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The Political Marketing Group Committee 2016 

 
  

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, Politics and International Relations 

j.lees-marshment@auckland.ac.nz 

 

 

 

 

Newsletter Editor: 

Edward Elder 

eeld001@aucklanduni.ac.nz 
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Country Coordinators 
 

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.com 

 

France  

 

Vincent Rodriguez  rochebrun.associates@gmail.com 

 

Georgia Kakhaber Djackeli 

 

 k.jakeli@rocketmail.com 

 

Ghana 

 

Kobby Mensah  kobby_mensah@yahoo.com 

Greece  Iordanis 

Kotzaivazoglou 

 

 ikotza@jour.auth.gr 

 

India Chandra Sekhar 

 

Indian Institute of 

Management 

 

sekharj4u@gmail.com 

 

Indonesia FirmanzahFiz University of 

Indonensia 

 

fizfirmanzah@yahoo.com 

 

Iran 

 

Mitra Naeimi University of 
Navarra. 
 

mnaeimi@alumni.unav.es 

Japan 

 

Bryce Wakefield Woodrow Wilson 

International 

Centre for Scholars 

 

Bryce.Wakefield@wilsoncentre.org 

Kenya Bozo Jenje 

 

 bozojenje@yahoo.com 

Macedonia  Gordica 

Karanfilovska 

 gordicak@yahoo.com 

 

 

Malaysia 

 

Khairiah Salwa-

Mokhtar 

USM khairiah@usm.my 
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Mexico Omar Chavez 

 

 togua@yahoo.com 

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 

 

Jesper Stromback 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 

 

 

Note:  

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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2016 Elections 

 
Then What Happened?  

A continued look at the 2016 US Presidential Elections 
 

 

Associate Professor  

Kenneth Cosgrove 

 

Department of Government 

Suffolk University Boston 

kcosgrove@suffolk.edu 

 

After the primary left us here in New 

Hampshire, it moved onto other regions of 

the United States. People from outside the 

US often miss the extent to which this is a 

country of regions and the way in which 

political culture, the kinds of things people 

do and consume, as well as the 

demographic makeup of the population 

itself changes across regions. Politics 

matters in the marketing of politics in 

terms of the structure of the system, the 

structure of the parties, the voting system, 

and the way in which the electoral contest 

is organised. That New Hampshire is the 

first actual primary election is largely a 

residue of history. Other states now have 

bigger populations, thus meaning they 

have more electoral votes in the general 

election and greater influence in picking 

the President as a consequence. We get 

outsized attention because we’re first, 

because we use an actual election to 

award delegates, and because our 

population is so engaged in the process of 

doing so. I was in three other states as 

their voting day approached and none of 

them came close to the level of 

excitement and attention that New 

Hampshire showed. Our state is 

unrepresentative in many ways though. 

We lack large minority populations of any 

kind or a large city. Also, in a country with 

the regional, racial, and cultural diversity 

that the United States has, the issues and 

values that people are concerned about 

vary greatly; just as James Madison hoped 

would be the case when he wrote 

Federalist Papers 10 and 51 that argued 

the size and diversity of the country would 

produce a diversity of interests that would 

act as a deterrent to tyranny breaking out. 

As Madison hoped, the United States has 

grown to be the third biggest country in 

land area and fourth biggest country in 

population size on earth. While the upside 

is that it is for tyranny to develop here, it is 

also difficult to get agreement on much of 

anything. Instead, as the Obama 

campaigns showed, political marketing has 

become a series of micro-conversations 

within narrow segments rather than a 

broad national discussion.  

