to ditch it name for an entirely different one. 

The last time an attempt was made, however, it was just an addition to the long 

held name; Labour, to New Labour. So what is different to what parties are 

already doing, and what has changed? In other words ‗why should parties stick to 

branding, or rebranding, not only marketing?‘ 

 

For the reason, one could attribute it to the adage that ‗familiarity breeds 

contempt,‘ and in today‘s consumer society contempt breeds faster. After being in 

existence for so long, as party brands such as Labour and Conservatives have 

been, brands become so common that we fail to recognise their ‗brandness‘: that 

they have distinctive features which except them from the competition, and aid us 

to identify and differentiate them; we get used to their attitudes, textures, 

symbolisms and their performances with time. They seize to excite us at this 

point. In short, they lose their relevance in one way or the other. For these reasons, 

commercial brands from time to time reorganise themselves with the aim of being 

relevant again so to maintain their commitments with existing customers, renew 

with the dissatisfied and to gain lost or new ones.  

 

What the above means to political marketing practice is that being a market 

oriented party (MOP) (Lees-Marshment, 2001a; 2001b) alone is not enough to 

offer the sense of relevance needed to reconnect the voter over a long period of 

time. The relationship between branding and marketing is such that the former is 

the ‗strategic content‘ the latter seeks create and outdoor. This could be 

conceptualized as ‗marketing-brand-marketing‘ framework. In a human metaphor 

sense, it could be conceptualized as a ‗baby-parent‘ relationship. So when all the 

market research is done, the voter segments and targets identified, the competitors 

and the position in the market known, it is now time to consistently respond to the 

requirements identified in those marketing processes. This consistent response is 

offering a core product (diary milk, say) with its own personality; name, texture, 

colour, attitude, symbolism and performance that are distinctive and have the 

mailto:info@kobbymensah.com
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agility to renew overtime. That is when a product becomes a brand, with the 

ability to be relevant all the time. 

 

References 

Barwise, P., Higson, C., Likierman, A., Marsh, P (1989). Accounting for brands. 

London  

1989. 

 

Davis, S. M. (2002), Brand Asset Management: Driving Profitable Growth 

through Your Brands, San Francisco, Josey Bass. 

 

Davis, S. M., Dunn, M (2002), Building the Brand-Driven Business: 

Operationalize Your 

Brand to Drive Profitable Growth, San Francisco, Josey Bass. 

 

Lees-Marshment, J. (2001a), Political Marketing and British Political Parties: The 

Party‘s Just Begun, Manchester: Manchester University Press. 

 

Lees-Marshment, J. (2001b), ‗The Marriage of Politics and Marketing‘, Political 

Studies 49, pp. 692–713. 

 

IASC (1998). Intangible assets - International Accounting Standard 38, London. 

 

Whitwell, S (2005). Brands on the balance sheet (accessed 06/09/2011) 

(http://www.intangiblebusiness.com/print.php?pageid=Press-

coverage&level1id=Financial-services&level2id=Brand-

Services&item_id=Brands-on-the-balance-sheet~299) 

 

 

 

Political Marketing Activities through New Media 

in Georgia  

Professor Dr. Kakhaber Djakeli 

Tea Tshumburidze 

 

The Role of New Media in the Political Process 

      New media technologies like weblogs, social bookmarking or news 

aggregation sites (Digg, Reddit, del.icio.us), social networking sites (MySpace, 

Facebook, LinkedIn), and video sharing sites (YouTube, Veoh, Jibjab) have had 

many profound effects on societies where the internet and World Wide Web are 

prevalent. Particularly in Georgia, new media have been increasingly influential in 

the political process in recent years. Whether it be a journalist blogging about a 

candidate, supporters creating amateur fan videos or a candidate creating a profile, 

new media have become hard to ignore as a method of communication among 

candidates and constituents. 

     New media plays many roles in Georgian politics. They can act as a venue for 

self-expression or a vehicle for voters to reach out to politicians. They can also 

offer politicians a way of making more information available to the public at 

minimal cost. Finally, new media provide a platform for political discourse on the 

http://digg.com/
http://reddit.com/
http://del.icio.us/
http://myspace.com/
http://www.facebook.com/
http://www.linkedin.com/
http://www.youtube.com/
http://www.veoh.com/
http://www.jibjab.com/
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web among the public, journalists, and candidates. The various technologies that 

make up new media can affect politics in any or all of these ways. 

     In reality of Georgian political marketing, the most prominent political parties 

are already trying to connect people and spread their political ideas, messages, and 

promises via Social networking site - Facebook to the General public. But they are 

still lacking some political marketing management. 

