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The Political Marketing Group Committee 2015 

 

 

 

 

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 

Country Name Institution Contact 

Canada 

 

Thierry Giasson Université Laval thierry.giasson@pol.ulaval.ca 

Czech 

Republic  

 

Anna Matsukova MU amatuskova@gmail.com 

Denmark 

 

Sigge Winther Nielsen  sigge_winther@yahoo.dk 

Egypt 

 

Dr Niveen Ezzat Cairo University niveenezzatat2003@yahoo.co

m 

 

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 Salwa-

Mokhtar 

 

USM khairiah@usm.my 

Mexico 

 

 

 

Omar Chavez 

 

 

 togua@yahoo.com 

mailto:amatuskova@gmail.com
mailto:sigge_winther@yahoo.dk
mailto:niveenezzatat2003@yahoo.com
mailto:niveenezzatat2003@yahoo.com
mailto:rochebrun.associates@gmail.com
mailto:rochebrun.associates@gmail.com
https://sites.google.com/site/psapmg/redir.aspx?C=4e0168c15e314cbd92ce084480f0ace7&URL=mailto%3ak.jakeli%40rocketmail.com
mailto:kobby_mensah@yahoo.com
mailto:ikotza@jour.auth.gr
mailto:sekharj4u@gmail.com
mailto:fizfirmanzah@yahoo.com
mailto:mitranaeimi@ut.ac.ir
mailto:Bryce.Wakefield@wilsoncentre.org
mailto:Bryce.Wakefield@wilsoncentre.org
mailto:gordicak@yahoo.com
mailto:khairiah@usm.my
mailto:togua@yahoo.com
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New 

Zealand/ 

Australia 

 

Jennifer Lees-

Marshment 

University of 

Auckland 

j.lees-

marshment@auckland.ac.nz 

Pakistan Muhammad Talha 

Salam  

& 

Aman Abid 

 

National University 

of Computer and 

Emerging Sciences 

talha.salam@nu.edu.pk 

 

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 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! 

 

 

 

 

 

 

 

 

 

 

 

 

 

mailto:talha.salam@nu.edu.pk
https://mail.google.com/mail/u/0/h/1kra97oe35neb/?&v=b&cs=wh&to=sempach@uni.lodz.pl
mailto:iulia.huiu@public-affairs.ro
mailto:N.Peng@mdx.ac.uk
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mailto:j.lees-marshment@auckland.ac.nz
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Upcoming Election Analysis  

 

Shopping for Terror Votes 
 

André Turcotte, Ph.D 

Associate Professor 

Carleton University 

andre_turcotte@carleton.ca 

 

 

With the Canadian federal election only 

seven months away, we can discern some 

emerging patterns in the incumbent 

Conservatives’ road to re-election strategy. 

According to Eric Grenier’s 308.com, if the 

election were held today, the 

Conservatives would get re-elected but 

would be relegated to a minority 

government situation. Accordingly, 

Conservative strategists have to turn their 

pre-writ attention to preserving their 

electoral base. And there is no better way 

to do so than to try to develop a ballot 

question anchored in the politics of fear. 

On October 22nd, 2014, Michael Zehaf-

Bibeau shot and killed Corporal Nathan 

Cirillo, a Canadian soldier on ceremonial 

duty at the Canadian National War 

Memorial. Zehaf-Bibeau then rushed to 

Parliament Hill and ran inside only to get 

shot dead by the Sergeant at Arms, Kevin 

Vickers.  These events have had an impact 

on the Canadian psyche.  

According to a poll conducted by 

POLLARA for the CBC with a random 

sample of 1,000 Canadians 18 years of age 

and over, conducted February 8 to 

February 11, 2015, terrorism has entered 

the mix of issue concerns of the nation. 

Specifically: 

 As a top-of-mind issue, 9% of 

Canadians say Terrorism / National 

Security should be the top priority of 

the federal government, behind Jobs / 

Unemployment (20%), The Economy 

(19%), and Health Care (15%). 

 Two thirds (66%) think it likely 

another attack like the one on 

Parliament Hill happen in the next five 

years; 42% think it likely an attack 

resulting in mass destruction and 

death will happen. 

 There is significant concern that 

Canadian youth could be recruited by 

extremists and radicalized (71%). Two-

thirds think it likely youth they don’t 

know will get recruited by extremists 

and radicalized (67%); but many fewer 

think it likely it will happen to youth 

they know (27%). 

 
More importantly for the Conservative 

government,   54% of Canadians say the 

Harper Conservatives are on the right 

track in managing Terrorism / National 

Security – making it the highest-ranked 

item tested.  And the Conservatives are 

seen as best party for facing terrorism 

(28%), followed by Liberals (21%) and 

NDP (11%), 

It is still early but the Conservatives are 

showing premature signs that the next 

election will be another attempt to target 

very specific issue publics with a view to 

both galvanize support and to turn niche 

concerns into electoral victory. 

 

 

mailto:dlilleker@bournemouth.ac.uk
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The Current State of Canadian Party Politicking 

 

Dr. Alex Marland 

Associate Professor 

Memorial University of 

Newfoundland 

amarland@mun.ca 

 

 

Canada’s political parties are ramping up 

their campaigning in anticipation of a 

federal election this October. A common 

theme is that email, social media and 

Websites have become an important 

mechanism for targeting audiences, 

mobilizing and especially for fundraising. 

The new media environment means that 

the parties are practicing unprecedented 

message control, including through 

extensive candidate screening. 

The governing Conservatives are 

promoting their core brand values while 

denigrating the Liberal Party leader. 

Messages of tough on crime and 

competent economic management are 

calculated to play well in an environment 

of ISIS security issues and economic 

instability brought on by low oil prices. 

The Conservative Party is positioning the 

“strong, dependable leadership” of Prime 

Minister Stephen Harper against the risk 

of an inexperienced Justin Trudeau, the 

Liberal leader. The federal government 

delayed its budget until at least April to 

weather the oil revenue decline, thereby 

positioning its election-year budget closer 

to the campaign. The pending trial of 

former Conservative Senator Mike Duffy 

looms large and threatens to derail the 

recent uptick in Harper’s numbers. 

Consequently there is some speculation 

that Harper will seek an early election 

despite the fixed-date election law that his 

administration introduced, as he did in 

2008. It will be the fifth time that Harper 

will lead his party into an election whereas 

it will be the first time for his two main 

opponents. 