 

The United States has, as the political 

scientist Daniel Elezar famously noted, 

three major political cultures: the 

individualistic, the traditionalistic and the 

moralistic. Along with a number of places 

in the Northern Great Lakes region and the 

Intermountain West, northern New 

England, which New Hampshire is very 

mailto:kcosgrove@suffolk.edu
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much a part of, is dominated by the 

moralistic political culture that roughly 

says the interests of the society should 

come ahead of the individual. This shapes 

our approach to issues and it means that 

what matters in the first primary state 

might not matter at all in any of the ones 

that follow. Further, there have been 

entire books written about what the 

country would look like if it were split into 

smaller independent sub-units. Garreau 

(1981) argued North American (that for his 

purposes contained some of Mexico and 

some of Canada) could be thought of as 

nine distinct nations, while Woodard 

(2013) argued that it was actually made up 

of eleven distinct national cultures and 

identities. New Hampshire is, by Garreau’s 

design, part of the nation of New England, 

while Woodard argues it is part of the 

nation of “Greater Yankeedom” that 

stretches from Maine to Minnesota. 

Taking these constructs and applying a 

different primary process might be a way 

to make sure there is more regional, 

demographic, and issue representation in 

the process than seems to be the case at 

present. Regionalism matters because the 

demographic makeup of the population 

varies significant from region to region. 

Thus, the kinds of candidates who are 

advantaged varies as well. For example, 

one of the problems Bernie Sanders 

encountered after New Hampshire was 

that the next set of states were far more 

diverse and, unlike his opponent, he was 

not well known to voters and opinion 

leaders in these communities. He was 

constantly running uphill, whereas his 

opponent had been the First Lady of 

Arkansas - a Southern state that has a 

relatively high African-American 

population - and a Senator from New York 

- representing one of the most diverse 

cities on earth as part of her constituency. 

What people do also varies by region. 

Voters in New Hampshire are amongst the 

least religious people in the country. Thus, 

the kinds of issues that have advantaged 

conservative Republicans like Ted Cruz 

elsewhere just do not sell as well here as 

they would in the Bible belt. On the other 

hand, in Donald Trump, we see a 

candidate who took advantage of a 

crowded primary field, identified a good-

sized target audience and expanded on his 

celebrity brand to build an authentic 

political brand with deep appeal to a fairly 

narrow audience. But this left serious 

questions about his ability to generate 

sales from outside of this fairly narrow 

audience. Consider his wince inducing 

Cinco De Mayo taco photo op that lacked 

authenticity and seemed to make him 

appear to be the racist that he claimed not 

to be.  

 

The country’s diversity on all things creates 

a strategic environment that is unique 

when running national level campaigns. 

Add to that the idea that Americans now 

expect that they should have some form of 

input into the nominating process and the 

length of that process and it is clear why 

people might not be feeling so satisfied 

with the way in which we pick Presidents. 

One of the more intriguing ideas that the 

Republicans have floated in the aftermath 

of their nominating process is to pair large 

and small states together to get more 

balance in the populations participating in 

that week’s given contest. While the 
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easiest way to do it would be to further 

the trend of having states in the same 

region grouped together as is done on Big 

Ten Tuesday and the SEC Primary (these 

are top tier university athletic leagues: the 

Big Ten operates mostly in the upper 

Midwest, the Southeastern Conference 

operates as its name suggests across the 

Southern states), a better way to 

accomplish this might well be to pair states 

from different parts of the country 

together on a given day. Instead of simply 

lumping all the New England states, New 

York, New Jersey and Pennsylvania into 

the Hockey East Primary, a better balance 

might be achieved by having Maine and 

New Hampshire vote with Texas, Missouri 

and Utah in order to achieve regional, 

demographic, and cultural balance. Similar 

groupings of states from across the 

country could hold their primaries thus 

creating a process that is more like what a 

general election, in which all states vote at 

once, is than what the current system 

provides and would, as a result, produce a 

candidate who would have a strong 

chance of winning a general election.  

