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The Political Marketing Group Committee 2013 
 

 

 
 
Chair: 
Darren G Lilleker 
Bournemouth University, The Media School, Weymouth House, 
Fern Barrow, Poole, Dorset, BH12 5BB  
Tel: 01202 595622  
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  
jenny.lloyd@uwe.ac.uk 

  
 
Treasurer: 
Robert Busby 
Liverpool Hope University, Politics, Hope Park, Liverpool, L16 
9JD UK  
busbyr@hope.ac.uk 
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Jennifer Lees-Marshment 
University of Auckland, Department of Political Studies 
j.lees-marshment@auckland.ac.nz 
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Country Co-ordinators 
Country Name Institution Contact 

Canada 
 

Thierry Giasson Laval University Thierry.Giasson@com.ulaval.ca 

Czech 
Republic  
 

Anna Matsukova MU amatuskova@gmail.com 

Denmark 
 

SiggeWinther Nielsen  sigge_winther@yahoo.dk 

Egypt 
 

Dr NiveenEzzat Cairo University niveenezzatat2003@yahoo.com 

France  
 

Vincent Rodriguez  rochebrun.associates@gmail.co
m 

Georgia KakhaberDjackeli 
 

 k.jakeli@rocketmail.com 
 

Ghana 
 

KobbyMensah  kobby_mensah@yahoo.com 

Greece:  IordanisKotzaivazoglou  ikotza@jour.auth.gr 
 

India ChandraSekhar 
 

Indian Institute of 
Management 
 

sekharj4u@gmail.com 
 

Indonesia FirmanzahFiz University of 
Indonensia 

fizfirmanzah@yahoo.com 
 

Iran 
 

MitraNaeimi University of 
Tehran 

mitranaeimi@ut.ac.ir 

Japan 
 

Bryce Wakefield Woodrow Wilson 
International Centre 
for Scholars 
 

Bryce.Wakefield@wilsoncentre.
org 

Macedonia  GordicaKaranfilovska  gordicak@yahoo.com 
 

Malaysia: 
 

KhairiahSalwa-
Mokhtar 

USM khairiah@usm.my 

Mexico:  
 

Omar Chavez  togua@yahoo.com 

Poland MarekSempach University of Lodz 
 

sempach@uni.lodz.pl 

Romania  
 

Iulia Huiu and  
Dan 
MihalacheDimtrieCant
emir 

University in 
Romania  

iulia.huiu@public-affairs.ro 

Sweden 
 

JesperStromback Mid Sweden 
University   

Jesper@jesperstromback.com 

Taiwan:  
 

Norman Peng  N.Peng@mdx.ac.uk 

USA Ken Cosgrove Suffolk University kcosgrov@suffolk.edu 
 

 
If anyone would like to get involved and go on the committee, please let our Communications Officer 
Jennifer Lees-Marshment know (j.lees-marshment@auckland.ac.nz) we are always looking for people! 
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Note from the Chair 
 

The International Political Marketing Conference:  
PSA PMG Chair’s Report 

 
Darren G Lilleker 
PMG Chair 
Bournemouth University  
dlilleker@bournemouth.ac.uk 
 

 
This year saw the 7th International 
Political Marketing Conference to be 
hosted by Stockholm University Business 
School, in attending I realised how long it 
has been since I attended one of these, 
London maybe probably more than five 
years ago. However, in considering the 
time elapsed there was the question of 
why hadn’t I. As with my memories of the 
last event it was full of interesting ideas 
and perspectives, friendly and supportive 
while also being critical, and a great 
cultural as well as academic experience. 

The conference theme which organiser Ian 
Richardson was keen to remind everyone 
was my doing was What is Marketing 
doing to Politics, a question which ran 
through a number of presentations 
through to the final panel debate. Of 
course that was not the only perspective, 
the question was even reversed by Janine 
Dermody to enquire whether political 
marketing’s association with spin and 
attack advertising was giving marketing a 
bad name. I guess the final outcome, or at 
least my summary, was that politics is an 
amoral activity. The problem it seems is 
that it is the politicians, the strategists, the 
campaign designers – the likes of those 
who tried to brand Obama as a terrorist 
back in 2008 – who lack the morals and so 
do marketing in a less than ethical way. 

The dark side, from Nazism to the present 
day, was the subject of Nicholas 
O’Shaughnessy’s keynote, reminding us all 
of just how amoral marketing is, and how 
immoral political marketing can be. 

There was another aim to the event 
however. How can political marketing 
bridge the various parent or sibling 
disciplines from which it emerges? Is it 
simply the marriage of marketing with 
political science? What are the 
relationships with political 
communication, political public relations? 
These questions were presciently raised in 
Jesper Stromback’s excellent keynote 
which considered how research needed to 
span the disciplines. Although as he and 
Paul Baines pointed out, getting discipline 
spanning work published can have some 
significant challenges. Many presentations 
may not have intended to consider 
bridging disciplines but the interweaving 
of concepts, theoretical frameworks, 
methodologies and research questions 
reflect the linkages in academia. Political 
marketing shares much with the 
aforementioned disciplines, but think also 
of the relationships with political 
psychology, political sociology, psephology 
and many more. 

