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Trends in Political Marketing 

 
Failure of United National Movement was linked to lose of 

previous Archetype – findings of political marketing research 
 

 

Kakhaber Djakeli 
 
Faculty Professor 
Faculty of Business 
Management 
International Black Sea  
University  

 
Marketing professionals know that 
Archetypes are very powerful tool for 
building a personal brand or brand for 
political market. The psychologist Carl 
Jung believed that all people have a 
universal shared unconscious out of which 
archetypes emerge as forms or images that 
everyone recognizes. It is sure that 
Political Brands have some archetypes. 
But what happens when Brand lost its face? 
The result can be like what happened in 
Georgia. In 2012 October elections fresh 
made alliance – Georgian Dream, defeated 
very experienced – United National 
Movement, and its leader, President of 
country – Misha Saakashvili. 
Just after October 2012 parliamentary 
elections in Georgia author of this article 
started focus group research in Tbilisi, to 
analyze Archetype development of main 
Rivals in elections Saakashvili and 
Ivanishvili. 5 focus groups were gathered 
and more than hundred people were 
invited in it. The research methodology 
was simple and effective. To focus group 
members cards of different archetypes 
have been given. A moderator of focus 
group, psychologist, were explaining traits 
of all archetypes and after that allowing to 
focus group members to describe political 
carrier development of Saakashvili by 
archetype, putting archetype pictures on 

the desk, or painting signs of archetypes 
on the black board. Accordingly, we 
received two logical flows of political 
developments: Saakashvili - ruling leader 
and president of Georgia and his rival- 
Billionaire and businessman, fresh made 
politician - BidzinaIvanishvili.  
During the election period two brands 
(Majority party – National Movement on 
the one hand and Georgian Dream - 
Coalition of BidzinaIvnaishvili on the 
other) attempted to blame each other with 
a negative archetype and this archetype 
was Outlaw. 
The Outlaw is a maverick who rebels and 
breaks the rules, thinking that - Rules are 
meant to be broken.  
The archetype development of Saakashvili 
was described by focus group members in 
this logical flow: 
 
2003 - Hero  
2004-2006 - Care Giver 
2006-2010 - Jester and Ruler  
2010 – 2012 - Creator and Outlaw. 
 
The archetype development of Bidzina 
Ivanishvili was described by focus group 
members according the following logical 
flow: 
 
Before 2003 - Care giver 
During 2003 to 2011 - Hero and Magician 
2012 - Care Giver and Hero, Magician and 
Innocent 
 
But why Saakashivili seems like Outlaw? 
Because Prison scandal of Georgia started 
3 weeks before elections confirmed great 
mass of population that their president is 
outlaw. Prison scandal, linked to 
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violations is always very influential thing 
in orthodox Christian country like Georgia. 
The information about violations had been 
distributed by small Georgian TV station. 
People became very angry on their 
government, and immediately United 

National Movement lost its archetype face. 
Main finding of marketing research is 
great importance of archetype 
maintenance by leading party, what seems 
as big power for success. But when it is 
lost, party’s crash is near.  

 

 
Country Co-ordinators Piece 

 
Five Competitive Forces that Shape Political Strategy in India 

 

Chandra Sekhar 
 
Indian Institute of 
Management 
 
sekharj4u@gmail.com 
 

 
In this article I attempt to correlate 
Porter’s Five Forces of strategy in the 
political environment to the contemporary 
Indian context; looking to see how Indian 
political parties are responding to 
contemporary situations.  
 
 

Porter’s Five Forces 
 

  Treat from 
new entry 

parties 
 
 

  

Bargaining 
power of 
alliance 
parties 

 Rivalry 
competitive 

parties 

 Bargaining 
power of 

voters  

   
Threat from 

rebel 
candidates 

or 
independent 
candidates  

  

New Entrants:   
It’s not just rivals that pose a threat to 
establish political parties. There is also the 
possibility that new parties could enter 
into the political realm, bringing with 
them new policies and thus the possibility 
for new or restored hope in the people. 
 
This can be seen with the people’s 
movement sector in India. Emerging in 
the 1980’s, the movement comprises of the 
farmer’s movement, dalit movement, 
women’s movement, environment 
movement, separate state movement and 
the movement for information. It’s 
emergence has resulted in the deepening 

of democracy in India, and is one of the 
vibrant spaces in the democratic arena. 
The power and creativity of these 
movements are Right to Information, 
Mahatma Gandhi Rural Employment 
Guarantee Act, The Forest Act and the 
New Land Acquisition and rehabilitation 
acts. 
 
The recent movement on corruption gave 
birth to New Political Party. The party is 
registered under the guidance of Anna 
Hazare, a former soldier in Indian Army 
and India’s one of the well-acclaimed 
social activists.  
 

mailto:sekharj4u@gmail.com�
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Rebel Candidate:  
A disappointed candidate, who does not 
get a ticket from their party, may contest 
against that party as an independent or by 
joining another recognized party. This 
‘Rebel Candidate’ may do so either to 
prove his candidature or to work against 
the existing party. 
 
Independent Candidate:    
These are independent or non-party 
politicians who run is an individual who 
are not affiliated to any recognized party. 
Below are some examples of threat from 
such candidates in 2011: 
 
 In Almora, the official BJP candidate 

Rajpal Singh Chauhan lost to 
Congress's Teerath Tiwari by 1,181 
votes because former BJP MLA 
Mahesh Sharma was also in the fray as 
a rebel after the party denied him a 
ticket. Sharma got 6,582 votes. This 
appears to be the only case of a BJP 
candidate losing because of the rebel 
vote splitting. Most of these rebel 
candidates were prominent local 
leaders, some even sitting MLAs. They 
were denied party tickets in a factional 
competition, and decided to go it on 
their own in the elections. 

 D. Nagender, a loyal congress 
candidate, won the Asif nagar 
constituency after the Congress Party 
did not give him a ticket. He decided to 
contest as a rebel, joining Congress 
rival TDP. He won the election with a 
margin of 2769 votes, with the 
Congress candidate coming in third 
position. After two months he resigned 
from TDP and rejoined Congress. 
However, Nagender lost the resulting 
by-elections to a MIM candidate. Both 
MIM and TDP had harped on the 
'opportunism' of Congress candidate 
Nagender 

Bargaining Power of Voters: 
The bargaining power of voters depends 
on context set mainly by their location. In 
other words, depending on where 
someone is located, and how valuable the 
individuals vote is to the politician at the 
time, is a major determinant on how much 
bargaining power they have.  
 
