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The Political Marketing Group Committee 2014

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

Communications Officer:
Jennifer Lees-Marshment
University of Auckland, Department of Political Studies
j.lees-marshment@auckland.ac.nz
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Country Co-ordinators
Name
Institution
Thierry Giasson
Université Laval

Contact
thierry.giasson@pol.ulaval.ca

Czech
Republic

Anna Matsukova

amatuskova@gmail.com

Denmark

Sigge Winther Nielsen

Egypt

Dr Niveen Ezzat

France

Vincent Rodriguez

rochebrun.associates@gmail.c
om

Georgia

Kakhaber Djackeli

k.jakeli@rocketmail.com

Ghana

Kobby Mensah

kobby_mensah@yahoo.com

Greece

Iordanis
Kotzaivazoglou

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@wilsoncentr
e.org

Kenya

Bozo Jenje

bozojenje@yahoo.com

Macedonia

GordicaKaranfilovska

gordicak@yahoo.com

Malaysia

Khairiah SalwaMokhtar

Mexico

Omar Chavez

Country
Canada

MU

sigge_winther@yahoo.dk
Cairo University

USM

niveenezzatat2003@yahoo.co
m

khairiah@usm.my

togua@yahoo.com
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New
Zealand/
Australia

Jennifer LeesMarshment

University of
Auckland

Pakistan

Muhammad Talha
Salam
&
Aman Abid

National University talha.salam@nu.edu.pk
of Computer and
Emerging Sciences aman.abid@nu.edu.pk

Poland

Marek Sempach

University of Lodz

sempach@uni.lodz.pl

Romania

Iulia Huiu
&
Dan Mihalache
Dimtrie Cantemir

University in
Romania

iulia.huiu@public-affairs.ro

Sweden

JesperStromback

Mid Sweden
University

Jesper@jesperstromback.com

Taiwan:

Norman Peng

N.Peng@mdx.ac.uk

Turkey

Mehmet Can

Can.demirtas@deu.edu.tr

USA

Ken Cosgrove

Suffolk University

j.leesmarshment@auckland.ac.nz

kcosgrov@suffolk.edu

Notes:
* = New Co-ordinator(s)
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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Trends in Political Marketing
New Political Marketing Matrix to Measure Economic Success
of Governing Political Parties and their Leaders
parties, motivating or not motivating
foreign and domestic investments.

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

As we know Foreign Direct Investment is
an important driver of economic growth
and prosperity. It helps to create jobs,
facilitates technology transfer, and is a
major source of country’s success.
Country’s image can influence decisions
related to investing. If country’s Political
leaders, governing parties and coalitions
understand how investors make their
decisions they can improve economic
environment of the country, making it
investment friendlier.
Georgian Political Marketing Association
is offering new political marketing matrix
to measure success of governing political

How political leaders should be measured
through the investments? It is found that
for every increase of 10 % in investment
promotion expenditures it could yield on
average 2,5 % increase in FDI, meaning
that for example 60 000 USD expenditure
on promotion could yield 5 million USD
increase in FDI. But only promotion is
nothing, political leader should establish
most attractive investment environment in
the country. If such environment is done,
than some marketing tools can be well
used.
In the political marketing research, done
in Georgia during 2013-2014 years, fifteen
economic experts were asked about their
opinion to what kind of marketing tools
can be used by governing political parties
to attract investments into country’s
economy.

Picture 1: Most effective marketing tools to attract investments in percentage
Political Marketing techniques attracting investments

How it is important

Organizing visits to foreign and domestic corporate executives, 37%
making events to host prospect investors
Changing country’s environment making it more investment friendly

40%

Media activities

10%

Other marketing tools

13%

Total

100
(Source: Marketing research of economic experts in the country)

These marketing techniques can be utilized by governing coalitions or political leaders to
achieve investment inflow into country. But how political leaders should be assessed
according such, investment attraction activities? We are offering the following matrix:
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Figure 1: Matrix measuring political leaders through attracted investments

previouse dynamic-attracting investments
low
amount of
investments
attracted

low than
needed
more or the
same what
needed

high

ugly in ugly. bad follower
Lion of Reforms

On horizontal axis matrix shows –
“previous
dynamic
attracting
investments”, meaning that period what
was previously to current governing
political party, union, leader, coalition. It
can be low or high. On vertical axis,
“amount of investments attracted” by
political leader, coalition or governing
party, can be: low than needed, or the
same what needed. Accordingly we can
emphasize the following variants:

Good Follower

1. Lion of Reforms - The effective
reform maker changing and
improving country, made it more
attractive, friendly and wealthy.
2. Good follower - Development
Trend Maintainer.
3. Ugly in ugly room – nothing more
than boring political subject.
4. Bad follower – not making
effective
steps
to
maintain
investment inflows into the
country.

Through this matrix, political marketers can easily assess country leaders. Themselves
political organizations and their leaders can easily guess the “game” and try to be “good
followers” or what is super – “Lions of Reforms”.
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Events and Conferences/Call for Papers
2015 Global Political Marketing and Management Conference
Wellington, New Zealand, 5-7 June 2015
Deadline for submission for journal 1 December 2014;
Deadline for conference only papers: 1 February 2015
Co-Organised by Associate Professor Dan Laufer, Dr Jayne Krisjanous and Dr
James E. Richard, School of Marketing & International Business, Victoria University of
Wellington and Associate Professor Jennifer Lees-Marshment, School of Social
Sciences, Auckland University
The 2015 Global Political marketing and
management conference offers a unique
opportunity to discuss and explore the
research and practice of marketing in
politics in a welcoming yet vibrant city and
enjoy the informality of NZ culture whilst
mixing
with
internationally
linked
scholars and practitioners in both politics
and government itself.

