
Political Marketing Group Newsletter  March 2019 

 
1 

 

 
 

Newsletter – March 2019 
 

PMG Website: https://politicalmarketinggroup.wordpress.com/ 
PMG Facebook Group: https://www.facebook.com/groups/135180946622741/ 

 
Contents 

 
Letters from the former and new Chairs 
➢ Letter from the former Chair 

-- Darren G Lilleker 
➢ Letter from the new Chair 

-- Paula Keaveney 
 

Trends in Political Marketing 
➢ Palestinian Solidarity and Pro-Israel Groups in New Zealand 

-- Andrew Lim 
➢ The 2019 Canadian Federal Election and the Unbearable Lightness of Being 

-- André Turcotte 
➢ Developing the The Independent Group’s Brand 

-- Paula Keaveney 
 
Call for Papers  
➢ Call for Political Marketing Papers for ANZMAC Wellington NZ December 2-4 2019 

-- Jennifer Lees-Marshment 
 
Books 
➢ Gender and Political Marketing in the United States and the 2016 Presidential Election: 

An Analysis of Why She Lost 
-- Minita Sanghvi 

➢ Palgrave Studies in Political Marketing and Management Book Series 
 
The Political Marketing Group Committee 2018 
 
Call for Committee members and wider involvement in the Political Marketing Group 
 
Country Coordinators 
 
Call for New Items for Upcoming PMG Newsletters 

 
2 

 
 
 

 
 

4 
 
 
 
 
 
 
 

11 
 
 
 

12 
 
 
 
 
 

17 
 

20 
 

21 
 

23 

 



Political Marketing Group Newsletter  March 2019 

 
2 

Letters from the former and new Chairs 

 

Letter from the former Chair 

 

Darren G Lilleker 

Bournemouth University 

The Media School 

dlilleker@bournemouth.ac.uk 

 

Dear all 

 

I decided after over ten years to step down 

as chair of the PSA Political Marketing 

Specialist Group. The field has developed 

significantly over those years and the work 

of members of the group have contributed 

to that evolution. My own work and 

interests remain linked to the field, but am 

not sure if my own work leads in this 

specific field as once was my aspiration. 

But the main reason for the decision is 

that I have commitments to so many 

organisations, including currently being 

Head of Department, and so cannot 

dedicate the time required to support the 

group to progress. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

There has been a renewed dynamism with 

events being organised and this important 

work needs to be given more support than 

I had time for. That said, I will remain a 

member of the SG and supporter of all 

that it does. 

 

With that, I am very pleased to let you all 

know that Paula Keaveney has taken over. 

I have known Paula for many years and her 

research and professional experience is 

perfectly aligned to that of the group as 

well as to being an effective organiser and 

communicator. I wish Paula every success 

in taking the group forward and look 

forward to working with her and you all in 

the future. 

 

Sincerely 

Darren Lilleker 

 

 

 

 

 

 

 

 

dlilleker@bournemouth.ac.uk
dlilleker@bournemouth.ac.uk
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Letter from the new Chair 

 

Paula Keaveney 

Edge Hill University 

Department of Law and Criminology 

keavenep@edgehill.ac.uk 

 

I wanted to use this newsletter to say hello 

to everyone, to say a bit about myself and 

to ask for your views. 

 

So – hello.  I am Paula Keaveney and I am 

taking over as Chair of the Political 

Marketing Group. 

 

I am not sure I can fill Darren’s shoes or 

Jennifer’s shoes but here goes. 

 

I work at Edge Hill University, which is in 

North West England (think near Liverpool).  

I started work here teaching Public 

Relations and have gradually morphed into 

Politics, with a special emphasis on 

Political Communications.   

 

I was a BBC radio journalist who then went 

into PR.  I worked for major national and 

international charities doing everything PR 

related.  At times in was very crisis 

management heavy.  But at other times it 

was all about getting attention for great 

pieces of work. 

 

Alongside all of that, I am an active 

politician.  I have stood in far too many 

elections and have lost more than I won.  I 

have however been elected onto Liverpool 

City Council and for one year was actually 

leader of the opposition.  All this 

involvement in politics means I have a 

sense of what actually happens as well as 

what we think should happen! 

 

So that’s me.  Now what about you? 

 

I would be really keen to get ideas of what 

we could be doing or should be doing.   

 

We can’t do everything, and I am 

experienced enough in politics to know 

that ideas are best when they also come 

with volunteers or with concrete 

suggestions of how the idea can turn into 

reality. 

 

So, do be in touch.  Email is best for me. 

 

 

 

 

 

 

 

keavenep@edgehill.ac.uk
keavenep@edgehill.ac.uk
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Trends in Political Marketing 

Palestinian Solidarity and Pro-Israel Groups in New Zealand: 

how interest groups can incorporate political marketing into their advocacy work

 

Andrew Lim 

University of Auckland 

Politics and International Relations 

alim877@aucklanduni.ac.nz 

 

Introduction 

This piece examines how the New Zealand Palestine Solidarity Network (NZPSN) and the 

Israel Institute of New Zealand (IINZ) carry out sales-oriented political marketing to generate 

public awareness of their causes and campaigns to lobby governments and other 

stakeholders into adopting policies or actions favouring their causes. 

 

Figure 1: NZPSN Organisational Structure 
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Background 

The NZPSN is an umbrella organisation 

that was founded in 2013 to coordinate 

Palestinian activism in New Zealand. As of 

2019, it consists of twelve local 

organisations, as seen in Figure 1 above. 

