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CHAIR’S NOTE 
 

  

I had the great pleasure of co-organising and acting as discussant in a panel at 

IPSA (The International Political Science Association) Conference in Madrid in 

July. Not only a great city but some fascinating papers across the panels organised 

by IPSA-RC22 Political Communication stream of which I am now co-chair.  

 

The panel overall raised the question of whether political marketing empowered 

voters or electoral organisations and one got the sense that it was the latter that 

benefitted most from the marketization of politics. It appears ironic that in an era 

when the consumer is king, the political consumer remains a target for persuasion 

(or is that whole consumer is king thesis a smokescreen?) 

 

Two of the papers, presented by Uta Russman (FH Wien, Austria) and Felipe 

Borba (Rio de Janiero, Brazil) explored the use of negativity. Both provided an 

interesting overview of the strategic uses of negativity, particularly between 

incumbents and challengers. The impacts of negativity are of course difficult to 

measure, appearing as they do within the broader context of a campaign. However 

one got the sense that there was a significant level of negativity used and could 

only wonder if this only appealed to existing supporters and had the effect of 

depressing engagement and turnout among floating voters.  

 

Jenny Lloyd (UWE, UK) raised the questions of whether protest groups were a 

good example of market-oriented political organisations. Discussing the Tea 

Party, she focused on understanding how having concerns about society led to 

greater engagement and then participation within events organised by the Tea 

Party contextualising discussing within populism, niche politics or even zeitgeist 

politics. While one can see how protest groups from the Tea party to UK Uncut or 

the Occupy movement can be seen as market-oriented I did raise a note of caution 

that analysis of the behaviour of participants can be over-theorised. Behaviour can 

be assumed to be the direct result of all manner of stimuli, particularly within the 

field of marketing, perhaps more in-depth research among such movements is 

needed to really understand the relationships between participants and organisers.  

 

The final paper was from Peter Ubertaccio (Stonehill, US) who along with Philip 

Davies (British Library) co-organised the panel. Peter applied the concept of 

network marketing to the mobilisation of supporters within US elections. Likening 

them to pyramid selling schemes, he noted how they had become candidate-

centred rather than party-centric organisations. This suggests that personal ties are 

replacing partisan attachments and that the individual candidate may be becoming 

more important as a brand in public consciousness than the Democratic or 

Republican ticket. 

 

The papers all focused on the strategic, organizational-centric, aspects of political 

marketing and as such illuminated the innovation, development and evolution of 

political campaigning. All of this is important work and necessary to understand 

how political marketing is practiced and what the marketization of politics means. 

But, and this is a call not a criticism, we still know little of the impacts of political 

marketing practices; what is their contribution to democratic engagement; where 
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are the boundaries between citizens and consumers and can we aid shape a 

market-oriented politics where the citizen plays a greater role than that of the 

audience? 

 

Darren Lilleker, Chair of the PMG 
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REPORTS AND TRENDS 

 
Political Campaign trends in INDIA 

 

By ChandraSekhar email sekhar4u@gmail.com 

 

CPI (M) candidate for Tirupati constituency assembly by-elections, 

Kandarapu Murali has taken up an unique way to campaign. Since its 

summer holidays, many families have left homes and are travelling. So, 

Kandarapu Murali went to Tirupati railway station, bought ticket for 

venkatadri express and started campaigning by walking though bogies and 

meeting passengers personally, Though many of them are tourists, few 

employees from nearby towns like Paakala and Chittoor travel through this 

train to work in Tirupati. 

 

K.Murali is also crossing the city wards and trying to capitalize on the 

frustration prevailing among the poorer sections over a range of issues 

such as drinking water scarcity, non-distribution of house sites, etc. 

 

He is also promising to fight for 30 % reservation in railway and RTC for 

locals in view of huge floating population which corners bulk of 

reservation quota. 

 

As campaigning picks up in India's state elections, candidates are looking 

at new ways to reach the voter. Elections in India are a colorful affair, with 

the liberal use of posters, banners and music. Many candidates travel on 

specially built coaches, transformed to resemble medieval chariots. But in 

these elections, political parties and candidates are increasingly using new 

technology and media to make their pitch. The growing number of mobile 

phone users and increasing use of the internet have provided the parties a 

new campaign platform. Some political parties are busy sending catchy 

text messages to voters through mobile phones. Many candidates have also 

launched their own websites to attract urban voters. The ruling Bharatiya 

Janata Party has taken the lead, setting up a team to generate campaign 

slogans to be transmitted via mobile phones and e-mail. A leader of the 

rival Congress party said by using Short Messaging Service (SMS) and e-

mail, the candidates can directly target urban voters who may otherwise be 

apathetic. Mobile phone numbers and e-mail addresses of voters are being 

compiled by the parties through local resident welfare associations and 

clubs." 