NZ is a great country to travel around, so if
you can also visit before or after the
conference it would be a wonderful
opportunity; e.g. Auckland is just an
hour’s flight away from Wellington. For
more information about New Zealand see
http://www.newzealandnow.govt.nz/vide
os/open-spaces-open-hearts-open-minds.

Wellington is the capitol city of New
Zealand and Victoria University has strong
links with government and practitioners
thanks to its location in the heart of the
city near parliament and the informal kiwi
culture. NZ politicians and practitioners
are very well linked internationally so will
be able to offer both an inside look at
political marketing and management in
practice within a global context.
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The conference will offer:
 high level practitioners and politicians as well as academics
 superior networking opportunities due to the strong academic-practitioner interaction,
informal and welcoming kiwi culture, and that the conference is being held in the Royal
Society building and occupying all of it for the event duration; the building has three
presenting rooms but also other areas that allow for maximum connection and
conversation
 further social activities including a tour of the New Zealand parliament, a reception at the
Museum of City and Sea and a Conference dinner at The Backbencher which is the site of
a now-famous NZ politics show
 panels on current growth areas in the field, such as political marketing and management
in government, political public relations and political branding
 cover emerging areas such as marketing policy, nation branding, political crisis
management, internal/organisational political marketing, political reputation
management and delivery marketing
 provide the opportunity to discuss the democratic implications of PM&M such as the use
of market research in politics, with contributions from both academic researchers and
political marketing researchers
 cover a range of disciplines given it is being run by the School of marketing, with
contributions from the School of Government, and that Victoria University also has a
school of politics and a school of management
 for the kiwi/aussie audience it will also offer panels on rebuilding Labour Parties; the
2014 NZ election
 feature discussion about the future of political marketing management research and
teaching within a global context
 avenues for publication via the special journal edition linked with the conference and
other possibilities that the conference organisers are currently developing
Conference timetable
 Conference dates: 5-7 June 2015
 Location: Royal Society building, Wellington, New Zealand
 Deadline for paper submission for journal: 1 December 2014
 Deadline for conference only papers: 1 February 2015
 Notification to authors: 2 March 2015
Conference website
http://www.victoria.ac.nz/smib/research/global-political-marketing-and-managementconference-2015
Wellington website
http://www.wellingtonnz.com/discover
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Academy of Marketing 2015 Conference:
The Magic in Marketing
7-9 July 2015
University of Limerick
Dr. Lisa O'Malley
Senior Lecturer in
Marketing
Department of
Management and
Marketing
University of Limerick
lisa.omalley@ul.ie

Truly inspirational marketing brings
brands to life through the magic of ideas,
imagination
and
storytelling.
The
Academy of Marketing Conference 2015,
hosted by the University of Limerick,
seeks to explore those dimensions of our
craft that are magical, from the cabbalistic
to the fantastical, from the astonishing to
the
preternatural.
We
encourage
contributions that address the mystical,
marvellous and miraculous in marketing
theory
and
practice.
The University of Limerick is a young,
energetic, and internationally focussed
university. Its mission is to promote
learning in an environment that
encourages innovation and upholds the
principles of free enquiry and expression.
Situated on a superb riverside campus
with the River Shannon as a unifying focal
point, the University boasts outstanding
recreational,
cultural and
sporting
facilities that further enhance the learning
and working environment. The campus is
located 20km from Shannon International

Airport and 5km from Limerick City.
Limerick City itself combines big city
amenities with an innate friendliness - a
mix that guarantees an attractive and
warm welcome.
The 2015 AM Conference will be the 48th
Conference of what is now known as the
Academy of Marketing. This numbering is
based on the article “How old is MEG?”
written by Raymond J. Lawrence, in which
he describes the birth of the conference,
and the organisation:
The first convened meeting of marketing
teachers in the U.K. took place in
Harrogate on June 22-23, 1966. Ray
Lawrence, then newly appointed to a first
Chair in Marketing set up at Lancaster
University, had written to all full-time
teachers of marketing he could identify at
Polytechnics,
Technical
Colleges,
Universities and management training
centres, suggesting that mutual interests
would justify a conference. Thirty-eight
U.K. marketing academics and five guests
attended. A further 12 teachers were
invited but were unable to come due to
prior commitments.
The sequence of events started by this
conference led to the official birth of MEG
(the Marketing Education Group) in 1972,
which was renamed the Academy of
Marketing at the 1996 AGM.
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Review of the
Australia-New Zealand Workshop on Campaign Management
and Political Marketing
Graduate School of Government,
The University of Sydney, Australia
17 & 18 July, 2014
Dr. Stephen Mills
Lecturer
Graduate School of
Government
University of Sydney
stephen.mills@sydney.edu.au

upset victory in the South Australian
elections. Campbell Klose outlined critical
lessons from the Voice for Indi campaign
which last year carried independent Cathy
McGowan to a seat in the Federal
parliament.

