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ABSTRACT
Political marketing shares much in common with marketing in the business world. In business marketing, sellers dispatch goods, services, and communications (e.g. advertising) to the market and in return, money (consumer purchases), information (consumer research), and customer loyalty are received. In political campaigns, candidates dispatch promises, favors, policy preferences, and personalities to a set of voters in exchange for their votes, voluntary efforts, or contributions (Kotler and Kotler, 1999). Many concepts and tools are shared by marketing goods and services and political marketing. This conceptual paper explores the relationship and benefits gained by those who know the application.

INTRODUCTION
Politics is derived from the Greek word “polis” which literally means city-state. Corporate, religious, academic and every other polity, especially those constrained by limited resources, contain dominance hierarchy are therefore politics (Rodee et al., 1967). Shuriye (2002) defines politics as “the game played by the politicians. The game can be good or bad, ethical or immoral, depending upon the attitude of the player.” Politics are defined as “the art and science of government” (MWO, 2006). It’s a process by which collective decisions are made within groups. Although the term is generally applied to behavior within governments, politics is observed in all human group interactions, including corporate, academic, and religious institutions. Harold Lasswell (1902 – 1978) a well known American political scientist has defined politics as “who gets what, when, where, and how”. 
Marketing on the other hand have somewhat an evolving definitions such that proposed by Cooke, Rayburn and Abercombies (1992) when they said that “marketing definitions is a lens through which one can make assertions about the environment prevalent at the time definition was written. This is very much true if we take a look at the definitions given by the American Marketing Association (AMA) in which in 1935 the AMA defined marketing as “the performance of business activities that direct the flow of goods, and services from producers to consumers.”  Then in 1985, they amended the definition of marketing as “the process of planning and executing the conception, pricing, promotion, and distribution of ideas, goods and services to create exchanges that satisfy individual and organizational objectives”.
Recently in 2004 the definition has been revised as follows “marketing is an organizational function and a set of processes for creating, communicating and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholders”. AMA’s recent definition had prompted Darroch et.al. (2004) to suggest a new marketing viewpoint i.e. stakeholder viewpoint to the existing four viewpoints as had been suggested by Cooke, Rayburn and Abercombies (1992) such as economic utility viewpoint; consumer viewpoint; societal viewpoint; and managerial viewpoint. The UK based Chartered Institute of Marketing (CIM) defined marketing as “the management process of anticipating, identifying and satisfying customer requirements profitably” (CIM, 2006). The British and American definitions are useful in that they counteract the crude and over simplistic belief that marketing is simply about firms giving their customers what they want. Marketing is actually a process in which the notion of ‘consumer focus’ plays a major strategic role but not to the exclusion of organizational needs.
The discussion in this paper is very much interested with the AMA’s amended definition of marketing in 1985 whereby it has introduced the word ‘idea’ as an addendum to goods and services as the focal objects in marketing exchange process. This is important as it envisaged the acceptance of political marketing as a sub-discipline of mainstream marketing. The ‘idea’ is the object of exchange between political actors as marketers and the electorate as consumers. Gronroos (1990) defined political marketing as “seeking to establish, maintain and enhance long-term voter relationships at a profit for society and political parties, so that the objectives of the individual political actors and organizations involved are met. This is done by mutual exchange and fulfillment of promises.”  Clemente’s definition of political marketing provides a starting-point for analysis: “the marketing of ideas and opinions which relate to public or political issues or to specific candidates. In general, political marketing is designed to influence people’s votes in elections. It is different from conventional marketing in that concepts are being sold as opposed to products or services. Political marketing, however, employs many of the same techniques used in products marketing, such as paid advertising, direct mail and publicity” (c.f. Butler and Collins, 1994).
POLITICAL MARKETING AS A SUB-DISCIPLINE OF MINSTREAM POLITICAL SCIENCE AND MARKETING MANAGEMENT

Marketing management is the science of choosing target markets and getting, keeping, and growing customers through creating, delivering and communicating superior customer value (Kotler, 2003). On the other hand, political marketing is the marketing of ideas and opinions which relate to public or political issues or to specific candidates (Clemente, 1992 c.f. Butler and Collins, 1994). The party or candidates use of opinion research and environmental analysis to produce and promote a competitive offering which will help realize organizational aims and satisfy group of electors in exchange for their votes (Wring, 1997). In political marketing we need to make adjustment of mainstream marketing system to a political marketing system in which the industry consist of a collections of politicians whereby they communicated ideas to a collection of voters with hope in return they will get voters’ vote and in achieving this they will need information about voters needs and wants through the process of marketing intelligence. This political marketing system is depicted in Figure 1.
Figure 1: Political Marketing System
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                                                            (adapted and modified from Kotler, 2003)

