‘10 solicit help from local :
‘teer network of support. (W siill se this pnumple driving campaigns
at the Tocal and state levels.) In terms of a marketing orientation,

The Evolution of Marketing
in Politics

As we look at premdentml electmns before 1956 wepgobacktoa pomt
in time when politi cs ots efforts (or
machine pn‘lmcs) .Candi '

campaigns during this time were driven by the forces of distribution
{what we in marketing refer to as the person-to-person contact that
takes place as a product is transported from the manufacturer to the
wholesaler to the retailer to the consumer). Without the benefit of the
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technology of television, candidates and their representatives relied
on personal contact with the voter to get their messages out,

During the clection of 1956 we saw the first presidenti ntender .
use television to get his message ot to the people; Dwight Fisenhower,:
But, everi then, television was not used at the same level of sophisti-
cation as in 1960 (the year many believe was the watershed year for
television in presidential politics). John F. Kennedy incorporated into
his campaign the technological advances if; television to help him win:
the election. During the debates Kennedy made the best use of thig
medium, looking meore relaxed and at ease than Nixon, and was abls
to convey a successful image that would land him in the White House,

Television brought with it the first opportunities for candidates to.
begin to develop campaign platforms that revolved around the crafting
of political images. Unlike machine politics, which did not enahle
candidates to electronically craft an image, the ability of candidates to
use television as a medivm allowed them to fz\-mulate campaign plat-
forms that conld be “sold” to the American people. Without the benefit
of visnal aids, it was nearly impossible for candidates to rely on imagery
as the basis for campaign strategy development.

Candidates did not see the real influence of marketing until the
Madison Avenue experts made their way into the campaign organiza-
tions. Joe McGinniss’s account of how the 1968 Nixon campaign
relied on a sophisticated advertising campaign to win the White House
brought to light the real impact that television had on the electoral
process. There has been a continued evolution of marketing into politics
since that time; the power structure of the campaign organization has
shifted farther away from party bosses, but beyond advertising execu-
tives, to a whole new cadre of consnltants with marketing expertise.
Although I will detail what takes place at the presidential level, the
analysis is applicable to elections at the local and state levels insofar
as it provides a working framework to understand the role of market-
ing in political campaigns.

In Part I, T provide the foundation on which to build the argument
that the electoral process in this country is being transformed by market-
ing. In the discussion of this transformation, I focus on three subjects.
Chapter 1 defines marketing and presents a framework that explains
how marketing is used as a campaign strategy. I then discuss how the
same strategic tools used to market products and services could be

The Evolution of Marketing in Politics 3

successfully adapted to Bill Clinton's 1992 political t‘:ampaign. Chflp-
ter 2 presents a historical background of the evoh{tmn of marketing
in politics, with an explanation behind why marketing has bec.umc s0
critical to the snccess of candidates in the last several presidential
elections. The shift in power from the party bosses to the consuliants
will be analyzed in detail. Finally, in chapter 3, I outline the forces
that brought about this change in campaigning. I define w%m the power
brokers are, both old and new, and how the 1992 presidential campaign
changed the power structure among these participants.
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The New Political Campaign Technology

E he 1992 presidential election was unique in that it went directly to the |
people and, in the process of daing so, used the most sophisticated :
marketing technigues found in the commercial marketplace, We have alf *

heard about direct mail and have certainly seen it pile up in our mailboxes. =

This same technology used to target direct mail to residences was used to
target fund-Taising letters to volers of various political persunsions; similarly,
techniques used to market products in the mail directly to us as consumers
were used ta market the candidates us to us as voters.

This was the year of the outsider, which, perhaps more than any other element
in the campaign, set the stage for the winning theme, namely, “change.” The
American voter was tired of politics as usual, and there was a great desire for
change, particularly in the way presidentinl campaigns were run. The henvy

11.. -
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foters wanted?

around issues and not personalities] And the candidates gave them what they
wanted. '
The. changing .pam'cipatian in the political process was in Tesponse (o o
new.kmd of political campaign waged in 1992. Voters became more involved
and interested in the presidential election as evidenced by the higher turnout.
For some candidates, the infomercial supplemented the commercial. We even
saw one candidate talk about issues with charts, graphs, and “voodoo sticks.”
d this campaign from was th p'rbﬁéiéhéj