 

This is similar to the way in which the 

Democratic Party came to have a Super 

Delegate system, which was itself a 

reaction to a series of reforms that 

produced more inclusion in the party but 

also produced candidates who struggled 

with a general electorate. In response to a 

string of defeats and close elections at the 

national level, the Democrats developed 

the Super Delegate system to give party 

insiders more input in the nomination 

process in order to produce electable 

candidates. In this cycle, that system partly 

produced a candidate, Hillary Clinton, 

firmly within the narrow mainstream of 

American political consensus. The Super 

Delegate vote total being included in the 

candidate’s vote total gave the impression 

that Hillary Clinton was very far ahead 

throughout the contest’s latter stages, 

thus giving Sanders even more of an uphill 

battle than he already faced. Add to that, 

the key role the Chair, Debbie Wasserman 

Schultz, played in shaping the calendar of 

showcase events for the party’s candidate, 

and the way she did so to advantage the 

better known candidate by putting the 

events up against popular sporting events 

and holiday shopping periods. In essence, 

it is clear that Debbie Wasserman-Schultz 

did the job of helping shape the market for 

the competition that was favourable for 

the Democrats more mainstream 

candidate to win. The Republicans, who 

did not have a superdelegate system in 

place and a much more laissez fair party 

chair in Reince Pribus, produced a 

nominee that various elements of the 

Party have serious qualms with and who 

used a differentiation strategy that 

allowed him to drill down deeply into a 

few segments and win the nomination. 

But, in doing so, also well may have made 

himself non-competitive as a general 

election standard bearer. The Bernie 

Sanders supporters who complained 

bitterly about the DNC Chair, Debbie 

Wasserman-Schultz, actively working to 

make sure the schedule of events favoured 

Hillary Clinton have a point. But what they 

fail to note is that nominating contests are 

party events and it is perfectly reasonable 

for the party chair to do things that 

advantage the candidate that (s)he thinks 
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will give the party the best chance to win 

in November. Had Bernie Sanders gotten 

the Democratic nomination, that party 

would have faced a similar problem to 

what the Republicans are facing. This is 

because, like Trump, Sanders did very well 

in a few clearly defined audience segments 

and struggled with everyone else. Also like 

Trump, Sanders had a strong emotional 

brand but struggled with specifics. Trump 

succeeded while Sanders did not because 

of the way in which the contest was 

structured and because of the extent of 

the competition. In party nominating 

contests what the party organization 

wants matters. But so too do the 

strategies that the contestants for the 

nomination adopt. Trump succeeded 

because of his strong emotional brand and 

his intuitive understanding of how to earn 

media, because his opponents never really 

confronted him until it was too late, 

because many of them had either brand or 

product problems themselves, and 

because the party structured a 

competition that allowed Trump to 

succeed. In contrast, Hillary Clinton 

succeeded because she was very steady. 

She made few mistakes, presented her 

candidacy as something historic, herself as 

heir to Obama, used her husband and the 

credential he brought exquisitely, as well 

as because the Democratic Party 

organisation and its leadership seemed to 

structure the contest in a way that was 

favourable to her chances.  

 

The next step in the process is the Vice 

Presidential nominee selection and the run 

up to the conventions, then the 

conventions themselves. It is not clear at 

this point if the Democrats get the three 

day infomercial that is so useful in 

positioning the party brand for the general 

election. But it seems a certainty that 

Republicans will not get that but will 

instead continue their long running battle 

over what the overall party product and 

brand are. This struggle has been going on 

since 2007 and seems nowhere close to 

resolution. The candidates are already 

making their return to New Hampshire. 

Donald Trump has been to Manchester, 

Hillary Clinton has launched a series of 

biographical ads running on local media. 

It’s all coming back to us and Election Day 

seems a mind boggling distance away.  
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Australia 2016 
 

 

Andrew Hughes 

 

Research School of 

Management 

Australian National 

University 

andrew.hughes@anu.e

du.au 

 

 

Editor’s note: This article was written and 

received just prior to the 2016 Australian 

Federal Election. 

 

Introduction 

For the first time in three elections 

Australia goes to the polls on 2 July in the 

hope that it will elect a Prime Minister to 

serve out a full term of office. In the last 

10 years Australia has had five Prime 

Ministers, and several leadership 

challenges against incumbent Prime 

Minister’s by party room foes, three of 

which have proven to be successful.  

 

As this article is written there are only a 

handful of days left in what has been a 

very tight campaign, and by Australian 

standards, at eight weeks long, an 

incredibly long one that will see most 

voters glad to see the back of.  