 

 

mailto:dlilleker@bournemouth.ac.uk
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Sadly it is impossible to give an overview 
of all the papers I saw, it would also mean 
I would be unable to mention any of those 
in parallel sessions. It is fair to say there 
was a lot of interesting work, please do 
look at the abstracts online, some highly 
developed, some in the planning or pilot 
stage. Overall the event was a huge success. 
I rate success on the basis of being truly 
international (representing 48 countries), 
having broad subject diversity from the 
conceptual and critical to in-depth 
analyses of organisational behaviour, 
diversity in terms of the ages, genders and 

career stages of presenters and offering an 
intellectually engaging experience from 
start to finish. The event ticked all those 
boxes in addition to offering fantastic 
opportunities to network with old friends 
and new colleagues, develop ideas for 
future collaborations in the field of 
research, and to view some of the fantastic 
sites of Stockholm.  

Many thanks for all the local organisers for 
their hard work, in particular Ian 
Richardson and Andrea Lucarelli, but also 
to everyone who made the event a success.  

 
 

Trends in Political Marketing 

 
New Type of Political Branding by “Invoking Camelot”: 

Research of its Role in post soviet Georgia 
 

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

 
Political branding by "invoking Camelot” 
(Mark & Carol 1993 - Person, the hero, 
and the outlaw) can be a very effective tool 
in the politics of developing countries. 
However, it has its advantages and 
disadvantages as well. This style of 
political branding stems from the idea 
from the Arthurian community of knights 
fighting against demons, the great battle 
among good and bad, among kind and evil, 
among white and black forces. The origins 
of such branding can be found in the 
oldest of Georgian coins, when king of 
kings Georg III of Georgia, living in the 
12th century, had engraved on the coin the 
following mission words – “King of Kings, 

Giorgi, son of Dimitri, Sword of the 
Messiah”.  
 
The first democratically elected president 
of Georgia in the post-Soviet era, Zviad 
Gamsakhurdia, used strategies and tactics 
similar to what we call branding by 
invoking Camelot. It is well known that 
second president of Georgia,  Eduard 
Shevardnadze, having initiated some 
reforms, failed due to the great corruption 
in his government. The Presidency of 
Shevardnadze was ended by the famous 
Rose Revolution. This brought to power 
the young, US educated, lawyer, Misha 
Saakashvili. Saakashvili reestablished 
Camelot style political leadership and 
branding in Georgia to establish 
democracy and combat corruption and 
bribery.  But the branding by invoking 
Camelot was only successful for 
Saakashvili until August of 2008, when 
the Russian Army supported rebels from 
south Ossetia in attacking and occupying 
Georgia.  
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The short history of Georgian political 
brands mentioned above and their 
dramatic failures is the theme of the 
political marketing research undertaken at 
International Black Sea University. The 
research aims to outline what political 
branding by invoking Camelot is, and what 
advantages and disadvantages stem from 
its use. The initial research done shows the 
following interesting developments of 
possible outcomes, described by its 
Strengths, Weaknesses, Opportunities and 
Treats (SWOT), as highlighted below: 
 
 Strengths – branding by invoking 

Camelot is an easy way to attract 
people’s minds and spirits without the 
need for big financial investments to 
establish some beginning of political 
motion. Instead, what is needed is 
some mastery of speech, a good 
supporting team, some bravery and 
courage, and a little financial support.  
 

 Weaknesses – branding by invoking 
Camelot has a tendency to turn 
political brands into an exercise in 
presenting a political leader like a new 
messiah. This makes him/her lose 
control of their own speeches, 
presentations, public meetings, sexual 

life, and privacy. In essence, such 
branding encourages mistakes and 
complacency.   

 Opportunities – branding by invoking 
Camelot normally results in large 
goals, such as restoring a country, 
improving the national mood, to even 
establishing democracy. With such 
hopeful endeavors, small countries like 
a Georgia need to establish 
relationships with larger nations and 
NGOs - like the European Union, USA, 
Russia, and China. However, such 
relationships should be beneficial not 
only globally but locally.      
 

 Treats – in establishing such 
relationships, smaller countries like 
Georgia have to bear the brunt of 
angry neighbors. Such relationships 
can have a straining impact on a 
country’s economic and social 
activities with other emerging nations 
close by. This can result in splitting 
ties with local hegemony.     
   

In sum, the initial research suggests that 
branding by invoking Camelot in small, 
developing countries is risky and less 
sustainable entertainment for political 
persons and their organization. 
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Problem-Focused or Possibility-Focused? 
 

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

 
The prosperity and wealth of a nation 
depends, among other things, on the 
leadership of political leaders and political 
parties, their mutual communication as 
well as the communication with the people. 
Political parties, however, often fall in the 
habit of taking people for granted.  