       In this article will be discussed some of the ways in which advertising-like 

messages and promotion-like messages can reach their target audience. This will 

include the so-called ―new media‖. In November of 2005, the Wall Street Journal 

reported on ten trends they felt were reshaping the advertising industry (Vrancia, 

2005).      

     The first is mobile marketing, where adverts as text messages are sent directly 

to individual cell phones. Elaborate online campaigns now marry brand pitches 

with high-tech entertainment. Product placements can be found into the plots of 

entertainment programming. Innovative ways are being used to involve consumers 

in games or contests. Packaging and design are becoming more important. 

Adverts are now appearing in videogames. Spending on video game advertising 

was expected to grow from US $100 million in 2004 to more than US $500 

million by 2007 (Interactive Advertising Bureau, 2004). Niche marketing is being 

directed to specific cultures and beliefs, with one executive of a firm that deals 

with predicting trends suggesting that ―the culture is the new media‖ (Vrancia, 

2005). 

New Media 

     It is not surprising that technology is changing the way in which people live. 

Consequently this means new opportunities for marketing communication and 

how it might be used in an IMC campaign. It is notable that the world of Internet 

advertising has moved well beyond banner adverts; and the impact of mobile 

marketing has become clear too.   

Nevertheless, the really important point to bear in mind is that while ―new media‖ 

will continue to evolve and new means of delivering messages will be introduced, 

those messages will still be made up of text, audio, and visuals. Media changes, 

but how the mind processes the message remains the same. The strategic planning 

process remains the same. New media is only that; new ways of delivering a 

message to a brand‘s target audience that may or may not make sense as part of 

the brand‘s IMC program. 

Internet 

      Twenty five years ago the term "modem" did not even appear in the 

dictionary. Modems connect people to online computer services such as 

Facebook, CompuServe, Prodigy, America Online or MSN, and to hundreds of 

thousands of world wide websites and home pages. Increasingly, the internet has 

become a tool for political communications as well. On the net you could gain 

political info, express political opinion, and mobilize other voters and political 

leaders. You could also make political donations. The web has become an 

electronic town hall. In a brief time, the web has grown into a major player in the 

new media.  

          Another interesting new media tool is – Widgets which are small computer 

programs that allow people to incorporate professional-looking content into their 

personal web pages on desktop computers, are seen by many major marketers as 

the next generation of advertising on the Internet. Reebok, for example, created a 

widget that allows users to display customized RBK shoes for others to critique 

(Steel, 2006). 
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     Very often Internet is used to deliver online advertising and advertising-like 

messages via video games; listeners in online radio can respond to an advert by 

clicking on a box at the station site to be directed to the advertised brand‘s Web 

site; 

     As for Streaming video it is also used to offer mini-movies where a brand 

features 

prominently. These videos are often cutting edge, and they can quickly create an 

incredibly strong ‗buzz‘. BMW, for example on their BMWfilms.com site 

(separate from their home page), offer short streamed films produced by well-

known producers and directors, and with well-known actors (Silberberg and 

Engelhard, 2005). 

 

Pros and Cons 

Pros of New Media in Politics 

      The use of new media in the political environment has been controversial. 

There are several reasons why new media should be used in politics. Some pros of 

new media in politics are: 

 1. New media allow political figures to communicate to large groups of 

people. 

 2. New media gives the people the ability to give their opinions on 

political figures.  

 3. It is much less expensive to use new media than traditional media which 

allows political figures with the inadequate funds to advertise themselves more 

often. 

 4. It also allows political figures to communicate with specific groups of 

people. For example President Obama when he was senator was able to use 

LinkedIn to ask "How can the next president better help small business and 

entrepreneurs thrive?"  

Cons of New Media in Politics 

      Though there are many pros for using new media in the political environment 

new media have also affected politics negatively. Some cons of new media in 

politics are: 

 1. New media allows users to not fully represent political figures so that 

their candidate choice gets more votes. 

 2. Users of new media could post false information about political figures 

or political agendas. 

 3. Because new media uses the internet and the internet is global politics in 

one country could have an effect on politics in another country. 

 4. Political figures' personal lives are on display each time scandal is 

revealed. 
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Conclusions and Recommendations 

     We conducted a survey among Georgian population, concerning the use of new 

media tools by Georgian political parties. The results of our questionnaire are 

available below.   

  

1. How do you think, how often do political parties in Georgia make use of 

ITCs (Information and Communication Technologies) during election campaigns? 