 

So what were the events leading up to July 

2? And what are some of the other 

reasons this election is quite unique in 

Australia.  

 

 

Background 

As noted above, Australia has seen several 

Prime Ministers in the last decade - now 

up to five. If Bill Shorten were to form 

government after July 2 that would be six. 

For a modern advanced western 

democracy such as Australia these rapid 

changes of leadership, of which only two 

have happened at an election, are seen as 

evidence of what can happen when 

leaders, and those who aspire to be one, 

become too focused on opinion polls.  

 

The most recent of these was on 14 

September 2015, when Tony Abbott, the 

28th Prime Minister of Australia and three 

days shy of two years in office, was 

deposed by Malcolm Turnbull in a party 

room ballot ostensibly brought about due 

to his lack of leadership on the economy, 

but more pragmatically due to losing thirty 

Newspolls (Australia’s leading political 

opinion poll) in a row.  

 

The date was important here for the 

Liberal Party, as in 2006 there had been 

moves to dump then-Prime Minister John 

Howard due to his poor poll performance 

and the resurgence of a Kevin Rudd led 

Labor. The then Treasurer, Peter Costello, 

who had been pushing for the change, and 

in some areas of policy actively 

undermining Howard, was not able to 

convince his colleagues that 12 months 

was enough time to assume the mantle of 

the highest office in the land and defeat 

Kevin Rudd.  
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The Ruddslide of 2007 that then occurred 

taught the Liberals that perhaps they could 

have rolled the dice and won the day, but 

that will be a matter of debate for many 

years yet. Hence, why it was that Turnbull 

was able to argue in the party room that 

he would have enough time to turn the 

performance of the party, and the 

government, around. This was despite the 

concerns of some who had remembered a 

very nervous and complicated Malcolm 

Turnbull when he served a brief stint as 

Opposition leader in 2008-2009 before 

being deposed by Tony Abbott in yes, you 

guessed it, another party room spill.  

 

The timing of the change for Turnbull in 

September 2015 also meant that critically 

he would have enough time to create a 

new Cabinet built around his brand, allow 

the public time to get to know his values as 

leader and Prime Minister, and establish 

an election platform built around the 

promises contained in a budget delivered 

in May 2016. This would then set the 

scene for a full term of government with 

an election to be called for late September 

before school holidays in October.  

 

However, in early 2016 it was becoming 

clear that Turnbull was struggling as Prime 

Minister. There were several reasons for 

this such as leaks from Abbott supporters, 

a hostile Senate that failed to pass some 

key Coalition legislation such as the 

Australian Building and Construction 

Commission (ABCC).  

 

With the polls also starting to turn against 

him, Malcolm Turnbull started to build the 

case for an early election. However, he 

knew that getting re-elected would keep 

the Senate numbers nearly the same due 

to the proportional voting system used to 

elect Senators, unless it could be changed 

to restrict the chances of the preference 

system being “gamed” to allow minor 

parties with very small numbers of votes 

to get elected.  

 

This started discussion on changing the 

Senate voting system to restrict the flow of 

preferences to minor parties, whilst 

maintaining proportional voting. The link 

between this change and a double 

dissolution election, or where both Houses 

of Parliament are dissolved as per s.57 of 

the Constitution due to the failure of the 

House of Representatives and the Senate 

to agree on a bill due to certain conditions 

not being met, became all too obvious.  

 

The Senate voting changes were passed 

after a marathon twenty hour sitting, with 

support from Nick Xenophon and the 

Greens who saw a chance to extinguish 

some of their minor party opponents and 

grab more seats for themselves in the 

Senate.   

 

With the Senate voting reforms clear, 

Turnbull confirmed his intention to seek a 

double dissolution election when in March 

2016 he announced that the Budget would 

be brought forward to May 3 from its 

traditional second Tuesday in May date, 

and that if the ABCC wasn’t passed by the 

Senate he would call for a double 

dissolution election for July 2.  
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The ABCC legislation was not passed again 

by the Senate, and with a pre-election 

Budget on 3 May that laid down the 

Coalition’s economic credentials as their 

central strategy at the forthcoming 

election out of the way, on 8 May the 

Prime Minister visited the Governor-

General to request, as per section 57, a 

dissolution of both Houses and an election 

for July 2, the first since 1987, which was 

duly granted.  