The NZPSN endorses the Boycott, 

Divestment, and Sanctions (BDS) 

movement, which calls for a 

comprehensive international boycott of 

Israel to advance Palestinian rights and 

aspirations. The NZPSN also has ties to 

several left-wing groups, parties, and trade 

unions, and several Labour and Green MPs 

have spoken at several NZPSN rallies and 

meetings in Auckland.

Meanwhile, the Israel Institute is a small 

think tank consisting of three part-time 

directors and was founded in 2017 in 

response to New Zealand’s sponsorship of 

UN Security Council Resolution 2334, the 

IINZ seeks to promote a favourable image 

of Israel and combat negative media 

coverage, public perceptions, and pro-

Palestinian activism. The Israel Institute is 

part of a loose network of pro-Israel 

groups in New Zealand, as seen in Figure 2 

below. 

 

 

Figure 2: Pro-Israel Groups in New Zealand 

Jewish Groups Non-Sectarian Groups Christian Groups 

- Jewish Federation of New 

Zealand 

- New Zealand Jewish Council 

- Zionist Federation of NZ 

- Australasian Union of Jewish 

Students 

- New Zealand Friends of Israel 

- Shalom Kiwi 

- Israel Institute of NZ 

- Kiwis for Balanced Reporting 

on the Middle East 

- ICEJ NZ 

- Christians for Israel NZ 

- Operation Ebenezer 

- Flaxmere Christian Fellowship 

- Pacific Pearls/Kia Ora Israel 

 

 

These pro-Israel groups draw their support 

from the mainstream Jewish community 

and evangelical Christians, a trend 

reflected globally particularly in the US, 

Australia and Brazil. Reflecting the 

rightward shift in Israeli society and 

politics, pro-Israel advocacy has 

progressively shifted to the right in most 

countries. In New Zealand, the centre-right 

National and libertarian ACT parties are 

more sympathetic to Israel. As of 2019, the 

New Zealand Parliamentary Friends of 

Israel group consists of six National MPs, 

while high profile conservative bloggers 

like David Farrar and Cameron Slater have 

also expressed pro-Israel sentiments.1  

 

How the Use Political Marketing 

These groups use a range of 

communications technologies (websites, 

social media, posters, and pamphlets) to 

advertise their cause to potential members 

and sympathisers. Drawing on Lees-

Marshment’s “product, sales, and market-

                                                           
1 See, for example 
https://www.kiwiblog.co.nz/2016/12/no_israel_did
_not_declare_war_on_nz_plus_the_actual_un_sec
urity_council_resolution.html;  
https://www.whaleoil.co.nz/2018/05/new-zealand-
to-tell-off-israel-for-daring-to-defend-their-
borders/. 

https://www.kiwiblog.co.nz/2016/12/no_israel_did_not_declare_war_on_nz_plus_the_actual_un_security_council_resolution.html
https://www.kiwiblog.co.nz/2016/12/no_israel_did_not_declare_war_on_nz_plus_the_actual_un_security_council_resolution.html
https://www.kiwiblog.co.nz/2016/12/no_israel_did_not_declare_war_on_nz_plus_the_actual_un_security_council_resolution.html
https://www.kiwiblog.co.nz/2016/12/no_israel_did_not_declare_war_on_nz_plus_the_actual_un_security_council_resolution.html
https://www.kiwiblog.co.nz/2016/12/no_israel_did_not_declare_war_on_nz_plus_the_actual_un_security_council_resolution.html
https://www.kiwiblog.co.nz/2016/12/no_israel_did_not_declare_war_on_nz_plus_the_actual_un_security_council_resolution.html
https://www.whaleoil.co.nz/2018/05/new-zealand-to-tell-off-israel-for-daring-to-defend-their-borders/
https://www.whaleoil.co.nz/2018/05/new-zealand-to-tell-off-israel-for-daring-to-defend-their-borders/
https://www.whaleoil.co.nz/2018/05/new-zealand-to-tell-off-israel-for-daring-to-defend-their-borders/
https://www.whaleoil.co.nz/2018/05/new-zealand-to-tell-off-israel-for-daring-to-defend-their-borders/
https://www.whaleoil.co.nz/2018/05/new-zealand-to-tell-off-israel-for-daring-to-defend-their-borders/
https://www.whaleoil.co.nz/2018/05/new-zealand-to-tell-off-israel-for-daring-to-defend-their-borders/
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oriented charity model”,2 the NZPSN and IINZ appear to be pursuing a sales-oriented 

marketing orientation since they use the latest the best communication techniques and 

methods to promote and generate funding for their already-established cause. Unlike other 

interest groups, focusing on influencing public opinion rather than the public policy process. 

Table 1 illustrates how both groups follow the five stages of sales-oriented political 

marketing. 

 

Table 1: NZPSN and IINZ 

Stages NZPSN IINZ  

1. Product design Promoting Palestinian rights and 

statehood through the BDS movement. 

Defending Israel’s image, promoting 

Zionism, and combating anti-Semitism and 

Palestinian activism. 

2. Market 

intelligence 

Developing relations with sympathetic 

actors including other Palestinian 

solidarity groups, trade unions, the 

radical left, and left-wing political parties. 

Targeting a broadly pro-Israel audience 

including Jews and evangelical Christians. 

Running a public opinion survey. Worked 

with several other local pro-Israel groups 

in Auckland. 

3. Communications Pamphlets, posters, its website, social 

media accounts, and email newsletters.  