R T
pse needs). In this

" casé, Clinton campaign staff imde"rst‘o'n'd _thﬁﬁ:pédl‘:lke wahtgd change and were

most concerned about the economy (more specifically, jobs)j Clinton staff
grew to understand the penple‘sc‘unc'ériis'ai:d'cbﬁsethtlji’ﬂ:‘fr!nmered home
the themes of change and the ecenomy after their convention,

In addition, the Clinton organization was nble to take the best ideas from
the_challengem as they dropped out of the race and implement those ideas in
.thclr own rhetoric, demonstrating a competitive orientation that is practiced
in the commercial marketplace, The flexibility and adaptability that ane
would find in the best-run corporations were found in the Clinton orgnniza-
tion. Clinton was constantly integrating and updating his campaign to satisfy
voter wanis and desires in the same efficient and effective manner as Toyota,
who did this for years in the automobile industry.

Attyune running for the presidency of the United States st espouse a
political philosophy that represents a vision for the firture of the country and
the world. In 1992 this philasophy was shaped by the use of sophisticated
}'nnrketing tools that went beyond the use of polls. Political leadership today
is driven not only by political ideology but also by marketing, We need to
understand that it is not only the polls but marketing that is driving the
political process today. Marketing has becorme an‘inféazil pait of the devel-
Sl e AT e

the Amesrican peoplé in 1

top strategist, James Carville, uséd the economy and the impact it was havin g
on the middie class as the focus of their carmpaign stm_tegy.fCu ‘ ked
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class. Clinton saw that the.middle class was: distréssed and promised he s
wonld tax the rich who rods the wave of financial succe e 1980s. Clinton,
‘the middle cliiss was;
_hurting, needed change and jobs;:and that Clinton was the man to do it; ’
Voters during the 1992 campaign were deeply interested in this election.
As in elections prior to this, economics was the driving force; voters were
interested because they felt it in their pocketbooks. With cable television
viewership incrensing since the Inst election, voters were able to watch their
candidates come through direct to them on a whole host of cable television
programs.
The viewership found it refreshing to see the candidates on shows other
than the usual interview programs we had grown used to. Some say Bill
< Clinton turned arotind his stalled enmpaign by appearing on The 1o Hall
, Wearing nglasses, and playinp hig!
ﬁudiéuqfé’.'We all had to pinch ourselves to believe |

- saXop

" “Wwhat we were séeifig: Here was a candidate running for the highest office in i - =

the land appearing on late-night television, looking more like a pop star than ‘ A
a presidential candidate. Both Bill Clinton and Ross Perot were quick to {!
understand the importance and power of this medium, however, and engaged -
in it before George Bush did. George Bush, on the other hand, was very cantious -
and only belatedly worked his way into cable progrumming after he was %‘
trailing badly in the polls. i
The question is, why all these appearances on live call-in shows? Some
say it was due to the appetite of voters who wanted to feel empowered and
in totch with a cast of actors usually not seen in person by most Americans
in their lifetimes. In 1992 cable reached into more than 60% of television
households, On top of that, the three major networks were losing their audience,
something that had been hoppening for close to ten years, Clinton used
televised town meeting formats in zlmost every primary state, honing skills
that would serve him well in the October presidential debates. Larry King
(the popular talk show host on CNN) may have started this movement of
turning politicians into celebrities that swept the political landscape in 1992.%
Another explanation behind the extensive use of live call-in shows was
the willingness on the part of Clinton to take the risk of appearing in front
of live pudiences in an e toreach otﬁészs the New Hampshire primar}{:
. date gpproached, Clint sape nbout the economy ohstructed”
-with the nllegations again p - Some have argued that he
"chose unorthodox and alternotive media outléts to recast and promote his

p
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pf:rfspective. Bush, on the other hand, had al] the coverage he wanted as n
sitting president.

Structural changes in the politicnl process continued to force candidates
tc3 r.e]y on consultants, Federal regulations limiting the contributions of in-
dividuals to candidates placed more pressure on direct mail and fund-raising
speciﬂjsts to bring in the dollars necessary to run their campaigns. Today,
cundidates no longer have the luxury of counting on wealthy contributors tc;
ﬁns.m.ce their campnigns. Couple this with the less-infiventinl role of the
political party and we have the seeds for the new electoral system that has
evolved in this country.