 

The Campaign 

From the outset the advantage of 

incumbency was used well by the 

Coalition. The election, and government, 

was theirs to lose. Hence they choose a 

small noise, small target, and future 

focused positive campaign.  

 

This was designed to play to the strengths 

of Turnbull’s brand over that of Shorten’s, 

especially on the economy and not being 

perceived as a major power broker in the 

tumultuous events of the previous decade.  

 

Importantly, keeping to this strategy would 

mean that the Coalition would keep voter 

engagement low. This would make it more 

difficult for Labor to drive engagement 

with their brand over a long campaign and 

leave more room for mistakes by Labor on 

economic costings, which the Coalition 

hoped would play to their advantage.  

 

The Coalition kept to an Issue of the Day 

style communications strategy, allowing a 

sense of engagement, but also avoiding 

the need to discuss any policy details in 

depth. This tactic was straight out of the 

Lynton Crosby playbook that was used in 

the successful re-election of David 

Cameron in the 2015 UK Election.  

 

Indeed, as the campaign nears its end 

many have remarked how devoid of depth 

and interest this campaign has been 

compared to previous elections. But in the 

context of the above strategy perhaps this 

makes sense.  

 

Labor had a significant task ahead of them: 

how to they drive engagement with their 

brand and their offering over such a long 

campaign period? Using a people 

first/social investment policy strategy 

Labor began to claw back ground on the 

Coalition. In particular, Labor played well 

to their key brand strengths on health, 

education and social welfare.  

 

With voter fatigue kicking in during the 

final weeks of the campaign, Labor has 

found it increasingly hard to generate the 

emotional engagement in their messaging 

that is critical to their chance at winning 

the twenty or so marginal seats that 

usually decide government in Australia.  

 

Their chances of winning these seats have 

not been helped by the resurgence of 

minor parties, especially the NXT Party 

based around its leader from South 

Australia, Nick Xenophon, who is polling 

second in some electorates and stands a 

chance of winning 2-3 lower house seats 

and the same in the Senate. This gives him 

a good chance of being king maker in the 

event of a hung Parliament.  
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Current polling has the 

Independents/Others at 14% of the 

primary vote, and the Greens on 14%, 

highlighting the difficulty Labor has in 

winning the seats required for 

Government.  

 

The Greens have also targeted Labor in 

some inner city electorates in Melbourne 

and Sydney where issues such as same sex 

marriage, immigration, higher education 

fees and climate change have been used 

to out-wedge Labor on the left.  

 

In the Senate, due to the double 

dissolution election and candidates in the 

States only needing 7.7% of the vote to 

win a spot, the race for the 11th and 12th 

spots in the States is seeing candidates 

such as Pauline Hanson and Glenn Lazarus 

from Queensland, and Jacqui Lambie from 

Tasmania, emerge as favourites to get re-

elected, especially with the new voting 

changes eliminating candidates with less 

than 2.5% of the vote - allocating their 

preferences to those who remain.  

 

The role of the minor parties and 

independents at this election means that 

Australia may be heading towards another 

minority government, a point that some, 

such as Greens leader Richard Di Natale, 

believe may be permanent and unlikely to 

reverse in the future.  

 

 

 

 

 

 

Closing Thoughts 

To win government in Australia you need 

to win the middle ground, which is 

represented by twenty critical marginal 

seats that are held on a margin of 4% or 

less. At the time of writing Labor has 

enough momentum to win eight, but not 

enough to take the remaining twelve.  

 

This is despite their lead on the 2 Party 

Preferred (2PP) seemingly indicating an 

election winning lead but this is due to 

their vote being higher in their safer seats, 

therefore leading to wasted votes.   