Very Often - 70% 

Fairly Often—20 % 

Sometimes—10 % 

Hardly Ever –0 % 

Never – 0 % 

2. Do you agree to the statement that, third-party social networking website – 

Facebook – is often used as an alternative one-way channel to increase public 

exposures in Georgia? 

Strongly Agree -- 6 % 

      Agree—10 %  

      Neutral—80 %   

      Disagree—4%   

      Strongly Disagree – 0 % 

3. How do you think, how much effective the use of new media is for 

political parties, in order to increase their rating?  

Very Effective—70% 

 Somewhat Effective—30 % 

 Not very Effective – 0%  

 Not All Effective – 0% 

 Not All Effective – 0% 

4. What kind of New Media tool you find more effective in political campaigns?  

(1) Social Networking Sites—90 % 

(2) Mobile – 10% 

(3) Blogs – 0% 

(4) Widgets – 0% 

(5) Video Games –0% 

(6) Streaming Video – 0% 

(7) Video-Sharing – 0% 

Other  

 

4. How would you evaluate (rate) the use of new media tools by effective 

political parties in Georgia? 

1. United National Movement  

Marks 

1  point  -  0 % 

2  point  -  0 % 

3  point  -  0 % 

4  point   - 80 % 

5  point   - 15% 

6  point   - 0% 

7  point   - 5 % 
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2. Christian-Democratic Movement  

Marks 

1  point  -  14 % 

2  point  -  3 % 

3  point  -  7 % 

4  point   - 60 % 

5  point   - 16% 

6  point   - 0% 

7  point   - 0 % 

 

3. Georgian Labor Party  

Marks 

1  point  -  15 % 

2  point  -  65 % 

3  point  -  10 % 

4  point   - 10 % 

5  point   - 0% 

6  point   - 0% 

7  point   - 0% 

 

5. National Democratic Party 

Marks 

1  point  -  6% 

2  point  -  0 % 

3  point  -  14% 

4  point   - 55 % 

5  point   - 0% 

6  point   - 25% 

7  point   - 0 % 

 

 

6. Republican Party of Georgia  

Marks 

1  point  -  3 % 

2  point  -  75% 

3  point  -  12 % 

4  point   - 10 % 

5  point   - 0% 

6  point   - 0% 

7  point   - 0% 

 

7.  New Right  

Marks 

1  point  -  3% 

2  point  -  0 % 

3  point  -  85 % 

4  point   - 12% 

5  point   - 0% 

6  point   - 0% 

7  point   - 0 % 
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8.   Democratic Movement – United Georgia  

Marks 

1  point  -  0 % 

2  point  -  0 % 

3  point  -  4 % 

4  point   - 90% 

5  point   - 6% 

6  point   - 0% 

7  point   - 0 % 

 

6.  Have you ever been contacted by Georgian political parties, have alliances 

with them or with political figures? 

 

YES – 45% 

 NO – 55 % 

 

  If – YES- please mark which one contacted you: 

 

(1) United National Movement – 35 % 

(2) Christian-Democratic Movement – 1%  

(3) Georgian Labor Party – 0%  

(4) National Democratic Party – 6% 

(5) Republican Party of Georgia – 0%  

(6) New Right – 0% 

(7)  Democratic Movement – United Georgia – 3% 

 

     On the basis of our research we can conclude that almost all political parties in 

Georgia have an official presence on third-party social networking websites, such 

as YouTube and Facebook, and used a rather unpretentious strategy for e-

Campaigning on these social networking websites: for instance, YouTube usually 

was merely treated as a virtual television station that enabled parties to broadcast 

campaign materials of their choice and free of charge; and Facebook was often 

used as an alternative one-way channel to increase public exposure. For example, 

in recent years the conferences hold via Facebook by the head of the city George 

Ugulava is really apparent, and from time to time it takes systematic character  

      Furthermore, almost all prominent parties in Georgia demonstrate an interest 

in support mobilization and resource generation activities. Variances in website 

interactivity between large and small political parties is significant, with large 

parties showing a preference for one-way interaction, while small parties utilize  

interactivity features for exchanges between the party and visitors as well as 

between visitors. It is worth noting that the aspect of accessibility is largely 

neglected by political parties in their e-Campaigning activities.  

      Online support mobilization and resource generation is evident across several 

e-Campaigning websites, yet they are undertaken in a standardized form, such as 

downloading campaign billboards or filling in online forms to become a party 

member or volunteer. 

