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CHAIR’S NOTE 
 

  

Happy New Year to the Political Marketing Research community, one that is becoming 

international in focus and providing excellent potential for more and more comparative 

work. It is my pleasure to be writing the Chair's note in Canada. Although the climate is 

a little balmier in Bournemouth, I have been participating in a workshop organised by 

Thierry Giasson and his colleagues in Le Groupe de recherche en communication 

politique (GRCP). Discussing some of the themes in political marketing research over 

the last half century and considering some future directions was an interesting 

intellectual task, often we focus on the immediate project rather than reflecting more 

holistically. I enjoyed both writing the essay (which can be found at 

http://tiny.cc/yoidbw and I welcome your comments) as well as interacting with the 

staff and students of GRCP. There is some fascinating work going on within the field of 

political marketing in Canada, as the very recently published collection edited by Alex 

Marland shows, but the work of the students indicates some real innovation in thinking 

about the study and practice of political marketing. I leave Canada impressed with the 

scope and complexity of the studies. 

 

My essay, and the substance of the the discussion around political marketing, was how 

do we go beyond understanding the evolution of practice and instead focus on some of 

the bigger questions in politics generally. A fundamental question is the extent to which 

applying marketing concepts to politics, as well as critiquing the attempts to borrow 

and incorporate marketing tools into politics, can help to enhance democracy. We know 

that levels of trust are low, they have been in decline for a long time and perhaps are 

now at their ultimate nadir. It would seem that the dearth of trust is related to the 

perceived disconnection citizens feel exists between them and their representatives. 

Still pressure and non-electoral groups sap political activism. Perhaps this is where 

democracy is seen to reside, or at least to a far greater extent than is the case within 

parliaments, parties or even in the relations between politics and the media. These are 

all interesting questions for the study of political marketing. 

I am considering organising an event around these themes, maybe next year, at a 

location to be decided. If there is interest around these themes, helping with the event 

and developing a research agenda around the impact (actual and potential) of political 

marketing do get in touch. I would like to build more international collaboration around 

the core questions within the discipline. 

I look forward to hearing from you 

 

Darren Lilleker 

 

Chair

https://artsmail.auckland.ac.nz/owa/redir.aspx?C=db0d7d03d9b44fdc83641512d5d97a71&URL=http%3a%2f%2ftiny.cc%2fyoidbw
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REPORTS AND TRENDS 

The Presidential Election of Egypt: anticipatory comments 

by Dr.Niveen Ezzat Cairo University. Faculty of Commerce. Business 

Administration niveenezzat.ezzat@gmail.com 

The presidential election of Egypt will be held on 23
rd

. and 24
th

. of May 2012 

(with a run-off on 16
th

. and 17
th

.of June 2012 if no candidate achieved the required 

majority in the first round. This is the second time in the history of Egypt to have 

elections with more than one candidate, the first one was in 2005. 

 The election regulations were issued on Jan 30th. 2012. Candidates have to be 

born in Egypt, may not hold dual nationality and may not be married to a 

foreigner; to be  nominated, you have to get recommendations of 30 MPs or 

30,000 voters, the formal registration for candidates   started on the 10
th

. of March 

2012. 

So far, there are seven candidates, one of them opted out (Mohamed ElBaradei), 

number of other potential candidates (e.g. Ayman Nour, Nabil Elaraby, and 

Hamdeen Sabahi.) are expected. 

The candidates are: Amr Moussa, Hazem Salah Abu-Ismail, Abdel Moneim Aboul 

Fotouh, Bothaina Kamel, Ahmed Shafik, and Khaled Ali. 

Amr Moussa 

When asked about the rumors that he might go for the 2012 presidential elections, 

he refused to declare the possibility of running for the office, leaving the door 

open to expectations by saying that, "It's the right of every citizen who has the 

capacity and efficiency to aspire to any political office that would allow him to 

service his nation". He stated that the qualities required for the President also 

apply on Gamal Mubark, arguing that the citizenship rights and obligations which 

apply to him can also be applied to Gamal.
 
He also expressed appreciation for "the 

confidence expressed by many people when they talk about his candidacy, and 

expressed that the message reached him. 

On February 27
th

. 2011, he announced he will go for presidency saying "God 

willing, I will be one of them”. 

 

Hazem Salah Abu-Ismail. 

  

Mr. Abu-Ismail is an independent politician, lawyer, a thought Islamic leader, 

Political, and Public Affairs. He has published several legal and constitutional 

researches specialized in education, administration economics and forensic 

science, a prominent lawyer, the head of a well-known law firm in Cairo, and has 

pleaded many well-known court cases and significant political issues. Mr. Abu-

mailto:niveenezzat.ezzat@gmail.com
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Ismail is a specialized lawyer and is the author of a published reference for legal 

defense, appellate court, and constitutional law. 

 

Abdel Moneim Aboul Fotouh 

Mr. Aboul Fotouh , a Muslim Brotherhood Figure, popular with Egyptian youths, 

declared his candidacy in May 2011. On June 20,he was expelled from the 

Brotherhood for this decision, as it contradicted an earlier Guidance Bureau 

decision that the Brotherhood would not put forward a candidate in 2011. 