 

The most likely outcome looks set to be a 

very slim majority or minority government 

with the Nick Xenophon Team for the 

Coalition. Undoubtedly the government 

had thought ahead on this and probably 

struck a deal with Nick Xenophon at the 

time the Senate changes went through, 

even though this is yet to be confirmed.  

 

The Senate will likely remain hostile to the 

Government, even if Nick Xenophon does 

get 3-4 Senators elected, but this does 

provide the foundation for an early 

election in early 2018 that, if it were only a 

half-Senate election, may wipe out for 

once and for all the influence of any micro 

parties or Independents in the Senate and 

give the Coalition the numbers to pass 

legislation with ease in both Houses.  

 

Only time will tell if indeed if this is the 

case. But for now it looks likely that 

uncertainty in the Australian political 

system will continue for a little while 

longer.  
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Donald Trump: An Anomaly or a New Era in Political Marketing? 

 

Edward Elder 

 

Politics and 

International Relations 

University of Auckland 

eeld001@aucklanduni.

ac.nz 

 

The success of Donald Trump in the US 

Republican primary elections left experts 

and academics alike questioning some of 

our most basic truths over the last eight or 

so years. There has been no shortage of 

attention paid to the growing use of 

sophisticated targeting, fundraising, and 

data analytics in political campaigning. But 

Donald Trump is not a conventional 

candidate running in a conventional 

election during a time of conventional 

social contexts. As such, Trump has gone 

against most of the practitioner and 

academic wisdom of contemporary 

political campaigning. While Trump was 

successful with an unconventional overall 

strategy in the primaries, recent evidence 

suggests that conventional wisdom may 

still turn out to be right in the general 

election.  

 

Trump has, for the most part, resisted 

spending money on big-data. Reports after 

he lost in Iowa suggested that he had 

spent more on hats than analytics. This is 

where experts and journalists suggested 

Ted Cruz might have be able to steal the 

nomination from Trump, due to his much 

more sophisticated campaign set up 

where, as Cruz advisor Jeff Roe noted on 

the Off Message podcast, the Crus 

campaign knew the 9181 people in Iowa 

who were choosing between Donald 

Trump and Ted Cruz. ‘We knew their 

names and what they cared about and 

how they received that information.’1 Cruz 

was able to win the Iowa primary. But, at 

the end of the day, Cruz still lost the 

primary election race. 

 

Trump’s lack of fundraising worked for him 

in the primaries, as a major part of his 

brand was around his perceived successful 

business acumen and as a candidate who 

was funding his own campaign. The idea 

that he could not be bought was appealing 

to a segment of Republican base who felt 

ignored by the establishment, who 

seemingly cared more about the concerns 

of big money donors than the average 

supporter.  

 

Trump was able to maintain a high social 

presence without spending large amounts 

of money. While the Jeb Bush campaign 

(including the Right to Rise super pack) 

had spent more than $158 million by the 

time he pulled out of the race, Trump has 

still only spent around $65 million. Trump 

has been able to rely on his already 

established name along with his almost 

daily controversial statements to maintain 

a presence in earned media (aka free 

coverage) like no one before him. Trump’s 

tweets alone have received more 

traditional media coverage than other 

candidates got coverage overall. This led 

                                                           
1 https://soundcloud.com/off-message/jeff-roe-
allergy-to-analytics-could-be-fatal-for-trump 

https://soundcloud.com/off-message/jeff-roe-allergy-to-analytics-could-be-fatal-for-trump
https://soundcloud.com/off-message/jeff-roe-allergy-to-analytics-could-be-fatal-for-trump
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to questions about the conventional 

wisdom around fundraising and the need 

to target voters and supporters in new 

media advertising.  

 

But conventional wisdom now seems to be 

ringing true. Until June,2 Trump had tried 

to raise money as the Republican’s 

presumptive nominee with little success. 

Some of the traditional big money donors 

that Tump criticised throughout the 

primaries, often by name, are now 

unwilling to support him as he languishes 

in the polls and makes statements that 

turn off swing voters. Trump’s 

understanding of the need for such donors 

as further questioned after reports 

suggested that in mid-June, when asked by 

the RNC to call more than twenty big 

money donors, Trump called three before 

giving up. 