When the people stop voting for “their” 
party, are they quitting their 
membership/loyalty to the party or 
abandoning their political leaders? If the 
people are disappointed by the “party’s 
character” they do not want to vote 
anymore for that party. The party’s true 
character is revealed when the price of 
doing the right thing is higher than the 
price the party is willing to pay. The most 
difficult thing, however, is to reach 
consensus within the party on how to 
come with the right policy that will meet 
people’s needs and demands. 

The four main political parties in the 
Republic of Macedonia during its 22 years 
of independence and political pluralism 
are: VMRO-DPMNE and SDSM (within 
the ethnic Macedonian block), DPA and 
DUI (representing the country’s ethnic 
Albanian minority).1 The ethnic Albanian 

1 Internal 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). 

parties as well as other smaller parties 
could enter the Parliament and participate 
only in coalition with some of the major 
Macedonian ethnic parties.   

As the ethnic Albanian parties in 
Macedonia are coalition partners of major 
ethnic Macedonian parties, this 
governmental marriage is not easy to 
manage at all since both blocks are mainly 
focused on their ethnic target groups.   

The situation is further complicated by the 
burden of the 2001 conflict, during which 
an ethnic Albanian militant group began 
attacking the Macedonian security forces, 
demanding greater rights for the Albanian 
minority which makes up 25,5 % of the 
country’s population.2 The conflict lasted 
almost through all the year and ended 
with the signing of the Ohrid Framework 
Agreement and several dozen casualties at 
either side.  

It is in such political environment that the 
parties’ character, i.e. its leadership in 
action, is faced with the dilemma whether 
to be “problem-focused” or 
“possibility-focused”. These two 
concepts of political leadership are 
completely different. “Problem-focused” 
parties are mainly oriented to past actions 
and their consequences, while the 
“possibility-focused” parties are 
embracing both past and current problems, 
learning a lesson and looking for the best 
possibilities for the future. 

A prerequisite for states’ future growth 
and development is the existence of 

2 Census of Population, Households and 
Dwellings in the Republic of Macedonia, 2002 
– Book XIII, Skopje, 2005". State Statistical 
Office of the Republic of Macedonia., 
<http://en.wikipedia.org/wiki/Insurgency_in
_the_Republic_of_Macedonia>(Accessed, 23 
September 2013) 
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mature and responsible political leaders. If 
we are unwilling to accept the 
responsibility for our past actions, then we 
will probably be unwilling to accept 
responsibility to create our future.  

Margaret Thatcher once said: “Watch your 
thoughts for they become words. Watch 
your words for they become actions. 
Watch your actions for they become habits. 
Watch your habits for they become your 
character. And watch your character for it 
becomes your destiny. What we think, we 
become.” But, if our character becomes 
our destiny that doesn’t mean that the 
character is unchangeable. Our character 
is determined by our choices. 

An analogy with the party’s character 
would mean that the destinies of ethnic 
Macedonian and ethnic Albanian parties 
would be determined by the decisions the 
parties make today, as well as by the party 
leadership and weather they are 
“possibility-focused”, mature and willing 
to create a brighter future for the country 
or they are “problem-focused” and keep 
the country in a status quo position since 
its independence.  

How can political marketing help ethnic 
Albanian parties in the Republic of 
Macedonia in creating prosperous and 
wealthy future for the citizens in unity but 
not uniformity with ethnic Macedonians?     

Table. 1 – Citizens perception for ethnic Albanian parties DUI and DPA 
according to the research executed in December 2012.3 
 

 DUI DPA 

• Conducts policies that are not popular  15% 10,2% 
• Persuading the citizens by advertising the conducted 

policies  
14,4% 9,9% 

• Trying to change their policies according to the needs of 
the citizens  

6,6% 4,8% 

• The citizens are not proposing ideas and projects  98,8% 98,2% 
• They are not interested in the needs and demands of 

the citizens  
58,1% 48,7% 

• The party does not ask for a feedback of the conveyed 
policy  

98,2% 98,5% 

• Often and occasionally offers projects that are meeting 
the needs of the voters  

3,3% 2,4% 

• Delivers the promised policies  11,5% 6,7% 
• Offers real projects  43,9% 44,8% 
• Informs the citizens for the delivered projects  4,8% 2,1% 
• It is best at advertising its own policies  3,6% 0,6% 

 

3 The data are provided from the telephone survey conducted in December 2012 on representative 
sample of 1000 responders (72% Macedonian, 22,3% ethnic Albanian and 5,7 from the other ethnic 
groups). 
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While analyzing the data from the table 
above, taking into account the 
Macedonian political context, the 
following question is raised: how much the 
ethnic Albanian parties will be motivated 
to meet the voters’ needs and demands in 
exchange for their votes. To put it 
differently, whether the leaders will lead 
their parties according to market 
oriented model in a case when other 
powerful political factor appears i.e. 
Macedonian political party that leads the 
coalition in the Government. 
 
Whatever prevails, the democratic 
development and larger citizens 
participation has to be priority for both 
ethnic Albanian political parties, since 
only satisfied voters will generate welfare 
of the society and development of the 
democracy.  
 