The growing bargaining power of voters 
can be seen when looking at how farmers 
suffered under government policies in the 
state of Andhra Pradesh in 2004. In doing 
so the policies affected the TDP, costing 
them the 2004 election. YSR, the Congress 
candidate, went to many villages, 
promising farmers 9 free hours of 
electricity. Congress won the elections and 
formed the government. In his address 
after being sworn in as the Chief Minister, 
YSR said that he would stay true to his 
promise to waive off the power arrears of 
farmers amounting to Rs 1,100 crore.  
 
Bargaining Power of Alliance Parties: 
Alliance parties are those who support one 
single party to form government. The 
bargaining power of alliance parties can be 
any of the following: 
 Seats sharing 
 Candidates elected to rajya Sabha 
 Candidates for specification location  
 Ministerial positions  
 Anti-people policies etc.  
 Below are examples to the support the 

statement 
 

As an example, when the ruling UPA 
government in India increased fuel prices, 
one their key alliances parties, DMK, came 
down heavily on the Central Government; 
threatening to quit the Government over 
the issue. DMK supremo noted, “We will 
not hesitate to walk out over policies 
which are anti-poor.” 
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Rivalry Competitions: 
The intensity of rivalry between parties in political environment will depend on: 

  
 Illegal Assets 

 Recently, YSR Congress, one of the 
regional parties in Andhra Pradesh, 
filed a petition in supreme court for 
probe into other Regional Party 
President and Ex- CM, N. 
Chandrababu Naidu, on alleged 
disproportionate assets.  
 BSP, a rivalry of SP, filed petition 

in Supreme Court on alleged 
disproportionate assets 
 

 Degree of Differentiation  
 In state of Andhra Pradesh the 

Congress Party branded themselves a 
‘people party’ on the basis that they 
provided better benefits of farmers 
compared to TDP. 
 TDP claims they are the only party 

that works for the backward classes 
and women, giving them 33% 
reservation. 

 
 Schemes 

 Chief Minister Tamil Nadu, under 
poor scheme, distributed 25lakhs free 
television sets in the state. Also, Nadu,  
under free land scheme, distribute all 
waste land to poor and landless 
farmers. 
 On the 100 day celebration of 

AIADMK the party gave gifts to 
students, housewife’s and dairy 
farmers. This year, TN’s Jayalalithaa-
led government will distribute close to 
a Rs million free worth of appliances 
and over 60,000 homes will recieve 
cross-bred jersey milch cows worth Rs 
2,300.  
 

 
 
 

 
Practitioner's Perspective 

 

2012 Elections in Romania: a lesson of discipline vs. panic 
 

Cristian Andrei  
 
Political consultant and 
member of the Editorial 
Board at the Journal of 
Political Marketing 
 

 
2012 was a full electoral year for Romania 
with local and parliamentary elections, in 
June 10th and December 9th. The 
beginning of 2012 found an EPP party in 
government (PDL) supported by the 
President Basescu (elected by people, 
former PDL president), and an opposition 
coalition (USL) of the other two most 

relevant parties, the socialists and the 
liberals (PSD, PNL; formed one year 
before). 
 
The PDL accession to power was 
facilitated by the charisma and popularity 
of the president. He endorsed the PDL 
government, forced a parliamentary 
coalition around this party and acted as a 
de-facto prime minister after 2008. Even 
he was freshlyre-elected in December 
2009, the economic depression, a -7% dive 
in the GDP forced unpopular economic 
and social measures guided by IMF 
policies. Basescu directly assumed and 
announced the salary and pensions cuts in 
a prime-time live transmission in May 
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2010. That day, his approval ratings fell 
more than 30% to basically nothing – 
around 10%. Also his loyal party collected 
this public hate and plunged from 30%+ 
to less than 20%. 
 
It’s no wonder that the strategic choice of 
the opposition was to attack and identify 
the president as the “enemy”, make him 
the “trademark” of the failed system. The 
idea was to label everyday shortcomings, 
disillusions or missteps in government 
actions as a result of the “Basescu” system. 
PDL was portrayed as an extension of the 
president and a number of its leaders were 
depicted as some kind of “clan members”, 
associates of an abusing political clique. 
 
The campaign assembled by USL for a 
period of two years (2011-2012) was a 
permanent “referendum” against the 
President. The debate was framed: the 
only political option was to be pro or 
against Basescu. It was a strategy of total 
denial and repudiation of anything 
representing him: rejection of any 
dialogue with the President, a 
parliamentary strike and frequent calls for 
early elections, repeated votes in the 
Parliament to sink the government (one 
succeeded), accusations of political-
targeting by the secret services and of 
“political-mafia” taking over the economy, 
privatising national resources. More of 
this, some important TV news-stations 
became important parts of the political 
battle, with a heavy polarised agenda, 
virtually campaigning each day for one 
side or another. 
 
Street protests broke out in the capital and 
other cities (January 2012) incited by a 
plan to reform and privatise the 
emergency health-care system. Facebook 
and social-media propagated the unrest, 
as tens of thousands joined online protest 
groups. It was the spark that ignited the 
social discontent fuelled by political 

speech. Opposition parties encouraged 
participation in the protests and “political” 
TV stations heavily broadcasted this 
“revolt”. The opposition made use of other 
“symbols” of this unrest: a man who tried 
to kill himself by jumping from a 
Parliament balcony during the prime 
minister speech accusing cuts in the 
social-funds for children; a professor in 
hunger strike for weeks who was 
protesting against salary cuts (later 
became a USL candidate); the closing of 
schools and hospitals which generated 
tragic local situations.  
 
The campaign was illustrated as an 
imminent success of USL, a march by a 
dominant national force (the slogan was 
“2012. The year of victory”), even the 
agenda is usually expected to be very-local 
oriented in these elections. The combined 
media, social and political pressure led to 
the resignation of the prime-minister 
(February 2012) and to another PDL weak 
cabinet that only lasted three months. The 
no-confidence vote in the Parliament 
(April 2012), the emergence of a new 
majority and a Cabinet by the opposition 
happened just 6 weeks before the local 
elections. 
Even if USL was now already in power 
their primary message in elections 
remained focused on the President. Just 
after the local elections they impeached 
him in the Parliament and organized a 
controversial referendum to dismiss 
Basescu from office (July 2012). This was 
the climax of the anti-presidential day-to-
day campaign; for the people interested in 
politics was a moment of heavy political 
division. Although the referendum was not 
a success due to participation below 50%, 
the 90% vote against Basescu was enough 
for USL to ride the wave on a massive 
anti-presidential majority and to win the 
parliamentary election with 60%+. The 
only option remaining to the president 
was to call its supporters to boycott the 
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ballot and to declare himself the winner of 
the “absentee” vote. 
 