Marketing consists of actions undertaken to elicit desired responses including behavioral responses such as vote or support from a target audience. In effecting successful exchanges, marketers analyze what each party expects from the transaction (Kotler, 2003).  For example politicians want trust and commitments (Henneberg, 2004); long-term electoral success (Ingram & Lees-Marshment, 2002); brand loyalty and long-term support or repeat voters (O’Cass, 1996), and maximized electoral support (Wring, 1997). Voters, however, want political information and facts; prudent, credible, intellectual and honest leader (Newman, 2001); better government and better policy (O’Cass, 1996). Figure 2 below depicted the exchange map for politicians and voters.

Political marketing management has now reached the conceptual level i.e. parties/governments partly follow a “voter-orientation” analogous to a customer-orientation in commercial marketing. Political marketing is focusing on exchange relationships, a long term perspective, voter orientation (but restricted by societal considerations), and mutual mainstream marketing concept of “Relationship Marketing” aims to build long-term benefits for all parties involved (c.f. Henneberg, 1996). This is analogous to the mutually satisfying relations with key parties – customers, suppliers, distributors – in order to earn and retain their long-term preference and business. (Kotler, 2003 pp. 9).

Figure 2: The Exchange Map for Politicians and Voters
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                    (adapted and modified from Kotler, 2003)

POLITICAL MARKETING DEVELOPMENT
Wring (1997) stated that the earliest recorded use of the term ‘political marketing’ was by Stanley Kelley a political scientist in his pioneering study on the increasing influence of professional campaigners in the US politics in 1950s, Kelley wrote:
“The team relies heavily but not entirely upon their own intuitive feel for providing political marketing conditions. They pride themselves on having “good average minds” that help them to see things as the average man sees them” (Kelley 1956, p.53) as cited from Wring (1997).
Initially, ‘political marketing’ was used more or less interchangeably with ‘propaganda’. The purpose of the activity was the same, mass persuasion. The new ‘marketing’ label reflected a quest for a more neutral term as propaganda being discredited, and partly the historical observation that professionals from the commercial marketing industry, especially advertising, were increasingly involved in political persuasion (Scammel, 1999). The 1960 US presidential election between Nixon and Kennedy marked the evolution of political marketing, in which Kennedy advised by public relations specialists, apparently won the candidates’ debate on television and lost it on radio. The 1960 debate chronicled by journalist Theodore White in his book ‘The Making of the President’ entered campaigning mythology as proof of the impact of television and the power of image over substance (Scammel, 1999). Nixon’s 1968 triumph with the aid of professional advertisers marked the beginning of the real influence of marketing in presidential politics (Newman, 1994 c.f. Scammel, 1999).
By the end of 1970s and early 1980s there has been increased reliance on commercial advertisers by the political parties in their campaigns. In UK, Conservative Party hired Saatchi & Saatchi in 1978 conducted research for the communications and campaign strategy, using focus group and in-depth interviews (Lees-Marshment, 2001). In 1985 The American Marketing Association (AMA) redefined marketing to include ‘ideas’ to the list of products suitable for marketing (Scammel, 1999). This reflected the acceptance of political marketing as a sub-discipline of mainstream marketing and political science by the AMA.
Parties may simply stand for what they believe in, or focus on persuading voters to agree with them, or change their behavior to follow voters’ opinion (Lees-Marshment, 2001). What is meant by Lees-Marshment is that three orientation focused by political parties i.e. product-oriented, sales-oriented and market-oriented. This is similar to the three-stage development of modern business practice as: production-sales-marketing. It is generally accepted that business practice has moved from a production to sales dominated approach and then to a customer-oriented or marketing focus (c.f. Scammel, 1999). During the first stage of capitalism, business had a production orientation. Business was concern with production, manufacturing, and efficiency issues. By mid 1950s a second stage emerged, the sales orientation stage. Business’s prime concern was to sell what it produced. By the early 1970s a third stage, the marketing orientation stage emerged as business came to realize that consumer needs and wants drove the whole process. Marketing research became important. Business realized it was futile putting a lot of production and sales effort into products that people did not want. Some commentators claim that we are now on the verge of fourth stage, one of a personal marketing orientation. They believe that technology is available today to market to people on an individual basis (Wikipedia, 2006).