The New Democratic Party under leader 

Tom Mulcair has experienced difficulty 

maintaining the momentum it found 

under the late Jack Layton during the 

“orange wave” of the 2011 campaign. 

Mulcair has performed well in Question 

Period and has proclaimed his support for 

a national childcare program. However the 

party’s support has been bleeding to the 

Liberals. The Duffy trial represents an 

opportunity for the NDP to position itself 

as a fresh alternative, except that it was 

recently ordered to repay its inappropriate 

use of parliamentary resources for party 

purposes. This party is in tight to hold 

onto its status as Official Opposition. 

After years of decline, the Liberal Party 

has experienced a significant rebound 

under Trudeau, the son of former Liberal 

PM Pierre Trudeau. The party has been 

winning by-elections and attracting 

candidates. A Conservative MP recently 

crossed the floor to the Liberals, an odd 

event given that she was rejected from 

seeking the nomination by the 

Conservatives due to inappropriate 

behaviour, and especially so given that her 

fiancée is Harper’s former 

communications director. With some 

exceptions, Trudeau continues to resist 

releasing his policy positions. Controversy 

has followed some of his decisions (e.g., 

plans to legalize marijuana, expelling 

Liberal Senators from caucus, requiring 

that candidates be pro-choice), and the 

Conservatives relentlessly seek to exploit 

his wayward remarks. Trudeau is an 

enigma in that as a political celebrity his 

positive public image has proven to be 

more difficult for the Conservatives to re-

frame than that of his recent predecessors. 

mailto:dlilleker@bournemouth.ac.uk
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The most interesting campaign dynamics 

will play out in Quebec, where the NDP 

experienced its 2011 breakthrough. The 

Liberals stand to pick up a number of seats, 

and even the Conservatives are 

competitive in some areas. The Bloc 

Québécois is down to 2 MPs, and a new 

party Forces et Démocratie also has 2 MPs, 

and yet the moribund Bloc is exhibiting 

stubborn popularity in opinion polls. In 

British Columbia, eyes are on Green Party 

leader Elizabeth May as she seeks re-

election.  

More than ever, Canadians will be 

subjected to a barrage of pseudo-events 

and negativity as Election Day draws near, 

opening a window for May, Mulcair and 

Trudeau to offer a positive alternative to 

Harperism as the Layton NDP did 

successfully in 2011.  

 

 

UK 2015 - The Campaign Begins 

 

Darren G Lilleker 

PMG Chair 

Bournemouth University  

dlilleker@bournemouth.ac.uk 

 

 

The election campaign in the UK has 

started, well officially it hasn’t, but there is 

already a campaign watch on the BBC 

News app and the parties are clearly 

gearing up for the contest. The current 

phase is about positioning, the parties are 

setting out what their key message is in 

order for it to gain traction, be 

remembered and so place them front of 

mind among the voters among whom it 

will most resonate.  

For the coalition parties there are two very 

disparate strategies. The Conservatives are 

laying claim to the economic recovery, 

reduced unemployment, reduced inflation 

and overall growth figures. Every news 

item constructed around these key points 

involves Cameron or Osborne (prime 

minister and chancellor) in high-vis jacket 

and hardhat promoting business and 

development. The connotations are clear, 

we made this happen. 

Liberal Democrats are trying to focus on 

the more social aspects. They claim some 

credit for the economic recovery but more 

for ameliorating the impact upon ordinary 

people. Where social benefits have been 

saved or extended, it is the result of 

Liberal Democrat interventions.  

Labour have the tricky problem of 

overcoming the negatives of being seen by 

many as at least partially responsible for 

the recession and having a leader who has 

been subject to long-term media criticism. 

Their argument is that every policy must 

pass ‘the family test’ arguing that fairness 

is as or more important than economic 

stability. Alongside a raft of initiatives 

their core argument is they should 

rebalance society, reducing poverty, 

increasing equality and ensuring fairness 

in all aspects of public life. This has been 

most effective when responding to events 

such as revelations about tax avoidance, 

where the argument is that the poorer 

have no access to such schemes and so the 

country should legislate to ensure all pay 

based on ability. 

Yet all parties have a major problem in 

gaining traction for their positions: Trust. 

The Conservatives retain the ‘nasty party’ 

image. But neither Liberal Democrats not 

mailto:dlilleker@bournemouth.ac.uk
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Labour can fully capitalise. The Liberal 

Democrats were unable to fulfil their 

promises; Labour has competence issues. 

Many feel all parties are too similar. The 

latest IpsosMORI poll shows Labour still 

have a lead of 2%, 36% to the 

Conservatives 34%. The Liberal 

Democrats languish on 6%, UK 

Independence still occupy third place but 

on a lowly 9% the Greens beat the Liberal 

Democrats by a single percent.  

This shows the opportunity the small 

parties have. Their messages may be less 

clear on many areas, for UKIP it is anti-

immigration and anti-EU; the Greens 

argue for a more environmental 

settlement. Yet their selling point is 

actually that they are not one of the major 

three contenders. In Scotland and Wales 

the regional parties have strong support, 

vying to cut away some of Labour’s 

support. Everything is to play for over the 

coming months. 

So what do the parties need to do? The 

major question for the top three is how to 

rebuild trust. How can they position 

themselves as likely to fulfil their promises 

and not privilege one group over another? 

With the campaign likely to be negative 

many voters may experience a lot of 

dissonance as the claims of Labour and 

the Conservatives undermine trust. Can 

the minor parties benefit? Will they be lost 

in the two-horse race or can they cut 

through the clutter; anecdotally the 

Greens see social media as their route to 

gaining greater support.  

What is likely is a high turnout, or at least 

one around 70-80%; the outcome is 

unknown so voters tend to respond and 

think their vote might count. Geography 

will matter. Some seats assumed to be safe 

are fertile for an insurgent campaign. In 

the end the most likely outcome is a 

coalition, but this could be an even less 

comfortable relationship than in 2010. 

Any marriage of convenience may well be 

formed following protracted negotiations 

and result in a binding prenuptial 

agreement. It could make many of the 

promises of the current period null and 

void and so increase dissatisfaction, but it 

may have to happen if the polls remain 

close. 

So the current period is of vital 

importance. Can one of the major parties 

rebuild their image, get their position 

accepted and be seen as the party for a 

majority or will it result in uncertain 

voters and an uncertain outcome. The 

smart money is on the latter unless one of 

the parties can produce something 

dramatic.  
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Trends in Political Marketing 

 

Matrix of Political Party's Success in Transcaucasia
 

 

As seen, in western countries, especially in 

Anglo-Saxon world, Political Marketing is an 

important activity, having benefits both for 

social environment, consumers of politics and 

political parties. All parts of political 

marketing process can benefit from such 

marketing in any way if: 

 Political parties know what people demand; 

 Through political marketing, consumers are able to create new political products, even 

before political elections, only with participation into political marketing studies.   