 

This led to reports that Trumps fundraising 

in May were disastrous, noting the Trump 

campaign raised only $3.1 million and 

ended the month with $1.3 million on 

hand. The lack of success Trump has had in 

this area goes against his own brand of 

financial success. 

 

So Trump has largely tried to maintain the 

same strategy in the general election that 

worked for him in the primaries; make 

controversial statements to maintain a 

high presence in earned media. However, 

again, this appears not to be working as 

well as it once did. Unlike in the primaries, 

as Trump has made more and more 

                                                           
2 See 
http://www.politico.com/story/2016/07/donald-
trump-fundraising-june-225171 

statements that create outrage and 

headlines, his polling numbers have gone 

down rather than up.  

 

The Trump case study may suggest that 

conventional wisdom about campaigning 

no longer works in primary elections. 

However, it could also suggest that Trump 

is an anomaly. As noted at the beginning, 

he is a non-traditional candidate running a 

non-traditional campaign in a non-

traditional time. In other words, Trump is 

the right guy in the right place at the right 

time. In 2020 it is unlikely any other 

candidate will have the name recognition 

to jumpstart a campaign based almost 

exclusively on earned media with such 

little infrastructure. But questions still 

remain around social discontent with the 

political elite. 

 

Trump has not pivoted to the general 

election as was expected. It seems as 

though he believes what worked for him in 

the primaries will work in the general 

election. In the unlikely event that he wins 

the Presidency on 8 November 2016 we 

will likely be looking at this as the 

beginning of a new area of political 

marketing. In the likely event that he loses, 

this election will likely be viewed as an 

anomaly to political marketing theory and 

practice.  

 

 

 

 

http://www.politico.com/story/2016/07/donald-trump-fundraising-june-225171
http://www.politico.com/story/2016/07/donald-trump-fundraising-june-225171
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Other News 

 

The Permanent Campaign Strategy of Prime Ministers in Parliamentary Systems: 

The case of Greece 
 

Panos Koliastasis 

 

Political Science 

University of the 

Peloponnese 

pkoliastasis@gmail.com 

 

Recently an article of mine, based on my 

PhD thesis, was published by the Journal of 

Political Marketing. Titled The Permanent 

Campaign Strategy of Prime Ministers in 

Parliamentary Systems: the case of Greece, 

the article builds upon the relevant US and 

UK literature. It examines whether recent 

Greek premiers - Kostas Simitis (1996-

2004), Kostas Karamanlis (2004-2009), 

George Papandreou (2009-2011) - 

exercised a permanent campaign strategy 

and what effect it had on their popularity. 

The conclusion is that all three did adopt a 

permanent campaign strategy, yet the 

impact on their public approval was weak, 

aligning themselves with their British and 

American counterparts. 

 

See 

http://www.tandfonline.com/eprint/fw4cK

2rFj9stdrKtFrjb/full 

Abstract  

Various academic authors have analysed 

the implementation and the impact of the 

permanent campaign strategy by political 

executives in presidential and 

parliamentary systems, notably the United 

States and United Kingdom. This article 

builds on this literature and extends the 

research on the permanent campaign in 

the European parliamentary majoritarian 

context by examining contemporary 

Greece as a national case study. The 

research focuses on the cases of three 

successive Greek prime ministers: the 

center-left Kostas Simitis (1996–2004), the 

center-right Kostas Karamanlis (2004–09) 

and the left-of-center George Papandreou 

(2009–11). In particular, the article 

addresses two questions: whether these 

premiers exercised a permanent campaign 

strategy and what effect did the 

permanent campaign have on their 

popularity. The conclusion is that all three 

did adopt a permanent campaign strategy, 

yet the impact on their public approval 

was weak, aligning themselves with their 

British and American counterparts. 