Mohammed Salim Al-Awa 

Mr. Al-Awa, a lawyer and an Islamic thinker, declared his candidacy on 14 June 

2011.The fact that Al-Awa and Aboul Fotouh belong to the same school of 

thought have led to press speculation about vote-splitting and the possibility of 

their uniting behind a single candidate. Mr.Aboul Fotouh has recognized this 

possibility. 

Bothaina Kamel 

Mrs. Kamel, a media person and pro-democracy activist, announced her 

candidacy in April 2011. 

Ahmed Shafik 

Mr. Shafik launched his presidential campaign on 2 November 2011. He was the 

last Prime Minister appointed by Mubarak after the beginning  of the 2011 

revolution in January. He resigned only three weeks after the deposition of the 

long-term president. Shafik claims to be on good terms with the ruling Supreme 

Council of the Armed Forces. 

Khaled Ali 

Mr.Ali announced his campaign on 27 February 2012, the youngest candidate to 

enter the race, Mr. Ali is a prominent Egyptian lawyer and activist, known for his 

work advocating reform of corruption in the government and private sectors , 

promoted social justice and labor rights. 

 Al-Ahram Weekly called him a" legendary anti-corruption crusader" and Counter 

Punch described him as "Egypt’s best-known counselor and defender of 

independent unions and worker protests.  In 2011 he won the “Egyptian 

Corruption Fighter” award. 

his supporters see him as filling the void left by Mohamed ElBaradei's 

withdrawal. Mr.Ali is not well-known to the public, and even those who are 

familiar with him have tended to be surprised by his decision to participate, his 

profile is not compared with the other "star" candidates. Mr. Ali's lack of 

experience as a politician is a concern. Many, even in the revolutionary 
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movements, remain skeptical about his candidacy. Mr. Ali's candidacy has not 

been seen to have a high likelihood of success. Critics argue that his chance of 

winning is low, and are further concerned that he could split the vote in a way that 

would sway the election towards representatives of the prior regime. 

Socialist Popular Alliance Party and Egyptian Socialists members told Egypt 

Independent that they are seriously considering backing Ali’s candidacy. “Up 

until now, the situation is unclear, Khaled may be our choice. Some are proposing 

a potential partnership between Khaled Ali and Abouel Fotouh [where Ali can be 

his deputy]," said Marwa Farouk, a member of the Popular Alliance. Yet, no party 

has endorsed Ali. 

So far, the number of the presidential applications is over 300 . 

As per the constitution, Egypt has a multi-party  system; however in practice the 

National Democratic Party was the long-time ruling party and dominated the 

Egyptian political arena up until the Egyptian Revolution which ousted NDP 

President Mubarak. Under Mubarak, opposition parties were allowed, but were 

just “form with no substance”. 

 As of February 11, 2011, the Supreme Council of the Armed Forces has been 

ruling Egypt. 

On March 28, 2011, the Council introduced the Political Parties Law which 

released restrictions on the legal establishment of new political parties in Egypt. 

The legislation has still however been criticized as discriminatory. Under the law 

new parties are now required to have at least 5000 members from at least ten of 

Egypt's provinces. Originally new parties were only required to have 1000 

members. And new party leaders are required to raise at least LE 1 million to 

publish the names of the founding members in two widely-circulated dailies, seen 

as favoring wealthier interests 

 

 

 

But I don’t care about politics! What can we learn about voters from 

consumer behaviour theory: initial ideas 

Tiffany Winchester 

Deakin Graduate School of Business, Deakin University, Australia 

Email: tiffany.winchester@deakin.edu.au 

 

While watching my local MP and other candidates begin canvassing for an 

upcoming election while living in the UK, it occurred to me that many of the 

terms they were using sounded a lot like marketing terms. So I began to wonder, 

could marketing be applied to politics, similarly to how it has had widespread 

application to other disciplines? Much to my delight, this area of political 

marketing was a new, yet constantly growing field, where many others had come 

to the same conclusion. As I began to research this field, reading textbooks, 

journal articles, and blogs in the area, I began to become wrapped up in the idea 

that, similar to Lloyd’s earlier piece titled “Am I bovvered…” that if only we 
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could somehow engage voters, and get them interested, then they would 

participate in politics, and realise how important their participation was to the 

process. 

 

However, other conversations with these constituents, many of whom refused to 

bother voting, or simply did not care, began to bring me back to reality. I think 

Harris & Lock (2010) sum it up nicely: “It is frequently forgotten by political 

commentators and academics that the majority of voters do not share their 

fascination with politics” (p 298). 

 

Since moving to Australia, I have been introduced to the concept of compulsory 

voting, and surprisingly, many Australians strongly support the idea of what some 

might consider ‘forcing’ them to vote. Australian politicians do not need to focus 

on getting people out to vote, as compulsory voting makes registering and voting 

enforceable. They also do not need to target those who are the most likely to vote, 

as with a 95% turnout on average, this includes most of the population. In 

Australia, democratic decisions are not done by the ‘enlightened elite’, or those 

who take the time to carefully assess each candidate before making their vote 

(DeLuca, 1995). Instead, Australia’s vote is made by almost all of its citizens, and 

therein lays the potential problem: those with political apathy cast votes. So how 

is this group of people to be approached? How do they make decisions on whom 

to vote for? Is there a way of appealing to this group of individuals who choose 

who should be in power with potentially less interest than they do in choosing a 

chocolate bar? If this is the case, then perhaps politicians should be marketed as a 

bar of chocolate, rather than a complex political offering that not only a few 

understand, but even care about.  