 But on the other hand, there are some problems faced about political marketing in 

Transcaucasia.  

First of all, it may be claimed that majority of people do not rely on sincerity of Political 

Parties of Georgia, Armenia and Azerbaijan. This shows Political Marketing research, started 

in September 12th 2014 with the one question – “Do you trust your governing political party?”  

“Gaining monetary profit is on the core of political parties and main target of them is doing 

profit making activities. Under that kind of a circumstance, it is hard to believe that they take 

care of us.” – Many people think for example in Georgia.   

According to preliminary results of political marketing study, there are some main 

challenges for Political Party success in Caucasus; there are four possible assessments 

towards parties: 

 Strong credibility, when people trust because they accept the way towards what, their 

leader, or organization is moving. Unfortunately such assessment was not met in our 

research.  

 Vague Credibility of Governing and leading political parties: there may be some political 

organizations trying to cheat consumers. Those parties may claim that they are applying 

best political methods and approaches for their consumers.   

 Deluding information: Political marketing activities take consumers more and more 

aware in politics.  

 Split in exchange of values- when party works with closed doors and “secret missions”. 

 

 

Kakhaber Djakeli 
Faculty Professor 
Faculty of Business 
Management 
International Black Sea  
University 
k.jakeli@rocketmail.com 
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Picture 1: grid of credibility & Marketing  

 

According results of marketing research, political parties in Transcaucasia, can be divided 

into 4 main types: 

 “Split” parties: when party has no or vague credibility and itself the party is not making 

any political marketing activities. Such organizations seeking some coalitions, to try to 

sell, some “vague credibility”, what they still remain, to possible parliament sit. 

 “Deluding information” parties – having some credibility from pervious activities but not 

utilizing political marketing; this organizations also try to sell themselves to big 

coalitions, like “National Dream of Georgia” or “Georgian National Movement”. Such 

parties don’t try to research market and move to satisfy some customers’ needs on it.   

 “Gambler” party – having vague credibility, but fully using modern informational 

technologies and political marketing approaches. These parties frequently are new, they 

have financial power, mission and objectives, have program and marketing budget. So 

they move to customer.  

 “Winners” – political parties fully using political marketing methodologies and 

instruments, and having huge credibility.   

But how credibility of political party is built? As research shows, in post-soviet Caucasian 

countries, archetypes of credibility are still closed to traditional values.   

 

 

 

 

 

 

credibility
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marketing

activities

vague credibility Strong credibilit
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New Book Series 

 

Palgrave Studies in Political Marketing and Management Book 

Series 

 

Jennifer Lees-Marshment 

Series Editor 

University of Auckland 
j.lees-marshment@auckland.ac.nz 

www.lees-marshment.org 

 

Overview for potential authors and editors 
 

The vision for the series 

Political management is practised around the world and taught and researched at a wide 

range of universities. At its core, Political Marketing and Management is about how 

politicians & political staff use marketing and management tools and concepts to help them 

achieve their goals. Scholarship is drawn from a range of disciplines and fields, and covers 

how political organisations and actors strategise, lead, organise and market, as well as 

intersections between these aspects such as the organisation of political marketing research 

in government department; the importance of leadership in changing how a party is 

organised; the organisational structure of volunteers within an NGO; strategic 

communication in political movements; resource management in political offices; and the 

strategic organisation of fundraising in campaigns. The Palgrave Political Marketing and 

Management Book Series will publish high quality and ground-breaking academic research 

and practitioner perspectives in Palgrave Pivot form (25-50,000 words, 12 week publishing 

time frame upon receipt of final manuscript) on this growing area of government and 

political behavior that attracts increasing attention from scholarship, teachers, the media 

and the public. 

 

Indicative topics 

Books could cover any topics related to political marketing and management, such as (but 

not confined to) those below, and they may be focused on a country or area, or a particular 

election. Further details are in the full guidelines for the series. 

 

 Political market intelligence: research tools used in politics (polling, focus groups, 

role play, co-creation, consultation etc), segmentation, voter profiling, stakeholder 

insight, voter insight, experimentation, analytics and modeling. 

 The Political Consumer: rising consumerist attitudes amongst citizens towards 

politicians; consumer behaviour theories applied to politics to understand voter 

behaviour; drivers of voter choice; electoral commission work to increase political 

participation using marketing. 

 Political management:  management theories applied to managing staff and 

relationships in a government department or agency, PM’s office, parliament, party office 

mailto:j.lees-marshment@auckland.ac.nz
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and campaign. Aspects might include crisis management, change management, issues 

management, political event management, reputation management, delivery 

management, political human resource management, relationship management and 

stakeholder management/engagement. Focus might be on the political-public service 

interface, cohesion within the government party, managing the caucus and party donors, 

and exploring parliamentary arenas and behavior. 

 Political advising: the work of anyone advising a politician or political organization, 

such as ministerial, parliamentary or constituency staff advisors in government or 

opposition, civil servants, consultants, market researchers, pollsters, strategists, 

advertisers. 

 Political strategy: creation and achievement of goals, strategic models and approaches, 

positioning, targeting, market-orientation, political branding, the politics of policy 

making and governing; marketing control and analysis. 

 Political leadership: collaborative leadership, appreciative leadership, adaptive 

leadership to politics, personalized leadership, political oratory and rhetoric, leadership 

in networked political organizations, distributed political leadership at different levels of 

political organizations, followers and followership styles; strategic leadership, decision 

making; and analysis of the core executive. 

 Political Organisation: volunteer/party management, managing a political office, 

political HR, conflict management, internal party marketing, membership relationship 

management, GOTV, relationship marketing to members, new organizational forms in 

democracy, training, resource management (finance/fund raising, people), information 

management, planning, policy implementation/delivery; grassroots organisation. 

 Political communication management: management communication theories 

applied to politics, such as public relations, strategic communications and e-marketing. 

 Ethics and challenges in political management – balancing principle and 

pragmatism, the need to adapt management concepts and tools to the political 

environment and the democratic implications of managing politics.  