Ranging from the 1960s to the Twittersphere, from grassroots mobilisation in
rural Victoria to focus groups in New
Zealand, a recent workshop in Sydney
showed the breadth of contemporary
campaign practice and scholarship in
Australian and New Zealand.
The second Australia-New Zealand
workshop on campaign management and
political marketing was attended by more
than thirty campaign specialists, including
party and independent practitioners as
well as academic researchers from the
disciplines of political marketing and
political science.
Professor John Keane of the University of
Sydney opened the workshop by outlining
key themes of the global emergence of
elections since 1945. Associate Professor
Jennifer
Lees-Marshment
of
the
University of Auckland presented the
workshop plenary on the global trends in
practice, scholarship and teaching of
political marketing and management.

The rise of social media was evidenced
with the presentation by Dr Axel Bruns of
the Queensland university of Technology
on the political use of Twitter – including
at the workshop, which had its own
hashtag (#cmpm2014).
Campaigns outside the electoral context,
such as public affairs campaigns by unions
and business, were also featured on the
agenda.

Leading market researcher Stephen Mills,
of UMR New Zealand, issued a defence of
focus groups, while strategist Neil
Lawrence
and
researcher
Tony
Mitchelmore dissected Labor’s recent
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The two-day workshop was hosted by the
Graduate School of Government (GSG) at
the University of Sydney. It was jointly
convened by “the other” Stephen Mills
(GSG’s Dr Stephen Mills) and Jennifer
Rayner of the Australian National
University. At the workshop reception, Dr
Mills
launched
his
book
“The
Professionals: Strategy, Money and the
Rise of the Political Campaigner in
Australia” (published by Black Inc).

October 2014
and answer questions about their
assumptions and techniques in an open
forum. I understand that post-election
political science and political marketing
forums were once conducted regularly in
NSW and believe it would be beneficial to
academic and public discourse for that
habit to be resumed.”

A highlight of the conference was the
attendance by officials representing
Australia’s Labor, Liberal and National
Parties, all of whom participated in
practitioner roundtables.
One of the attendees was Elias Hallaj,
secretary of the ACT branch of the
Australian Labor Party and author of
www.CampaignsDownUnder.org.
His
reflections on the workshop were:
“The workshop was a great success in
bringing together academic researchers,
writers and practitioners from far and
wide to share theories, analysis and
experience about modern communication
techniques in politics, business and unions.
As a practitioner I enjoyed the
opportunity
to
listen
to
other
practitioners from other parties and
successful independent campaigns. It was
also very healthy to watch practitioners
be exposed to some academic scrutiny
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New Books in Political Marketing
Political Communication in Canada:
Meet the Press and Tweet the Rest
Editors:
Alex Marland is an associate professor of political
science at Memorial University of Newfoundland.
Thierry Giasson is an associate professor of political
science at Université Laval. Together, with Jennifer LeesMarshment, they edited Political Marketing in
Canada (UBC Press, 2012).
Tamara A. Small is an associate professor of political
science at the University of Guelph.
Contributors: Pénélope Daignault; Susan Delacourt;
Anna Esselment; Elisabeth Gidengil; Georgina C.
Grosenick; Harold Jansen; Royce Koop; Mireille
Lalancette, with Alex Drouin and Catherine LemarierSaulnier; Andrea Lawlor; Adam Mahon; J. Scott
Matthews; Denver McNeney; Mike Moyes; Daniel J. Paré;
Stuart Soroka; and Jared J. Wesley
Publisher: University of British Columbia Press
Release Date: 9/10/2014
ISBN: 9780774827768
Never before has the two-way flow of
information between the public and
elected officials been easier and,
paradoxically, more complex than it is
now. Changes in technology and media
consumption are transforming the way
people communicate about politics. Are
they also changing the way politicians
communicate
to
the
public?
In the era of the permanent campaign,
negative advertising, personalized politics,
and
social
media, Political
Communication in Canada examines the
way political parties, politicians, interest
groups, the media, and citizens are using
new tactics, tools, and channels to
disseminate
information,
and
also
investigates the implications of these
changes.