 

The study of consumer behavior, or voting behavior, within political marketing is 

an important one, not only from a theoretical but also from a practical viewpoint. 

Political parties spend large amounts of money, as well as social costs, trying to 

gain those crucial votes to win their seats, and getting voters to be committed, so 

understanding the decision making process is practical from this viewpoint, as the 

outcome can depend on understanding voter needs and wants (O'Cass, 2002).  But 

one question is if that is even possible? Perhaps it’s not a high-involvement 

decision, or even rational, as many theories of marketing stem from. Instead, 

maybe we need to look at how these apathetic, uninterested voters form their 

decision. From a theoretical standpoint, understanding consumer behaviour is a 

much-debated topic in marketing, and adding to that knowledge by application of 

the principles in another field makes the models used even stronger and more 

supported. 

 

References 
DeLuca, T. (1995). The Two Faces of Political Apathy. Philadelphia: Temple 

University Press. 

Harris, P., & Lock, A. (2010). "Mind the gap": the rise of political marketing and 

a perspective on its future agenda. European Journal of Marketing, 

44(3/4), 297-307.  

O'Cass, A. (2002). A micromodel of voter choice: Understanding the dynamics of 

Australian voter characteristics in a federal election. Psychology and 

Marketing, 19, 1025-1046.  
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NEW WEBSITE 

 
 

PMP Canada website is now online! 

Dear members,  

We are proud to announce that PMP Canada's website has been launched!  

The website is an addition to our Facebook and Twitter pages. It has been 

conceived as a reference about political marketing in Canada. You will find 

forthcoming events and call for papers. The website presents also our resources 

center. Our resources center brings together Canadian references on political 

marketing. Journalists will discover the experts of the field, while students and 

professors will find resources that will help them with their political 

communication classes, MA thesis and dissertations.  

Don't hesitate to take a look at our website at 

http://www.pmpcanada.com.ulaval.ca/ 

Émilie Foster 

Coordonator 

Political Marketing - Politique Canada (PMP Canada) 

 

 

https://artsmail.auckland.ac.nz/owa/redir.aspx?C=6550825d4a8c4842a3114f3f430f9bab&URL=http%3a%2f%2fwww.pmpcanada.com.ulaval.ca%2f
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CALLS FOR PAPERS, CHAPTER PROPALS ETC 

 
 

Call for chapter outlines by 1 April 2012 for Political marketing in the United 

States 

Edited by Jennifer Lees-Marshment, Brian M Conley and Kenneth M Cosgrove 

Contracted by Routledge USA 

 

 

A new book on political marketing in the US has been contracted by Routledge. 

Positive comments from readers of the book proposal noted the importance of 

such a book: ‘the topic is of considerable interest and the available literature is 

thin;’ ‘the clear and realistic potential to produce an all-encompassing and up-to-

date study of political marketing in the US.’ They also noted a key strength was 

having a uniform set of guidelines for each chapter and suggesting generic 

theories relevant to elections in general, not just the previous presidential election. 

It has ‘strong potential of interest within the scholarly community.’ It also became 

clear how there is very much the need for a book solely dedicated to political 

marketing – as opposed to campaigning – in the US. 

 

Readers of the proposal also made suggestions for improvement. They noticed the 

need for chapters to be up to date – i.e. not just a rehash of previously published 

work. Authors therefore need to reflect on recent events and changes such as the 

forthcoming 2012 presidential election, 2010 mid terms, the Tea Party, the extent 

to which the Howard Dean / Barack Obama campaign model has developed since 

2004/8. The readers also suggested that all chapters need to be more logically 

structured and repetition of topics avoided; that there needs to be more 

engagement with US political science literature and there needs to be a chapter on 

US political advertising. 

 

The editors are therefore putting out a new call for proposed chapters, asking 

prospective authors for a more detailed outline and suggestions as to how they 

will ensure the material is more up to date (without making it just about one 

election), before officially contracting them. When reviewing the outlines we will 

consider the overall structure of the book as well as the quality of the individual 

chapter proposal. We will also advise authors about relevant political marketing 

literature that needs to be consulted as well as any pertinent non-marketing 

literature in US political science. 

 

We ask for chapter outlines to be submitted by 1 April 2012. Other key deadlines 

are: 

 

Authors submit first draft of chapter 

 

1 February 2013 

Authors submit final draft 

 

 May 2013 

 

 

Below are further details about the book and suggested chapter topics authors 

might like to submit a chapter outline for, though you are free to suggest 
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additional topics. This is a really exciting opportunity to contribute towards a 

potentially ground breaking book that will have a strong market both in the US 

and worldwide. 

 

Prospective authors are welcome to discuss their potential chapters with any of the 

editors. 

 

Overview and rationale of the book 
Political marketing in the United States will explore how politicians and parties 

utilize marketing concepts and tools, providing an up to date and broad overview 

of how marketing permeates US politics. The focus will be on current and recent 

elections and leaders, and it will cover a range of topics, including market 

research, marketing parties and volunteers, strategy and branding, 

communications, delivery and marketing in government. 