 

Congress Party candidate in 2009 Election campaign announced that few 

of the Bollywood stars will campaign for the party. Minister Mr. Sri 

Prakash Jaiswal said that filmstars Shah Rukh Khan, Priety Zinta, Govinda 

and Nagma will campaign for the party and participate in rallies and road 

shows.  

 



 5 

In Ajanthanagar slums near Thermax Chowk in Akurdi, civic activist 
Shridhar Chalkha said a mela-like scene has become common as 
hordes of political workers descending there daily. “A few slum 
dwellers I spoke to say they will not take anything less than Rs 2,000,” 
he said. 
 

In Chinchwad-Mohannagar area, Independent corporator Maruti Bhapkar 

said major political parties are leaving no stone unturned to win the 

election. “Anything upwards of Rs 1,000 to Rs 3,000 is being offered. A 

family of four is making a neat sum of at least Rs 10,000,” he said. 

 

 

In Morwadi area, Congress candidate Babu Nair says two slums — 

Indiranagar and Laltopi Nagar — are being targetted by some parties. 

“Women are getting Rs 500 to attend one rally. My domestic help hasn’t 

turned up for two days, saying that she has to attend a political rally,” he 

said. Nair said in the slums, Rs 1,000-Rs 2,000 per vote is being offered by 

some contestants. 

 

Voters are being offered gifts like sarees, taken on picnics and even 

residential societies are promised that their buildings would be repainted 

by the candidate 

 

Reference: 

 

http://www.thehindu.com/news/national/article1994420.ece 

http://www.thehindubusinessline.com/opinion/article2893232.ece 

http://articles.timesofindia.indiatimes.com/2012-01-

27/india/30669950_1_narendra-modi-gujarat-congress-spokesperson-

vibrant-gujarat-investor-summit 

http://www.thehindu.com/news/national/article1994420.ece
http://www.thehindubusinessline.com/opinion/article2893232.ece
http://articles.timesofindia.indiatimes.com/2012-01-27/india/30669950_1_narendra-modi-gujarat-congress-spokesperson-vibrant-gujarat-investor-summit
http://articles.timesofindia.indiatimes.com/2012-01-27/india/30669950_1_narendra-modi-gujarat-congress-spokesperson-vibrant-gujarat-investor-summit
http://articles.timesofindia.indiatimes.com/2012-01-27/india/30669950_1_narendra-modi-gujarat-congress-spokesperson-vibrant-gujarat-investor-summit
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CALL FOR PAPERS 

 
Professor Phil Harris is organising the political marketing section at the 2013 Academy of 
Marketing Science Conference in the US - see 2013 CFP on the PMG’s website or email 

Phil directly on P.harris@chester.ac.uk and see http://ams-

web.org/cde.cfm?event=379890

https://mail.auckland.ac.nz/owa/redir.aspx?C=baa5f422047846f3809687924c407c7d&URL=mailto%3aP.harris%40chester.ac.uk
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TEACHING POLITICAL MARKETING 

 
Teaching Political Marketing Through Cases 
 

I’m looking for cases specifically designed for use in a large undergraduate classroom, as opposed 
to a case study providing support to a research idea. One significant difference between these 
teaching cases and other cases studies is that teaching cases are usually in two parts: the case 
and a teaching note. The case has the basic facts which the students read and develop their 
thoughts from. The teaching note will give the teacher more details including any theoretical 
approach the case writer recommends. Generally teaching cases are written in a way that the 
necessary information is embedded in the case that is given to the students but not explicitly drawn 
out. The teacher, following suggestions in the teaching note, can then help the students reveal the 
learning points as they discuss the details in class. 
 
A few business case publishers, (Harvard, Ivey and IBS), have cases in the area of political 
marketing and campaigning (broadly defined). E.g. Obama versus Clinton: The YouTube Primary 
by John Deighton and Leora Kornfeld, Harvard Business School.  
 
I am hoping to put together a list of available teaching cases so I’m asking for a favour. Could you 
to let me know of any teaching cases that you are aware of. Any details on your experience 
teaching with them would be great too. I’ll then share the list with anyone who is interested. 
 
Any help you can give will be very gratefully received.  
Thanks very much, 
 
Neil Bendle 
nbendle@ivey.uwo.ca 

 
 

 
 

https://mail.auckland.ac.nz/owa/redir.aspx?C=XKb945UkH0GaNa35X9c9KJupXs7lec8IPlncSOWMEQhu4bgZYjQ0PJUAx0MtHxUYGvCUByFUcrM.&URL=mailto%3anbendle%40ivey.uwo.ca
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NEW PMG FACEBOOK GROUP 

 
In response to a good suggestion from a new member, Darren created a facebook page 
for the PMG so we can post notifications and comments and share links about political 

marketing.  
 

