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Anotace:
Cilem kurzu Politicky marketing — vychodiska, teorie a koncepty je sezndmit studenty

s vybranymi oblastmi a teoriemi politického marketingu.

V tivodu kurzu se studenti seznami s tim, z jakych zaklada politicky marketing vychazi, jak
jej vlastné chapat a s ptistupy, jak Ize na marketing v politice nahliZet (reflektovan bude i
vztah marketingovych technik v politice k vnimané kvalité¢ demokracie).

Dalsi ¢ast kurzu pak podrobné predstavuje nejvlivnéjsi teoretické koncepty, které se
v soucasnosti s politickym marketingem spojuji (koncepty R. Ormroda, J. Lees-Marshment,
B. Newmana a dalSich). Po sezndmeni s obecnéjSimi koncepty bude pozornost vénovana
metodologii vyzkumu kampani, negativnim kampanim, permanentnim kampanim, brandingu
atd.

V pribehu kurzu studenti provedou situacni analyzu, analyzu volebnich programii a kampané

na socialnich sitich. kandidujicich aktéra v krajskych volbach v roce 2016.

Typ vyuky a zkouSky, pozadavky na ukonceni predmétu:

Vyuka probihd formou piednasek a seminaii. Béhem semestru musi studenti splnit nékolik

povinnosti:

1) Analyza — krajské volby 2016 (50 b.)
Studenti se rozdé€li do skupin o dvou ¢lenech a v pribéhu semestru zpracuji situacni analyzu
pfed volbami do krajskych zastupitelstev v roce 2016. Dliraz bude kladen na vychozi situaci
(jaka strana do voleb vstupuje s jakou pozici), identitu kandidujicich aktér, jejich programové
dokumenty a aktivitu na socialnich médiich. Analyza programii pak bude hlavni ¢ast analyzy.

Cilem bude zjistit, nasledujici:
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- jakym tématim se jednotlivé strany vénuji,

- jsou tato témata krajska Ci celostatni,

- je nabidka unikétni, ¢i dochazi mezi stranami k ptekryvim?
Analyza aktivit na socidlnich médiich bude zahrnovat monitor frekvence aktivit, tonality a
témat, které¢ timto kanalem strana komunikuje.
Detaily ohledn¢ k6dovani programovych materialti a aktivit na facebooku budou sdéleny na

zacatku semestru.

Povinnd struktura analyzy:
1) seznameni s kandidujicimi subjekty (pocet, jejich pozice — nova vs. tradi¢ni strana,
soucast krajské koalice vs. opozice a kratky profil zaméfeni strany)
2) ptedstaveni programového dokumentu (rozsah, vystup vlastni analyzy, komparace
s programy dal$ich kandidujicich subjektl)
3) vystupy analyzy aktivit na socialni siti (facebooku).

Seznam kandidujicich subjektt dle kraji: goo.gl/h2wj6t
Rozsah: 12 NS

2) Priibézné pisemné prezkouseni 8. 11. (10 b.; jedna oteviena otazka, délka 10
minut)

3) Zavére¢né pisemné prezkouseni (40 b.; . Obsah testu odpovida rozsahu
odprednasenych témat a zadané literatury. Struktura testu: maximum 40 bodl

(oteviené otazky; 4 otazky za 10 bodt), délka 60 minut.)

Maximalni pocet bodu, které je mozné v kurzu ziskat je 100 bodii. Minimalni pocet

bodi pro absolvovani kurzu je 60 bodu:

100-93
92-84
83-76
75-68
67-60

mmo aw»

méné nez 60 boda



1.
20. 9.

Uvodni hodina — seznameni s obsahem kurzu

2.

27. 9. Seminar — situa¢ni analyza, analyza programovych dokumenti, kédovaci knihy

3.
4. 10.