Website, social media accounts, and a 

monthly email newsletter called The 

Advocate.  

4. Campaigning  Organising various public activities 

including demonstrations, pickets, 

speaking events, and tours to promote 

their cause and attract supporters. These 

activities have included picketing Israeli 

representatives, boycotting Israeli goods 

such as Dead Sea beauty products, and 

lobbying the NZ Superannuation Fund 

into divesting from Israel.3 

Meeting with journalists and solicited 

media interviews,4 organizing public 

events like the “Celebrate Israel at 70” 

rally, commissioning a public opinion 

survey, and producing a 2017 voting 

guide.5  

5. Delivery  Using its website, social media accounts, 

and a monthly email newsletter to keep 

its supporters informed about its 

activities and successes.  

Using The Advocate to highlight select 

articles from its website and its advocacy 

work. The 22 August 2018 issue of The 

Advocate highlighted how Baroness Tonge 

reacted to one of their “I am a Zionist” 

videos and an upcoming meeting between 

Dr Cumin and Labour MP David Webb.6 

                                                           
2 Jennifer Lees-Marshment, The Political Marketing Revolution: Transforming the government of the UK 
(Manchester: Manchester University Press, 2004), 97-98.  
3 https://www.youtube.com/watch?v=N6k7DaW4xmA; https://www.youtube.com/watch?v=AZMQHaorWWg; 
http://www.palestinesolidaritynz.net/img/res_pdf/Superfund%20leaflet%20front.pdf; 
http://www.palestinesolidaritynz.net/img/res_pdf/Superfund%20leaflet%20back.pdf.  
4 https://israelinstitute.nz/sideroom/newshub-interviews-dr-david-cumin/;  
https://israelinstitute.nz/2018/05/radio-live-dr-cumin-interviewed-on-gaza/; 
https://israelinstitute.nz/sideroom/j-air-interviews-dr-david-cumin/.  
5 https://israelinstitute.nz/2018/05/kiwis-celebrate-israels-70th-birthday/;  
https://israelinstitute.nz/2017/08/strong-kiwi-support-israel-iinz-poll/; https://israelinstitute.nz/voters-guide/. 
6 Israel Institute of New Zealand, “IINZ VIDEO PROVOKES UK MP: The Advocate 20180822,” email, 22 August 
2018.  

https://www.youtube.com/watch?v=N6k7DaW4xmA
https://www.youtube.com/watch?v=N6k7DaW4xmA
https://www.youtube.com/watch?v=AZMQHaorWWg
https://www.youtube.com/watch?v=AZMQHaorWWg
http://www.palestinesolidaritynz.net/img/res_pdf/Superfund%20leaflet%20front.pdf
http://www.palestinesolidaritynz.net/img/res_pdf/Superfund%20leaflet%20front.pdf
http://www.palestinesolidaritynz.net/img/res_pdf/Superfund%20leaflet%20back.pdf
http://www.palestinesolidaritynz.net/img/res_pdf/Superfund%20leaflet%20back.pdf
https://israelinstitute.nz/sideroom/newshub-interviews-dr-david-cumin/
https://israelinstitute.nz/sideroom/newshub-interviews-dr-david-cumin/
https://israelinstitute.nz/2018/05/radio-live-dr-cumin-interviewed-on-gaza/
https://israelinstitute.nz/2018/05/radio-live-dr-cumin-interviewed-on-gaza/
https://israelinstitute.nz/sideroom/j-air-interviews-dr-david-cumin/
https://israelinstitute.nz/sideroom/j-air-interviews-dr-david-cumin/
https://israelinstitute.nz/2018/05/kiwis-celebrate-israels-70th-birthday/
https://israelinstitute.nz/2018/05/kiwis-celebrate-israels-70th-birthday/
https://israelinstitute.nz/2017/08/strong-kiwi-support-israel-iinz-poll/
https://israelinstitute.nz/2017/08/strong-kiwi-support-israel-iinz-poll/
https://israelinstitute.nz/voters-guide/
https://israelinstitute.nz/voters-guide/
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The table above shows that cause-oriented 

groups can use a range of communications 

media and relational activities to market 

their causes. Due to the polarising nature 

of their causes, both the NZPSN and the 

IINZ use a range of communications media 

to sell their causes to a wider audience. 

Both groups have also directed their 

communications at target groups that are 

most likely to support their causes. The 

NZPSN’s media content incorporates 

themes and messages that appeal to a left-

wing audience such as Palestinian human 

rights and self-determination, anti-

imperialism and fighting discrimination. 

They have framed the Palestinian struggle 

as an anti-colonial, national liberation 

struggle while depicting Zionism as a 

racist, fascistic ideology. The IINZ’s media 

content, in defending Zionism and Israeli 

policies and actions, promotes common 

Zionist themes and messages such as Israel 

being the ancestral homeland of the 

Jewish people, Israel’s right to self-

defence, and Israeli technological 

innovation and human development.  

 

 

 

The groups’ differing campaigning 

methods also reflect their ideological roots 

and orientation. Reflecting its more 

conservative and “respectable” middle 

class support base, the IINZ has preferred 

sedate methods of influence such as the 

Internet, social media, and public meetings 

over protest and picketing. Reflecting its 

left-wing roots, the NZPSN has utilised 

street protests and demonstrations 

extensively to fight for its case; reinforcing 

the revolutionary/underdog image of the 

Palestinian cause. However, the NZPSN has 

also used less confrontational methods, 

such as speaking events and public 

meetings featuring overseas Palestinian 

activists for the purposes of education and 

building ties with the global Palestinian 

solidarity movement.  