 

Editor and Academic Advisory Board 

The series editor is Jennifer Lees-Marshment (Auckland University, New Zealand), a world 

expert in political marketing (see www.lees-marshment.org or email j.lees-

marshment@auckland.ac.nz. The series is also informed by an academic advisory board 

drawn from a wide range of academic disciplines and areas including political leadership, 

parties, media, communication, marketing, elections, and management who will provide 

further input and advice into the general direction of the book series. They have significant 

experience editing journal special issues, books, conference events, and leading academic 

and practitioner groups in political marketing and management which will contribute to the 

series’ content and quality – see list below. 

 

 

 

 

 

 

 

 

http://www.lees-marshment.org/
mailto:j.lees-marshment@auckland.ac.nz
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 Andre Turcotte (Carleton University, 

Canada) andre_turcotte@carleton.ca 

 Anna Matuskova (Charles University 

in Prague, Czech Republic) 

matuskov@fss.muni.cz; 

amatuskova@gmail.com 

 Brian Conley (Suffolk University, US) 

bconley@suffolk.edu 

 Christine Williams (Bentley 

University, US) 

cwilliams@bentley.edu 

 Darren Lilleker (Bournemouth 

University, UK) 

DLilleker@bournemouth.ac.uk 

 Emmanuelle Avril (Université 

Sorbonne Nouvelle, France) 

emmanuelle.avril@univ-paris3.fr 

 Gordica Karanfilovska (Macedonian 

government, Macedonia), 

gordicak@yahoo.com 

 Iordanis Kotzaivazoglou 

(Technological Institutes of Serres, 

Greece) ikotza@jour.auth.gr 

 Jenny Lloyd (UWE, UK) 

jenny.lloyd@uwe.ac.uk 

 Kakhaber  Djackeli (International 

Black Sea University in Georgia) 

k.jakeli@rocketmail.com 

 Ken Cosgrove (Suffolk University, US) 

kcosgrove@suffolk.edu 

 Kobby Mensah (University of Ghana 

Business school, Ghana) 

kobbymensah@ug.edu.gh 

 Lisa Spiller (Christopher Newton 

University, US) lspiller@cnu.edu  

 Mark Bennister (Canterbury Christ 

Church University, UK) 

mark.bennister@canterbury.ac.uk  

 Neil Bendle (Ivey Business School, 

Canada) nbendle@ivey.uwo.ca 

 Nigel Jackson (Plymouth University, 

UK) nigel.jackson@plymouth.ac.uk 

 Paul Wilson (Carleton University, 

Canada) paul.wilson@carleton.ca 

 Phil Harris (Chester University, UK) 

p.harris@chester.ac.uk 

 Robin Pettitt (Kingston University, 

UK) R.Pettitt@kingston.ac.uk 

 Steven Dann (ANU Business School, 

Australia) stephen.dann@anu.edu.au 

 Travis Ridout (Washington State 

University, US) tnridout@wsu.edu 

 Will Miller (Flagler College, US) 

WMiller@flagler.edu 

 

 

 

How to submit a proposal 

Proposals can be submitted to the series editor on j.lees-marshment@auckland.ac.nz at any 

time. We recommend you read the full guidelines for the series, and get in touch with the 

series editor in advance of completing the proposal to discuss ideas first.  

 

All books must:  

 be between 25,000 and 50,000 words. 

o so this requires shorter pieces, avoiding long detailed references, and a tightly 

focused topic choice. 

 be empirical not just theoretical. 

 have recommendations for practice derived from the academic research. 

And we encourage books to: 

 include other practitioner elements such as those noted in the section on format. 

 include international material or relate work to international trends. 

Please use the Palgrave Studies in Political Marketing and Management Book Series proposal 

form – see https://leesmarshment.wordpress.com/pmm-book-series/ for this and updates 

on the series. 

mailto:matuskov@fss.muni.cz
mailto:amatuskova@gmail.com
mailto:bconley@suffolk.edu
mailto:cwilliams@bentley.edu
mailto:gordicak@yahoo.com
mailto:ikotza@jour.auth.gr
mailto:jenny.lloyd@uwe.ac.uk
https://sites.google.com/site/psapmg/czech-republic-pmg-page/redir.aspx?C=4e0168c15e314cbd92ce084480f0ace7&URL=mailto%3ak.jakeli%40rocketmail.com
mailto:kobbymensah@ug.edu.gh
mailto:lspiller@cnu.edu
mailto:mark.bennister@canterbury.ac.uk
mailto:p.harris@chester.ac.uk
mailto:R.Pettitt@kingston.ac.uk
mailto:stephen.dann@anu.edu.au
mailto:WMiller@flagler.edu
mailto:j.lees-marshment@auckland.ac.nz
https://leesmarshment.wordpress.com/pmm-book-series/
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Recently Completed PhDs 

 

Kevin07 and The Real Julia:  

Labor's use of political branding in 2007 and 2010

Dr. Lorann Downer 
Sessional Lecturer 
School of Political Science 
and International Studies 
University of Queensland 

lorann.downer@uq.edu.au 

 

Lorann Downer was awarded a PhD from 

the University of Queensland in 2014. Her 

thesis, Kevin07 and The Real Julia: 

Labor’s use of political branding in 2007 

and 2010, analysed the political branding 

strategies of the Australian Labor Party 

during two federal election campaigns. 

Using a specially-developed theoretical 

model, interviews with key practitioners 

and campaign communications, she tested 

some of the claims about the use of 

branding in these campaigns. Lorann’s 

work showed the party consciously sought 

to execute branding strategies throughout 

the electoral cycle. She painted a picture of 

two very different branding efforts; the 

2007 campaign which was strategic and 

consistently well-executed, and the 2010 

campaign which had strategic intent but 

suffered from uneven execution and 

severe disruption. Drawing on these and 

other findings, the work offered lessons 

and recommendations for political 

branding practitioners and researchers. 

Lorann has since been involved in the Vote 

Compass project run in conjunction with 

the 2015 Queensland election, and is 

currently co-coordinator and lecturer for a 

Queensland politics course at the 

University of Queensland. She provides 

media commentary and speaks at public 

forums, about state politics and political 

branding and marketing. 
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Events and Conferences 
 

Global Political Marketing and Management Conference 2015 
 

 
 

School of Marketing and International Business,  

Victoria University of Wellington 

5-7 June 2015  

 

The theme of Global Political 

Marketing and Management Conference 

2015 explores the recent trend in political 

marketing to move from a short-term 

transaction-based approach, to a 

relationship and network-based approach. 

 

The conference will be held in Wellington, 

which is New Zealand's centre of 

government and the world's southernmost 

capital city. 