Drawing on recent examples, contributors
review the branding of the New
Democratic Party, how Stephen Harper’s
image is managed, and politicians’ use of
Twitter. They also discuss the evolving role
of political journalism, including the
struggles of the Canadian Parliamentary
Press Gallery, how the media covers
politics, and how Canadians use the
Internet for political discussions. At a time
when political communication -- from
political marketing to citizen journalism -is of vital importance to the workings of
government, this volume provides insight
into how key political actors in Canada are
conveying their messages and raises
important questions about the future of
Canadian democracy.
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Table of Contents:
List of Figures and Tables
Preface
Part 1: Communication by Canadian Political Institutions
1 The Triangulation of Canadian Political Communication / Tamara A. Small, Thierry
Giasson, and Alex Marland
2 The Governing Party and the Permanent Campaign / Anna Esselment
3 Cognitive Effects of Televised Political Advertising in Canada / Pénélope Daignault
4 The Branding of a Prime Minister: Digital Information Subsidies and the Image
Management of Stephen Harper / Alex Marland
5 Selling Social Democracy: Branding the Political Left in Canada / Jared J. Wesley and
Mike Moyes
6 The Not-So Social Network: The Use of Twitter by Canada’s Party Leaders / Tamara A.
Small
Part 2: Canadian Political News Media
7 The Canadian Parliamentary Press Gallery: Still Relevant or Relic of Another Time?
/ Daniel J. Paré and Susan Delacourt
8 Setting the Agenda? A Case Study of Newspaper Coverage of the 2006 Canadian Election
Campaign / Elisabeth Gidengil
9 Playing along New Rules: Personalized Politics in a 24/7 Mediated World / Mireille
Lalancette, with Alex Drouin and Catherine Lemarier-Saulnier
10 The Mass Media and Welfare Policy Framing: A Study in Policy Definition / Adam
Mahon, Andrea Lawlor, and Stuart Soroka
Part 3: Political Communication and Canadian Citizens
11 Opportunities Missed: Non-Profit Public Communication and Advocacy in Canada
/ Georgina C. Grosenick
12 Blogging, Partisanship, and Political Participation in Canada / Thierry Giasson, Harold
Jansen, and Royce Koop
13 "We Like This": The Impact of News Websites’ Consensus Information on Political
Attitudes / J. Scott Matthews and Denver McNeney
14 Political Communication and Marketing in Canada: Challenges for Democracy / Alex
Marland, Thierry Giasson, and Tamara A. Small
Glossary
References
Contributors
Index
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Bringing together some of the leading
researchers in this field, this volume
explores the mediated and unmediated
interactions between political elites and
citizens. Not only should it be on the
shelves of all scholars and analysts of
political communication, elections, and
political leadership, but it will also be
used
widely
in
courses. 'Political
Communication in Canada' is cuttingedge research and will quickly become a
classic.
-- Joanna Everitt, co-author of Dominance
and Decline: Making Sense of Recent
Canadian Elections

'Political Communication in Canada' is a
must-read. It assesses the contemporary
political
environment
holistically,
examining the wider context of political
communication, including the impacts of
latest technologies and how politicians
adapt to them. As well as suggesting
parallels with other political systems, the
Canadian cases in this book are
fascinating in their own right, offering
key insights to scholars internationally.
-- Darren Lilleker, author of Political
Communication and Cognition

To understand how a Canadian prime
minister
rules
and
modern-day
governments function, you have to
understand
the
communications
revolution. This eye-opening book gives
you that knowledge, expertly revealing
the new dynamics transforming politics
everywhere.
-- Lawrence Martin, author of Harperland:
The Politics of Control

Other Ways To Order
In Canada, order your copy of Political Communication in Canada from UTP
Distribution at:
UTP Distribution
5201 Dufferin Street
Toronto, Ontario
M3H 5T8
Phone orders: 1(800)565-9523 or (416)667-7791
Fax orders: 1(800)221-9985 or (416)667-7832
Email: utpbooks@utpress.utoronto.ca
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Dog Whistles, Walk-Backs, and Washington Handshakes:
Decoding the Jargon, Slang, and Bluster of American Political
Speech
By: Chuck McCutcheon and David Mark
With a forewarded by: Jeff Greenfield
ForeEdge from University Press of New England
2014 • 264 pp. 5 1/2 x 8 1/2"
American Government / Linguistics / Reference
& Bibliography
Paperback, 978-1-61168-603-6
Hardcover, 978-1-61168-700-2
Ebook, 978-1-61168-657-9

An election-year guide to understanding the language of
the electeds, spin-meisters, and flacks of American
politics

To the amusement of the pundits and the
regret of the electorate, our modern
political jargon has become even more
brazenly two-faced and obfuscatory than
ever. Where once we had Muckrakers, now
we have Bed-Wetters. Where Blue Dogs
once slept peaceably in the sun, Attack
Dogs now roam the land. During election
season—a near constant these days—the
coded rhetoric of candidates and their spin
doctors, and the deliberately meaningless
but toxic semiotics of the wing nuts and
backbenchers, reach near-Orwellian levels
of self-satisfaction, vitriol, and deceit. The
average NPR or talk radio listener,
MSNBC or Fox News viewer, or
blameless New York Times or Wall Street
Journal reader is likely to be perplexed,
nonplussed, and lulled into a state of
apathetic
resignation
and
civic
somnolence
by
the
rapid-fire
incomprehensibility
of
political
pronouncement and commentary—which
is, frankly, putting us exactly where the
pundits want us.

Dog
Whistles,
Walk-Backs,
and
Washington Handshakes is a tonic and a
corrective. It is a reference and field guide
to the language of politics by two veteran
observers that not only defines terms and
phrases but also explains their history and
etymology, describes who uses them
against whom, and why, and reveals the
most telling, infamous, amusing, and
shocking examples of their recent use. It is
a
handbook
of
lexicography
for
theWonkette and This Town generation, a
sleeker, more modern Safire’s Political
Dictionary, and a concise, pointed,
bipartisan guide to the lies, obfuscations,
and helical constructions of modern
American political language, as practiced
by real-life versions of the characters
on House of Cards.
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Table of Contents:
• Foreword by Jeff Greenfield
• Introduction
• Bed-Wetters, Sherpas, Squishes, and Other Personality Types
• “With All Due Respect, I Deeply Regret Holding You in Minimum High Regard”: Only-inPolitics Expressions
• Going Downtown through the Overton Window to Play in the Endgame: People, Places,
and Things, Both Real and Imagined
• On a Glide Path with an Odd Couple to Nut-Cutting Time: The Legislative Process
• Dead Money, Dog Whistles, and Droppin’ the G’s: The Lingo of Campaigns and Elections
• Having to Explain Blowback on the Tick-Tock: The Media and Scandals
• Acknowledgments
• Notes
• List of Terms