 

Conclusion 

Both groups seek to educate the New 

Zealand public and media about Israel-

Palestine and to promote sympathy 

towards their sides. Thus, the NZPSN and 

IINZ show that political marketing can be 

used by a range of actors, including cause-

oriented interest groups, for purposes 

such as advocacy work, rather than simply 

to win elections and obtain public office.  
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The 2019 Canadian Federal Election and the Unbearable Lightness of Being 

 

André Turcotte 

Carleton University 
School of Journalism and Communication 

andre.turcotte@carleton.ca 

 

In his novel The Unbearable Lightness of 

Being (1982), author Milan Kundera 

proposed an alternative to the idea of 

eternal recurrence and suggested that 

events only occur once and life should be 

lived accordingly. Barely six months before 

the next Canadian Election, it would 

appear that Kundera’s vision does not 

extend to Canadian federal parties.  

 

If a federal election were held at the time 

of this writing, the Conservatives would 

have garnered 36 percent of the popular 

vote, slightly ahead of the Liberals at 34 

percent. The NDP would get 14 percent of 

the vote, followed by the Greens (8%), the 

Bloc (5% nationally but 15% in Quebec) 

and the new People’s Party would trail far 

behind at 3 percent. In terms of seats, the 

Liberals would edge out the Conservatives 

by one seat (153 to 152). Both the NDP (17 

seats) and the Bloc (14 seats) would win 

enough seats to get party status while the 

Greens (2 seats) and the People’s Party (0 

seats) would not. Such an outcome would 

be the results of many recurring themes in 

Canadian Politics.  

 

Each of the main political parties is 

experiencing issues that have affected 

them sporadically over the years. The Bloc 

is once again fighting for relevance and 

needs to strengthen its brand image as the 

defenders of the rights of Quebec and its 

march towards sovereignty at a time when 

support for independence is at its lowest. 

For its part, the NDP seemed to have 

addressed one of its big issues with the 

election of their Leader Jagmeet Singh in a 

by-election on February 25th. However, the 

recent political scandal rocking the Liberals 

is making it difficult for the NDP to push 

through with its message – or even to 

articulate one -and may be once again 

relegated to a marginal role much like it 

has experienced before the breakthrough 

under Jack Layton back in the 2011 

election. However, both the Liberals and 

the Conservatives are facing even more 

important recurring troubles. 

 

The Conservatives are once again plagued 

by a challenge from the right and populist 

wings of the movement. Although at this 

point in time, Maxime Bernier’s People’s 

Party barely registers in the polls, its 

presence and the commitment to run 

candidates in every riding can be a 

nuisance at best or a hindrance in close 

races that can benefit both the Liberals 

and NDP. Populist appeal and the “fear of 

others” such as the message espoused by 

Bernier is being constantly dismissed but 

Brexit, Trump, India’s Modi, Widodo in 

Indonesia and Bolsonaro in Brazil are some 

of the recent examples of the electoral 

potential of populism. Moreover, the SNC-

Lavalin scandal and the perception that 

the Trudeau government is more 

concerned about fighting for jobs in 

Quebec than in Alberta’s oil sands, has re-

ignited Western separatism. This is not 

unlike the 1986 decision to award 

Quebec’s Bombardier the CF-18 fighting 

jet maintenance contract over Winnipeg’s 

Bristol Aerospace which propelled Preston 
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Manning and the Reform Party to 

prominence. Plus ç’a change...   

 

For their part, the Liberals are once more 

engulfed in a scandal over ethics. 

Moreover, the latest ethical lapse once 

again involved the province of Quebec. 

One would have assumed that lessons 

would have been learned from the last 

time the Liberals formed government but 

it does not appear so. The Liberals are also 

facing historical trends that may simply be 

too engrained to overcome. In Dynasties 

and Interludes (2010), the authors 

suggested that the dynamics of federal 

electoral politics can be seen as a series of 

Dynasties – long period of dominance by 

one of the two major political parties – 

followed by a series of short Interludes or a 

series of elections when successive 

majorities are difficult to garner and there 

is some instability in electoral behaviour. 

This pattern has held since Confederation 

and after the Conservative reign under 

Stephen Harper, our political system is due 

for a few years of instability.  What is 

particular eerie about the current situation 

is that if the polling results presented 

above were to hold until October, Justin 

Trudeau would be re-elected with only one 

seat; while his father won his first re-

election by two seats back in 1972. As I 

mentioned, Plus ç’a change...   

 

 

 

 

Developing the The Independent Group’s Brand 

 

Paula Keaveney 

Edge Hill University 

Department of Law and Criminology 

keavenep@edgehill.ac.uk 

 

Published 25 February 2019 at 

https://influenceonline.co.uk/2019/02/25/

developing-the-the-independent-groups-

brand/ 

 

They say a week is a long time in politics 

but frankly it feels at the moment as if a 

day is a long time. February’s drama has 

included eight Labour MPs leave the party 

to become part of The Independent 

Group, followed by three Conservatives 

doing the same. The political world has 

been awash with speculation about more 

names and those with long memories have 

been looking back to 1981 and the 

breakaway that led to the SDP. 

 

So now we have a group (not yet a party) 

with a website, some social media and lots 

of coverage. 

 

The SDP had a relatively lengthy period of 

high profile semi adulatory attention.  