 

The editorial team combines the international expertise and editorial experience of 

the lead editor Jennifer Lees-Marshment with that of US-based scholars Brian 

Conley and Ken Cosgrove and the book will involve a worldwide team of US and 

international scholars who will offer the latest perspective on US political 

marketing. Given that the US is often looked to for the latest trends in political 

marketing, not only will this be attractive to readers of American politics, it will 

also attract global attention. Whilst scholars of other countries have produced 

successful country-focused work (e.g. Political marketing in Canada edited by 

Alex Marland et al is in press for 2012; The marketing political parties: political 

marketing at the 2005 election, edited by Darren Lilleker et al, MUP), this will be 

the first edited book on US political marketing. Whilst earlier monographs by 

Bruce Newman (1994, 1999) focused on marketing by specific presidents, and the 

first Handbook of political marketing (Sage, 1999) provides good foundations, 

there has never been an edited book on political marketing in the US, let alone one 

produced recently. There have been many changes in political marketing practice 

recently, included greater use of segmentation, micro-targeting, branding and e-

marketing, as reflected in the first textbook in the field, Political marketing: 

principles and applications (Routledge 2009).  

 

Routledge’s own book, The Routledge Handbook of Political marketing (2012, in 

press) utilized many US authors or US-focused examples, which in combination 

with an emerging network stimulated by the first workshop on political marketing 

organized as a short course at APSA 2010, has provided a new network of 

scholars specifically interested in political marketing on which this edited book 

can draw. The market for political marketing books has expanded considerably in 

the last 5 years, so the time is right for a US-focused publication. 

 

The main themes and objectives of the book are to cover: 

 New and emerging trends in political marketing practice 

 Analysis of a broad range of political marketing aspects 

 Provide empirical examples as well as useful theoretical frameworks 

 Include discussion of state/local level as well as presidential politics 
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Each chapter will be required to follow a set structure, such as: 

1. Overview of the topic 

2. Review of previous literature 

3. Theoretical framework 

4. Empirical illustration/case study 

5. Conclusions – for research and practice 

 

This set structure will enable the editors to provide a summary of key themes and 

directions in political marketing research and provide reflection on the democratic 

implications of political marketing in the conclusion chapter.  

 

Chapter outlines: deadline 1 April 2012 

Please submit an outline of your chapter of up to 500-1000 words including: 

 

1. Your name, institution and email 

 

2. Title of the proposed chapter 

 

3. Proposed content, following the prescribed structure: 

a) Overview of the topic 

b) Review of previous literature 

c) Theoretical framework 

d) Empirical illustration/case study 

e) Conclusions – for research and practice 

 

4. The key contribution the chapter will make to our understanding of political 

marketing, both in the US and generically (this is to make it clear that the chapter 

is about political marketing, not just campaigning more broadly) 

 

Please send the outline to Jennifer Lees-Marshment email j.lees-

marshment@auckland.ac.nz 

 

Suggested chapter topics 

Here are some suggested chapter topics authors might like to submit a chapter 

outline for although we welcome alternative and additional subjects. 

 
Researching the US market 
Market research in the US, The rules of the US political market place, Voter 

targeting, profiling, Market segments, Voter/consumer behavior in the US, 

Political consumerism, grassroots led marketing (e.g. Occupy: a social movement 

setting market conditions?), The impact of audience demography/segments on the 

uses of social media 

 

Organizing 
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Network Marketing, Social Media, Face to face marketing, Marketing donations, 

Brand Communities and Grassroots Campaigning, relationship internal marketing, 

Interest group (ngo) marketing to the public/members 

 

Strategising 

Brand Warfare, Boutique Populism, Gender and political marketing, marketing 

candidates at the local level, Marketing strategy for campaign versus government ; 

Marketing strategy for different governmental levels (both Houses of Congress 

and the White House, at the state level and at the major municipal level), 

Segmentation strategies and their uses by whom, where, when and at what levels 

 

Communicating 

Marketing leaders in the 2012 election, Marketing and political advertising, 

Marketing in the campaign, Building the political brand online, Public relations in 

America, Communicating a market-orientation in power, Crisis management in 

government and campaigns, The uses of Relationship marketing tools like 

Constant Contact to build audience awareness and brand image, The language of 

marketing, Different types of marketing campaigns (grassroots, netroots or 

Astroturf), Direct to consumer (eg Youtube) marketing, Websites as marketing 

channels 

 

 

Governing 

Managing delivery in power, Intragovernmental marketing Marketing of 

government agencies and policies to the public Marketing policy in power, 

Interest group (ngo) marketing  to government, nation Branding 

 
Other details 

Word length of chapters will be maximum 6500 including everything – 

references, figures etc. 

 

The total length for the book 140,000 words or 336 book pages including all 

material. 

 

The referencing style will be Harvard, with only bare notes allowed. 

 

Further details will be supplied later in the process, such as that all figures/graphs 

etc must be supplied in black and white for publishing. 