A political marketing lesson for the 
“possibility focused” leadership would 
include several features that will build a 
future destiny of the country by today’s 
choice:   
 
 Keep an ear to the ground and listen to 

people. 
 Use market analyses to increase 

citizens’ participation and engagement.  
 Create polices that meet their needs 

and demands. 
 Stay in touch with the voters and build 

two way communications 
 Inform the citizens regarding new 

policies  
 Inform the citizens regarding 

implementation of the policies and get 
feedback from them.  

 Deliver the promised policies. 
 Advertise the policies accordingly.  
 
 
 
 

The range of issues and concerns of 
democratic implementation of political 
marketing on the Macedonian political 
market demands to “play the political 
marketing game democratically” and in 
unity with all ethnic groups living in 
Macedonia.4  
 
Otherwise, practicing democracy as a big 
achievement of humanity can be 
questioned alongside with the maturity 
and responsibility of political leaders for 
creating welfare for the nation. 

4 Jennifer Lees-Marshment, “The Political 
Marketing Game”, New York, Palgrave 
Macmillan, 2011, p.222  
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Marketing the Meme: affects and effects on political branding 
 

Renisa Maki  
BA (Hons) Student 
Art History 
University of Auckland 

 
In an age of mass-media political 
communication, the online sphere has 
frequently been used for political branding. 
Particularly, internet memes have 
provided a potent avenue for both 
affecting and effecting political brands. 
With the advent of the permanent 
campaign, memes can be an asset for 
political branding if used strategically. 
Having the ability to go viral, memes can 
reach mass audiences and function as an 
innovative medium for branding. Political 
brands can be both tarnished and 
bolstered by memes; thus they provide a 
fascinating area of political marketing 
research, which is fruitful for both 
academics and practitioners alike. 
 
The etymology of the word ‘meme’ derives 
from the Greek mimëma, coined by 
theorist Dawkins who describes memes as 
units of cultural transmission which 
propagate themselves by the process of 
imitation. 5  Similarly, the Oxford English 
Dictionary defines a meme as "an element 
of a culture that may be considered to be 
passed on by non-genetic means, 
especially imitation." Both these 
definitions include the critical point that 
memes are cultural information that is 
copied by imitation. 6  However, in the 
context of the Internet, memes function as 

5 R. Dawkins The Selfish Gene. (Oxford, Oxford 
University Press, 1976), pg. 192 
6 Susan Blackmore. "Imitation and the definition 
of a meme." Journal of Memetics-Evolutionary 
Models of Information Transmission 2, no. 11 
(1998): 159-170. 

“a pervasive thought or thought pattern 
that replicates itself via cultural means” 
whereby it refers to an “idea that is spread 
from blog to blog” or an “internet 
information generator.” 7  Emulating the 
base concept of cultural imitation and 
transfer, internet memes are a pervasive 
tool which can be politically influential if 
used strategically. Lees-Marshment notes 
that an effective tool for maintaining 
market-orientation in government is to 
use public-friendly, non-political 
communication. 8  Furthermore, voters 
with low levels of interest or awareness in 
politics tend more to seize on signature 
moments rather than tot up policy 
achievements. 9  Memes thus provide an 
avenue for public-friendly, non-political 
communication as well as generate 
signature moments which can bolster a 
political brand.  
 
Memes affect political branding by visually 
depicting how the brand is perceived in 
voter memory. Smith and French examine 
how the image of the brand forms in 
consumer memory and subsequently 
influences consumer behaviour. 10  Their 
research derives from cognitive 
psychology learning theory and in 
particular the associative network model 
of consumer memory. From a consumer 
perspective, brands are those associations 
about a particular object that are held in a 

7 Meme definition. Urban dictionary. 
http://www.urbandictionary.com/define.php?ter
m=meme (Accessed September 15, 2013)  
8 Jennifer Lees-Marshment. Political Marketing: 
Principles and applications. (London: Routledge, 
2009), pg. 210 
9 Jennifer Lees-Marshment. The political 
marketing game. (New York: Palgrave 
Macmillan, 2011), pg. 182 
10 Gareth Smith and Alan French. "The Political 
Brand: A Consumer Perspective." Marketing 
Theory 9, no. 2 (2009): 210 
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person’s memory. 11  Brand knowledge is 
made from individual pieces of 
information or nodes. These nodes are 
linked together in memory to form a more 
complex associative network. 12  This 
applies to the network of associations 
about a political brand. These may be 
recalled from memory when a node is 
stimulated from rest by a process known 
as activation. 13 Memes trigger and recall 
the network of associations in voter 
memory regarding a political brand. Smith 
and French assert key parts of a brand for 
voters are credibility, attractiveness and 
personality of its leaders.14 Memes are an 
effective and visual medium for 
communicating the attractiveness, 
credibility and personality of leaders. 
Indeed, brands for Hillary Clinton and 
Wendy Davis capitalised on positive 
memes. Conversely, Kevin Rudd’s brand 
was tarnished by negative memes. 
 