 

The venue for the conference is the Royal 

Society building / Te Whare Apārangi, 

which is a short stroll from the Pipitea 

campus and in easy walking reach of 

downtown Wellington and all our social 

events. 

 

The capital of New Zealand is an ideal 

setting to bring together government, 

political science, and political marketing 

communities – researchers and 

practitioners – to investigate the trends 

and impact of political marketing and 

political management in today’s society. 

The deadline for paper submissions 

has passed. However registration for 

Global Political Marketing and 

Management Conference 2015 is still 

available and now open and can be 

completed online: 

 

Registration for this event includes : 

 Admission to all sessions 

 Morning tea, lunch and afternoon tea 

 Parliament tour and Reception - 

Friday 5 June 2015 

 Conference Dinner - Saturday 6 June 

2015 

 

Registration Fees 

 Early Bird Full: $450.00 - Booked 

before 31 March 2015 

 Full: $495.00 - Booked after 31 March 

2015 

 Student: $375.00 

 

All transactions are billed in New Zealand 

Dollars and include GST. 

 

 

Social events planned for GPMM Conference 2015 

 

Some exciting social events have been 

planned for Global Political Marketing & 

Management Conference 2015. The cost 

for each of these events is included in the 

full registration fee. 

Detailed information about the events will 

be sent to the conference participants 

closer to the date of the conference, but 

below is a brief description of what we 

have planned: 
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1. Tour of New Zealand Parliament 

buildings 

Our first social event sets the theme for 

the Conference weekend. An exclusive 

guided tour (approximately one hour in 

duration) of the New Zealand 

Parliamentary quarter has been arranged 

for Friday afternoon. 

 

This tour includes three architecturally 

distinctive buildings on the site: 

 the Edwardian neo-classical 

Parliament House 

 the Victorian Gothic Parliamentary 

Library 

 the unique 1970s style Beehive 

building 

 

2. Friday evening reception at the Museum 

of City and Sea 

The opening Global Political Marketing & 

Management Conference 2015 reception 

will be held at the Wellington Museum of 

City and Sea, which is among the top 50 

museums in the world! 

 

One of Wellington’s tourism gems, the 

Wellington Museum of City and Sea is 

situated in one of the harbour front’s 

historic architectural buildings on Queens 

Wharf, at 3 Jervois Quay. 

 

Crammed full of stories, history, and 

artefacts dating back to Wellington’s 

earliest beginnings. it is an event not to be 

missed. 

 

As an optional extra, there will be free 

guided tours of the museum during the 

course of the evening by one of the 

museum’s highly informative and 

entertaining curators. 

 

Drinks and nibbles will be served by one of 

Wellington’s finest catering companies. 

 

 

3. Saturday night Conference dinner at 

The Backbencher 

The Global Political Marketing & 

Management Conference 2015 conference 

dinner will be held on Saturday evening at 

The Backbencher, a renowned gastropub 

at 34 Molesworth St, Thorndon. 

 

Directly opposite Parliament, this venue is 

just a few doors up from the Pipitea 

Campus and within easy walking distance 

of central hotels. 

 

The Backbencher is a much-loved 

Wellington institution, which takes 

advantage of its location "adding a healthy 

dose of political satire on the side". 

 

A perfect place to celebrate with other 

conference friends and delegates, not to 

mention the great food and wine. 

 

Some other suggestions for your time in 

Wellington 

Wellington has many other spectacular 

tourist attractions that can be arranged 

independently. These include attractions 

within walking distance or a short taxi or 

bus ride away. 

 

Some suggestions include: 

 The Weta Cave: Wellington is 

internationally known for its film 

making industry. Weta Cave is just a 

short ride by taxi or bus from the 

centre of town, and will make a 

memorable trip both for conference 

attendees and their accompanying 

families. You get a behind the scenes 

look at some of the props and models 

created for the long list of box-office 

hits Weta have produced. 

 Te Papa: Museum of New Zealand / 

Te Papa Tongarewa is New Zealand’s 

iconic and innovative national 

museum, with six levels showcasing 

national art and treasures. 
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Further afield 

Less than an hour’s drive is the Kapiti 

Coast, with beautiful beaches and cafes. 

Slightly further afield, around two hours 

away, is the Wairarapa district (home to 

some spectacular wineries and tourist 

townships). 

 Wellington Tourism lists other 

tourist attractions 

 Business Events NZ offers a 'one 

stop shop for business events 

resources' 

 

Accommodation options for GPMM Conference 2015 

 

Wellington has many excellent hotels 

within easy walking distance or a short 

taxi ride from where the conference will be 

held. 

 

We have negotiated special conference 

accommodation rates with the following 

hotels: 

 James Cook Hotel Grand Chancellor: 

$146-165 

Quote "146882" 

 Rydges Wellington Hotel: $185 

Quote "X-PMC0615" 

 Comfort Hotel Wellington: $99 

Quote "Victoria University" 

 Novotel Wellington: $129 

Quote "PMC040615"  

 

Other accommodation 

The following hotels also provide quality 

accommodation within a 10-15 minute 

walk of the Victoria Business School 

campus: 

 Abel Tasman Hotel 

 Accommodation Central on Willis 

 Amora Hotel Wellington 

 Distinction Wellington City Hotel 

 Boulcott Suites 

 Mercure Wellington 

 Museum Art Hotel Wellington 

 Kingsgate Hotel Wellington 

 Travelodge Wellington 

 Trinity Hotel Wellington 

 

There are a number of Backpackers to look 

at as well: 

 Trek Global Backpacker 

 Nomads Capital Backpackers 

 Wellington Downtown Backpackers 

 

For more accommodation options around 

Wellington, check out the Wellington 

Tourism website. 