Review
“Words matter. Especially when tumbling
from the mouths of politicians, words can
edify and distort, engage and enrage,
delight and depress—but the differences
are lost on most of us. Until now. Chuck
McCutcheon and David Mark decode the
clutter in an extraordinarily accessible
and informative book that belongs on the
desk of any politically minded reader. It’s
my b.s. translator.”—Ron Fournier, senior
political columnist and editorial director
of National Journal

Endorsement
“In your hands is a guide through the
thicket, a machete with which to cut your
way through the jungle of rhetoric . . .This
volume may prove a life saver.”—From
the foreword by Jeff Greenfield

From the Book:
Bed-wetter: A person who expresses doubts; a worrywart.
Politics is an exercise in building up confidence among the like-minded. When that isn’t
achievable, pejorative terms such as this one pop up. The expression has been around for
decades, but has come into vogue in recent years. Both parties use it to call out dissenters
within their ranks. The Wall Street Journal’s editorial section, a reliable bastion of
conservatism, sneered in August 2012: “Much as we predicted last week, the Republican
Party’s Bedwetter Caucus has emerged on schedule to explain why Mitt Romney can’t
possibly win the election with Paul Ryan on the ticket.”8 Across the ideological spectrum,
Barack Obama’s campaign mastermind David Plouffe became known for often castigating
doomsayers with this childhood affliction. In a 2010 Washington Post opinion piece about
what his party had to do to recover in time for the midterm elections, Plouffe listed several
prescriptions, among them: “No bed-wetting.” 9 (It wasn’t enough for his party, which got
shellacked that year.)
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Blue Dog: An endangered D.C. species. Blue Dogs represent the dwindling band of
conservative-leaning House Democrats, particularly on social issues, who can seem more like
Republicans than their own party brethren.
Though once highly influential, the Blue Dogs’ influence in the House has diminished as the
chamber has become more polarized, and the post-2012 census redrawing has made their
districts more favorable to Republicans. In 2014, their caucus had just nineteen members,
down from more than fifty in the mid-1990s. Although their clout may have waned, Blue
Dogs can command serious media attention. They possess two traits that most journalists
secretly wish were true of all politicians: They are unafraid to challenge their party’s leaders,
and they evoke a bygone era of bipartisan aisle-crossing and intraparty fraternization.
Consider Tennessee Democratic representative Jim Cooper, currently among the Blue Dogs’
leaders (he is a former investment banker, Rhodes Scholar, and Harvard Law grad who
describes himself as the group’s “nerd”). In 2011 New York Times columnist Joseph Nocera
wrote an admiring column describing Cooper as “the House’s conscience, a lonely voice for
civility in this ugly era.”10 The Blue Dogs’ name has been a source of fascination among
political junkies. Some suggest it derives from the old saw that voters in Texas would rather
vote for a yellow dog than a Republican. Others credit coining of the Blue Dog name to a
Texas Democratic congressman in the early 1990s, Pete Geren. He is said to have opined that
members had been “choked blue” by “extreme” Democrats from the left. 11

Political Marketing in the United States
Editors:
Jennifer Lees-Marshment is an international expert in
political marketing at the University of Auckland, New
Zealand. Her books include The Routledge Handbook of
Political Marketing(Routledge 2012), Political Marketing:
principles and applications (Routledge 2009), Global
Political
Marketing(Routledge
2010), The
Political
Marketing Game (Palgrave Macmillan 2011) and Political
Marketing in Canada (UBC, 2012).
See www.lees-marshment.org for further details.
Brian Conley is an Assistant Professor of Government at
Suffolk University in Boston, MA. His principal research
interests are in the areas of US electoral politics, political
parties, and political marketing and branding.
Kenneth Cosgrove is Associate Professor of Government at Suffolk University in Boston,
MA. He is the author of Branded Conservatives: How the Brand Brought the American
Right From the Fringes to the Center of American Politics. His research interests center on
political marketing with a focus on branding in North American politics.
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Political Marketing in the United States
explores how politicians and parties utilize
marketing concepts and tools, providing
an up-to-date and broad overview of how
marketing permeates U.S. politics. The
volume focuses on current and recent
elections and leaders, and covers a range
of topics, including market research,
marketing parties and volunteers, strategy
and branding, communications, delivery,
and marketing in government.

October 2014
The main themes and objectives of the
book are to cover:
 New and emerging trends in political
marketing practice
 Analysis of a broad range of political
marketing aspects
 Empirical examples as well as useful
theoretical frameworks
 Discussion of state/local level as well as
presidential politics