Werner, A., Lacewell, O. and Volkens, A. (2011). Manifesto Coding Instructions (4th
fully revised edition), May 2011. On-line [https://manifesto-
project.wzb.eu/down/papers/handbook v4.pdf]

Gemenis, K. 2013. ,,What to Do (and Not to Do) with the Comparative Manifestos
Project Data". Political Studies 61: 3-23. http://dx.doi.org/10.1111/1467-9248.12015.
Mackova, A. (2012). Vyzkumné designy v politickém marketingu. In: Chytilek, R. —
Eibl, O. — Matuskova, A.: Teorie a metody politického marketingu.

Marketing v politice I.

4.
11. 10.

Schumpeter, J. (2004): Kapitalismus, socialismus a demokracie. Brno: CDK —
kapitoly XXI-XXIII; s. 268-320.

Hindmoor, A. (2006). Rational Choice. NY: Palgrave Macmillan — kapitola 2
(Anthony Downs and the Spatial Theory of Party Competition; s. 22-48).

Savigny, H. (2008). The problem of political marketing. Continuum — kapitola 2
(...and rational choice theory; s. 29-45).

Downs, A. (1956): An Economic Theory of Political Action in a Democracy. The
Journal of Political Economy, Vol. 65, No. 2. (Apr., 1957), pp. 135-150.

Thomas, M. (2000): Niccolo Machiavelli as relationship marketing guru. In P. Harris,
A. Locke and P. Rees (eds.) Machiavelli, Marketing and Management. London and
New York: Routledge, pp. 67-80.

Henneberg, S. (2004): The views of an advocatus dei: Political marketing and its
critics. Journal of Public Affairs 4 (3): 225-243.

Henneberg, S. C., M. Scammell, N. J. O'Shaughnessy. (2009). Political marketing
management and theories of democracy. Marketing Theory 9 (2): 165-188.

Marketing v politice I1.

Literatura viz 4. 10.

3.
18. 10.

Teoretické modely v politickém marketingu I
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e Lees-Marshment, J. 2001a. The product, sales and market-oriented party: How
Labour learnt to market the product, not just the presentation. In: European Journal of
Marketing, Vol. 35, No. 9-10, s. 1074—1084.

e Newman, B. I. 1994. The Marketing of the President: Political Marketing as
Campaign Strategy. California: Sage Publications, str. 1-23.

e Wring, D. 1997. Reconciling Marketing with Political Science: Theories of Political
Marketing. In: Journal of Marketing Management, Vol. 13, No. 7, s. 651-663.

e Wring, D. 2002. Conceptualising Political Marketing: A Framework for Election
Campaign Analysis. In: O’Shaughnessy, N. J. — Henneberg, S. C. M. (Eds.) The Idea
of Political Marketing. Westpoint: Praeger, s. 171-185.

e Ormrod, R. P. 2005. A Conceptual Model of Political Market Orientation. In: Lees-
Marshment, J. — Wymer, W. W. (eds.) Current Issues in Political Marketing.
Binghamton: The Haworth Press.

e Ormrod, R. P. 2006. A Critique of the Lees-Marshment Market-Oriented Party
Model. In: Politics, Vol. 26, No. 2,s. 110-118.

e O’Cass, A. 2001. Political Marketing: An investigation of the political marketing
concept and political market orientation in Australian politics. In: European Journal of
Marketing, Vol. 35, No. 9/10, s. 1003—-1025.

6.
25. 10.
Teoretické modely v politickém marketingu IT

Literatura viz 29. 9.

7.
1. 11
Cteci tyden

8.

8. 11.

Prubézny test
Persuaze v politice

e Wood, Wendy. 2000. Attitude Change: Persuasion and Social Influence. Annual
Review of Psychology, 51, 539-570.

e Minozzi, William, Neblo, Michael A., Esterling, Kevin M., Lazer, David M. J. 2015.
Field Experiment of substantive, attributional, and behavioural persuasion by
members of Congress in online town halls. PNAS, 112(13), 3937-3942.