 

 

Contact the GPMM Conference 2015 Organisers 

 

For all information about Global Political Marketing and Management Conference 2015, 

please email: gpmm2015@vuw.ac.nz 

 

Co-Chairs of GPMM Conference 2015 

 

Associate Professor Dan Laufer 

Email: dan.laufer@vuw.ac.nz 

Phone: +64 4 463 5152 

Location: School of Marketing & 

International Business, Victoria 

University of Wellington 

Associate Professor  

Jennifer Lees-Marshment 

Email: j.lees-marshment@auckland.ac.nz 

Phone: +64 9 373 7599, xtn 89388 

Location: School of Social Sciences, 

Auckland University 

 

http://www.wellingtonnz.com/
http://businessevents.newzealand.com/en/help-and-support/resources/
http://www.grandchancellorhotels.com/nz/jamescookwellington/
http://www.rydges.com/accommodation/new-zealand/wellington/welcome/
http://www.hotelwellington.co.nz/
http://www.accorhotels.com/gb/hotel-3276-novotel-wellington/index.shtml
http://www.abeltasmanhotel.co.nz/
http://centralonwillis.co.nz/
http://www.wellington.amorahotels.com/
http://www.distinctionhotelswellington.co.nz/
http://villagegroup.co.nz/boulcott-suites/
http://www.accorhotels.com/gb/hotel-1991-mercure-wellington/index.shtml
http://www.museumhotel.co.nz/
http://www.kingsgatewellington.co.nz/
http://www.travelodge.co.nz/travelodge-wellington-hotel/home
http://www.trinityhotel.co.nz/
http://www.trekglobal.net/page/home.aspx
http://nomadsworld.com/hostels/new-zealand/nomads-capital-backpackers
http://www.downtownbackpackers.co.nz/location/
http://www.wellingtonnz.com/discover/accommodation
http://www.wellingtonnz.com/discover/accommodation
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Interview with a Political Marketing Expert 
 

Interview with New Zealand Pollster David Farrar 
 

 

Conducted by  
Elias Hallaj 
Australian Labor staffer, 
campaigner and trainer 
elias.hallaj@gmail.com 
@Elias_Hallaj 
www.campaignsdownunder.org 

 

This is the first in a series of political 
expert interviews written specifically for 
the PMG magazine. The interview was 
conducted over telephone by Elias Hallaj, 
who works as a Project Officer for the 
Australian Labor Party and is the author of 
the political blog 
“CampaignsDownUnder”. 
 
Anyone interested in New Zealand politics 
would be familiar with David Farrer and 
his famous political blog KiwiBlog. As well 
as being a blogger David is a well-regarded 
political pollster, media commentator and 
political insider within the New Zealand 
National Party. He has held many roles 
within New Zealand National, including 
working as a senior adviser in Parliament 
for four National Party Leaders, and is a 
close confidant of the current Prime 
Minister John Key. 
 

 
Pictured: David Farrar 

David explains on his own blog that “I blog 
on any issue or thing I find interesting. 
Now this is mostly politics, but also quite a 
bit on technology and the Internet. And as 
my friends use the blog to keep track of 
what I am up to, there’s a fair amount of 
personal stuff also, photos of places I have 
been, and food, theatre or movie reviews, 
or just anything I want to share.” 
 
Despite his modesty, David is a big and 
influential player in Kiwi politics. Kiwiblog 
gets around half a million page-views per 
month, which puts it in the league of a 
major news outlet and influential leader in 
conservative Kiwi politics. David 
“normally blogs eight to ten items a day”, 
explaining “we often get 500+ comments a 
day”. His regular readership is as large as 
it is influential with “over 10,000 
registered commenters.” 
 
So tell me about yourself David. 
Who are you in a nutshell?  
I self-identify as a classical liberal, which 
the Institute for Liberal Values of New 
Zealand succinctly summarises as a belief 
in individual rights, limited government, 
private property, free markets, tolerance, 
and reason. 
 
On the political compass test I score +10 
(right) on economic issues and -6.15 
(libertarian) on authoritarian/libertarian 
issues.  
 
Since I joined Young Nationals in 1986, I 
have been affiliated to, and a member of, 
the National Party. I do not regard 
National as always right, but it is the party 
which I believe gives me the greatest 
opportunity to achieve the New Zealand I 
want. 
 
As a volunteer, I established National’s 
initial Internet presence in 1996 and have 
held various roles in the party up until 
2005, including Deputy Regional Chair. I 
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still help National HQ from time to time 
on data and IT issues. 
 
I worked in Parliament for almost eight 
years from July 1996 to March 2004. I 
initially worked as a media advisor to 
Ministerial Services when Jim Bolger was 
Prime Minister. I then had the rare 
privilege of working in the Prime 
Minister’s Office for Jenny Shipley, and in 
the Office of the Leader of the Opposition 
for Jenny Shipley, Bill English and Don 
Brash. 
 
I am a Councillor for the Republican 
Movement of New Zealand, now known as 
the NZ Head of State campaign. I was on 
the (executive) committee of the Market 
Research Society of New Zealand. I am a 
member of The Research Association of 
New Zealand, as is Curia, the Market 
Research Company, based in Wellington, 
which I established in early 2004.  
 
Where do you 
live/work/study/teach? 
Although I do not formally teach, I do 
make guest appearances and 
presentations in politics and media classes 
at universities and other institutions. I’ve 
also led seminars at Party Conferences and 
will happily discuss many issues related to 
research and polling, as well as the 
development of the Internet via my blog 
and similar publications. 
 
What compels you to write and 
research politics?  
I believe that most people who are 
engaged in politics at some level are deep-
down motivated by community service. 
Most of the people I know through politics 
– on both sides – have strong views and 
desires to improve society and their 
community. My research and polling 
interest came about almost by accident as 
I became more involved in the National 
Party and it quickly became a normal part 
of my job. The inspiration for the name of 
my research company – Curia – is from 
the name of the old Roman Senate 
building. 
 
 
 

What do you love about politics?  
At the end of the day it is policy debate 
and policy improvements that is my 
passion. My research work compliments 
that interest well. I firmly believe that 
policy vision is an important driver in 
politics and that “politics is the art of the 
possible”. Research provides insights into 
what is possible and not possible. 
 
Is there anything you don’t like 
about modern politics?  
Lots! Which I suppose is funny coming 
from a pollster. I don’t like process stories 
and much prefer substantive policy 
stories. For example, stories that just 
report on poll results without analysis of 
the reasons for shifts which are taking 
place. In the past ten to fifteen years, TV 
coverage has shifted from “this was 
announced today” to focussing on 
combative exchanges during question time 
and reporters opining about “whether 
today was a good or bad day for the 
government, without questioning and 
analysing policy debates. The Kim.com 
saga is a symptom of a shift in coverage 
from 80% policy focus to 2% policy focus 
with the rest filled up with scandals and 
accusations. 
 
Compulsory or voluntary voting?  
I support the current New Zealand system 
of compulsory enrolment but not 
compulsory voting. I believe it is a 
legitimate choice not to vote and I believe 
higher turnout does not necessarily equate 
to better informed voting. 
 