Case study: Texts from Hillary  
Adam Smith and Stacy Lambe, 
communications professionals from 
Washington D.C., began a blog entitled 
‘Texts from Hillary.’ Using Diana Walker’s 
iconic Time magazine photograph of 
Clinton, which depicts her in dark 
sunglasses studying her Blackberry phone 
whilst surrounded by briefing papers on 
board the military transport aeroplane to 
Libya, they add witty dialogue of Clinton 
having text conversations with key 
political figures. 15  The tone of Clinton’s 

11 K.L. Keller. ‘Conceptualizing, Measuring, and 
Managing Customer-based Brand Equity’, 
Journal of Marketing Vol. 57 no. 1 (1993): 1–22 
12 R.S. Wyer and Srull, T.K. ‘Person Memory and 
Judgement’, Psychological Review 96 no. 1 
(1989): 58–83. 
13 A.M.B. de Groot. ‘Representational Aspects of 
Word Imageability and Word Frequency as 
Assessed through Word Association’, Journal of 
Educational Psychology: Learning Memory and 
Cognition 15 no. 5 (1989): 824–45.  
14 Gareth Smith and Alan French. 213. 
15 Please use this link to see the image: 
http://textsfromhillaryclinton.tumblr.com/imag
e/20501704983 and: 

dialogue is assertive, dominant and firm; 
representing her as a strong woman with 
steadfast opinions. Whilst multiple 
political memes like this exist online, they 
are often created by people outside the 
politician’s political marketing team. 
However, what is unique about Clinton is 
that she not only appreciated the meme 
but contributed one herself. It can thus be 
assessed as part of her brand strategy in 
facilitating public-friendly, non-political 
communication. Embracing slang and 
colloquial internet language, Clinton 
addressed Smith and Lambe: “sup Adam. 
nice selfie Stace :-)… ROFL @ ur tumblr! 
g2g – scrunchie time. ttyl?” which 
translates to “Rolling on floor laughing at 
your Tumblr [blog]! Got to go — scrunchie 
time. Talk to you later?” Clinton thus not 
only portrayed a sense of humour but also 
demonstrated humility, making fun of her 
unfashionable hair accessory scrunchies. 
She arranged to meet with the duo, 
commending them on their blog which 
despite the humour, at its core, represents 
her brand as a strong, powerful woman 
who has an admirable work ethic. Smith 
noted “she was very friendly and gracious 
and she told us how much she liked the 
site.”16 Clinton even autographed a print of 
the meme she created, thanking them for 
the laughter they provided with the 
caption “Adam - Thanks for the many lolz. 
Hillary ‘Hillz’” (Fig. 1).17 The subsequent 

http://textsfromhillaryclinton.tumblr.com/post/
20709729611/original-image-by-diana-walker-
for-time 
16 Maura Judkis. “Hillary Rodham Clinton makes 
her own meme for ‘Texts from Hillary’ blog” 
Washington post. 
http://www.washingtonpost.com/blogs/arts-
post/post/hillary-rodham-clinton-makes-her-
own-meme-for-texts-from-hillary-
blog/2012/04/10/gIQAKFgl8S_blog.html 
(Accessed September 20, 2013) 
17 Due to copyright restrictions, this article 
cannot publish the images. However, please use 
the following link to see the image: 
http://www.washingtonpost.com/rf/image_606
w/WashingtonPost/Content/Blogs/arts-
post/201204/images/hillary-
text.JPG?uuid=xJJL6INKEeGcTz76ZaAtzg  
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http://www.washingtonpost.com/rf/image_606w/WashingtonPost/Content/Blogs/arts-post/201204/images/hillary-text.JPG?uuid=xJJL6INKEeGcTz76ZaAtzg
http://www.washingtonpost.com/rf/image_606w/WashingtonPost/Content/Blogs/arts-post/201204/images/hillary-text.JPG?uuid=xJJL6INKEeGcTz76ZaAtzg
http://www.washingtonpost.com/rf/image_606w/WashingtonPost/Content/Blogs/arts-post/201204/images/hillary-text.JPG?uuid=xJJL6INKEeGcTz76ZaAtzg
http://www.washingtonpost.com/rf/image_606w/WashingtonPost/Content/Blogs/arts-post/201204/images/hillary-text.JPG?uuid=xJJL6INKEeGcTz76ZaAtzg
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effect of this pleasant behaviour bolstered 
Clinton’s brand; particularly amidst the 
younger demographic. This case sets the 
precedent for memes being used 
strategically to communicate a ‘popular’ 
aspect of a politician’s brand, emphasising 
their attractiveness and warm personality.  
 