     In general, most e-Campaigning websites are maintained frequently. Large 

parties kept their web content update at least on a daily basis; small parties, on the 

other hand, appear to have difficulty in so-doing due to the lack of resources.  
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      In light of the analysis of e-Campaigning practices observed in Georgia, the 

following recommendations can be made:  

1. The opportunities and barriers to e-Campaigning in Georgia need to be better 

understood by political parties or candidates. Moreover, it is essential that political 

parties that would like to make use of e-Campaigning, gain an adequate 

understanding of what e-Campaigning might entail in addition to information 

provision.  

2. Learning from e-Campaigning developments in other countries will support a 

better understanding of the continuous evolution of e-Campaigning as well as 

enhance the possibility of an uptake of innovative e-Campaigning activities. The 

latter could be further supported by actively engaging voters in e-Campaigning 

design and activities, as demonstrated for example in the Obama e-Campaign.  

3. Political parties should focus on developing an e-Campaigning strategy rather 

than on available technology. Moreover, political parties tended to assign 

responsibilities for strategizing and operating their e-Campaign to webmasters. 

Technologies should be seen as an enabler of e-Campaigning, rather than a driver. 

A good example is the Obama campaign in which the same technologies are 

applied compared to the Georgian campaign but with different uses, outcomes and 

effects.  

5. Political parties need to assess the effectiveness of their e-Campaigning 

activities and strategy. Yet, all interviewed political parties are determined to 

make improvements to their future e-Campaigns. Assessing the effectiveness of e-

Campaigning not only allows the party to pragmatically pinpoint areas for future 

improvements, but also enables the party to take immediate action in terms of 

adjusting e-Campaigning activities or the strategy itself during the elections. 
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FEATURES 
 

Building and using the political marketing resource website: www.political-

marketing.org 
By Jennifer Lees-Marshment 

 

Over the last few years I have collated resources in political marketing which I used for teaching 

and research and put them online, including not just academic literature but links to relevant 

audio-visual clips such as those on youtube which I use in teaching. Students love the AV in 

particular, as it helps bring material on political marketing alive, and in my higher level classes I 

find I can get them to analyse them from a marketing perspective very effectively.  

 

I want to feature it here because although it is open access, I‘m not sure everyone knows about it, 

and it is a good resource for anyone wanting to update or being teaching political marketing. I‘d 

also like to ask for you to submit any additions, as much as I try to do a search annually there are 

always going to be things I miss. The more comprehensive it is, the better for all of us. 

 

Below are screen shots from the sight demonstrating what is on there. 

 

Academic literature 

 

 
 

http://www.political-marketing.org/
http://www.political-marketing.org/
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Audio-visual links 
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Websites 
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Teaching political marketing – course outline and syllabi 

 

 
 

Call for new suggestions to add to the site 

Whilst the resource has been developed further by suggestions from students and fellow 

colleagues, it could, I am sure, be expanded, particularly with appropriate AV material from 

other countries, so I‘m appealing to you to send any suggestions for additions so we can work 

together to make it as comprehensive a site as possible.  

 

In addition it would benefit from as wide a range of course outlines/syllabi in political marketing, 

so if you already teach political marketing, please send in your outline to add to the section on 

teaching political marketing. 

 

Please use the suggestion box online or email me on j.lees-marshment@auckland.ac.nz. Please 

include your name so that I can add you to the acknowledgement page. 

 

mailto:j.lees-marshment@auckland.ac.nz
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CALL FOR PAPERS 

 
Participatory Politics? Relationships, Partnerships and Co-Creation in 

Politics: the Gap between Theory and Practice 
 

Political marketing group conference 10-11 May 2012 

 

Deadline for proposals: January 15 2012 

 

It has been suggested that the connection between citizens and those seeking to govern is now 

broken, displaced by a culture of consumerism and an obsession with celebrity culture. This is 

a global phenomenon. 

 

The decline of partisan attachment to agents of the political establishment or participation in 

democratic processes is visible in nations across the world. However, this apparent 

disengagement does not appear to signal the death of engagement as we find a variety of types 

of political participation occurring, demonstrating that under the right conditions citizens can 

be mobilised into political activism. 

 

Accordingly both marketing and public relations theory has moved on from instrumental 

concerns with the dissemination of information and messages, to the co-creational approach 

where voters and politicians are the co-creators of shared interpretations and objectives. Yet, 

political communications remains largely one-way and relationships with political parties and 

governments asymmetrical. 

 

Through a combination of panels and round table discussions featuring both academic and 

practitioners, this conference explores the nature of relationships between citizens and their 

elected representatives and considers how the future may necessitate a more partnership based 

and co-created politics. 