Time spans are shorter these days as 

communications have speeded up, and the 

Independent Group may find the 

honeymoon period is more like a mini 

break. 

 

As they approach the danger period of 

scrutiny and uncertainty, what do they 

need to do? 

 

https://influenceonline.co.uk/2019/02/25/developing-the-the-independent-groups-brand/
https://influenceonline.co.uk/2019/02/25/developing-the-the-independent-groups-brand/
https://influenceonline.co.uk/2019/02/25/developing-the-the-independent-groups-brand/
https://influenceonline.co.uk/2019/02/25/developing-the-the-independent-groups-brand/
https://influenceonline.co.uk/2019/02/25/developing-the-the-independent-groups-brand/
https://influenceonline.co.uk/2019/02/25/developing-the-the-independent-groups-brand/
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1. Get a leader: The SDP had a collective 

leadership for a while – the so called 

Gang of Four.  And the Green Party 

currently has a joint leadership.  

Normally though parties need an 

identified single leader.  It helps 

provide an obvious person for the 

media.  And it helps avoid the sort of 

split stories when a collective 

leadership accidentally contradicts 

each other. Of course it is easy for me 

to say this, but choosing a leader is not 

that easy.  The first issue is who should 

choose?  The MPs on their own?  A 

wider supporter base?   The second 

issue is the need to be seen not to lean 

in either a Labour or a Conservative 

direction.  And remember, we are 

dealing with MPs from two different 

traditions. 

2. Think about the name: While The 

Independent Group is useful in the 

short term for making a Parliamentary 

point, in the long term it risks being 

confused with people who are just, 

well, independent.  As someone who 

sat through the rows about the Liberal 

Democrats and their name (at one 

point the name Democrats was being 

tried) I know this is not as easy as it 

sounds.  But it does need thought. 

3. Decide whether you are a party or a 

movement: If you are a party you need 

to register, which in turn means having 

a name and a strapline and a logo.  To 

run candidates in elections with 

anything on the ballot other than the 

one word independent you need to 

register with the Electoral Commission.  

Even the phrase The Independent 

Group wouldn’t be allowed.  This is 

why individuals who stand as 

independents for Mayoral positions 

often register a shell party in order to 

stand out a bit.  Try not to be tempted 

thought to answer journalists’ 

questions with detailed suggestions 

about party formation.  This non 

glamorous side of politics is littered 

with technical problems and you don’t 

want to end up suggesting the 

impossible. 

4. Publish a few more basic policy 

themes: But don’t be tempted to write 

huge amounts of detail.  People want 

to get a sense of your general direction 

and perhaps some examples of your 

attitudes on current issues.  You don’t 

need the sort of policy heavy 

prospectus that some national parties 

have. 

5. Think about post Brexit: So far you 

have made it clear that you want a 

second referendum or People’s Vote 

on Brexit.  This might not happen. We 

may leave at the end of March. You 

need to know what you will be saying if 

Brexit happens on the day Theresa 

May says it will.  A People’s Vote is only 

a short term policy. 

6. Finally, work out what you will do if 

you disagree on a Parliamentary Vote: 

There may be times in the near future 

when your members want to vote 

different ways.  Will you try to enforce 

discipline (with all the old politics vibes 

this creates) or will you be more 

relaxed?  You can be sure that some 

parties will try to create situations 

which could cause split voting.  

Whatever happens you need to know 

what you are saying about this. 
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Call for Papers 

 

Call for Political Marketing Papers for ANZMAC  

Wellington NZ December 2-4 2019 

Deadline 15 April 

 

Jennifer Lees-Marshment 

University of Auckland  

Politics and International Relations 

j.lees-marshment@auckland.ac.nz 

 

The ANZMAC (Australia and NZ Marketing 

academy conference) conference is in New 

Zealand in December this year, so I would 

like to propose a series of political 

marketing panels, made up of individual 

papers and roundtables on major themes. 

ANZMAC is a major marketing conference 

and Wellington is the NZ capital and the 

weather at that time of year tends to be 

lovely warm spring weather (about as 

warm as a UK summer gets!).  

 

More details about the conference are 

here: 

https://confer.nz/anzmac2019/register/ 

and a video about Wellington here 

https://www.facebook.com/watch/?v=394

100541162322. 

 

If you would like to present a paper on 

political marketing at ANZMAC please send 

a title, abstract (up to 300 words), your 

name, institution and email. Papers can be 

on any aspect of political marketing, and 

on OZ and NZ or any country around the 

globe. 

 

I will also propose roundtables on the 

following themes: 

• Political marketing in elections: the 

2019 Australian election and 

prospects for NZ 2020  

• The Ethics of political marketing in 

an era of big data, Brexit, and 

Trump 

 

I you think you could contribute to these 

panels please let me know, along with your 

name contact details and what aspect or 

theme you might focus on. 

 

I will then put all the ideas together and 

propose the Political marketing panels to 

the organisers. 

 

Please email me by 15 April 2019.