 

The review process 

Whilst some authors will be familiar with the international political marketing 

literature, some will also be new to the field, whilst being expert in areas such as 

political communication and campaigning. Thus, at the outline and drafting stage, 

authors will be guided as to what political marketing literature is relevant to their 

chapter. This is important to ensure high quality and also that book is distinctively 

about political marketing, and thus a clear market leader, rather than just generic 

campaigns/communication which would then place it in competition with existing 

campaign books. The lead editor will play a key role here; whilst the US based 

editors will ensure appropriate US content, context and examples are used. 
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Once contracted, authors will be asked to provide a first draft, which the lead 

editor will conduct a first review on, and the two other editors will add a second 

review (reviewing half of the chapters each). Advice will be offered for 

improvement and any concerns about quality or fit noted at this stage, so authors 

have the opportunity to improve before they submit the final draft. Chapters may 

still be rejected at the final draft stage, to ensure a high standard is maintained and 

that the book overall works. 

 

The goal is that the book is be of high quality but also innovative and aims to set 

new directions in US but also global political marketing research. 

 

Overall time frame 

 

 Deadlines 

2012 

Editors end out call for chapter 

outlines 

 

February 2012 

Potential authors submit chapter 

outlines to lead editor 

1 April 2012 

Editors review outlines and 

notify/contract authors  

1 June 2012 

2013 

Authors submit first draft of chapter 

 

1 February 2013 

Lead editor completes 1
st
 review of 

each chapter; sends half to each 

editor for 2
nd

 review 

1 April 2013 

Other editors complete 2nd review of 

chapter 

1 May 2013 

Review returned to authors 

 

1 June 2013 

Authors submit final draft 

 

 May 2013 

Editors complete introduction and 

conclusion chapters 

September-October 2013 

Formatting of manuscript 

 

November 2013 

Submission of manuscript 

 

December 2013 

 

 

Call for papers for political marketing sections at international conferences from Paul Baines 

 

The Russian, East European and Eurasian Center (REEEC) at the University of Illinois at 

Urbana-Champaign is the 2012 Ralph and Ruth Fisher Forum, “Political Spaces in Eurasia: 

Global Contexts, Local Outcomes.” This international conference will take place on June 13-

15, 2012 on the University of Illinois campus in conjunction with the REEEC Summer 

Research Laboratory on Russia, Eastern Europe, and Eurasia. The conference will examine 

political marketing as a discipline and practice in relation to the following sub-regions and 

countries: Eastern and Central Europe, the Balkans, Russia, Ukraine, the North and South 
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Caucasus, and Central Asia. Participants will include academic specialists, media members, 

and political marketing practitioners from Eurasia, the United States, and other countries. The 

co-organisers are Richard Tempest, University of Illinois at Urbana-Champaign, and Joseph 

Ben-Ur at the University of Houston-Victoria. 

 

The keynote speaker is Professor Bruce Newman (De Paul University), founder of the 

discipline of political marketing. Professor Newman, who has worked as a consultant for 

President Bill Clinton and political figures in Europe, is Editor of the peer-reviewed Journal 

of Political Marketing, the leading publication in the discipline. 

 

The Organizing Committee invites both social science and humanities perspectives on the 

region and is hopeful that the cross-disciplinary nature of the event will stimulate discussion 

and produce valuable analytical outcomes. Topics will include (but are not limited to): 

 

Political campaigns and political consulting 

Cultural psephology: national elections as artistic productions 

The impact of the global crisis on the political and electoral process 

The poetics of political charisma across societies 

The political science of the human body: the body as an instrument of leadership 

Voter and citizen behavior in national, transnational, and cross-cultural contexts 

The new social media as an electoral and extra-electoral factor 

The impact of EU enlargement on voting behavior in the new members states 

The Color Revolutions and post-revolutionary electoral politics 

The 2011 parliamentary and 2012 presidential elections in Russia 

The use of public opinion and political marketing as a governing tool 

 

Selected papers will be published in a special double issue of the Journal of Political 

Marketing. In addition, conference proceedings will be posted online and published in 

electronic form. Papers must be submited by May 15th. 

 

 

For full details, please email Richard Tempest at rtempest@illinois.edu. 

 

The other conference is the Australia and New Zealand Marketing Academy Conference to 

be held by the Ehrenberg Bass Institute University of South Australia in Adelaide, Australia, 

3-5 December, with a call for papers deadline of June 30, see link below: 

 

http://www.marketingscience.info/anzmac-2012 

 

In both cases, a competitive paper is about 5 pages, so not too onerous a writing task. If you 

would like advice on whether your paper might be suitable, feel free to contact me, providing 

an abstract of the paper. Contact me at paul.baines@cranfield.ac.uk. Please note that I am 

acting as track chair for the political marketing track at both conferences. 

 

I sincerely hope to see many of you at one or two of these conferences. 