 

We want to examine the concept of political engagement and the extent to which existing 

channels meet the needs of citizens and invite papers that respond to the follow questions: 

 What does ‗political engagement‘ really mean in the twenty-first 

 century? 

 What are the root causes of political disengagement and have the use of 

 PR and political marketing techniques actually undermined the political 

 system as it stands today? 

 Are citizens likely to demand more access to the political process and 

 how do we understand these demands? 

 Can political organisations give a greater say over decisions while 

 retaining identity? 

 Is there a movement towards alternative mechanisms for having a voice? 

 Due to the asymmetry, is democratic politics under threat from 

 alternative protest movements and, looking to the future, can 

 developments in technology facilitate relationships and partnerships in 

 the political arena? 

 

We invite paper proposals of no more than 1,000 words that explore aspects of the questions 

posed above. Papers can cover any aspect of the relationships between citizens and politics and 
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use theories from any relevant discipline: political marketing, political communication, 

political science, sociology and psychology 

 

Please send paper proposals to 

politicalmarketing2012@gmail.com 

By January 15 2012 
 

Further details will be posted on the conference website in due course: 

http://politicalmarketing2012.wordpress.com/ 

 

 

Political Marketing and Consultancy in an Age of Global Crises 
The British Library conference centre, London, Monday 11

th
 June 2012 

 

Proposals are invited for contributions to a one-day conference convened by the Eccles Centre 

for American Studies at the British Library in co-operation with the University of London‘s 

Institute for the Study of the Americas and the International Association of Political 

Consultants. 

 

The day‘s programme is expected to include papers addressing political marketing and 

consultancy in North America, and discussions of the impact of North American styles of 

marketing and consultancy in other parts of the world. Proposals analysing themes political 

marketing and consultancy in the context of recent crises without a North American element 

will also be considered. 

 

The conference panels will bring together academic researchers and leading members of the 

International Association of Political Consultants, enabling an unusual opportunity for 

productive debate involving scholars and practitioners. 

 

The meeting will be hosted at the British Library Conference Centre, one of the most 

prestigious and attractive conference locations in London.  

 

All presenters at the conference will be invited to submit their papers to be considered for 

publication in a special issue of the Journal of Political Marketing, an international, refereed 

journal. 

 

Please send proposals (no more than 2 pages), accompanied by a brief cv (no more than 1 

page), to Professor Philip Davies, Director of the Eccles Centre for American Studies, at 

Philip.Davies@bl.uk no later than 1
st
 December 2011. 

https://artsmail.auckland.ac.nz/owa/redir.aspx?C=69997c622304417aa586130b3c595b65&URL=mailto%3apoliticalmarketing2012%40gmail.com
http://politicalmarketing2012.wordpress.com/
https://artsmail.auckland.ac.nz/owa/redir.aspx?C=97d0693ad47c4e8cb64fb64d679e2d89&URL=mailto%3aPhilip.Davies%40bl.uk
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BOOKS 

 
After doing a search on amazon for political marketing books I came across a few published in 

the last few years as well as new ones published in 2011, so this edition has 5 political 

marketing books featured. The field is expanding! Do please send me any details of new books 

in the area. 

 

 

Marketing Strategies of Nigerian 

Political Parties: A Comparative 

Analysis 

 

By Rowland Enwuzuruike Worlu 
  

LAP LAMBERT Academic Publishing (2011) 

 

ISBN-10: 3844391096 

ISBN-13: 978-3844391091 

 

http://www.amazon.co.uk/Marketing-Strategies-Nigerian-Political-

Parties/dp/3844391096/ref=sr_1_35?s=books&ie=UTF8&qid=1316814604&sr=1

-35 

 

This work examines the marketing strategies of dominant political parties in 

Nigeria with focus on 2003 General Elections. The broad objective of the research 

is to examine whether contemporary political parties in Nigeria are market-

oriented organizations; and whether marketing offers a solution to the current 

democratic challenges in Nigeria. The study employed the survey method of 

research in which the data required for the study were generated through the 

instruments of questionnaire, and in-depth interviews . Four dominant political 

parties were selected out of thirty political parties that participated in the 2003 

General Elections, and their electorates. Quota and stratified sampling techniques 

were mostly used in their selection; and a sample of 800 respondents was 

considered. The answers to there turned questionnaire formed the data which were 

analyzed with tables, frequencies, percentages, ANOVAand chi-square to 

crystallize the findings. The findings indicate that 52% of electoral success in 

Nigeria is determined by marketing strategies whilet he remaining 48% is 

ascribable to anti-democratic forces like state power, godfatherism, etc.  