 

 

 

 

 

 

 

https://confer.nz/anzmac2019/register/
https://confer.nz/anzmac2019/register/
https://www.facebook.com/watch/?v=394100541162322
https://www.facebook.com/watch/?v=394100541162322
https://www.facebook.com/watch/?v=394100541162322
https://www.facebook.com/watch/?v=394100541162322
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Books 

 

Gender and Political Marketing in the United States and the 2016 Presidential Election: An 

Analysis of Why She Lost 

 

 
 

Author: Minita Sanghvi 

Copyright: 2019  

Publisher: Palgrave Macmillan  

eBook ISBN: 978-1-137-60171-1 

DOI: 10.1007/978-1-137-60171-1 

Hardcover ISBN: 978-1-137-60170-4 

Number of Pages: 183 

Webpage: 

https://www.palgrave.com/us/book/9781

137601704 

This book focuses on the unique 

challenges women in politics face in the 

United States based on their gender. It 

also focuses on issues of intersectionality 

in political marketing, including race, age, 

weight, sexual orientation, gender identity 

and gender expression. From a theoretical 

perspective, this book facilitates an 

investigation of the interplay of gender 

dynamics and power structures within 

political marketing. Focusing on women in 

the United States of both parties at various 

levels in politics, it examines both 

historical data and contemporary 

examples of female politicians and their 

campaigns. Using qualitative research 

methods and taking a feminist approach to 

data collection and analysis, this book 

features primary source interviews with 15 

politicians, including a Governor, Senator, 

two Congresswomen, and several state 

and local legislators. It also incorporates 

interviews with 19 political consultants, 

PAC executives, aides, political party 

officials, and members of the media. 

About the editor:  
Minita Sanghvi, PhD, is an assistant professor in the Management and 

Business Department at Skidmore College, where she teaches business, 

marketing, and a Scribner Seminar on gender and politics to first-year 

students. She specializes in the study of gender and intersectionality in 

marketing and consumer research. Sanghvi’s work has appeared in the 

Journal of Marketing Management and Journal of Business Research. She 

has also written several commentary pieces for the Albany Times Union. 
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Book Except 

In the field of politics where appearance is 

critical, the focus is often on appearing 

healthy, and vital (Sanghvi, 2014). Women 

who were fat were targeted individually and 

structurally, through a myriad of means such 

as campaigns, media outlets or even their 

colleagues. One such example is that of senior 

senator from Michigan, Debbie Stabenow, 

whose opponents often used the term “Lil’ 

Debbie” to refer to her weight. The term Lil’ 

Debbie was a derivative of the brand, Little 

Debbie famous for baked goods such as snack 

cakes. The constant, underlying message 

about her weight and therefore her ability to 

govern were related and represented as such. 

By using coded language such as Lil’ Debbie, 

they were minimizing her worth, accentuating 

her size, and reminding voters not only that 

she was a woman but that she was a fat 

woman who was comparable to a mascot for a 

snack cake. This was clearly a gender power 

play that was used to diminish her substantive 

value and focus on her appearance to objectify 

and demean her. This treatment is neither 

new nor unique to female politicians. A story 

on POLITICO, an important political news site, 

headlined “The Kirsten Gillibrand Diet, 

revealed!” showed before and after pictures of 

New York Senator Gillibrand’s weight loss and 

gave details of what she ate for breakfast, 

lunch and dinner and how often and what 

sorts of exercises she did to lose weight 

(Shapiro, 2010). Similarly, in a Vogue story, 

Senator Gillibrand was pressed to reveal how 

many pounds she had lost along with the 

following sentence, “And no doubt remain 

attractive to her husband of nine years, who is 

two years younger than she is” (Van Meter, 

2010).  

 

Table of Contents 

➢ Gender in Political Marketing in the 

United States 

➢ Issues Facing Women in Politics in the 

United States 

➢ Gender and Intersectionality in Political 

Marketing 

➢ Gender in the 2016 US Presidential 

Primaries 

➢ The Path Forward 

 

Reviews 

“This timely monograph addresses one of 

the conundrums of contemporary politics – 

why didn’t the American people vote for 

the most qualified candidate? Introducing 

intersectionality to political marketing, a 

theoretical stream that has been mostly 

overlooked by the marketing discipline, Dr. 

Sanghvi is able to provide a welcome, 

nuanced complexity to the debate. Delving 

into the multiple biases and sources of 

inequality, this study moves on from simple 

gender discrimination. Both historical and 

contemporary cases from American politics 

are examined, and feminist, 

phenomenological interviews with 

politicians are also integrated to make this 

discussion both pertinent and broadly 

considered. Lucidly expressed and 

thoroughly investigated, this fascinating 

topic ends on a positive note of hope for 

the future by pointing to important recent 

changes and the momentum gathering 

around women in American politics.”  

Jan Brace-Govan, Associate Professor, 

Monash Business School, Australia

  

 

 

 



Political Marketing Group Newsletter  March 2019 

 
14 

 

“Using the tools of modern marketing 

research, Minita Sanghvi casts fresh light 

on the election of 2016 and, in so doing, 

deploys sophisticated gender analysis. 

Particularly intriguing is her discussion of 

the ways in which candidates "perform 

gender." A must-read for all those who 

care about electing more, and more 

diverse, women to high office.”  

Glenna Matthews, Historian and acclaimed 

author of Running as a Woman 

 

“Professor Sanghvi’s timely book explores 

the influence of gender and race on US 

politics. This research is uniquely 

positioned drawing from the fields of both 

political marketing and gender studies. 

Sanghvi expertly weaves a rich historical 

analysis with contemporary stories of 

successful women politicians. This is a 

must-read for anyone who wants to 

understand how to successfully navigate 

existing power hierarchies in politics.”  