In the parliamentary elections USL even 
started to ignore an agonising PDL and 
referred more to the new populist party 
(PPDD) in 3rd place, which was described 
also as a result of the failed policies of the 
president. An important and relevant 
decision of USL was to invite other small 
parties and leaders to candidate under its 
brand, thus reducing a lot the choice to 
pro and anti president party. 
 
The political turmoil in the months prior 
to elections created confusion, scandals 
and anxiety within the former ruling party 
PDL. This had a great impact on their 
strategy. Fearing that the PDL brand 
elements (name, logo, colours) will lead to 
a larger defeat some argued that a 
rebranding is necessary. The frightful 
indecision generated an even worst option: 
each branch of the party had the liberty to 
rebrand itself and mask its identity under 
a local alliance, or to use whatever colours 
of the brand they wanted. In some 20 
counties of the 42 PDL candidates went in 
elections under 20 different local labels, 
and in the rest the brand attributes were 
altered in different ways. It was a de-facto 
admittance of the defeat before the 
elections. Some of these actions worked in 
short term, but mostly didn’t; PDL has 
confirmed its low score in the polls. For 
saving some votes they have sacrificed a 
brand. The one thing PDL didn’t change 
was the message which was stacked in 
explaining the unpopular presidential 
“economic reform”. 
 
Essentially the party got behind the image 
of its local leaders and ceased to “exist” as 
a meaningful brand image. More of that, 
they were forced to support the President 
in the impeachment referendum, making 
clear once again what side they are on. 

With important members leaving the 
party just before the local elections, with 
this chaotic branding strategy and a 
change in leadership after the local 
elections, PDL made another ambiguous 
move. They rebranded themselves again 
just three months before the 
parliamentary elections under a new 
national label, an alliance with some small 
irrelevant parties. The selected colours 
were very close to those of a successful 
rising populist party in 3rd place, and some 
said this was done intentionally to copy. It 
was a total failure and the party fell even 
lower at polls (16%) in December. Another 
key lesson from this is that rebranding just 
before the elections, in both cases, didn’t 
work (or only partially worked), 
 
USL as a brand was created one year and a 
half before the ballot and tested the best 
candidates for local elections one year in 
advance. It had a disciplined action and a 
simple message. They have succeeded in 
creating a strong 50%+ block and later a 
bandwagon effect towards this brand. By 
contrast PDL chose to follow an unpopular 
president and its agenda, and just before 
the elections hesitated, panicked, almost 
imploded and tried to change the 
appearances just months before the polls 
with candidates selected on a run. Shifts 
and scandals within the leadership have 
also indicated a weak position and strategy. 
Having the slogan “Restart the heart of 
Romania” in fact they didn’t succeed in 
restarting their own strategy by only 
changing the package. The lack of 
understanding of this sistuation was 
emphasized by the permanent obsession 
of the PDL leadership that the cause of its 
decay was generated through the political 
biased TV stations programs. From a 
political marketing orientation perspective 
one can say that it’s a fixation for a 
product/propaganda or sales/media 
orientation. 
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Explaining Political Behaviour with Political Marketing 
Analysis: the 2013 Canadian Federal Budget 

 

David Coletto 
 
Adjunct Professor 
Arthur Kroeger College of  
Public Affairs 
Carleton University 
 

 
With the rise of digital campaigning, the 
weakening of partisan identification, and 
an increasingly volatile electorate, political 
marketing analysis can and should be used 
more to explain the behaviours of political 
parties, governments, and individuals. 
 
But how can we use political marketing 
concepts and analysis beyond explaining 
why some parties win elections and why 
others lose?  In this article, I use the 2013 
Federal Budget in Canada as an example 
of how political marketing analysis can be 
used to explain budgetary decisions by 
market-oriented governments and 
political parties. 
 
It is generally agreed among Canadian 
political marketing scholars that the 
Conservative Party of Canada led by 
Stephen Harper is market-oriented 
(Turcotte in Marland et al., 2012).  Taking 
a cue from John Howard's Australian 
Liberal Party, the Conservative Party of 
Canada was the first political party in 
Canada to fully embrace a market-
oriented approach to political marketing.  
In office, the Conservative Government 
has utilized those same strategies to in 
governing and winning two subsequent 
elections.   
One of the principle features of a market-
orientation political parties is its use of 
market segmentation.  The Conservative 
Party is well known for its use of this 

technique and its ability to tailor policies 
and messages that appeal to its core target 
segments (Turcotte in Marland et al., 
2012). 
 
In March 2012, the Harper Government 
tabled its 2013 Budget.  The government 
was entering a transition period at the 
halfway point of its mandate.  Its polling 
numbers were the lowest they had been 
since the party won a majority government 
in 2011 (threehundredeight.com, March 
2013)  and there were rumors of a major 
cabinet shuffle coming in the summer.  
Moreover, the long dominant Liberal 
Party was about to select youthful Justin 
Trudeau, son of former Prime Minister 
Pierre Trudeau, as its next federal leader.     
By many accounts, the 2013 Federal 
Budget was a non-event.  There was little 
exciting about it.  Commentators 
described it as incoherent, lacking in 
purpose, and a stay the course document.  
As one columnist wrote, "It’s hard to hate 
this budget: there’s just so little there to 
hate" (Andrew Coyne, National Post,  
March 21, 2013). 
 
But if we consider the groups of voters 
that the Conservative Government was 
seeking to appeal to, then the budget, or 
the "Economic Action Plan" as it is now 
termed, is a powerful political document. 
In a piece I wrote for my research firm's 
blog, I described eight socio-economic 
segments that were critical to the 
Conservative Party's win in 2011.  
Combined, these eight groups, which 
included affluent mature families, 
ambitious younger and middle aged men, 
financially secure pre-retirees, and retirees 
in general, account for 54% of the 
population outside of Quebec (Quebec's 
voting behaviour is quite different to the 
rest of the country and the Conservative 

http://www.threehundredeight.com/p/canada.html�
http://abacusinsider.com/politics-public-affairs/federal-budget-2013-and-canadian-political-marketing-polling-surveys-segmentation-voters/�
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Party has little opportunity to grow in the 
province).  In 2011, 49% of members of 
these segments voted Conservative in 2011. 
These groups care about security.  
Economic stability and growth to secure 
their jobs, their retirement savings, and 
the value of their homes and security from 
crime to protect their property and their 
families.  Since 2006, the Conservative 
Government led by Stephen Harper has 
delivered on these concerns by reducing 
the national sales tax, introducing tougher 
criminal justice laws, and providing tax 
incentives and allowances for child care, 
public transit, and child sports programs.  
All these policies were measurable for the 
voter and marketed to them in 
government advertising. 
 