 

About the Author 

Born in Eliozu, Port Harcourt in Nigeria. He holds a Ph.D inMarketing with 

emphasis in Political Marketing & Management. He has authored a number of 

books across disciplines and published research findings in learned journals. He is 

currently a lecturer/ Consultant in the Business Studies Department of Covenant 

University, Ota, Nigeria. 
 

http://www.amazon.co.uk/Marketing-Strategies-Nigerian-Political-Parties/dp/3844391096/ref=sr_1_35?s=books&ie=UTF8&qid=1316814604&sr=1-35
http://www.amazon.co.uk/Marketing-Strategies-Nigerian-Political-Parties/dp/3844391096/ref=sr_1_35?s=books&ie=UTF8&qid=1316814604&sr=1-35
http://www.amazon.co.uk/Marketing-Strategies-Nigerian-Political-Parties/dp/3844391096/ref=sr_1_35?s=books&ie=UTF8&qid=1316814604&sr=1-35
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Political Marketing in India 

 

By Arun Kumar 
 

Regal Publications (2009) 

 

ISBN-10: 8184840381 

ISBN-13: 978-8184840384 

http://www.amazon.co.uk/Political-Marketing-India-Arun-

Kumar/dp/8184840381/ref=sr_1_31?s=books&ie=UTF8&qid=1316814604&sr=1

-31 

‗Political Marketing in India‘ contains valuable information with regard to the 

value of ‗vote‘ in the democratic system of governance and the methods adopted 

by different political parties to woo their electors to support their ideology. 

Besides retaining the original empirical structure of the election process latest US 

Presidential Election and UK elections find mention in the book in addition to the 

ensuing Parliamentary Elections in India. Electioneering issues have been 

scrutinized in depth by the research scholar besides the role of media and political 

personalities. Findings reveal that the identified gaps enable the political parties to 

improve the focus and result in more efficient economics and more fruitful 

outcomes of political campaigns. The book also analyses the electors psyche and 

factors responsible for convincing him to vote in favour of particular political 

party. The author finds that the process of political marketing is already in practice 

and American Presidential Election is termed as the theatre of marketing 

techniques, incidentally all the democracies in the world have borrowed the same 

from American system. The recent elections in United States adopted the original 

Indian campaigning practice of personal contact with the electors. It is believed 

that the political consultancy is likely to become the second largest consultancy in 

the world in coming 25 years wherein technological advances and tested 

management techniques will be used more frequently to win the elections by 

particular political ideology. 

 

 

Use of Political Marketing in 

Reinventing The Conservatives  

How The Conservatives Became a 

More Market-oriented Party 

 

By Pavel Heczko 
 

LAP Lambert Academic Publishing (2010) 

 

ISBN-13: 978-3-8383-6142-0 

ISBN-10: 3838361423 

https://www.lap-publishing.com/catalog/details/store/ru/book/978-3-8383-6142-

0/use-of-political-marketing-in-reinventing-the-conservatives 

http://www.amazon.co.uk/Political-Marketing-Reinventing-Conservatives-

Market-oriented/dp/3838361423 

http://www.amazon.co.uk/Political-Marketing-India-Arun-Kumar/dp/8184840381/ref=sr_1_31?s=books&ie=UTF8&qid=1316814604&sr=1-31
http://www.amazon.co.uk/Political-Marketing-India-Arun-Kumar/dp/8184840381/ref=sr_1_31?s=books&ie=UTF8&qid=1316814604&sr=1-31
http://www.amazon.co.uk/Political-Marketing-India-Arun-Kumar/dp/8184840381/ref=sr_1_31?s=books&ie=UTF8&qid=1316814604&sr=1-31
https://www.lap-publishing.com/catalog/details/store/ru/book/978-3-8383-6142-0/use-of-political-marketing-in-reinventing-the-conservatives
https://www.lap-publishing.com/catalog/details/store/ru/book/978-3-8383-6142-0/use-of-political-marketing-in-reinventing-the-conservatives
http://www.amazon.co.uk/Political-Marketing-Reinventing-Conservatives-Market-oriented/dp/3838361423
http://www.amazon.co.uk/Political-Marketing-Reinventing-Conservatives-Market-oriented/dp/3838361423
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The society has changed. Party identification and membership have declined 

dramatically. Instead, new political movements have emerged and electoral 

volatility has increased. Voters are acting as customers and politics is often seen 

as a product, which is evaluated on its merits. As a result, political parties have 

changed as well. They are embracing sophisticated marketing methods and 

techniques in order to achieve their goals: design the product, gain support, win 

election and ultimately stay in power. This book describes the rise of marketing in 

British politics at the beginning of the 90s and analyzes the use of political 

marketing by the Conservative Party. It follows the election defeat 1997 and the 

subsequent attempts to modernize the party as well as David Cameron‘s 

rebranding efforts up until September 2008. The book combines traditional 

marketing management science with the three level conceptual model by Lees- 

Marshment. The text should help shed some light on this new exciting 

phenomenon in both marketing and politics and should be useful for students and 

professionals hoping to gain a better understanding of political marketing.   