Julie Ozanne, Professor, University of 

Melbourne, Australia 

 

 

 

 

 

 

 

 

 

“Excellently crafted and engaging, this is a 

much-needed book that unpacks the 

gendered nature of politics from a 

marketing and branding perspective. It is 

particularly timely in elucidating the many 

disadvantages and biases that female 

politicians face, as well as how they 

continue to be treated as objects to be 

approved or derided in accordance with 

the male gaze. A key contribution of this 

study to gender in political marketing is 

revealing important aspects that move us 

beyond a sole focus on binary categories of 

male/female to include intersections of 

gender with race, age, bodyshape, and 

sexual orientation. Interviews with female 

politicians bring the content to life, with 

many enlightening examples of the 

challenges they face in carrying out both 

their campaigns for office and more 

mundane administrative tasks. The text 

includes an especially insightful in-depth 

case study analysis of Hillary Clinton’s 

defeat in the 2016 presidential election. 

Overall this book is an invaluable resource 

for all scholars interested in gender and 

political marketing.”  

Pauline Maclaran, Professor of Marketing 

& Consumer Research in the School of 

Management at Royal Holloway, University 

of London, UK 

 

Academic Minute Radio Segment About the Book: 

https://academicminute.org/2018/10/minita-sanghvi-skidmore-college-gender-and-biases-in-

politics/ 

 

 

 

https://academicminute.org/2018/10/minita-sanghvi-skidmore-college-gender-and-biases-in-politics/
https://academicminute.org/2018/10/minita-sanghvi-skidmore-college-gender-and-biases-in-politics/
https://academicminute.org/2018/10/minita-sanghvi-skidmore-college-gender-and-biases-in-politics/
https://academicminute.org/2018/10/minita-sanghvi-skidmore-college-gender-and-biases-in-politics/
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Palgrave Studies in Political Marketing and Management Book Series 
 

 
 

Series editor: Jennifer Lees-Marshment  

www.lees-marshment.orgj.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 include: 

 

➢ Political Marketing and Management 

in the 2017 New Zealand Election 

edited by Jennifer Lees-Marshment 

 

➢ Market Driven Political Advertising by 

Andrew Hughes 

 

➢ Applying Public Opinion in Governance 

by Scott Bennett 

 

➢ Political Branding Strategies: 

Campaigning and Governing in 

Australian Politics by Lorann Downer  

 

➢ Marketing Leadership in Government 

by Edward Elder  

 

 

http://www.lees-marshment.org/
http://www.lees-marshment.org/
j.lees-marshment@auckland.ac.nz
j.lees-marshment@auckland.ac.nz
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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/
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
http://www.palgrave.com/gp/series/14601
http://www.palgrave.com/gp/series/14601
mailto:j.lees-marshment@auckland.ac.nz
mailto:j.lees-marshment@auckland.ac.nz
mailto:j.lees-marshment@auckland.ac.nz
https://leesmarshment.wordpress.com/pmm-book-series/
https://leesmarshment.wordpress.com/pmm-book-series/
https://leesmarshment.wordpress.com/pmm-book-series/
https://leesmarshment.wordpress.com/pmm-book-series/
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The Political Marketing Group Committee 2018 
  

Chair 

Paula Keaveney 

Edge Hill University, Department of Law and Criminology 

paula.keaveney@edgehill.ac.uk  

 

Role: Overall coordinator and liaison with the UK PSA 

 

  

Vice-Chair (International) 

Vincent Raynauld 

Emerson College, Department of Communication Studies 

vincent_raynauld@emerson.edu 

 

Role: Refresh the leadership and initiative, suggest, support and 

organise new ideas and vision, lead new initiatives e.g. global election 

watch events e.g. facebook live event 

 

 

 

 

Vice-Chair (UK) 

Anthony Ridge-Newman 

Faculty of Arts and Humanities 
Liverpool Hope University 
ridgena@hope.ac.uk 
 
Role: Refresh the leadership and initiative, suggest, support and 
organise new ideas and vision, lead new initiatives in the UK 
 

  

Treasurer 
Robert Busby 
Liverpool Hope University, Politics  

busbyr@hope.ac.uk 

 

Role: Maintain and report on PMG accounts and liase with UK PSA 

 

  

mailto:vincent_raynauld@emerson.edu
mailto:vincent_raynauld@emerson.edu
ridgena@hope.ac.uk
ridgena@hope.ac.uk
mailto:busbyr@hope.ac.uk
mailto:busbyr@hope.ac.uk
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Communications Officer 

Jennifer Lees-Marshment 

University of Auckland, Politics and International Relations 

j.lees-marshment@auckland.ac.nz 

 

Role: Maintain and website 

https://politicalmarketinggroup.wordpress.com/ and google group 

membership list; and distribute PMG related information via the 

website, Facebook, membership emails 

 

  

Newsletter Editor 

Edward Elder 

University of Auckland 

eeld001@aucklanduni.ac.nz 

 

Role: Encourage and edit contributions to the newsletter and send it 

out three times a year 

 

 

 

 

Twitter Manager 

Kenneth Cosgrove 
Suffolk University, Department of Government  
kcosgrove@suffolk.edu 
 
Role: Runs the account @ukpmgpsa; aim to enhance the profile of 
political marketing 
 

 

 

 

 

Event Coordinator 

Peter Reeves 

University of Salford, Salford Business School  

P.Reeves@salford.ac.uk 

 

Role: to organise, and facilitate others organising, an event each year. 

mailto:j.lees-marshment@auckland.ac.nz
mailto:j.lees-marshment@auckland.ac.nz
https://politicalmarketinggroup.wordpress.com/
https://politicalmarketinggroup.wordpress.com/
file:///E:/6.%20PMG%20Newsletter/June%202016/eeld001@aucklanduni.ac.nz
file:///E:/6.%20PMG%20Newsletter/June%202016/eeld001@aucklanduni.ac.nz
mailto:kcosgrove@suffolk.edu
mailto:kcosgrove@suffolk.edu
mailto:P.Reeves@salford.ac.uk
mailto:P.Reeves@salford.ac.uk
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Resources Officer 

Mitra Naeimi  

Universidad de Navarra  

mnaeimi@alumni.unav.es 

 

Role: expand resources on 

https://politicalmarketinggroup.wordpress.com/ e.g. adding video 

interviews with academics and their views/latest research on a 

particular area. 