 

Dr Paul Baines 

 

Managing Editor, Europe, Journal of Political Marketing 

Cranfield School of Management, United Kingdom 

 

mailto:rtempest@illinois.edu
https://artsmail.auckland.ac.nz/owa/redir.aspx?C=6550825d4a8c4842a3114f3f430f9bab&URL=http%3a%2f%2fwww.marketingscience.info%2fanzmac-2012
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POSITION ANNOUNCEMENT 
 

THE GEORGE WASHINGTON UNIVERSITY 
FACULTY POSITION ANNOUNCEMENT 

 

The George Washington University.  Director, Political Management Degree Program, 

Graduate School of Political Management.  The College of Professional Studies (CPS) invites 

applications from qualified applicants to this full-time faculty position at the associate 

professor level with an administrative appointment as Director of Political Management.  The 

master’s degree in Political Management is for students seeking training in applied politics, 

as it applies to campaigns and elections, advocacy and lobbying, political leadership and 

communication.  (For more information on the program, see http://www.gspm.gwu.edu).  

Political Management is one of the three degree programs in the Graduate School of Political 

Management, together with Legislative Affairs and Strategic Public Relations.   

 

Duties and Responsibilities:  The Program Director is responsible for curriculum 

development, faculty recruitment, assignment and review, teaching 4 courses per year, 

participating in student recruitment, admissions, advising and monitoring student progress 

through the degree program.   

 

Basic Qualifications:  A Ph.D. in political science, political communications, or related field; 

experience in the field of applied politics; an active research agenda, evidenced by peer-

reviewed papers and publications; and the ability to teach graduate level courses on campaign 

management, elections, recent American political history, politics and ethics.  

 

Preferred Qualifications:  a significant record of scholarly writings in the field of applied 

politics, elections, and campaigns; experience in applied politics as a campaign adviser, 

media consultant, or advocacy specialist; a worldwide reputation in the emerging field of 

political management.  This is a twelve-month, non-tenure-track, renewable appointment with 

an initial appointment period of three years, beginning July 2012.  The university seeks to 

attract an active, culturally and academically diverse faculty of the highest caliber; women 

and people of color are particularly encouraged to apply.   

 

How to apply:  Send a letter of application, Curriculum Vitae, and three letters of reference 

to: 

 

  Chair, Political Management Search Committee 

  Graduate School of Political Management 

  College of Professional Studies 

  805 21
st
 Street, N.W., Suite 401 

  Washington, D.C. 20052 

 

Only complete applications will be considered.  Review of applications will begin April 23, 

2012 and continue until the position is filled.  The George Washington University is an Equal 

Opportunity/Affirmative Action Employer. 

 

 

 

http://www.gspm.gwu.edu/
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RESEARCH STUDENT THESES IN POLITICAL MARKETING 
 

Summary of Master Thesis 
Thesis Title: An Analysis of Barack Obama's Media Campaign Strategies for the 

2008 Presidential Election: An American Approach to Political Communication  

 

Mitra Naeimi  

MA of North American Studies-Cultural Studies, Faculty of World Studies, 

University of Tehran, Iran  

Email: sim08nmi@student.lu.se  

Website: http://lu.academia.edu/MitraNaeimi  

 

Supervisor: Dr. Hamid Abdollahyan  

Associate Professor of Media & Communication Studies, Faculty of Social 

Sciences, University of Tehran, Iran  

Email: habdolah@ut.ac.ir  

Website: http://tehran.academia.edu/HamidAbdollahyan  

 

 

Barack Obama's success in the primary and general rounds of the 2008 

presidential election took place against regularities of American history as an 

African American had not normally been a serious rival in the US political 

elections. Accordingly, I discussed that although ethno-racial issues are the 

significant aspect of American society, as well as the significant aspect of 

American political culture, Obama's success, nevertheless, resulted from the 

effects of the American political communication, i.e., political marketing. I also 

claimed that he and specifically his campaign made the brand ‟Obama‟. In order 

to examine this claim, I discussed that the area of political communication, 

specifically political marketing does not have much literature dealing with 

multidisciplinary nature of this field. The thesis, therefore, was an attempt to 

contribute to this field of research. Based on a theoretical triangulation I offered a 

new political marketing model. Having discussed the triangulated model, I 

explained that branding is being done by means of storytelling. In the 

methodological section, I applied two different qualitative methods, namely 

qualitative content analysis of Mayring and critical discourse analysis of 

Fairclough in order to operationalize the theoretical framework.  Moreover, in 

order to  narrow down the research commitment and its focal issue and to 

concentrate on research problematic, the only consideration was that I chose some 

of Obama's speeches (written texts) which he made from his announcement for 

president (February 10, 2007) to general election.  

 

Analyzing the Obama's speeches, I discovered that the discourse which is 

(re)producing in his campaign is “change‟. By change, Obama meant either 

national or global change. By national change, he mainly meant renewing 

American Dream. Global change mainly referred to the US foreign policy which 

has a global effect. Moreover, qualitative content analysis of branding 

demonstrated that Obama is a brand, since he is the hero of the story. In this story, 

Obama claimed that the conflict is that Americans pursue change, however, 

Obama's rivals do not believe in change or they do not understand that Americans 

need it. Therefore, Obama claimed that he is the only candidate who believes in 
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change and can pursue it. Moreover, Obama tried to construct “we” as his 

supporters, and thus argued that all Americans are united, regardless of their 

religion, class or political dependence. In other words, he said that all Americans 

as “we” must support him if they want the US to be changed. Beside, Obama had 

some policies for this change. These policies were the plot of the story. The 

message of the story, therefore, was that they should hope for radical and people-

wise radical changes in managing American Society. All findings, overall, 

demonstrated that Obama was branded for the 2008 presidential election. On the 

other hand, the new political marketing model offered in the thesis, as an attempt 

to advance political marketing research in the area of the US, facilitates decoding 

the campaigns when their main strategies are branding. Thus, by means of this 

model, one can explain the way political candidates and campaigns try to 

influence on voters in order to vote for them. Finally, I believe that the main 

benefit of political marketing researches is to develop further understanding of the 

way marketing strategies influence democratic processes. 
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 BOOKS 
 

 

Political Marketing - Persons, Parties and Praxis  

Edited by Sigge Winther Nielsen (2011) 

Copenhagen: Karnov Group.  