 

 

The Marketing of Political Parties: 

Differences in the Perception of 

Marketing Techniques 

 

by Marco Gutekunst 
 

VDM Verlag Dr. Müller (2010) 

ISBN-10: 3639312953 

ISBN-13: 978-3639312959 

http://www.amazon.co.uk/Marketing-Political-Parties-Differences-

Perception/dp/3639312953/ref=sr_1_30?s=books&ie=UTF8&qid=1316814604&s

r=1-30 

This book presents a comprehensive examinination whether age influences the 

perception of political marketing methods. An analysis of the current state of 

research, which defines political marketing as a discipline of classic marketing, 

points out the similarities and differences. It further explores the marketing 

environment of political parties and addresses the most controversial issues. 

Qualitative in-depth interviews with experts detect the most commonly used 

techniques in political marketing: election posters, Facebook, YouTube, Twitter, 

candidate websites, TV advertising and local events. A quantitative study explores 

how those techniques are perceived by respondents. Focus group interviews 

further reveal the reasons for the detected significant differences. By comparing 

the results with research data from the United States it further analyses that there 

are indeed intercultural differences in the perception of political marketing.  

 

About the Author 

Marco Gutekunst is working as a Political Advisor with a focus in contacting and 

empowering. After graduating from the University of Konstanz and stages in New 

York, Paris and Cambridge he gained his Master degree at Kozminski University 

in Warsaw. Marco Gutekunst is a doctoral candidate at the University of 

Tübingen. 

http://www.amazon.co.uk/Marketing-Political-Parties-Differences-Perception/dp/3639312953/ref=sr_1_30?s=books&ie=UTF8&qid=1316814604&sr=1-30
http://www.amazon.co.uk/Marketing-Political-Parties-Differences-Perception/dp/3639312953/ref=sr_1_30?s=books&ie=UTF8&qid=1316814604&sr=1-30
http://www.amazon.co.uk/Marketing-Political-Parties-Differences-Perception/dp/3639312953/ref=sr_1_30?s=books&ie=UTF8&qid=1316814604&sr=1-30
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Branding the Candidate: 

Marketing Strategies to Win Your 

Vote 

 

By Lisa Spiller and Jeff Bergner 
 

Praeger Publishers Inc (2011) 

 

ISBN-10: 0313394040 

ISBN-13: 978-0313394041 

 

http://www.amazon.co.uk/Branding-Candidate-Marketing-Strategies-

Communication/dp/0313394040/ref=sr_1_112?s=books&ie=UTF8&qid=1316815

044&sr=1-112 

 

"Branding the Candidate: Marketing Strategies to Win Your Vote" was written to 

empower voters to become sharper, more informed political consumers. It does 

that by taking a close look at political marketing strategies, especially those used 

by the Obama presidential campaign, which took marketing to a new level of 

sophistication. Specifically, the book discusses the creation of the Obama brand; 

how the Obama campaign used database-driven, political microtargeting and high-

tech digital media to reach various market segments; and the campaign's 

development and implementation of new political fund raising techniques. The 

book also discusses how a candidate who is created as a "brand" must cope with 

the challenges of "brand management" once in power. Finally, the authors counsel 

voters on how to arm themselves against the branding and marketing techniques 

that will be employed by candidates in the 2012 election, and they reflect on what 

the widespread extension of these techniques to the political process means for 

American democracy.  

 

About the Author 

Lisa Spiller, PhD, is professor of marketing at Christopher Newport University in 

Newport News, VA. Dr. Spiller is coauthor of the widely acclaimed textbook, 

Contemporary Direct & Interactive Marketing, now in its second edition, and the 

author of many scholarly articles on direct and interactive marketing. She has 

received national, regional, and local awards for her teaching, mentoring, and 

leadership. Jeff Bergner, PhD, has served as staff director of the Senate Foreign 

Relations Committee and as assistant secretary of state. Dr. Bergner received his 

degree from Princeton University; has taught at the University of Pennsylvania, 

University of Michigan, Georgetown University, and Christopher Newport 

University; and has written widely on politics and foreign affairs. 