This is the first comprehensive treatment of the subject available and captures the field as it
is rapidly growing. It is a must-read for students and scholars of political parties, political
communication, applied politics, and elections.
Table of Contents:
Foreword; Dennis Johnson.
1. Marketing US politics; Jennifer Lees-Marshment, Brian Conley and Kenneth Cosgrove.
2. The emergence of voter targeting: learning to send the right message to the right
voters; Michael John Burton and Tasha Miracle.
3. Database political marketing in campaigning and government; Lisa Spiller and Jeff
Bergner.
4. Boutique populism: The emergence of the Tea Party movement in the age of digital
politics; André Turcotte and Vincent Raynauld.
5. Primary elections and US political marketing; Neil Bendle and Mihaela-Alina Nastasoiu.
6. Branding the Tea Party: political marketing and an American social movement;William J.
Miller.
7. Access Hollywood: celebrity endorsements in American politics; Alex Marland and
Mireille Lalancett.
8. Personal political branding at state level; Kenneth Cosgrove.
9. Brand management and relationship marketing in online environments; Darren G.
Lilleker and Nigel Jackson.
10. Relationship marketing in social media practice: perspectives, limitations and
potential; Christine B. Williams and Girish J. "Jeff" Gulati.
11. Mama Grizzlies: Republican female candidates and the political marketing
dilemma; Robert Busby.
12. The market research, testing and targeting behind American political advertising; Travis
N. Ridout.
13. Crisis-management, marketing, and money in U.S. campaigns; R. Sam Garrett.
14. Communicating contemporary leadership in government: Barack Obama; Edward
Elder.
15. Does Obama care?: assessing the delivery of health reform in the United States; Brian
Conley.
16. US political marketing trends and implications; Jennifer Lees-Marshment, Brian Conley
and Kenneth Cosgrove.
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"Lees-Marshment, Conley, and Cosgrove have made an enormous contribution to our
understanding of political marketing, not just by bringing together prominent scholars all
addressing an emerging and critical trend in American politics, but by offering us a
coherent definition of how marketing in politics differs from mere campaign
communications." —Christopher Arterton, The George Washington University

Hardback: 978-0-415-63285-0|£95.00

Paperback: 978-0-415-63286-7|£28.99

eBook: 978-0-203-09521-8

Order your inspection copy today!
Contact: Lynsey.Nurthen@tandf.co.uk
20% Discount Available - enter the code FLR40 at checkout
Hardback: 978-0-415-63285-0|£76.00

Paperback: 978-0-415-63286-7|£23.19

(Offer cannot be used in conjunction with any other offer or discount and only applies to books
purchased directly via our website.)

UK/Rest of World
Telephone: +44 (0) 1235 400524
Fax:
+44 (0) 1235400525
E-mail:
tabdf@bookpoint.co.uk
Online:
www.routleadge.com

US/Canada/Latin America
Telephone: Toll Free 1-800-634-7064
(M-F: 8am-5:30pm)
Email:
orders@taylorandfrancis,com
Online:
www.routleadge.com

See Newsletter Page 26 for more details

For more details, or to request a copy for review, please contact: Nurthen Nurthen Marketing
Assistant Lynsey.Nurthen@tandf.co.uk
For more information visit:
www.routledge.com/9780415632867
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Political Marketing in the United States contributing authors
tell us a bit about their chapters and their thoughts on the
political marketing relevance to the practice of politics.
Could you tell us a little bit about the chapter you contributed to?
Travis Nelson Ridout - My chapter,
which is titled, “The Market Research,
Testing and Targeting behind American
Political Advertising,” talks about the
sophisticated
tools
that
political
campaigns now use in order to both design
their ads and target them to very specific
audiences. And it makes a case that the
field of political marketing too oftentimes
overlooks this aspect of political
campaigns.

Will Miller - My chapter specifically
discusses the Tea Party movement's
impact on American politics. As a series of
disconnected
groups
that
have
intentionally opted to remain highly
decentralized, the similarities between
various groups have been striking.
Largely, a Tea Party brand has developed,
which has in turn allowed candidates
(including extremely marginal ones) to
run on the label successfully. My chapter
looks at how the brand emerged, how it is
structured, and its chances for long-term
success.
Edward
Elder
- Chapter
14:
"Communicating
Contemporary
Leadership in Government: Barack
Obama" This chapter examines if and how
contemporary political
leaders
are
adopting new political communication
strategies during their time in office in an
attempt to alleviate some of the public
perception problems faced by their recent
predecessors. To do this, the chapter
qualitatively analyzes President Obama’s
verbal communication on two key issues
against a newly developed framework.

Neil Bendle and Alina Nastasoiu –
Our chapter, PRIMARY ELECTIONS
AND US POLITICAL MARKETING,
focuses on primary elections in the US. We
find
primary
elections
especially
fascinating because of their complexity. A
voter is advised to think about not only
which candidate they, the voter, prefers
but what candidate everyone else will
support, i.e. which candidate is more
“electable”. For instance, in 2012 a
Republican primary voter might have
preferred Rick Santorum to Mitt Romney
but voted for Romney thinking the former
Massachusetts governor had a better
chance of defeating President Obama.
Clearly there is no guarantee that any
voter’s assessment of electability is
correct, and it certainly can be biased, but
it is oftentimes an important factor in a
primary
voting
decision.
This fact has important implications for
political marketers who should therefore
adjust their strategy in primaries. It is not
enough to try and get voters to prefer your
candidate. The marketer needs to also
establish that the candidate has a
reasonable chance of winning the general
election.
In our chapter we take this into account
and provide advice to marketers that
differs dependent upon whether their
candidate is seen as more electable or a
favorite of the party faithful. Interestingly
we suggest electable candidates should
focus more on the opposition party, “ we
need to beat the other party”, and less
electable candidates should focus more on
what they offer, “here is the policy that I
will deliver”.
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Dr Darren G. Lilleker - Brand
Management and Relationship Marketing
in online environments - Relationship
marketing has been applied to partydominant election campaigns, this chapter
applies this paradigm to candidatecentered
campaigns
aligning
the
interactive element
of
hypermedia
campaign (Howard 2006) with a relational
approach that aims to build loyalty. Data
gathered from content analysis of the
Presidential candidate’s online presence in
2008 and 2012 demonstrates Obama
selectively utilized interactivity to mobilise
supporters and build a loyal active
following. Thus he may have created a
hybrid model between candidate-centered
transactional marketing, and partycentered relational marketing exposing a
possible marketing divide between
Democrats and Republicans in American
political marketing.
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André
Turcotte
and
Vincent
Raynauld - Our chapter “Boutique
Populism: The Emergence of the Tea Party
in the Age of Digital Politics” is a good
example of what political marketing brings
to the study of contemporary politics. The
marketing dimension encourages scholars
to study political phenomenon as they
happen instead of waiting for historical
perspective
associated
with
more
traditional approaches. By doing so,
scholars can immerse themselves in
current discourse and make relevant
contributions to important debates. They
can also lay the theoretical and
methodological foundations for future
research work.