Case study:  
Senator/Khaleesi Wendy Davis  
Texas Senator Wendy Davis staged a 
marathon filibuster against an abortion 
bill that would severely restrict abortion 
access in the state. Davis would talk for 13 
hours, during which she would not be 
allowed to sit, lean or take any breaks to 
go to the bathroom or eat. She was only 
allowed to stop speaking when listening to 
questions. Despite the bill being passed, 
her political brand amassed a multitude of 
support; particularly in the online sphere. 
Twitter hash tag ‘StandWithWendy’ 
trended, with citizens tweeting their 
support. Memes were also generated, 
likening Davis to a fictional character from 
the popular television series Game of 
Thrones. The character ‘Khaleesi Daenerys 
Targaryen’ is evocative of strong feminist 
themes; a queen who is just, moral and 
stands up for human rights. Much 
admired, a visual symbol for Khaleesi is 
her dragons. As beasts that she nurtures 
and loves maternally, they sit on her 
shoulder (Fig. 2).18 This image of dragons 
was superimposed onto Davis’ shoulder 
for the meme (Fig. 3). 19  The meme was 
successful, and went viral on the app 
Instagram. This meme demonstrates the 
Davis brand in voter memory. Davis’ 
brand capitalised on positive connotations 

18 Please use the following link to see the image:: 
http://frikarte.com/wp-
content/uploads/2012/04/Daenerys-Targaryen-
game-of-thrones-dragones-juego-de-tronos-
preestreno-segunda-temporada-Frikarte.jpg 
19 Please use the following link to see the image: 
http://shoshanakessock.files.wordpress.com/201
3/06/1016140_10152977695405374_213639753
8_n.jpg  

from the powerful imagery of her in a crisp 
white suit, her fingers raised in the air in 
an assertive gesture of protest, her face in 
a regal profile pose, with a dragon on her 
shoulder. The network associations in 
voter memory liken Davis to Khaleesi, 
enhancing her political brand and 
entrenching support.  
 
Case study:  
Kevin Rudd on the Iron Throne 
Kevin Rudd regained his position as Prime 
Minister of Australia in a surprising turn 
of events, whereby he won the ballot after 
the incumbent Julia Gillard lost a Labour 
leadership spill. A myriad of memes were 
generated responding to the event, 
however the most popular was a Game of 
Thrones inspired critique of Rudd seated 
on the Iron Throne (Fig. 4). 20 The Iron 
Throne, as the name suggests, is a fiercely 
contested seat for the monarchy with 
several royal families vying for power. The 
politics involved in winning the Iron 
Throne are corrupt, unethical and violent. 
The reigning king Joffrey Baratheon is an 
antagonist character, hated by fans of the 
show and synonymous with evil. Kevin 
Rudd’s face was superimposed onto the 
body of Joffrey, seated on the Iron Throne. 
This meme tarnished Rudd’s brand, 
demonstrating his negative associations in 
voter memory. Indeed, the citizen who 
created the meme and the citizens who 
subsequently liked and shared the meme 
on social media sites were displaying their 
disapproval of Rudd by paralleling his 
brand to such brutal connotations. Thus 
conclusively, memes are a fascinating new 
area for research amidst political 
marketing scholarship; on par with studies 
on e-marketing and branding. 

20 Please use the following link to see the image: 
http://img.ibtimes.com/www/data/images/full/
2013/06/27/383503.jpg 
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Recent Masters Theses in Political Marketing 
 

Binding the Dutch Voter: Lessons from relationship marketing 
and customer service management 

 
Ingrid van Dorp 
Department of 
Communication Sciences 
University of Antwerp, 
Belgium 
Email: dorim@hr.nl 
Tel: +3236463712 

 
What can political parties and 
individual politicians learn from 
commercial relationship 
management and customer service 
management when striving to bind 
the (volatile) voter? 

Over the past decades Dutch voters have 
become more volatile than ever, while 
party membership and loyalty keep on 
declining. Voter support is far from 
obvious, and the only certainty is the 
unpredictability of voting behaviour (Mair, 
2008; Van der Meer et al., 2012).  

Nonetheless, political parties spend 
tremendous efforts to persuade, seduce 
possible voters. New voter segments are 
defined and more specific groups are 
targeted (Baines et al., 2003). 
Furthermore, this seems to become an on-
going process, never finished, always 
subjected to changing contextual factors, 
leading towards the permanent campaign 
(Newman, 1999).  

In great contrast to these huge campaign 
efforts, little attention seems to be 
directed towards so-called aftercare. Once 
a vote is cast, no significant efforts seem to 
be made in order to keep on informing, 
engaging, and persuading the hard earned 
voters. The central research-question in 
this case study aimed to retrieve which 

services and efforts Dutch political parties 
offer and can offer to bind their voters. 

Within commercial marketing, significant 
budget, tools and well thought trough 
strategies are implemented to bind 
consumers to companies, products, and 
brands through so-called relationship 
management and customer service 
management (Winer, 2001; Payne & Frow, 
2005). Nowadays companies focus mainly 
on customer retention. Leading marketers 
claim customer service becomes the 
strategic differentiator (Jaffe, 2010). 