Grigsby (1996) stated that political campaign techniques have almost always followed the lead of commercial marketing. Politicians and political activists quickly adapt techniques that have proven effective in the economic marketplace. Political campaigns have evolved from a party concept to a marketing concept. Under the party concept, voter mobilization was the most important factor for successful campaigns. Modern campaigns use the marketing concepts and tactics popularized by commercial marketers. The marketing concept focuses on voters’ wants and needs. The politician then finds (or creates) a part of the campaign platform that conforms with the needs of voters. The parallels between political marketing and commercial marketing are demonstrated on Table 1.
Table 1. Similarities Between Commercial Marketing and Political Marketing
Evolution

	Political Marketing
	Commercial Marketing

	Party Concept
	An internally driven organization runs by party bosses and centered on the political party.
	Pre-industrial marketing
	Products are selected by distributors and delivered to consumers generically. When something sells out, more is ordered.

	Product Concept
	An internally driven organization run by Washington insiders and centered on the candidate. Stresses finding the best possible candidate.
	Product Concept
	Sells the quality of the product through the brand. Example: Model T Ford manufactured for quality.

	Selling Concept
	An externally driven organization run by Madison Avenue experts and centered on the candidate. Attempts to create favorable impression of the candidate by the voter.
	Selling Concept
	Companies like Procter and Gamble create markets for new products. They begin to experiment with image-based advertising.

	Marketing Concept
	An externally driven organization run by marketing experts and centered on the voter. Polling determines the message sent to the voter.
	Marketing Concept
	Companies first identify consumer needs and then develop products to meet those needs.


Source: Newman, 31-4 (c.f. Grigsby, 1996)

The erosion of voter loyalty and the decline of political organization strength has led to the professionalisation of political parties, and consequently to the strategies and explicit practices of political marketing. Technological drivers, especially in the media arena, are often quoted as being the main reason for the accelerated development of political marketing, however, myriad of other reasons such as: weakening of political ‘cleavage-systems’ and consequently lower levels of party identification and higher electoral volatility as well as more competitive pressure in the political market through non-electoral competition, less differentiation between political offers, and general professionalisation of political management activities had contributed to the development of political marketing activities (c.f. Henneberg, 2004).
POLITICAL MARKETING CHARACTERISTICS
There has been little discussion of the service components of the service ‘product’ although the concepts of variability, intangibility, heterogeneity and perishability commonly associated with services marketing have been applied in politics (c.f. Baines et al. (2003). By using Gronroos’ (1984) concepts of technical and functional qualities, Baines et al. (2003) has dissected the anatomy of the political service ‘product’ in the United Kingdom as illustrated in Figure 3.
According to Baines et al. (2003), core political service features comprising constituency representation by a member of parliament at the local level and a voice in government at national level (functional features). Actual political service features is seen to incorporate the policies, values and statements espoused by the party, the politicians themselves, the party manifestos and the party’s ability to deliver on its promises (functional and technical features). The augmented political service features can be seen as: party membership where members receive policy newsletters and social function information (both functional and technical features); regulatory information (technical feature) on forthcoming policy (e.g. purchased by companies to aid in lobbying efforts); and party conferences and associated literature (technical and functional features). 

Figure 3.  Features of the Political Service (associated benefit to voter/organization)
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Baines et al., (2003) further explained that parties are important in a representative democracy in providing the nation with guidance and information on current and potential political and economic infrastructure. This benefits the public by Improving social cohesion, democratic participation and citizen belongingness. Keeping the public informed on political issues should reinforce political participation. However the public is subject to ‘artificial censorship’, which place limitations on social contact and the time available for paying attention to public affairs.
Butler and Collins (1994) had proposed a conceptual framework for political marketing characteristics based on Blois (1974) model. The proposition is that general concepts and theories in marketing require adaptation to suit different specific situations. Political marketing is presented in terms of structural characteristics and process characteristics as portrayed in Table II. This breakdown provides a perspective which facilitates analysis in all constitutional and institutional settings. 
Table II. The Structural and Process Characteristics of Political Marketing
	Structural Characteristics
	The Product