Why is political marketing relevant to the practice of politics?
Travis Nelson Ridout - The success of
any politician or policy proposal depends
critically on public opinion. Political
marketing allows advocates to both assess
and potentially change that climate of
opinion.
Will Miller - Campaigns rely heavily on
marketing strategies and tactics for
success.
Without
understanding
marketing, it is difficult to succeed today.
Edward Elder - As a number of political
scholars have noted over the last fifty or so
years, marketing strategies and techniques
are playing an ever increasing role in how
political actors operate, especially outside
the confines of an election campaign.
Thus, understanding when and how
marketing strategies and techniques can
(and cannot) be applied and adapted to
the political context is important in

gaining a well-rounded view of the
contemporary political environment.
Neil Bendle and Alina Nastasoiu –
People oftentimes misunderstand the role
of marketing in politics. They oftentimes
associate marketing with only a small set
of activities, e.g. political advertising and
communications. We believe political
marketing is much broader than this and
involves efforts to understand what voters
want, the development of plans to
effectively serve voters, and the actual
delivery. When done well political
marketing serves democracy by increasing
accountability.
That said it is important not to ignore
challenges to the application of marketing
to politics. The study of political
marketing, as does the study of
commercial marketing, helps raise the
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problems.
For
example,
people
consistently make decisions that are, at
best, questionable, from a long-term
perspective. Political marketing research
thus can discuss the problem that voters
may not always choose in their long-term
interests. There are some great parallels to
commercial marketing here and what we
learn there can be applied to politics.
Unfortunately the application need not
always be social beneficial. A better
understanding of how people choose can
allow for greater protection to be given to
those making mistakes but it can also be
used to exploit people’s mistakes. We are
in general positive however. We trust that
the greater knowledge the public gains
about marketing techniques the more they
can reward those using the techniques in
appropriate ways.
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Dr Darren G. Lilleker - Essentially
marketing is relevant to politics for two
reasons. Firstly and most importantly it is
increasingly difficult to separate the
cognitive
processes
involved
in
consumption and acting as a citizen; hence
marketing can be used as a lens to explain
how voters think and behave to a similar
extent as consumer choice making.
Secondly because political institutions
increasingly use the tools and the theories
derived from marketing to gain support.
As marketing becomes embedded in
society and politics, political marketing
has the capacity to develop an explanatory
framework for both political outputs and
their impact.

Why do you think it is important that academics work contributes to society
and how can they develop research that is relevant to practitioners?
Travis Nelson Ridout - Academic
research both examines what politicians
do—and helps them to develop more
effective campaigns—but also weighs in on
the consequences of those activities for the
health of democracy.
Will Miller - Only when academics and
practitioners work collaboratively can we
fully understand campaign effects and
impacts. Academics need to be aware of
what practitioners are doing, the same way
that practitioners need to value the more
generalized research of academics and
how the findings can improve their work
in the future.
Edward Elder - Studies in political
marketing are oftentimes reflective in
nature due to the heavy use of empirical
research and case studies in creating,
qualifying and testing theory. However,
due to this empirical base, the results

oftentimes provide practical advice and
frameworks that could be used by
practitioners in the future. It is therefore
also important that such advice and
frameworks are constructed in a way that
is explicit enough to add value, but broad
enough to be universally applicable.
Neil Bendle and Alina Nastasoiu –
Academic research ideas oftentimes derive
from important real-world questions and
we would argue that little is more
important that the study of democratic
processes. We believe that our research, in
a very modest way, can help improve the
functioning of democracy. Being an
academic is a privilege as it allows us to
spend time thinking about interesting
topics, in return we hope to produce
knowledge that society will benefit from.
Developing research that is relevant to
practitioners oftentimes happens because
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the question being addressed is one with
real-world implications. Our work in the
book addressed the problem of strategy in
a primary election an extremely practical
topic. We are very hopeful that it will
impact the strategic thinking of political
marketing practitioners. We would also
note that relevance can oftentimes be hard
to assess. We build on a number of other
pieces of academic research, such as work
in behavioral economics. Research
sometimes at first glance appears esoteric
can oftentimes lead to more practical
application. We in no way want to suggest
that all research should have a clear
immediate application; that said, we are
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very happy when we are able to do work
that is both immediately practically useful
and theoretically strong.
Dr Darren G. Lilleker - Just as
academic studies in science contribute to
improving the health and wellbeing of
populations,
social
science
must
contribute to the democratic health and
cohesiveness of society. Academics have
the opportunity to reflect on, analyze and
test ideas that can enhance the workings
of modern democracies and should be
given the space, and the encouragement,
to have input at the highest levels.