 

 
http://www.thomson.dk/pls/pdb/katpage.show_title?p_funk=mail&p_varebestillin

g_id=17365&p_vare_id=21513&p_kampid=17 

The discipline of political marketing has gained widespread attention in many 

Western countries. However, in other nations it has been remarkably overlooked 

by political scientists and marketing researchers. An example of this is Denmark. 

And this is striking since Denmark is physically and mentally situated close to the 

UK, where the discipline has flourished the last decade. The aim of this book is 

therefore in general to show how drawing on concepts and ideas from marketing 

can elucidate the relationship between parties and voters, and, in particular, how 

specific Danish phenomena can be explained through the lens of marketing 

theory.  The book contains ten contributions from both researchers and 

practitioners, who relate different aspects of political marketing to Danish cases. 

Two interesting findings can be mentioned here:  

1) A large proportion of the Danish electorate is made up of critical consumers; 

they observe politics as a game of good and bad marketing. Voters thus go behind 

the scenes, which potentially makes it even more difficult for party strategists to 

change voters’ minds when they try to see through the advertising. 

2) A coupling of ideas of voter heuristics and marketing research demonstrates a 

new way to micro target voters. That is a psychological micro targeting, which is 

based on voters’ cognitive comprehension schemes. 

About the editor: 

Sigge Winther Nielsen is a political scientist from University of Copenhagen, 

Denmark and Visiting Scholar at Columbia University, New York. He has 

published books about the Danish political scene, several journal articles and is 

http://www.thomson.dk/pls/pdb/katpage.show_title?p_funk=mail&p_varebestilling_id=17365&p_vare_id=21513&p_kampid=17
http://www.thomson.dk/pls/pdb/katpage.show_title?p_funk=mail&p_varebestilling_id=17365&p_vare_id=21513&p_kampid=17
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currently finishing his Ph.D. about brands and strategy in politics. Specifically, he 

has recently finished a large study about Danish voters’ party associations. More 

than 15,000 associations from a representative sample of the Danish electorate (n= 

2251) formed a measure of Political Brand Value. On this ground statistical 

analyses showed an impact of Political Brand Value on vote choice, even after 

controlling for traditional political science variables connected to voting behavior: 

cleavage structures, party identification, and issue ownership. 

 

 

Political marketing in Canada  

Edited by Alex Marland, Thierry Giasson and Jennifer Lees-

Marshment 

UBC Press, January 2012 

http://www.ubcpress.ca/search/title_book.asp?BookID=299173582 

The book will be available for purchase as an ebook through the 

Google ebookstore, costing CA $32.95, around end of February; 

and as a paperback in August 2012 

 

Political marketing is used worldwide as politicians and their advisors draw upon 

business tools to connect with an increasingly critical electorate. It is changing the 

way political parties electioneer as they employ segmentation, market research 

and branding to create popular products and communicate delivery once in power. 

This is the first book on political marketing in Canada. It considers the 

consequences of the practice of political marketing for leadership, policy, 

governance and the government-citizen relationship. It explores how voters act 

like consumers and evaluates how market research, strategy, market-orientation, 

communication and delivery management are used by political parties, 

governments and interest groups. Dynamic case studies include the resurrection of 

the Conservative Party’s use of political marketing, how the news media covers 

political marketing, online relationship marketing and Tim Hortons as a political 

brand. 

Observers of party politics and elections will gain insights into how political 

marketing is operating in Canada and those interested in democracy will obtain 

fresh perspectives about the changing relationship between political elites and the 

public. Political Marketing in Canada offers new research into a global 

phenomenon and considers how Canadian politicians and their advisors have 

adapted international approaches to create a unique, Canadian form of political 

marketing. 

http://www.ubcpress.ca/search/title_book.asp?BookID=299173582
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The Routledge Handbook of Political Marketing 

Edited by Jennifer Lees-Marshment 

Published 2012 

Routledge 

ISBN 978-0-415-57993-3 

http://www.routledge.com/books/details/9780415579933/415579933/ 

 

The Routledge Handbook of Political Marketing offers cutting edge fresh 

perspectives on how politicians, parties and governments can use political 

marketing to develop a more productive relationship with the public. The 

handbook explores a range of market research methods, including polling, focus 

groups, segmentation, voter selection and targeting, but also deliberation and co-

creation; market-orientation, niche marketing and political branding; relationship 

marketing and direct marketing to members and volunteers, marketing 

fundraising, and the role of party officials in political marketing; the branding and 

positioning of candidates, populist marketing, election marketing 

communication, interactive leaders, political public relations and online 

marketing; and delivering in government, government public opinion research, 

marketing by interest groups, branding public policy and making space for 

leadership. Written by leading and emerging scholars around the world, each 

chapter presents new research, and offers advice for practitioners, each chapter 

discusses the impact on politics and democracy, and comments on the way 

forward for research or practice. This provides a flagship work in the field that 

will not only produce an accessible introduction to the field but will set the 

direction of research in the years to come. 