Person / party / ideology

Loyalty

Mutability

The Organization

Amateurism

Negative perception of marketing

Dependence on volunteers

The Market

Ideologically charged

Social affirmation

The counter-consumer



	Process Characteristics
	Style versus substance
Advertising and communications standards

News and media attention

Political polls

Tactical voting




Adapted from Butler and Collins (1994)

Butler and Collins (1994) stated that the structural characteristics of political marketing consist of the political product, the political organization and the political market. The political product are divided into three parts: the multi-component (person/party/ideology) as nature of the offer; the significant degree of loyalty involved; and the fact that it is mutable, i.e. it can be changed or transformed in the post election setting. The multi-component (person/party/ideology) offer is that component cannot be offered separately. These three components i.e. candidate, party organization and its manifesto must complement each other in offering values to the voters. Strong loyalty factor allows parties or candidates a certain degrees of flexibility in shifting policy. Mutability is about the alterable purchase (even in the post-purchase setting) whenever candidate / party that they voted enter into coalitions with other party after the election. Butler & Collins (1994) suggested strategies relating to product characteristics in that market segmentation and positioning must take cognizance of the congruence between the candidate, the party and the message. Strategists should attempt to ‘brand’ policies and ideas, and build barriers to entry in order to ‘own’ an important issue.

The political organizations tend to maintain the tradition of amateurism; that a negative view of marketing permeates them; and that, because they are hugely dependent on volunteers, control over operations is exceptionally difficult. Butler and Collins (1994) suggested that negative perception of political marketing can be overcome only by showing that marketing orientation is not necessarily unethical or unworkable. As for volunteers, normally they are loyal to candidate or senior figure, it is sensible to target these people influence to aid diffusion of marketing orientation.
The political markets are made up of people with resources and the willingness to commit them in an exchange, the electorate constitutes a political market. Of significance to marketing are the following characteristics of the electorate: the process is ideologically charged; the vote is a forceful social affirmation; and there exists in the electorate a ‘counter-consumer’ (interested in preventing a particular candidate from winning). Butler and Collins (1994) suggested that values, attitudes and perceptions of electorate must be understood in such ideologically charged situation to ensure compatibility between the offer and the ‘core values’ of supporters.
The process characteristics of political marketing amount to the ‘rules of the game’, and are concerned with procedures and systems which govern marketing activities. The main issues here are the drift from substance to style in electioneering; the different advertising and communications standards which apply; the political polling phenomenon in recent years; the news media attention paid to the process; and the operations of tactical voting (voters vote for a candidate other than their favorite to defeat their least-favored candidate), analogous to ‘negative purchase’. Butler and Collins (1994) suggested it is important that presentation be given due weight, the marketing strategy of election campaigning must take cognizance of the lessons derived from polling data. If the ‘product’ appears to be experiencing consumer resistance, it may need to be repositioned in quick order.
POLITICAL MARKETING SEGMENTATION AND DIFFERENTIATION
Segmentation, explicitly advocated in the marketing literature in the mid 1950s has been used increasingly as a means of dividing heterogeneous markets into homogeneous groups. Smith (1956) first advocated market segmentation as an alternative marketing strategy to product differentiation in competitive markets, arguing that product differentiation is the preferred strategy when demand converges for product offerings, whereas, market segmentation is the preferred strategy when demand diverges. The political market-place has previously been characterized as highly regulated, and poligopolistic. There are relatively small numbers of parties competing to deliver government services once elected in a process analogous to an exclusive franchise bidding process (c.f. Baines et al., 2003). 
Firat and Shultz (1997) have stated that there is a need to determine how consumers feel, because this affects who they are (demographics), what they do (lifestyle), what they think (opinions and beliefs) and what they value (attitudes and values). Values have been identified as an important source of choice behavior particularly in political markets whereas consumer choice may often follow from rejection of disliked alternatives, leaving those not rejected as the preferred option. In political markets, this type of behavior has been labeled ‘tactical voting’ (c.f. Baines et al., 2003).
Generally service organizations have tended to use demographic and geographic data to segment markets (Palmer, 1994 c.f. Baines et al, 2003). These bases are discussed further under the heading of geodemography, behavioral, and psychography. Geodemography: this based was used to particularly good effect by the Liberal Democrats in Southwest England during the 1997 British General Election and by Bill Clinton as the basis of his strategy in the 1992 Presidential Election (Shelley and Archer 1994). Behavioral: A common behavioral segmentation base used by political parties is loyalty, determined using canvassing methods to locate key voters. Traditional supporters are contacted in ‘knocking up’ exercise in the UK, or ‘get-out-the-vote drive’ in the US. The most frequently identified type of voter in elections is the ‘floating voter’. The floating voter can be regarded as ‘individuals with no brand loyalty’ (Hayes and McAllister 1996). In US they are called split ticket voters (voting Republican for Senate and Democrat for the House of Representatives). These voters would be an ideal category to target since they demonstrate less party loyalty albeit they are difficult to target since they have no specific demographic profile (Kitchens & Powell,1994 c.f. Baines et al., 2003). Hayes and Mc Allister (1996) segment of such base denominated as ‘the late deciders’. They argue that this group accounted for 16 percent of the electorate in 1992, and is predominantly female aged between 25 and 34 years of age. 
Psychography: Ahmed and Jackson (1979) (c.f. Baines et al., 2003) suggested the use of psychography to produce different market segments for the Canadian Provincial Elections by measuring respondents’ attitudes towards welfare. Baines et al., (1999) have suggested that political parties could position themselves on the basis of specific policies since there are significant differences in how different partisan groups identify within a particular party’s policies.
In their segmentation study during British General Elections 2001, Baines et al., (2003) used the concept of technical service features. Respondents were asked to rate on a four-point scale (i.e. very important, fairly important, not very important and not at all important) the importance of 1) the parties’ national policies, 2) the parties’ policies on issues that affect their local area, 3) the values that each party stands for, 4) the quality of their local candidates, and 5) the parties’ leaders when choosing which party to vote for. This study has provided some indication that technical service features influence voting intention. The study also provides evidence that a product differentiation approach is likely to be more effective than a market segmentation strategy since the technical service features (the product) influence voting intention more than voter characteristics, geodemographics, socio-economics and newspaper readership.
Distinct market segment were not found in their study. Albeit market segmentation methods have in the past included geography, demography, behavioral and psychographic techniques, a particular emphasis on sound national policies, values and candidates is considered to be more important in securing more electorate’s votes. The benefits of voting relate to increased belongingness, social cohesion and democratic participation. A product differentiation approach to strategy based on technical service features with the objective of fulfilling these voting benefits is a more fruitful contribution by marketers than the segmentation of the electorate.
CONCLUSION