Who are your favourite writers?  
I’m a reading omnivore and love to read 
many different styles, publications, genres 
and sources, including fiction and non-
fiction. My favourite authors include Chris 
Trotter, who has an insightful writing 
style, Colleen McCullough, GRR Martin, 
Raymond Feist, Australian journalist Tim 
Blair, and US-based British author 
Andrew Sullivan. 
 
What are your favourite websites 
and news sources?  
Obviously www.kiwiblog.co.nz but I also 
read the New Zealand Herald and 
www.Stuff.co.nz . Paywalls are a major 

http://www.kiwiblog.co.nz/
http://www.stuff.co.nz/
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factor in my choice of online reading. I 
often read www.news.com.au because it is 
free. I used to read the Australian 
frequently but now that it has a paywall I 
don’t. In New Zealand I now read the 
Guardian instead of the Telegraph for the 
same reason. 
 
What’s the first thing you do each 
morning?  
I usually get up at 5.30am and pend 
around two hours reading and absorbing 
news stories, both local and international, 
as well as interesting blog posts. I also 
write some blog posts before I start my 
real job! 
 
What is your one recommended 
must-read for aspiring 
psephologists?  
Read the Huffington Post Pollster. It used 
to be an independent publication but is 
now a subset of the HuffPost that is just 
about polling. Although it is mainly 
American content its writers know their 
subject well and it has a good resonance 
for politics around the world. It also 
includes amusing anecdotes and insights 
such as the way that US Democrats are 
goading the Republicans into impeaching 
Obama, so that they can then use the 
unfair impeachment to mobilise Democrat 
voters to turn out and vote in subsequent 
elections. 
 
What’s your favourite political 
movie/book/documentary/TV 
series? 
House of Cards, especially as it is a rare 
example of where the US version of a 
British film has turned out better than the 
original. Prior to that I enjoyed the West 
Wing and have watched each of the seven 
series four or five times! I also enjoy 
Borgen and VEEP is slowly growing on 
me, their season three is very good. I also 

like ageless classics such as Yes Minister, 
Yes Prime Minister as well as watching 
Clarke and Dawe satirise modern politics. 
 
Is there a funny or brilliant political 
ad you’d like to share?  
I think the 2014 New Zealand advertising 
on YouTube was much better than in 2011. 
It was very slick, produced well and 
displayed the appropriate theme of unity. 
 
What are you currently reading or 
working on?  
I’m currently reading Double Down is the 
inside story of the 2012 US presidential 
election. It interviews many people of 
significance and gives great insights into 
how they dealt with very public aspects of 
the campaign, including gaffs by the major 
contestants. 
 
One current project is the analysis of 
extensive polling we did at the last New 
Zealand election. For the first time we 
polled the same 1,000 people just before 
and just after the election. We asked them 
who they voted for each time and if any of 
them shifted their vote in that period. 
Naturally my client owns the data and I 
can’t share it but we are getting significant 
insights into how news events can alter the 
election results. For example the Kim.com 
story did not shift any undecided votes but 
it has a significant impact on increasing 
turnout for national voters, who became 
angry and did not want to see the German 
multimillionaire Kim.com have an 
influence over the election result. 
 
Which other psephologists do you 
recommend I interview soon? 
Antony Green as he is the least partisan 
analyst I know and is incredibly 
professional (I have already sent him the 
questions!), and Stephen Mills from UMR. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.news.com.au/
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The Political Marketing Game 

Jennifer Lees-Marshment 

 

 

 

 

 

 

 

 

 

 

 

'The Political Marketing Game by Jennifer Lees-

Marshment is about as thorough an analysis of a 

discipline, regarded as much an art as it is a science, that 

one could ever hope for...Lees- Marshment combines 100 

interviews (over 5 years of research, across 5 western 

liberal democracies) of heavy weight political marketing 

practitioners with her keen understanding of the wealth of 

existing academic literature on the subject. Undoubtedly, 

the highlights of the book are the musings of 

communication directors, political representatives, 

pollsters  and strategists including (amongst many others) 

Alastair Campbell, Iain Duncan Smith and Philip Gould, 

on their various electoral battles...This is a hugely 

informative study on an important field that is changing 

and developing at an extraordinary rate.' 

–  Progress magazine 

 

'Drawing on insights gleaned from an extensive range of 

interviews, Lees-Marshment's monograph is packed full of 

fascinating reflections from practitioners...each chapter 

ends with a series of tables listing the dos and 

don'ts...packed full of practical advice, this book will be a 

bible for political operatives to be kept close at hand for 

frequent reference.' 

–  Political Studies Review 

 

 

Paperback 9781137516428 

 

Mar 2015 £19.99 $32.00 $37.00CAN 

 

Ebook(s) available from Palgrave Connect, 

Dawson ERA, Amazon Kindle, KOBO INC (E 

BOOK A/C), Myilibrary, ebooks.com, Ebook 

Library, Amazon Kindle UK, Ebrary, 

NetLibrary, Barnes & Noble, Inc. 

 

 

Contents 

Introduction  

Analyzing the Market 

Strategic Development  

Leading Responsively 

Marketing the Party  

Communicating  

Managing Delivery 

Marketing  Democratically 

Conclusion: Political Marketing, 

Democracy and Partnership 

Academic  

References 

Practitioner Interview References 

Jennifer Lees-Marshment is Associate Professor in 

Politics at Auckland University, New Zealand. She is 

the author/editor of 13 books, including Political 

Marketing: Principles and Applications (2nd edition, 

2014) and The Ministry of Public Input (Palgrave, 

2013). Her research interests include political 

marketing, leadership, public input and governance. 
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'Lees-Marshment offers sagacious views 

on, inter alia, the importance of investing 

in detailed research and acting on the 

uncomfortable findings, building and 

maintaining a strong political organisation, 

providing vision and principle, and 

offering clear, simple and deliverable 

pledges...her book provides a wealth of 

insights into political marketing and 

merits a place on the bookshelves of 

political scientists as well as practitioners.' 

–  Tim Haughton, Birmingham 

University, UK 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

About the book 

The Political Marketing Game identifies 

what works in political marketing - the 

rules of the game - showing politicians can 

choose to play the game to achieve change, 

not just win votes, because authenticity, 

values and vision are as much a part of a 

winning strategy as market-savvy 

pragmatism. Using 100 interviews with 

practitioners including advisors to former 

world leaders Tony Blair, George W Bush, 

Stephen Harper, Helen Clark and Kevin 

Rudd, as well academic literature, this 

book offers political elites tools to navigate 

the complex and unpredictable electoral 

market. It shows the democratic impact of 

political marketing depends on how the 

game is played. Whilst politicians need to 

listen, varying responsiveness to public 

demand is more successful than 

abandoning their beliefs. Elites need to 

work in partnership with the public, as 

voters want politicians who say 'yes we 

can' not 'yes I can,' using deliberative 

market analysis so that politics can evolve 

in the 21st century and become a 

partnership democracy. 