 

 

 

 

 

http://www.tandfonline.com/eprint/fw4cK2rFj9stdrKtFrjb/full
http://www.tandfonline.com/eprint/fw4cK2rFj9stdrKtFrjb/full
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Updated Political Marketing Resource Site: 2016 

http://www.political-marketing.org/ 

 

Jennifer Lees-Marshment 

 

Politics and International Relations 

University of Auckland 

www.lees-marshment.org 

 

 

 

During the NZ summer of 2015-6 

my summer scholar James Barrett 

worked on identifying new 

literature published in political 

marketing in the last few years up 

to January 2016 and updating the 

political-marketing.org website 

accordingly. It has previously been 

improved visually by another 

summer scholar, Renisa Maki, who 

designed great visuals for each 

core section. And now the content 

is up to date. 

 

 

So take the time to visit 

the site and get the latest 

list of academic work, 

web reports, and audio-

visual links to use in 

research, teaching and 

practice.  

 

 

 

 

 

 

http://www.political-marketing.org/
http://www.lees-marshment.org/
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Palgrave Studies in 

Political Marketing and Management Book Series 
 

 
 

Series editor: Jennifer Lees-Marshment  

www.lees-marshment.org j.lees-marshment@auckland.ac.nz

  

The Palgrave Studies in Political Marketing 

and Management new book series is 

looking for more book proposals to add to 

its’ exciting collection so far. 

 

The series publishes high quality and 

ground-breaking academic research in 

Palgrave Pivot form (25-50,000 words, 12 

week publishing time frame upon receipt 

of final manuscript) and have a 

practice/practitioner element.  

At its core, Political Marketing and 

Management is about how politicians, 

governments, political staff, parties and 

campaigns use marketing and 

management tools and concepts to design 

and 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.  

There are already an exciting and diverse 

range of books in the series. Books 

published or in press include: 

 

 Political Branding Strategies: 

Campaigning and Governing in 

Australian Politics By Lorann Downer 

(http://www.palgrave.com/us/book/97

81137580283) 

 

 Political Marketing and the 2015 UK 

General Election edited by Darren G. 

Lilleker and Mark Pack 

(http://www.palgrave.com/us/book/97

81137584397) 

 

 Marketing Leadership in Government: 

communicating responsiveness, 

leadership and credibility by Edward 

Elder 

 

http://www.lees-marshment.org/
j.lees-marshment@auckland.ac.nz
http://www.palgrave.com/us/book/9781137580283
http://www.palgrave.com/us/book/9781137580283
http://www.palgrave.com/us/book/9781137584397
http://www.palgrave.com/us/book/9781137584397
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Books contracted include Public Opinion 

and the Management of Governance in the 

Major English Speaking Democracies by 

Scott Bennett; Political Marketing and 

Management in Ghana: A New 

Architecture edited by Kobby Mensah; and 

Gender and Political Marketing in the 

United States by Minita Sanghvi. 

 

We would welcome new ideas for 

potential books – please get in touch. We 

would particularly welcome books on 

recent/forthcoming elections such as US 

2016; Australia 2016; Canada 2015 and so 

on, but are also very keen on exploring 

new areas, and of course want to support 

books on political management 

(organisation, leadership, political HRM, 

planning, and reviewing or monitoring) not 

just political marketing. 

 

The series is contracted for both politics 

and management lists. For further details 

about the series see 

https://leesmarshment.wordpress.com/p

mm-book-series/ and Palgrave’s page 

http://www.palgrave.com/gp/series/1460

1. 

Submitting 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. 

 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/p

mm-book-series/ for this and updates on 

the series. 

 

 

 
 
 
 
 
 
 
 
 
 

https://leesmarshment.wordpress.com/pmm-book-series/
https://leesmarshment.wordpress.com/pmm-book-series/
http://www.palgrave.com/gp/series/14601
http://www.palgrave.com/gp/series/14601
mailto:j.lees-marshment@auckland.ac.nz
https://leesmarshment.wordpress.com/pmm-book-series/
https://leesmarshment.wordpress.com/pmm-book-series/
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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 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 15 September 

2016 
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