In this thesis the concepts of relationship 
management and customer service 
management within the Dutch political 
context were investigated. Insights from 
commercial and political marketing, 
political science and communication 
theory were therefore combined. 
Prominent expert witnesses and 
communication manager opinions from 
the major Dutch political parties 
ultimately led towards a strategic 
framework of political relationship 
marketing. This model focuses on four 
distinct and consecutive stages: strategy 
design/building, value creation, 
communication and evaluation. All four 
stages are fed by an extensive voter 
information system. This strategic 
framework of political relationship 
marketing aims at introducing a 
systematic and effective strategy in order 
to bind (volatile) voters.  
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The strategic framework of political 
relationship marketing was presented at 
the 7th International Political Marketing 
Conference in Stockholm, 19-20 
September 2013. If you have any questions, 

are interested in receiving the conference 
paper, have suggestions for further 
research, please send an email to Ingrid: 
dorim@hr.nl. 
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Books in Political Marketing 
 

 

 

Jennifer Lees Marshment’s book Political Marketing: Principles and Application 
has been translated into Greek and published with an introductory note on political 
marketing in Greece. This exceptionally fine volume from the University Studio 
Press is edited by Iordanis Kotzaivazoglou. 
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Events and Conferences 
 

2014 NZOZ Political Marketing and Management Conference 
 

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

 
We had a great first NZ/OZ PM conference 
in Auckland at the end of August; many 
new connections were forged and it 
initiated the desire to organise an annual 
event. I would like to thank the research 
students Renisa Maki, Lisa Kemp, Rachael 
Crosby and Tom Seeman who helped 
organise this practicalities of the event and 
my department at Auckland who provided 
money for refreshments. 
  
Jennifer Rayner who is a PhD student at 
ANU and Stephen Mills, a lecturer at the 
University of Sydney, have secured 
agreement to host a conference on 
political marketing and campaign 
management at the University of Sydney 
in 2014 and Jennifer and Stephen will co-
chair the event. Whilst the title campaign 
management has been added this is to 
appeal to political scientists who may not 
see themselves as connecting with 
marketing; and the desire will very much 

be to include as broad a range of papers 
related to political marketing and 
management as possible - so for example 
work on government marketing will still 
be relevant. 
  
I was delighted to hear this. The 
provisional dates a time between the first 
and second semesters in NZ/OZ, so a date 
in July such as 17/18 July. 
  
Stephen and Jennifer’s emails are below 
so you can contact them with any 
suggestions you may have: 
 
Stephen Mills: 
stephen.mills@sydney.edu.au 
 
Jennifer Rayner: 
jennifer.rayner@anu.edu.au 
  
At this stage Dan Laufer hopes to run the 
third event in 2015 at Victoria University 
in Wellington. I am delighted that the 
Auckland event has set something very 
important in motion and that maybe we 
might see some of our friends from 
Europe and North America join is at an 
Australasian event in future! 

 
 
 
 
 
 
 
 
 
 

 

 

mailto:j.lees-marshment@auckland.ac.nz
mailto:stephen.mills@sydney.edu.au
mailto:jennifer.rayner@anu.edu.au
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What’s Marketing Doing to Politics? 
Or is it - What’s Politics Doing to Marketing? 

 
My experience at the 7th International Political Marketing Conference 

Stockholm University Business School, 18-20th September 2013 
 

Edward Elder 
PhD Candidate 
Department of Political 
Studies 
University of Auckland 
eeld001@aucklanduni.ac.nz 

 
After almost two days travelling, and 
another two recuperating, I made my way 
to the Stockholm University School of 
Business for the PhD Colloquium on 
September 18th 2013. The school looks out 
over the Brunnsviken Lake. So, despite 
getting lost on my way to the Colloquium, 
the walk was pleasantly welcome. Having 
arrived in the general university area early, 
anticipating I would get lost, I arrived at 
the business school on time and met many 
of my contemporaries from around the 
world.  
 

 
 
Just like my trip to the PSA Conference in 
Belfast last year, I was surprised at how 
open and welcoming everyone was. I’m 
starting to think New Zealander's are not 
as comparatively friendly as we think. In 
saying that, seeing as my supervisor is 
quite well known within the political 
marketing community, I always had a very 
effective ice breaker. 

 
 
I found the presentations from the 
professors during the PhD Colloquium 
both interesting and helpful, even for 
someone in the latter stages of a PhD like 
myself. My eyes were opened to how 
common it is for people studying political 
marketing to come from 
backgrounds/fields outside political 
science. While this is obviously mentioned 
(normally in passing) in some literature, 
until this conference I really didn’t realise 
how prevalent it was. More importantly, as 
would become ever more apparent 
throughout the 3 day event, I didn’t realise 
how much of an effect these differing 
backgrounds had on how people viewed 
the broad idea of “political marketing,” 
and thus how they studied it (hence the 
title of this article).  
 
After filtering off into small groups to 
discuss everyone’s PhD research, the day 
ended with a small drinks and nibbles 
reception. Again, this allowed me to better 
get to know some of the academics whose 
work has heavily influenced my own. 
Furthermore, being able to talk to them 
about my research without getting blank 
steers was a welcome change from the 
norm.  
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The conference proper started on the 19th 
September 2013. Professor Jesper 
Strömbäck’s keynote address further 
emphasised the ever more obvious point 
that political marketing is more than just a 
sub-field of political science. 
 
At most conferences I have attended I 
have had to drag myself to panels when 
nothing in a time slot interested me. At 
this conference, however, I found myself 
with the opposite problem. Seeing as this 
was a specialised conference in my field, I 
often found myself torn between which 
panel in each time slot I should attend.  
 