 

 
 
 
 
 
 
 

Order online at www.palgrave.com 

 
UK, Europe, & ROW (excl. 
Australia & Canada): 
Direct Customer Services, 
Palgrave Macmillan, 
Publishing Building, 
Brunel Road, Houndmills, 
Basingstoke, RG21 6XS, UK 
Tel: +44 (0)1256 302866 
Fax: +44 (0)1256 330688 
Email:  orders@palgrave.com 

USA: 
Palgrave Macmillan, VHPS, 

16365 James Madison Highway 
(US route 15), Gordonsville, 

VA 22942, USA 
Tel: 888-330-8477 
Fax: 800-672-2054 

Email:  sales@palgrave-usa.com 

Australia: 
Customer  Services, 

Palgrave Macmillan, 
Level 1, 15-19 Claremont St, 

South Yarra 
VIC 3141, Australia 

Tel +61 3 9811 2555(free call) 
Email: 

orders@unitedbookdistributors.
com.au 

 

 
 



 

 

*To activate your 20% discount, visit the book’s page and simply enter the code FDC20 at check-out. This applies only to books purchased on the website and cannot be used in 

conjunction with any other offer.                                                                                                                                                                  

20% Discount Available from Routledge* 

 

Routledge Handbook of Political Marketing 

 

By Jennifer Lees-Marshment 

2012: Hardback: 978-0-415-57993-3: $225 / £140 

2015 : Paperback: 978-1-13-890876-5: $59.95 / £34.99 

With the Obama campaign universally acknowledged as the most 
successfully marketed presidential campaign of all time, the future of political 
marketing is fiercely contested, provoking a wealth of high quality 
scholarship from across the globe. This work provides an accessible 
introduction to the field, international in both content and authorship, which 
will set the direction of future research.  

Routledge Handbook of Political Marketing contains cutting edge 
contributions written by academic experts and informed practitioners but will 
also have a cohesive structure, containing emerging areas and authors 
alongside established ones. The handbook addresses the practicalities as 
well as the broader impact of political marketing on politics including its’ role 
in the changing relationship between political leaders, parties and voters. 
With each chapter providing a comparative and carefully structured 
discussion of a key topic, the handbook examines issues within the following 
broad themes: 

 Understanding the market, gathering ideas, and debate  

 Product development, branding and strategy  

 Internal Marketing  

 Communicating and connecting with the public  

 Government Marketing - delivery, policy and leadership 

With each chapter written to a common template presenting new research and contemporary case studies, the handbook 
combines a succinct presentation of the latest research with an accessible and systematic format that will be of great interest to 
scholars and practitioners alike.  

Table of Contents: 

1. Introduction: Political Marketing in the 21st Century Jennifer Lees-Marshment Section 1: Understanding the Market, Gathering Ideas and 
Debate 2. The Role of Opinion Research in Setting Campaign Strategy Alexander Braun 3. Political Marketing and Segmentation in Aging 
Democracies Scott Davidson and Robert H. Binstock 4. Strategic Voter Selection Michael John Burton 5. Government Public Opinion Research and 
Consultation: Experiences in Deliberative Marketing Mathias König and Wolfgang König 6. Co-Creating the Future Roy Langmaid Section 2: 
Product Development, Branding and Strategy 7. Political Party Market Orientation in a Global Perspective Jesper Strömbäck 8. Niche Marketing 
the Greens in Canada and Scotland Susan Harada and Helen Morris 9. Political Branding in the Modern Age – Effective Strategies, Tools & 
Techniques Kenneth M. Cosgrove 10. The Politics of Hope: The Democratic Party and the Institutionalization of the Obama Brand in the 2010 Mid-
Term Elections Brian Matthew Conley Section 3: Internal Marketing 11. Internal Party Political Relationship Marketing:Encouraging Activism 
amongst Local Party Members Robin T. Pettitt 12. Party Members as Part-time Marketers: Using Relationship Marketing to Demonstrate the 
Importance of Rank-and-File Party Members in Election Campaigns Peter Van Aelst, Joop van Holsteyn and Ruud Koole 13. Yes We Can 
(Fundraise): The Ethics of Marketing in Political Fundraising Alex Marland 14. Political Parties and Direct Marketing: Connecting Voters and 
Candidates more Effectively Peter N. Ubertaccio 15. The Party Official as Political Marketer: The Australian Experience Stephen Mills Section 4: 
Communicating and Connecting with the Public 16. Campaigning in the Twenty-First Century: Change and Continuity in American Political 
Marketing Dennis W. Johnson 17. Selling Sarah Palin: Political Marketing and the ‘Wal-Mart Mom’ Robert Busby 18. Populism as Political Marketing 
Technique Georg Winder and Jens Tenscher 19. Something Old, Something New? Modelling Political Communication in the 2010 UK General 
Election Jenny Lloyd 20. Interacting Leaders Claire Robinson 21. Underused Campaigning Tools: Political Public Relations Nigel A. Jackson 22. 
Political Marketing in an Online Election Environment: Short Term Sales or Long-Term Relationships? Nigel A. Jackson, Darren G. Lilleker and Eva 
Schweitzer Section 5: Government Marketing - Delivery, Policy and Leadership 23. Delivering in Government and Getting Results in Minorities 
and Coalitions Anna Esselment 24. Amateur Coalitions Strategies: Tensions about Legitimacy in Environmental Causes Émilie Foster, Raymond 
Hudon and Stéphanie Yates 25. Branding Public Policy David Marsh and Paul Fawcett 26. The Use of Public Opinion Research by Government: 
Insights from American and Canadian Research Lisa Birch and Francois Petry 27. Making Space for Leadership: The Scope for Politicians to 
Choose How They Respond to Market Research Jennifer Lees-Marshment 28. Conclusion: New Directions in Political Marketing Practice, Political 
Marketing and Democracy and Future Trends Jennifer Lees-Marshment 

Author Biography: 

Jennifer Lees-Marshment (University of Auckland, New Zealand) is an international expert in political marketing and author/editor 

of 10 books, including Political Marketing: principles and applications (2009) and Global Political Marketing (2010). 
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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 June 2015 
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