http://www.routledge.com/articles/political_marketing_in_the_united_states/

Other News
Call for Course Outlines/Syllabus on Political Marketing and
Political Management
Jennifer Lees-Marshment
PMG Communications
Officer
University of Auckland

I have placed course outlines on political
marketing and political management
on www.political-marketing.org but would
like to expand this list, so if you teach

j.lees-marshment@auckland.ac.nz

political marketing please do send me
your outlines to add to the website. This
helps academics to develop new courses
and teaching in the area.
See http://flexiblelearning.auckland.ac.nz
/political_marketing/12_3.html for what
is there already.
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Book in Political Marketing up for Prize
Susan Delacourt's book Shopping for Votes:
How Politicians Choose Us and We Choose
Them (Douglas & McIntyre) is one of five finalists
for the Hilary Weston Writers' Trust Prize for
Non-Fiction, the richest annual literary award for
a book of nonfiction published in Canada.
The winner will be announced October 14, 2014
Jury Citation
Shopping for Votes is a revelation of how political
marketing works. With ace investigative research
and insight, Susan Delacourt lays bare the history
and machinations of the branding, niche market,
intuition, and gut feeling approach to viewing
voters as consumers. Her unfolding of this
troubling evolution in Canadian politics is rendered
in clear prose, and her judgments are based in
reasoned argument. Shopping for Votes is a must
for anyone concerned about informed consensus
and a democratic national vision for Canada.
About the Book
Where once politics was seen as a public
service, increasingly it’s seen as a business,
and citizens are the customers. Susan
Delacourt takes readers into the world of
Canada’s top political marketers, from the
1950s to the present, explaining how
parties slice and dice their platforms for
different audiences and how they manage
the media. The current system divides the
country into “niche” markets and
abandons the hard political work of
knitting together broad consensus or
national vision. Little wonder then, that
most Canadians have checked out of the
political process. Refreshingly nonpartisan, Shopping for Votes offers a new
narrative for understanding political
culture in Canada.

About the Author
Susan Delacourt is a
senior political writer
with
the Toronto
Star who
has
been
covering
Canada’s
capital for more than
two decades. She has
previously
published
books on subjects such
as the Charlottetown Accord, Shaughnessy
Cohen, and Paul Martin. A regular
commentator on CTV and CBC Television,
Delacourt has been recognized for her
political writing with the Charles Lynch
Award from the Canadian Parliamentary
Press Gallery and the Hyman Solomon
Award for Excellence in Public Policy
Journalism. She was a finalist for the John
W. Dafoe Book Prize earlier this year.
Delacourt lives in Ottawa.
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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 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
15th
March 2015.

Edited by Jennifer Lees-Marshment (University of Auckland) and Edward Elder (University of Auckland)
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Political Marketing
Principles and Applications, 2nd Edition
By Jennifer Lees-Marshment
May 2014
Hardback: 978-0-415-63208-9: $135 / £85
Paperback: 978-0-415-63207-2: $39.95 / £24.99
“…a comprehensive, one-stop guide to the discipline of political marketing.
The case studies are fresh, covering recent campaigns across the globe,
and the scholarship is impeccable.” - Travis N. Ridout, Washington State
University, USA.
“…authoritative and accessible, combining rich analysis with case studies
added by practitioners and academics…an indispensable resource for
anyone interested in contemporary political marketing research and
application.” - Dr Darren G. Lilleker, Bournemouth University, UK.
“An indispensable textbook of political campaigning, based on the most
recent international evidence about what does and doesn't work.” - Tom
Flanagan, former national campaign manager, Conservative Party of Canada.
“Political marketing is a must have textbook…it will be a vital tool for
students from political science, marketing and political marketing.” -. Dr
Nigel Jackson, Plymouth University, UK.

Substantially revised throughout, Political Marketing second edition continues to offer students the most comprehensive
introduction to this rapidly growing field. It provides an accessible but in-depth guide to what political marketing is and how it is
used in practice, and encourages reflection on how it should be used in the future. Features and benefits of the second edition:

 New chapters on political branding and delivery marketing;
 Expanded discussion of political public relations, crisis management, marketing in the lower levels of government and
volunteer-friendly organizations;
 Examination of the new research on emerging practices in the field, such as interactive and responsive leadership
communication, mobile marketing, co-creation market research, experimental and analytic marketing, celebrity marketing
and integrated marketing communications; and
 Extensive pedagogical features, including 21 detailed case studies from around the world, practitioner profiles, best
practice guides, class discussion points, an online resource site and both applied and traditional assessment questions
Written by a leading expert in the field, this textbook is essential reading for all students of political m arketing,
parties and elections and comparative politics.
Table of Contents
1. Introduction to Political Marketing 2. Political Strategy 3. Political Market Research 4. Political Branding 5. Internal
Political Marketing 6. Static Political Marketing Communication 7. Relational and Interactive Political Marketing
Communication 8. Poli tical Delivery Marketing 9. Political Marketing and Democracy

This book is supported by an online resource site, www.political-marketing.org/, which is
annually updated with new academic literature, audiovisual links and websites that provide
further reading and links to clips for use in teaching political marketing.
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