 
 
Unfortunately, this meant missing some 
presentations that I really wanted to see, 
normally because I felt it was important 
for me to focus on the panels that dealt 
with my field of political marketing – 
political marketing communication. It was 
good to see this sub-field of political 
marketing is growing. This conference 
definitely left me with a lot of papers and 
other assorted pieces of writing I feel I 
should read as I update my PhD literature 
review. In saying this, some of the most 
interesting presentations I saw came from 
people who noted they came from fields 
outside politics or marketing. Again, such 
presentations opened my eyes further to 
the different ways to look at how 
marketing applies to politics, politics 
applies to marketing, or how one or both 
apply to other fields of academic research. 

My presentation was in the last lot of 
panels of the conference. Thankfully we 
still got a decent audience along. I wasn’t 
nervous leading up to the presentation; 
that was until a presenter in the track 
before mine was obviously extremely 
nervous during theirs. For some reason 
this threw me off my game; maybe as the 
casual atmosphere I had perceived the 
conference to be up to that point was 
suddenly gone. However, I got 
predominantly positive feedback after the 
panel was over, so I can’t complain too 
much. 
 

 
 
The reception hosted by Stockholms Stad 
on the 19th and the dinner aboard the 
Prince Carl Phillip on the 20th were both 
great events. Again, it was great to become 
better acquainted with the people within 
my own field, see the city of Stockholm, 
and eat at no extra cost (something you 
need to think about when you see the cost 
of living in Stockholm).  
 
In sum, I would say that the 7th 
International Political Marketing 
Conference was the most useful 
conference I have been to since I started 
attending such conferences three years 
ago. I would like to thank the organisers of 
the conference; in particular Ian 
Richardson and Andrea Lucarelli, for 
making this great event a reality. 
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Other Items 
 

 
 

Strategic Public and Political Marketing Association 
 

Thomas Secher 
Rasmussen 
President & COB 
Direct:  
+46 (0)76 102 55 55 
E-mail: 
thomas@sppma.org 
Web: www.sppma.org 

 
 
A perfect springboard for the creation of 
the Strategic Public and Political 
Marketing Association (SPPMA), the 7th 
International Political Marketing 
Conference hosted by Stockholm 
University School of Business, was a 
resounding success! Featuring scholars 
and practitioners from every corner of the 
globe, delegates shared research and 
experiences centring on a revised 
conceptualization of the 4 Ps: Political 
Science, Political Communication, Public 
Affairs, and, of course, Political Marketing. 
Highlights included a panel discussion 
about International Political Marketing, 
Public Diplomacy and Soft Power in 
contemporary society, with contributions 
from distinguished scholars Phil Harris 
(University of Chester) and Nicholas 
O’Shaughnessy (Queen Mary, University 
of London), British Ambassador to 
Sweden, Paul Johnston, and World Bank 

Latin America & Caribbean External 
Affairs Manager, Sergio Jellinek. 
Moreover, rigorous seminars with themes 
as diverse as the political branding of 
Silvio Berlusconni, the impact of political 
marketing on voter behaviour in 
contemporary Turkey, Jungian archetypes 
in post-Soviet Georgia, and the 
Democratic Party’s use of brand, 
segmentation and big data in the 2012 US 
Presidential election, give some indication 
of the fabulous depth and variety of 
research within this expanding discipline. 
Roll on 2014! 
 
The purpose of the association is: 
 
- to build bridges between advanced 
student within the field of strategic public 
& political marketing and relevant 
stakeholders.  
- to strive to enhance international 
multidisciplinary research within the field 
of strategic public & political marketing. 
- to promote the field of strategic public & 
political marketing 
 
The newly elected president & COB, 
Thomas Secher Rasmussen, a student at 
the brand new master program in strategic 
public & political marketing at Stockholm 
University School of Business says: "Our 
intention is to build bridges and brake 

 

mailto:thomas@sppma.org
http://www.sppma.org/


Political Marketing Group Newsletter  October 2013 

20 

down walls between advanced students 
interested in the field. Political marketing 
truly is and has to be multidisciplinary to 
reach its full potential". The new 
association will reflect on research within 
the field to guide advanced students in 
their future research. Hopefully the new 
organization can gather researchers from 
many different disciplines. Thomas 
continues "My greatest wish is that we 
manage to establish a multidisciplinary 
research centre for strategic public & 
political marketing. I will encourage 
everyone with ideas as of how this could 

be done to contact us". The SPPMA 
welcomes advanced students from all 
universities in the World. "The SPPMA is 
not a Swedish association other than 
perhaps with the local tax department. 
Our goal is to join forces with every 
advanced student interested in the field all 
over the World from as many disciplines 
as possible". Go to 
https://www.facebook.com/sppma or 
http://www.sppma.org for more 
information (website will be up in a couple 
of weeks). 
    

 
 

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 
March 15th 2014 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Edited by Jennifer Lees-Marshment (University of Auckland) and Edward Elder (University of Auckland)  
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