See http://www.facebook.com/groups/135180946622741/ and request to join and get 

posting!We already have a significant number of members of this group, and it’s a great 

way for us to share news of current political marketing issues with each other all around 

the world. 
 

 

 

http://www.facebook.com/groups/135180946622741/
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THE PMG COMMITTEE AS OF 2012 
 

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 Thierry.Giasson@com.ulaval.ca  

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

amatuskova@gmail.com 

Denmark: Sigge Winther Nielsen Email sigge_winther@yahoo.dk 

Egypt: Co-ordinator - Dr Niveen Ezzat, Faculty of Commerce, Cairo University 

niveenezzatat2003@yahoo.com 

France: Coordinator: Vincent Rodriguez rochebrun.associates@gmail.com 

Georgia: Kakhaber Djackeli k.jakeli@rocketmail.com 

Ghana: Kobby Mensah kobby_mensah@yahoo.com 

Greece: Iordanis Kotzaivazoglou ikotza@jour.auth.gr 

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

University of Indonensia fizfirmanzah@yahoo.com 

Iran: Mitra Naeimi, MA of Global Studies (Media & Communication Studies), 

University of Tehran, mitranaeimi@ut.ac.ir 

Japan: Bryce Wakefield, Woodrow Wilson International Centre for Scholars 

Bryce.Wakefield@wilsoncentre.org 

Macedonia: Gordica Karanfilovska gordicak@yahoo.com 

Malaysia: Khairiah Salwa-Mokhtar, Political Science, USM khairiah@usm.my 

Mexico: Omar Chavez togua@yahoo.com 

Romania: Iulia Huiu and Dan Mihalache Dimtrie Cantemir, University in Romania 

iulia.huiu@public-affairs.ro 

Sweden: Jesper Stromback, Mid Sweden University jesper@jesperstromback.com 

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

United States of America: Ken Cosgrove kcosgrov@suffolk.edu 

 

 

mailto:dlilleker@bournemouth.ac.uk
mailto:jenny.lloyd@uwe.ac.uk
mailto:busbyr@hope.ac.uk
mailto:j.lees-marshment@auckland.ac.nz
mailto:Thierry.Giasson@com.ulaval.ca
mailto:amatuskova@gmail.com
mailto:sigge_winther@yahoo.dk
mailto:niveenezzatat2003@yahoo.com
mailto:rochebrun.associates@gmail.com
https://sites.google.com/site/psapmg/redir.aspx?C=4e0168c15e314cbd92ce084480f0ace7&URL=mailto%3ak.jakeli%40rocketmail.com
mailto:kobby_mensah@yahoo.com
mailto:ikotza@jour.auth.gr
mailto:fizfirmanzah@yahoo.com
mailto:mitranaeimi@ut.ac.ir
mailto:Bryce.Wakefield@wilsoncentre.org
mailto:gordicak@yahoo.com
mailto:khairiah@usm.my
mailto:togua@yahoo.com
mailto:iulia.huiu@public-affairs.ro
mailto:jesper@jesperstromback.com
mailto:N.Peng@mdx.ac.uk
mailto:kcosgrov@suffolk.edu
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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. 

mailto:jenny.lloyd@uwe.ac.uk
mailto:j.lees-marshment@auckland.ac.nz
mailto:j.lees-marshment@auckland.ac.nz
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THE PMG NEWSLETTER DEADLINES 
 
We welcome items on political marketing including Calls for papers and Publication 
opportunities, Information on new books published, Book reviews Reports on completed 
research theses in political marketing, Notification of future events in political marketing; 
Reports on previous political marketing events; Practitioner perspectives; commentaries 
on political marketing in recent elections, and commentary pieces on Trends in political 
marketing; and Teaching political marketing. Also welcome are observations of political 
marketing in other countries as well as your own are welcome (indeed, the perspectives 
of a visitor are often very interesting), of any keynotes/seminars delivered/fullbright visits; 
prizes awarded to political marketing papers. 
  
I also encourage the new country coordinators to write a brief view on the state of political 
marketing in their country. 
 
For all pieces submitted, just one paragraph will do; but the maximum is 3 pages. They 
should be written in an informal style i.e. not academic journal format. We only publish 
easily accessible commentaries or reports, not journal article type pieces. To see the 
style of suitable reports previously published please see the website page: 
https://sites.google.com/site/psapmg/commentaries-on-political-marketing/marketing-in-
recent-elections. You will see they are generally short and punchy and empirically 
focused. 
 
Jennifer Lees-Marshment, PMG communications officer 
 

 

Deadline for the next newsletter:  
 

March 15 2013 
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