The Conservative Government's brand is 
rooted in the perception that the Stephen 
Harper and the Conservatives are trusted 
economic managers who deliver for 
middle class families.  Since the party's 
election in 2006, it has been a durable 
political brand.   
 
So it the government was market-oriented, 
its most important outward facing policy 
should address the demands of its core 
target segments.  Heading into the 2013 
budget, public opinion data among those 
who voted Conservative in 2011 found that: 
73% believed the country was headed in 
the right direction; 
31% ranked economic development as 
their top issue (12 points higher than those 
not in Conservative target segments); and,  
69% approved of the Federal 
Government's performance on economic 
management.  

In other words, the government's core 
target market believed economic 
development should be the priority and 
most believed things in the country were 
headed in the right direction.  A "stay the 
course" budget makes sense if the 
government was listening and responding 
to its target markets. 
 
 The 2013 Federal Budget had little new to 
offer.  It reaffirmed the government's 
commitment to balanced the budget in 
2015. It announced a new skills training 
grant aimed specifically at the 
government's regional base in 
Saskatchewan, Alberta, and high tech 
areas in Ontario.  There was more money 
for urban infrastructure aimed at 
suburban voters in and around major 
cities who voted overwhelming for the 
Conservative Party in 2011 and it offered 
tax relief for businesses in the 
manufacturing sector. 
 
What may have seemed like a "do nothing" 
budget to some was in fact the kind of 
budget that the Conservative Party's target 
market wanted: a "stay the course, focus 
on the economy, and get to a balanced 
budget" policy.   
 
If a government or party is market-
oriented it will respond to the demands of 
its target market.  By identifying those 
target markets and understanding what 
they want, we can anticipate and explain 
the actions of market-oriented 
governments.  This is a valuable 
contribution of political marketing 
analysis. 

 
 
 
 
 



Political Marketing Group Newsletter  June/July 2013 

 

12 

Political Map of Macedonia through a Political Marketing 
Perspective 

 

Gordica 
Karanfilovska, PhD 
 
Cabinet of the 
President of the 
Republic of 
Macedonia, Advisor 
 

 
On the political party map of the Republic 
of Macedonia there are six major and 
dominant political parties that form the 
governments of the Republic of Macedonia. 
These parties alternate their position 
according to the election outcomes.1

 
 

The four main political parties in the 
country’s 22 years of independence and 
introduction of pluralism are: VMRO-
DPMNE and SDSM (ethnic Macedonian 
block), DPA and DUI, representatives of 
the country’s ethnic Albanian minority. 
Smaller parties could enter the parliament 
and participate only if in coalition with 
some of the major parties. 
 
The activities of the political parties in 
Republic of Macedonia are very 
interesting for the political marketing 
researchers. If you use a “GPS navigator 
for political marketing” to lead you to the 
party that practices sales oriented 
behavior (according to Jennifer Lees-
Marshment model) you will arrive to the 
left, SDSM, which loses parliamentary and 

                                                        
1Internal Macedonian Revolutionary 
Organization - Democratic Party for 
Macedonian National Unity (VMRO-DPMNE), 
the Social Democratic Union of Macedonia 
(SDSM), Democratic Union for Integration 
(DUI), Democratic Party of Albanians (DPA), 
Liberal Democratic Party (LDP), Socialist 
Party of Macedonia (SPM). 
 

local elections since 2006, or if you ask for 
a party with market orientation behavior it 
would be VMRO-DPMNE, that wins six 
times in a row. 
 
Both paths have the same time length, but 
don’t lead both parties to victory. One 
brings victory to VMRO-DPNE and other 
defeat to SDSM, while political conditions 
in which ethnic Albanian minority parties 
are working, give them a role of a trailer 
that always goes together in the 
government with Macedonian parties. 
 
VMRO-DPMNE lost the 2002 
parliamentary elections, had low ratings 
and many internal conflicts. After the 
defeat, party’s elite decided to lead with 
market orientation behavior. Changes of 
the leaders and internal consolidation 
brought growth of ratings. In 2004, new 
president was the current Prime Minister 
Nikola Gruevski, he brought positive 
change through transparent personnel 
recovery, dynamic education and 
mobilization of membership. Focus of the 
rebranded party was communication with 
people, listening to their needs and ideas 
about executive and local government. 
VMRO-DPMNE is the first party 
accountable for delivered policies 
promised during the election. 
 
The results of theoretical and empirical 
research I did in December 2012 
(representative sample of 1000 responders) 
show that VMRO-DPMNE wins elections 
from 2006 onwards and practices model 
of market behavior, but the question is to 
what extent and what are the results 
according to the perception of citizens? 
The market orientation behavior gives 
potential opportunity for parties to win 
and maintain a long stay in a government, 
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and, VMRO-DPMNE confirms that. 
Although the perception of citizens 
indicates that the party is not seen as a 
party with pure market orientation it 
brings victory. According to a comparative 
analysis of data, VMRO-DPMNE has the 
following positive aspects: 
 
 39% of the respondents think the party 

doesn’t implement unpopular policies; 
 changes policies to meet citizens needs 

(41.8%); 
 implements projects that meet citizens 

needs (51%); 
 fulfills promises (58.2%); 
 provides realistic projects (46.5%); 
 most informed citizens implemented 

policies (56.7%)  
 best advertisd projects (75.6%). 
 
To improve the behavior, the party needs 
to find ways for bigger motivation of 
citizens to participate in social and 
political life. It is not a simple process, 
because of the country’s dominant 
monistic system; generations after the 
independence could build new relations 
with parties in a democratic and pluralistic 
system.  
From the analysis of the theory and survey 
data, but without a tendency to give magic 
formula for future success of VMRO-
DPMNE, the inevitable conclusion is that 
the main challenges in the future should 
be: 
 
 improve image as a party even more 

interested in the citizens needs; 
 establish a mechanism for two-way 

communication with citizens who 
propose  

 Ideas and the outcome of the ideas if 
they have been implemented; 

 provide mechanisms for active 
participation of citizens in decision-
making and 

 Policy-making in municipalities and 
transparent mechanism for 
consultation and  

 cooperation with civil society; 
 Include activities that will look for 

feedback from citizens on policy 
 through evaluation with specific 

indicators. 
 