 

 

 

 

http://www.routledge.com/books/details/9780415579933/
http://www.routledge.com/books/details/9780415579933/
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BOOK REVIEWS 

Alex Bentley, Mark Earls and Michael O’Brien (2011) I’ll Have What She’s 

Having: Mapping social behaviour, Cambridge, MA: MIT Press, pp. 146, 

$22.95/£15.95. 

Bentley et al, in this short and accessible text, explore the phenomena surrounding 

social interaction and influence. Their question is how do we understand copying. 

More specifically, how do individuals learn from one another, influence one 

another and to what extent is man a rational independent actor or simply a 

follower. The discussion begins in the Pleistocene era, when man had to learn how 

to survive. Here not only do we observe social learning but understand how it was 

written into the human genes. The authors argue that the same mechanisms within 

human cognition exist; they have simply evolved from learning how to survive to 

how to survive within modern society. Therefore the rules of copying no longer 

simply follow a ‘copy if better’ norm, although this may help us to understand 

how technological innovations spread [think of the touch screen], but now relate 

to the creation of social norms. Social norms are often created through marketing 

communication, promoting a product as the ‘must have’ item, as well as political 

communication. The so-called ‘movement for change’ around Obama was a form 

of group think inculcated through the power of the campaign messages.  

The power of a social cascade is thus highlighted as the way in which individuals 

believe they are acting independently but are actually being influenced. Influence 

in the 21
st
 Century is likely to be from many sources simultaneously, those who 

are our friends or whom we follow on social media, the media we read but also 

the people we spend time with during our day to day lives. Our lives can be 

described as a rich collage of influences, each being processed and weighed in our 

minds prior to acceptance or rejection. What is less clear is how cascades start 

and, in particular, how unintended cascades occur across a society. Why, for 

example, might parents choose to give their child a name that ends up shared with 

a third of other children born at the same time? Surely this is not intentional, and 

may well be innovative in each particular case, or copying someone famous 

without realising that others would do the same, but why do people independently 

choose the same innovation? The authors explain four cognitive conditions. When 

there are few options and few sources of influence a process or rational choice 

occurs, possibly because the choice is actually a no-brainer. Where there are many 

options but few sources of influence, so everyone is behaving differently, the 

decision amounts to nothing but a random guess. If there are few options but 

many sources of influence this results in directed copying, individuals looking to 

those who they respect and copying their choice. It is when there are many options 

and many sources of influence, but yet copying is evidenced and a behaviour 

appears as the choice of the majority, that we have undirected copying. The 
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challenge is identifying the reasons for the copying, something the authors cannot 

fully explain.  

Political choice is often described as a rational choice, and perhaps following 

Bentley et al’s schematic there is a reason. Choices tend to be limited, in particular 

realistic choices for who would be president or party of government, and sources 

of influence tend to be polarised. However, does this always result in a rational 

and deliberative choice outcome? Those who are reliant on media with particular 

partisan biases, or adopt one during a contest, may well fall into directed copying. 

The choir of voices supporting one party, the UK Sun newspaper’s reporters’ 

backing of the Conservatives perhaps, can lead to a predisposition to adopt the 

ideas as your own. There may also be a range of random guesses taking place. 

While there may not be many similar options, the options may seem very similar 

and even overwhelming to those who have little political knowledge. Unless there 

is a clear direction from the media, peers or other respected sources of 

information, voter choices may amount to little but a random guess once in the 

ballot box. It is more difficult to consider how undirected copying takes place 

within a political environment. There may often be many sources of influence, 

given that most campaigns are dominated by marketing communication. Equally 

there may be the perception that there are many similar options, or at least an 

overwhelming choice may exist. Can a combination of influences, from peers, the 

media, opinion polls, lead to undirected copying? Can we explain the bandwagons 

that brought Tony Blair or Barack Obama to power in this way? The challenge 

here is would anyone admit to copying and if not how could we detect such 

behaviour? 

The book is aimed at the expert, though accessible due to its brevity it would be a 

challenge to newcomers to the topic and offers few signposts to further reading. 

However, the role of the book is to raise some important and interesting questions 

about individuality and its limitations. No human would want to think of 

themselves as having similar thought processes to those associated with sheep or 

lemmings. Few would ever admit to blind following. Yet we can see in the cases 

of suicide bombers, rioters on the streets of London, or participants in protests that 

escalate from peaceful marches to public insurrection, that blind following 

happens. If Bentley et al explain a significant percentage of human behaviour 

within their schematic then they demonstrate the amount of power that is held by 

social influentials. These influentials may be benign figures, or the creators of 

marketing communication or political propaganda; if it is the latter who 

predominate in our society we may not like what we find when we map social 

behaviour. 

Darren G. Lilleker 

Bournemouth University 
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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:  
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