 

 

 

 

 

 

Practitioner Liasions 

Paul Wilson 

Carleton University, Political Management 

paul.wilson@carleton.ca 

 

Anna Shavit  

Charles University, Faculty of Social Sciences 

anna.shavit@fsv.cuni.cz 

 

Travis McDonald 

University of Auckland, New Zealand  

travis.mcdonald88@gmail.com 

 

Role: Build and develop the academic-practitioner interface to help 

identify speakers for events, distribute academic research to practice, 

integrate practitioner perspectives and on the ground experiences 

and realities by for example interviewing practitioners for features for 

the newsletter/website/Facebook/twitter. 

 

 

 
 
 
 
 
 
 
 
 

mailto:mnaeimi@alumni.unav.es
mailto:mnaeimi@alumni.unav.es
https://politicalmarketinggroup.wordpress.com/
https://politicalmarketinggroup.wordpress.com/
paul.wilson@carleton.ca%20
paul.wilson@carleton.ca%20
mailto:anna.shavit@fsv.cuni.cz
mailto:anna.shavit@fsv.cuni.cz
mailto:travis.mcdonald88@gmail.com
mailto:travis.mcdonald88@gmail.com
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Call for Committee members and wider involvement in  
The Political Marketing Group 

 
The PMG was founded in 2005 and has held several events, workshops at other conferences, 
supported publications through a regular newsletter enabling calls for papers and chapters, 
and most recently stimulates discussion through a Facebook page. 
 
But to carry on succeeding, and to develop further, we need to strengthen our organisation. 
We need to develop over the long-term to be an association of political marketing academics 
and practitioners that can support, for example, the creation of new journals. 
 
We therefore put out a call for new committee members, and are delighted to announce we 
had a wonderful response: see revised list below. 
 
There is still room for more – see ideas for other possibilities at the end of the list - so if you 
have any ideas, for short or long term projects or positions, do please get in touch with Paula 
Keaveney keavenep@edgehill.ac.uk and Jennifer Lees-Marshment j.lees-
marshment@auckland.ac.nz 
 

Remaining possibilities 

Experts list/database: Another initiative might be to compile an online list of political 

marketing experts from the membership list. You would need to design a simple, well-

functioning and ethical way to collect data from members and display it to the public. This 

could help with getting media visibility. 

 

Publications feature editor: someone to look out for and encourage suggestions of new 

publications in political marketing including journal articles, book chapters, and books, with a 

brief blurb (e.g. abstract size). Suggested as an idea by Alex Marland, listing publications 

would help us stay on top of new scholarship. It would also help authors promote their 

research among an informed audience.  

 

Also 

If you can’t commit for a few years but could for a few months, another idea would be to 

suggest and lead a mini development projects e.g. ‘Project officer – expert lists’; ‘Project 

officer – video interviews with academics’ or ‘Project officer – organising the 2018 mini-

conference’. Again, please get in touch. 

 

 

 

 

 

 

 

mailto:j.lees-marshment@auckland.ac.nz
mailto:j.lees-marshment@auckland.ac.nz
mailto:j.lees-marshment@auckland.ac.nz
mailto:j.lees-marshment@auckland.ac.nz
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Country Coordinators 
 

Country Name Institution Contact 

Bangladesh 

 

Hasan Mahmud  h.mahmud.mkt@gmail.com 

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 Professor 

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- USM khairiah@usm.my 

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

 

Mexico Omar Chavez 

 

 togua@yahoo.com 

New Zealand/ 

Australia 

 

Jennifer Lees-

Marshment 

University of 

Auckland 

j.lees-marshment@auckland.ac.nz 

Pakistan Aman Abid 

 

National University 

of Computer and 

Emerging Sciences 

 

aman.abid@nu.edu.pk 

Peru 

 

Victor Carrera  vcarrerat@yahoo.com 

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 

Spain  

 

Juan Ignacio 

Marcos Lekuona

  

 marcoslekuona@gmail.com 

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 

 

 

 

 
 

 

 

mailto:togua@yahoo.com
mailto:togua@yahoo.com
vcarrerat@yahoo.com
vcarrerat@yahoo.com
https://mail.google.com/mail/u/0/h/1kra97oe35neb/?&v=b&cs=wh&to=sempach@uni.lodz.pl
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:iulia.huiu@public-affairs.ro
mailto:N.Peng@mdx.ac.uk
mailto:N.Peng@mdx.ac.uk
mailto:kcosgrov@suffolk.edu
mailto:kcosgrov@suffolk.edu
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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 May, July, and 

October) 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 June 2019. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Edited by Edward Elder 

mailto:eeld001@aucklanduni.ac.nz
mailto:eeld001@aucklanduni.ac.nz