The danger that threatens parties with 
market orientation is that after some time 
in power, they "forget" citizens and 
become last entity center of their attention. 
Therefore, reversible processes are arising 
in the conduct of political parties. In the 
case of VMRO-DPMNE it cannot be said 
with confidence that the party will 
continue with the practice of a market 
orientation or enters into a reversible 
process. Other empirical studies will have 
to check this dilemma. 
The other party, SDSM, that despite the 
name replaced the Communist ideology 
with Social democratic, is one of two main 
Macedonian parties changing in power 
alternately. The sales oriented behavior of 
SDSM was challenged by market behavior 
of VMRO-DPMNE and in the ongoing 
competition SDSM has to make change in 
its activities, to gain opportunity for a 
victory in the next election: 
 
 increase the party’s membership; 
 change the party’s image with 

rebranding and reorganization; 
 inclusion of young and new staff in the 

party; 
 use of market research results in 

creating policies that are realistic for 
delivery; 

 deliver promised policies; 
 media campaign support of policies 

while implementation is taking place; 
 system for two-way communication 

with citizens; 
 involve citizens in policy-making; 
 create an image of a party interested 

for citizens’ needs, demand, ideas; 
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 system for citizens ’feedback in policy 
evaluation; 

 focus more on the party’s activities 
rather than on the opposition. 

 
Ethnic Albanian parties in Macedonia 
have a stable ethnic Albanian segment of 
voters and strong relationship with their 
electorate and are coalition parties to the 
ethnic Macedonian parties. The main 
strategies of ethnic Albanian parties come 
from the interests of the ethnic Albanians 
in the Republic of Macedonia: linguistic, 
cultural, educational, political ecc. 
Following the theory for strategic 
positioning of parties, according to Butler 
and Collins, the two ethnic Albanian 
parties have chosen niche position. The 
electorate is segmented along ethnic lines 
that can cause ethnic clashes in the society. 
In view of niche strategic positions, the 
market orientation behavior is not crucial 
for victory in order to be a coalition 
partner. Both parties may have a product 
or sales orientation and still win because 
of the nature of the political context in 
which they operate. 

Another note is that the majoritarian party 
of the Macedonian block that has the 
mandate to form the government can 
choose a coalition partner from ethnic 
Albanian parties although the party has 
less seats than the other one. This 
occurred in the 2006 parliamentary 
elections, when despite winning more 
seats from coalition led by DUI (ethnic 
Albanian), VMRO-DPMNE chose DPA 
(ethnic Albanian) as a traditional partner 
(from the 1998-2002 government 
coalition period) to form the government. 
Looking at the political map of Macedonia 
through political marketing perspective I 
can see a multi-ethnic society whose paths 
are leading the political parties along 
strong ethnic line. If there is not mixed 
ethnic passengers on these paths lead by 
political leaders that means that 
Macedonian political leaders have not 
learned the principles of political 
marketing and you don’t really need the 
GPS navigator to find a certain political 
entity. They are visible and easy to find 
and recognize them. But do they 
contribute for building a 21st century style 
democracy? 
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Theses in Political Marketing 
 

The influence of the political marketing on the status of 
women in the Czech politics 

 

Ms Eliska Fucikova 
  
eliska.fucikova@email.cz 
 

 
Profile 
Eliska Fucikova matriculated on the 
language high school, then attended the 
annual course in the psychology. Then 
decided to study political science, from 
which received a Bachelor's degree in 2011. 
At the moment, she is finishing the study 
of the Marketing on one of the Prague's 
universities.         The practice has gained 
within a few years as a Marketing 
Coordinator in one international law firm 
(www.bnt.eu), which specialize on legal 
advice in CEE. Ms Fucikova speaks Czech 
like a native speaker, is able to pass also in 
German and English. 
 
University  
The University of Finance and 
Administration; Prague, Czech Republic 
(http://www.vsfs.cz/en/)  
 
Comment  
The thesis was recommended from 
professors to the international expert 
conference "Marketing communications 
and society”  
(http://www.vsfs.cz/marketingovakomunikace/
?id=2031-rocnik-2013, 16/17-05-2013) 

 
Keywords 
political marketing candidate voter 
election campaign communication 
ambassador social networks president 
 
Abstract  
The thesis particularly deals with the 
analysis of political marketing of three 
women who ran for President of the Czech 
Republic in the elections 2013. In the 
theoretical part is outlined beside general 
history of political marketing the profile of 
a political professional during the update 
of Maslow's pyramid. There are also 
introduced selected social networks which 
make up the communication trend of 
recent years. One of the core parts of the 
work also brings the analysis of gender's 
issues (not only) in the Czech Republic 
which add a valuable comparison of 
current data about women and men 
working in public functions. All is 
completed with the relevant legislation 
from the collection of documents 
regarding the legal norms of the 
campaigns. The applicational part of the 
thesis acquaints the readers with the new 
type of election that did not have any 
precedent in the Czech Republic until 
2013. There are facts that have become 
characteristic for the presidential election. 
The highlight of this part of the thesis is 
the analysis of three specific candidates 
and the analysis of their political 
marketing during this election campaigns. 
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Events and Conferences 
 

What’s Marketing Doing To Politics? 
7th International Political Marketing Conference 

Stockholm University Business School, 19-21st September 2013 
 

Dr. Ian N. Richardson 
Visiting Assistant 
Professor 
PhD 
Stockholm University 
iri@fek.su.se 
 

 
In a break with tradition, the 7th 
International Political Marketing 
Conference, hosted later this year in 
Stockholm, Sweden, will bring together 
scholars and practitioners from four 
diverse but significantly interrelated 
disciplines: political science, political 
communication, political marketing and 
public affairs. With so much interest in 
questions related to the marketing of 
politics, and its profound implications for 
all of us, the conference promises to be 
both exciting and potentially 
groundbreaking. 
 
The event is co-sponsored this year by the 
Political Marketing special interest group 
of the Political Studies Association, along 
with the Political Communication special 
interest division of the International 
Communications Association, and the 
Political Marketing special interest group 
of the Academy of Marketing. The 
conference is also supported by Special 
Issues of the Journal of Political 
Marketing and the Journal of Public 
Affairs. The interdisciplinary support for 
the conference emphasizes, in many ways, 
the interrelatedness of research activity 
between the domains and, while there are 
considerable differences in perspective 
and interest, there should be much to 

stimulate scholars from all disciplinary 
backgrounds. 
 