 

http://www.amazon.co.uk/Branding-Candidate-Marketing-Strategies-Communication/dp/0313394040/ref=sr_1_112?s=books&ie=UTF8&qid=1316815044&sr=1-112
http://www.amazon.co.uk/Branding-Candidate-Marketing-Strategies-Communication/dp/0313394040/ref=sr_1_112?s=books&ie=UTF8&qid=1316815044&sr=1-112
http://www.amazon.co.uk/Branding-Candidate-Marketing-Strategies-Communication/dp/0313394040/ref=sr_1_112?s=books&ie=UTF8&qid=1316815044&sr=1-112
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Chair 
Darren G Lilleker 

The Media School, Bournemouth University, Weymouth House, Fern Barrow, 

Poole, Dorset, BH12 5BB Tel: 01202 595622  

Email: dlilleker@bournemouth.ac.uk 

 

Secretary 
Jenny Lloyd 

University of the West of England, Bristol Business School, Frenchay Campus, 

Coldharbour Lane, Bristol, BS16 1QY Tel: 0117 965 6261 Fax: 0117 344 2289 

Email: jenny.lloyd@uwe.ac.uk 

 

Treasurer 
Robert Busby 

Senior Lecturer, Politics, Liverpool Hope, University, Hope Park, Liverpool, L16 

9JD UK 

Email busbyr@hope.ac.uk 

 

Communications officer 
Jennifer Lees-Marshment 

Department of Political Studies, University of Auckland, New Zealand 

E-mail: j.lees-marshment@auckland.ac.nz 

 

Country co-ordinators 
Canada: Thierry Giasson, Laval University 

Contact Thierry: Thierry.Giasson@com.ulaval.ca  

Website: www.facebook.com/group.psp?gid=356586864579&ref=nf 

  

Czech Republic: Anna Matsukova, MU Department of Political Science, Brno 

Contact Anna: amatuskova@gmail.com 

  

Ghana: Kobby Mensah 

Contact Kobby: kobby_mensah@yahoo.com 

Website:  https://sites.google.com/site/psapmg/czech-republic-pmg-page/ghana-

pmg-page 

  

Greece: Iordanis Kotzaivazoglou 

Contact Iordanis: ikotza@jour.auth.gr 

  

Georgia: Kakhaber Djackeli 

Contact Kakhaber: k.jakeli@rocketmail.com 

  

Indonesia: Firmanzah Fiz, Lecturer and Dean of Faculty of Economics and 

Business, University of Indonensia 

Contact Firmanzah: fizfirmanzah@yahoo.com 

  

Japan: Bryce Wakefield, Woodrow Wilson International Centre for Scholars 

Contact Bryce: Bryce.Wakefield@wilsoncentre.org 
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Macedonia: Gordica Karanfilovska 

Contact Gordica: gordicak@yahoo.com 

  

Malaysia: Khairiah Salwa-Mokhtar, Political Science, USM 

Contact Khairiah: khairiah@usm.my 

Website: https://sites.google.com/site/psapmg/czech-republic-pmg-page/malaysia-

pmg-page 

  

Sweden: Jesper Stromback, Mid Sweden University 

Contact Jesper: jesper@jesperstromback.com 

  

Taiwan: Norman Peng 

Contact Norman: N.Peng@mdx.ac.uk 

  

United States of America: Ken Cosgrove 

Contact Ken: kcosgrov@suffolk.edu 

 

 

 

PMG membership 

 

Membership is free, and activated by google groups. Please email Jenny Lloyd on 

jenny.lloyd@uwe.ac.uk or Jennifer Lees-Marshment on j.lees-

marshment@auckland.ac.nz to be signed up. 
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THE PMG NEWSLETTER DEADLINES 
 

The newsletter may include short summaries of Books, PhD thesis, Masters thesis 

and Undergraduate thesis on political marketing; Events in political marketing 

(forthcoming or a review of those that have taken place), a Democracy debate; 

Practitioner perspectives; Commentary on Marketing in recent elections, and 

commentary pieces on Trends in political marketing. 

  

Articles can be short, as little as 500 words or up to 1500. If you just have a 

perspective on something, or a short snappy versions of the main points from a 

conference paper or article you would like to share, please send them. 

 

 

Deadline for the next newsletter:  

 

March 15 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

2012 deadlines: 

 

March 15 

June 15 

September 15 