9.
15. 11.
Negativni kampan

e Mark, D. (2006): Going dirty: the art of negative campaigning. Lanham : Rowman &
Littlefield Publishers, str. 1-17, 39-54.

e Kahn, K.F. - Kenney, P.J. (1999): Do Negative Campaigns Mobilize or Suppress
Turnout? Clarifying the Relationship between Negativity and Participation, The
American Political Science Review, Vol. 93, No. 4, Pp. 877 — 889



10.
22.11.
Branding — politika jako znacka, osobnostni rozmér politiky

e Bettman, J. R. - Sujan, M. (1989): The Effects of Brand Positioning Strategies on
Consumers' Brand and Category Perceptions: Some Insights from Schema Research,
Journal of Marketing Research, ro€. 26, ¢. 4, s. 454-467.

e Needham, C. (2005). Brand Leaders: Clinton, Blair and the Limitations of the
Permanent Campaign. In: Political Studies, 53, 6, s. 343-361.

e Needham, C. (2006). Brands and Political Loyalty. In: Brand Management, 3, 13, s.
178-87. Text dostupny on-line: <http://www.scribd.com/doc/6830773/Special-issue-
papers-Brands-and-political-loyalty-2005>.

e Scammell, M. (2007). Political Brands and Consumer Citizens: The Rebranding of
Tony Blair. In: The ANNALS of the American Academy of Political and Social
Science, 611, 1, s. 176-192.

11.
29. 11.
Permanentni kampan

e Heclo, H. (2000): Campaigning and Governing: A Conspectus. In Ornstein, J. N. and
Mann, T. E. (eds.): The Permanent Campaign and Its Future. Washington: American
Enterprise Institute and The Brookings Institution, s. 1-37.

e Loomis, B. A. (2000): The Never Ending Story: Campaigns without Elections. In
Ornstein, J. N. and Mann, T. E. (eds.): The Permanent Campaign and Its Future.
Washington: American Enterprise Institute and The Brookings Institution, s. 162-184.

e Needham, C. (2005). Brand leaders: Clinton, Blair and the limitations of the
permanent campaign. Polit Stud-london, 53(2), 343-361.

12.
6. 12.
Nové trendy v politickém marketingu

e Street, J. 2004. Celebrity Politicians: Popular Culture and Political Representation. In.
British Journal of Politics and International Relations. Vol. 6, str. 435-452.

e Drake, P.; Higgins, M. 2006. I’'m a Celebrity, Get Me into Politics: The Political
Celebrity and the Celebrity Politician. In Holme, S.; Redmond, S. (Eds). Framing
Celebrity: New Directions in celebrity Culture. London: Routledge. str. 88—100.

e Richards, B. (2004). The Emotional Deficit in Political Communication. In: Political
Communication. Vol. 21, No. 3, str. 339-352.

13.
23.12.
Prvni pisemné prezkousSeni
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Podvodné plneni studijnich povinnosti

Vyuka na FSS MU prtedpoklada, ze studenti znaji studijni pfedpisy a ze se nedopoustéji
podvodného plnéni studijnich povinnosti, zejména opisovani u zkousek a plagidtorstvi, tedy
vydavani cizich myslenek za vlastni a pfebirani myslenek jinych autord bez uvedeni
autorstvi. Plagiatorstvi patii k nejzavaznéjsim etickym provinénim v akademickém prostiedi,
popira poslani university i smysl studia. Z pravniho hlediska je plagiatorstvi kradezi ciziho
dusSevniho vlastnictvi.

Podvodné plnéni studijnich povinnosti nemtize byt za zadnych okolnosti na FSS tolerovano.
Kazdy ptipad podvodného chovani bude trestan nejpiisnéjsi sankci, a to nepodmineénym
vylou¢enim ze studia. Studentim doporucujeme co nejdiikladnéji se seznamit s problémem

plagiatorstvi a se zptsoby, jak se mu vyhnout.