In an attempt to encourage 
interdisciplinary debate, tracks at the 
conference have been designed 
thematically – rather than according to 
existing disciplinary silos. And keynotes 
over the two days of the conference, from 
Professor Jesper Stromback (Mid-Sweden 
University), Professor Nicholas O’ 
Shaunnessy (Queen Mary, University of 
London), Professor Paul Baines (Cranfield 
University) and Professor Phil Harris 
(University of Chester), will provide a 
panoptic account of the issues raised by 
the central question addressed by the 
event i.e. What is Marketing Doing to 
Politics? 
 
The choice of Sweden as a host for this 
year’s conference provides an opportunity 
to consider some of the critical questions 
raised by political marketing (in all its 
guises) against the backdrop of a country 
with enviable levels of public political 
confidence and systemic trust. With its 
historical commitment to social welfare, 
and – until recently – largely unfaltering 
support for the Social Democratic cause, 
Sweden has nonetheless experienced a 
considerable political shift over the past 
few years. The implications of this have 
not been lost on mainstream political 
parties, and their respective coalitions, 
and many of the themes addressed by the 
conference are of considerable relevance 
to political practitioners in the country. 
 
As if to emphasize local interest in the 
event, the City of Stockholm Stad 



Political Marketing Group Newsletter  June/July 2013 

 

17 

(Stockholm’s local government) have 
invited all conference delegates to the 
magnificent City Hall for a formal 
reception while in the city and, along with 
a full welcome reception, and a Gala 
Dinner on the final evening in Stockholm’s 
famous archipelago, the social programme 
aims to provide as entertaining and 
stimulating an experience as the 

conference itself. With researchers from 
all over the world, the event promises to 
be a truly international experience 
providing a wealth of perspectives on this 
most critical of subjects. 
 
We very much hope to see you in 
Stockholm later this year! 

 

 
Call for Interest 

 

Chandra Sekhar 
 
Indian Institute of 
Management 
 
sekharj4u@gmail.com 
 

 
In India, we have General and Assembly 
Election somewhere around May Month of 
2014. I thought this would be the right 
time to have a 1st International 
Conference in INDIA on Political 
Marketing. In hope not much explanation 
is required about India and its diversity.  

For this conference I can plan and make 
full arrangements for the success of 
conference.  
 
I required some support in terms of 
Funding, I think around US$3000 – 
US$5000 is very much sufficient to 
organized an International conference.  
 
I will plan to invite Political Leaders also 
to address in conference which we will be 
helpful for the Leaders to coordinate with 
them I hopefully get some research 
projects.  
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NZ-OZ Political Marketing and Management Mini conference 
 

Saturday 31 August 2013 9:30am-4:30pm 
 

1-11 Short Street, Auckland University, New Zealand 
 

Organised by Associate Professor Jennifer Lees-Marshment (Auckland University) 
 

Conference Programme and Call for Participants 
 

This is an informal one day conference for 
academics, research students and practitioners 
in New Zealand and Australia to get together 
to discuss their research in political marketing 
and management. The Political marketing and 
management conference will explore how 
political organisations and actors strategise, 
lead, organise and market. Academic 

presentations will cover research in progress as well as reports on research already 
completed, and the conference will connect people previously unknown to each other and 
create a sense of community to support future research and events in the field. The event will 
be small-scale and informal: there is no charge for registration, but you need to register in 
advance and buy/bring your own coffee/lunch. 
 

Conference Programme 
 Title Details 
930-10 Registration  
10-10.10 Welcome • Associate Professor Jennifer Lees-Marshment 

 

10.10-
1050 

Panel 1: 
Political 
Branding and 
Campaigning 
 

• Position, position, position: Labor’s presentation in the 
2007 and 2010 Australian election campaigns (Lorann 
Downer The University of Queensland, Australia) 
 

• Marketing gender: Strategies for marketing female 
political leaders (Valentina Cardo and Jennifer Lees-
Marshment, FTVMS and Political Studies) 
 

• The Influence of Usage, Internal and External Factor on 
Youth Voting Decision-Making: an SEM Analysis 
(Tiffany Winchester , J. Hall. W. Binney. Deakin 
University) 

10.50-11.20 Coffee break  
11.20-12 Panel 2: 

Political 
Leadership and 
communication 

• The Desiring Gaze of Political Leadership (Owain 
Smolovic Jones Brad Jackson Keith Grint; NZ Leadership 
Institute University of Auckland and Warwick Business 
School) 
 

• Faces of Power 1532-2013 (Professor Claire Robinson 
College of Creative Arts, Massey University) 
 

Jennifer Lees-Marshment  
PMG Communications 
Officer 
University of Auckland 
j.lees-
marshment@auckland.ac.nz 
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12-1 Lunch  
1-2 Panel 3: 

Political 
Marketing in 
Government 
 

• A New Model of Communication for Market-Oriented 
Leaders: Maintain Public Support in Power (Edward 
Elder Department of Political Studies, University of 
Auckland) 
 

• Marketing Mayors in Government: Graham Quirk and 
Len Brown, Renisa Maki (Department of Political Studies 
University of Auckland) 

 

• How Should Politicians and Political Parties 
Communicate Success Stories to Increase Political 
Donations?  (Daniel Laufer, School of Marketing, Victoria 
University of Wellington) 
 

2-230 Coffee break  
230-310 Panel 4: Nation 

Branding 
 

• India’s Soft Power and Nation Branding (Dr. Ashok 
Sharma, Department of Political Studies, University of 
Auckland)  
 

• Nation branding and public diplomacy in the context of 
Israel (Margalit Toledano, Department of Management 
Communication The University of Waikato) 
 

310-430 Political 
marketing and 
management 
research in NZ 
and OZ: the 
way forward 

• Informal discussion on where to from here e.g. 
connections with academic and professional associations, 
future event and publication planning 

 
Registration 
Registration is free, but as space is limited you need to register in advance. If you would like 
to attend, please email j.lees-marshment@auckland.ac.nz by 15 August 2013 to reserve a 
space. 
 
Contacts 
If you have any questions please do not hesitate to get in touch: 
 Associate Professor Jennifer Lees-Marshment email j.lees-marshment@auckland.ac.nz 
 Personal website: www.lees-marshment.org 
 Political marketing group: https://sites.google.com/site/psapmg/home 
 Political marketing resource page: www.political-marketing.org 
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Calls for Papers 
 

Invitation to submit a short case study for the 2nd edition of the 
textbook Political Marketing: principles and applications 

 
Routledge 

Deadline: 1 October 2013 
 

Jennifer Lees-Marshment  
PMG Communications 
Officer 
University of Auckland 
j.lees-
marshment@auckland.ac.nz 

 
The first edition of Political Marketing: 
principles and applications helped break 
new ground, introduce the field to both 
practitioners and academics and students, 
and sold over 1000 copies in the first year. 
So Routledge now wants another edition. 
 