Political marketing shares much in common with marketing in the business world. In business marketing, sellers dispatch goods, services, and communications (e.g. advertising) to the market and in return, money (consumer purchases), information (consumer research), and customer loyalty are received. In political campaigns, candidates dispatch promises, favors, policy preferences, and personalities to a set of voters in exchange for their votes, voluntary efforts, or contributions (Kotler and Kotler, 1999). Many concepts and tools are shared by marketing goods and services and political marketing. Politicians have become likened to consumer products, complete with marketing strategies and promotions campaigns which enable them to gain market share, and increasingly election campaigns are being compared to marketing campaigns. Parties must understand the basic elements of marketing to be successful not only in the short term but also in the long term. Marketing is not a panacea but a process allowing a more effective and efficient method to design and implement political campaigns. Marketing offers political parties the ability to address diverse voter concerns and needs through marketing analyses, planning, implementation and control of political and electoral campaigns (c.f. O’Cass, 1996).
Political marketing is about facilitating the societal process of political exchange, while political marketing management describes the ‘art and science’ of successfully managing this political exchange process (Kotler, 2003). Thus, political marketing and its managerial application, political marketing management, can be signified as the research object (explanandum) in question. Activities might comprise developing a strategic political posture for a party, micro-managing an election campaign, coordinating the spin on certain communications with parallel organizations and using political marketing research to focus marketing spending resources (c.f. Henneberg, 2000). Political marketing not only occurs during election campaigns. It’s a permanent and ongoing activity. Politicians such as Blair and Clinton always presenting speech containing the same issues highlighted during their election campaigns (Butler and Collins, 2001). O’Cass (2000) suggested for more research should be directed toward better understanding of the workings of political parties and how they apply marketing theory and techniques, not just in election campaigns but also in their day-to-day operations. 
Future research could also be undertaken to understand the antecedents that lead to the integration of marketing into political parties and the effect on performance of marketing orientation.
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