For the 2nd edition I will update the main 
text, integrating all the new work which 
has been done since 2008. In order to 
make the textbook as broad and 
international as possible, I also want to 
update the case studies and I am thus 
calling for new cases to be submitted for 
consideration for inclusion in the book. 
The case studies enable the book to feature 
work from authors around the world 
which helps to bring out different theories 
and aspects of political marketing in a 
range of countries. 
 
I encourage you to consider submitting a 
case study. The work should not be 
difficult or time consuming: the word limit 
is 1250 words, so it is not onerous to write. 
You can simply draw a case study from 
your existing research in your country, 
follow your own theoretical perspective, 
use something from a conference paper or 
summarise something already published.  

Editorial review 
For the 2nd edition I will review all 
submissions once submitted to check their 
quality, suitability and that they provide a 
balance of focus before letting you know if 
it is accepted for the book. Going on the 
first edition, there will be room for around 
40 case studies, and if more than this are 
submitted I will pursue the possibility of 
expanding the size of the book or discuss 
putting some online. The more the better! 
 
Benefits to you 
It won’t make you rich! However it is an 
easy publication that will feature your 
work in an international publication with a 
strong publisher, and you can also put 
references to your other work within the 
case study so it helps publicise your work. 
In particular it can help books,  journal 
articles and conference paper reach a 
wider audience. If you’ve got a great 
theory and empirical illustration that 
hasn’t yet made it out into the publishing 
world this is a great chance to get it out 
there to the political marketing 
community. 
 
In public service terms, it will greatly 
enhance the value of the book. This may 
then mean you can benefit from it by using 
it in your teaching. 
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Research students and practitioners 
Authors do not have to be permanent 
academics; this is a good opportunity for 
research students or even high achieving 
undergraduates to turn their work into a 
case study. And I also welcome cases from 
practitioners – the 1st edition featured 
several excellent cases by practitioners. 
 
Political marketing example topics 
Case studies may be submitted on any 
aspect of political marketing, such as, but 
not limited to: 
 
Understanding the market 
 The political market 
 The political consumer (consumerism 

in politics, voter demands, behaviour 
from a political marketing perspective, 
voter profiling, consumer behaviour 
theories applied to politics) 

 Market research tools (polling, surveys, 
focus groups, Opposition, candidate 
and policy research, co-creation, 
deliberative marketing) 

 Experimental and analytic marketing 
 Global knowledge transfer 
 
Strategy 
 Segmentation 
 Targeting (including nano targeting, 

microtargeting) 
 Position 
 Competition analysis and strategy 
 Market-oriented marketing 
 Niche marketing 
 Populist marketing 
 Campaign strategy  
 Strategy in government 
 Long versus short term strategy 
 
 
 
 
 
 
 
 

Branding 
 Branding candidates and leaders 
 Branding parties 
 Branding policy or government 

departments 
 Re-branding 
 Obstacles to successful branding 
 Branding personality, effectiveness etc 
 
Internal marketing 
 Membership marketing 

(understanding volunteer demands, 
stimulating involvement and activism) 

 Fundraising  
 Political marketing staff (including 

party officials, government advisors, 
outside consultants in areas such as 
polling, consultation, strategy, media, 
advertising and communication) 

 Creating unity 
 
Short term static communication 
 Marketing communications of new 

leaders and new products 
 Campaign communication (e.g. 

market-oriented advertising, 
researched and strategised placement 
and style) 

 Communication tools (e.g. Get out the 
vote, direct marketing, targeted 
communication and mobile/virtual 
marketing) 

 Selling government policy (i.e. market 
researched government advertising) 

 Crisis communication 
 Communicating change (e.g. 

rebranding of a leader, repositioning of 
a party, changes in policy) 
 

Relational and interactive communication 
 Public relations 
 E-marketing 
 Local level communication 
 Social networking 
 Consultative dialogue 
 Leadership interaction and reputation 

management 
 Ongoing communications in 

government 
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Delivery management 
 Managing expectations pre-election 
 Making delivery happen in power (e.g. 

relationships with the civil service, 
marketing legislation, public sector 
staff) 

 Managing problems 
 Conveying delivery progress 
 Demonstrating the impact of delivery 
 
Political marketing and democracy 
 The impact of political marketing on: 
 Voters (weaknesses of public opinion; 

insatiability of voter demands; 
consumerism and citizenship; ethical 
voters; responsible voters; voter 
objections to ethnic targeting) 

 Political leaders (pandering, phony 
politics; making room for leadership; 
the need for authenticity) 

 Political participation (downgrading of 
internal democracy; enabling more 
power for volunteers) 

 Advice for politicians (travelling global 
consultants; unelected advisors; the 
objectiveness advisors can provide) 

 Policy (encouraging more popular 
policy; inhibiting policy change) 

 The overall relationship between 
voters and the public (political 
marketing and representative and 
deliberative democracy 

 The choices open to politicians and 
political marketing practitioners 

 
They can be on local/national level politics, 
parties/individual politicians, 
campaigns/government, and so include 
for example the branding of public policy 
or use of marketing by a government 
department. The more recent the case, the 
better. 
 
 
 
 
 
 

Case study rules 
Maximum 1250 words on a particular case 
which highlights a particular aspect of 
political marketing 
 
It must be empirical – i.e. can’t just be 
theoretical; the aim is to apply the 
theoretical aspect empirically. The ideal 
case study will take a theory, e.g. branding, 
explain it in political terms clearly and 
concisely, and then give an empirical 
illustration of it.  
 
It can show problems/failures/concerns 
with an aspect of political marketing, as 
well as an illustration of its success 
 
It should be written in a punchy, 
comprehensible style 
It needs to follow the required structure – 
see below 
 
Required structure 
 Title  
 Authors name, institutional affiliation 

and contact details 
 The main section: the case itself 

including the political marketing aspect 
(or theory/concepts) from it 

 Lessons for political marketing: such 
how it shows a particular tactic/theory is 
important; or it illustrates the ethical 
consequences of x; or lessons for 
practitioners for why they need to follow 
the theory more; or the complexities of 
putting theory into practice 

 Up to 5 further reading/sources – e.g. 
good reading materials or websites for 
students to follow up on your particular 
issues/country/case 

 
More than one 
Authors may submit more than one case 
study for consideration for inclusion in the 
book. 
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Exemplar case studies from the 1st edition 
It might help to look at examples for the 
style. Here are some of the best - that are 
not only good intellectually but follow all 
aspects of the required structure - from 
the 1st edition: 
 
 Case study 4.2 The Finnish case – 

strategic positioning of a nice party: 
the Swedish People’s party by Susanne 
Jungerstam-Mulders 

 Case study 5.6 From database to 
relationship marketing – a case study 
of Fedesz by Zsuzsanna Mihalyffy 

 Case study 5.8 ACT New Zealand and 
branding by Chris Rudd and Geoffrey 
Miller 

 Case study 6.1 Wasted on the young: 
marketing membership efforts by 
Plaid Cymru by Sue Granik 

 Case study 7.3 UP Mps and the 
marketing of their websites by Nigel 
Jackson 

 Case study 7.4 ACT New Zealand Party 
and the limits of technological 
marketing by Gavin Middleton 

 Case study 7.6 Canadian constituency 
campaigns by Alex Marland 

 Case study 7.7 Market-oriented 
political advertising in the 2006 New 
Zealand election by Claire Robinson 

 Case study 8.3 When politics becomes 
contractual: a case from Denmark by 
Jens Jonatan Steen 

 Case study 9.3 International political 
product marketing by Jamie Turner 

 Case study 10.2 Political marketing in 
the 2006 Canadian federal election: 
delivering citizen or party needs and 
wants? By Daniel Pare 

Please pass on this call 
Obviously I have a range of contacts but 
there are bound to be other scholars, 
students and practitioners out there who 
may be able to contribute to this book in 
this way but I don’t know them and they 
aren’t on any list. If so, please pass this on 
to them. 
 
Publication date 
At present, submission of this manuscript 
is scheduled for end of 2012, therefore I 
hope for publication in 2013 but cannot 
guarantee it. 
 
Questions 
If you have any questions please contact 
me. 
 
Submission 
Please submit all case study to me on 
j.lees-marshment@auckland.ac.nz as an 
attached word document. Please do not 
send it in pdf form – sometimes I can cut 
and paste from pdfs, sometimes not, and it 
just wastes time trying to integrate it into 
the manuscript without losing formatting. 
 
Jennifer Lees-Marshment 
University of Auckland 
email  
j.lees-marshment@auckland.ac.nz 
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Jobs Available 
 

Part-time Faculty -- Campaign Management 
New York University 

 
Position:  
Part-Time Faculty - Campaign Management 
 
Institution: 
New York University 
 
Posted: 
May 16, 2013 
 
Location: 
New York 
 
Employment Level: 
Non tenure track 
 
Website: 
https://www.nyuopsearch.com/applicants/
Central?quickFind=51622 
 
Application Deadline: 
Open until filled  
 
Category: 
Political science/ international relations  
 
Employment Status: 
Part-time 
 
Salary: 
Not specified  
 
NYU School of Continuing and Professional 
Studies 
 
The Office of the Vice Dean at New York 
Universitys School of Continuing and 
Professional Studies (NYU-SCPS) currently 
seeks skilled professionals in the fields of 
politics and campaign management to teach 
online coursework for our continuing 
education program. 
 
For the upcoming academic year, we seek 
part-time faculty to teach in the following 
content areas: Politics and Campaign 
Management, Strategy and Communications. 

Candidates must possess at least a bachelors 
degree and 3-6 years experience as a 
working professional in the campaign 
management industry. Masters degree 
preferred. Prior teaching experience and 
experience with curriculum development 
strongly preferred. 
 
The School of Continuing and Professional 
Studies (NYU-SCPS) offers a broad range of 
degree and noncredit programs that are 
professionally oriented, integrate theory 
with real-world applications, and are taught 
by faculty members who are leaders and 
innovators in their fields. NYU-SCPS 
captures the expertise of the key sectors that 
make New York City a great global capital, 
such as communications/media, global 
affairs, philanthropy and fundraising, 
finance, marketing and public relations, 
writing, the arts professions, and others. 
Full- and part-time students enroll in on-site 
and online credit programs, including 
graduate degrees, graduate certificates, and 
undergraduate degrees and working 
professionals and other adult learners 
pursue career objectives or intellectual 
discovery in over 2,500 continuing 
education courses, certificate programs, 
conferences, and seminars annually. 
 
To apply go to: 
www.nyuopsearch.com/applicants/Central?
quickFind=51622   
 
NYU is an Equal Opportunity/Affirmative 
Action Employer. 
 
http://chronicle.com/jobs/0000780503-
01/?cid=ja&utm_source=ja&utm_medium=
en 
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New Political Marketing Publications 
 

Political Marketing: Theory and Concepts 
 

Released May 2013  
SAGE Publications 
 
Political Marketing: 
Theories and Concepts 
provides students with 
a valuable and critical 
understanding of how 
political parties use 
marketing to attain their aims. Unlike 
other textbooks, this text explicitly focuses 
on the theoretical underpinnings and 
cutting edge concepts used by political 
parties, allowing students to gain key 
insights into how they win elections and 
remain in power. With an engaging and 
thought provoking topic selection, these 
field-leading authors have ensured that 
this often complex and theoretically 
advanced topic is clearly accessible for a 
student audience and novice researchers.  

Key features of each chapter include: 
 Short chapter introduction and 

learning summaries 
 Discussion questions to share in the 

classroom 
 Annotated suggestions for further 

reading 
 Lists of key terms to consider 
 
This text is essential reading for advanced 
undergraduate and postgraduate students 
on political marketing courses. 
 
Dr Robert P. Ormrod, University of 
Aarhus, Denmark 
Dr Stephan C. Henneberg, University of 
Manchester 
Professor Nicholas J. O'Shaughnessy, 
Queen Mary, University of London  
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Call for New Items for Upcoming PMG Newsletters 
 
We want to facilitate information transfer between all members, including political 
marketing scholars, practitioners and experts. Member’s active participation is essential to 
making this newsletter successful. The PMG newsletter provides you with the opportunity to 
communicate with political marketing scholars, practitioners and experts. If you have 
anything you would like included in a PMG newsletter (being released in the March, June, 
and September) please send it to Jennifer Lees Marshment at j.lees-
marshment@auckland.ac.nz or Edward Elder at eeld001@aucklanduni.ac.nz Items that may 
be included may be, but not exclusive to, recently released or upcoming books, upcoming 
events and conferences, career or scholarship opportunities, or any articles about recent 
elections, trends and academic findings. The next deadline for submissions is 
September 15th 2013 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Edited by Jennifer Lees-Marshment (University of Auckland) and Edward Elder (University of Auckland)  
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