The 1992 presidential election has shown us how Clinton was successfully
marketed, how Bush was unsuccessfully marketed, and why Perot, o great
salesmuan, could not rely on those skills alone in a market dominated by
handlers and experts who know the difference between marketing and
selling. In the remainder of this chapter, I will formally introduce the topic
of marketing, define it, explain how it plays a role in politics, and explain

why this “new political campaign technology™ is changing the way the electoral
process operates in this country.

“So What Ts Markcﬁng%;

Pm:t of the difficulty of understanding how marketing and politics, two

f seemingly disparate arens, have merged stems from a misuudcrstm-l‘ding
&Of what marketing is. Simply put, marketing is an exchange ;imcess.-Thei
process centers on a seller (thebiisiniess) wh ch it or.
service for ‘money from a buyer (the consumer); nfipe is imple

; mented by the seller through the use of a marketing stratesy, A 1t

; mented b : y. A marketing
| strategy is made up of four components: (1) the product {or §érvicc). (b} the .
’ development of a promotional campaign, (c) pricing, and (d) distribution (the
i

i

{

]

b

movement of the good from the manufacturer to the consutner),

In more technical terms, marketing is n needs assessment approach to
prl?duct innovation that relies on information from the marketplace to help
guide research and development. This menus that the most successful prod-
uf:ts are molded around the findings from market research studies. Automo-
biles and gym shoes are just a few examples of product categories that follow
a marketing orientation. The development of new car models and innovative
gym shoes, such as the pumps, was based on research findings.
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ewise referred to,n condidate as o'bar of soap, sug:
arke is, however; is a'myt_ff’

that has circalated in the popular press for some time now; rather, the candi-- *

dite is a service provider and necessarily marketed nccordingly. The first
reference to n eandidate as a product came from the media people who were
brought into campaign organizations to develop promotional campaigns, These
people came from the business world and directly applied their knowledge of
product advertising to candidate advertising. As this association developed, it
became commonplace to refer to candidates as produets.

However, the candidate is in reality a service provider and offers nservice:
to his consumers, the voters, much in the same way that an insurance agent .
.offers:a service to his-consumers.n this cnse, the insurance policy becomes
the product sold by the agent. Although I will make references to the
marketing of candidates as products thronghout the book, it should be kept

the impression that the marketingof candidates is'similar'to the 'marketing:

in mind that the product I'am reférring to is the campaign platform. To convey -\L’

of a bar of soap is to oversimplify and minimize the uniqueness of the marketing:
application to polities.

First of all;:consumers of soap do not spendnearly as:-much time and effort..
in the-decision to buy one brand over another as a voter does:when deciding:

-loeasta bl‘%‘ t,fu{g-candidntes Asaresult;a buyerof sonp will be less invoived
in the zu:%f éh‘?ﬁ-l olf information than a-voter iss Second, by taking note-that
a candidate is really a service provider, the distinction between campuigning,,
and-governing becomes clearer: The actual delivery of a service that a candidate
offers to the voter does not occur until he begins to govern. Thave emphasized:
the:point enrlier-that this book. is.about the application-of marketing to.
campaipning, ot governing, althongli Clintdn retums to sorie of his mar-
keting technigiies'in his presidency.

Finally, candidates operate in a dynamic envirenment, fast, changing, and
full of obstacles that present marketing challenges that require flexibility.
Like corporations around the world that alter their services to respond to a
more demanding consumer in the commercial marketplace, candidates have
to respond to the fast-paced changes that take place in the political market-
place. For example, IBM is working to build up its market share by offering
more services to its customers. Companies like IBM have to respond to forces
in the environment to be successful; likewise for candidates throughout the
political campaign and then in office, as well.
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Service marketing incorporates a whole host of strategic issues that are
not applicable in the marketing of products because services have unique
characteristics that products don’t have. Services are intangible (they cannot
be seen, feit, or heard before they are consumed), variable (depending on the
service provider, the quality of the service can vary), perishable (they cannot
be stored iike products), and they are inseparabie (meaning yon can’t sepa-
rate the service from the provider of it}. The implication of these differences
makes the application of marketing to politics very distinctive, but still very
comparnble to product marketing,

" When applying marketing to politics, the exchange process centers on g
candidate who offers political leadership in exchange for a vote from the

citizen. The product in politics is the campaign platform, and marketing -

would require that research and polling be done to help shape the platform

of the candidate, In addition, the same research techniques are used to craft
an image for the candidate. More than the platform itself, the image, or
impression, is what the candidate leaves in the mind of the voter. An image
is created by the use of visual impressions that are communicated by the
candidate’s physical presence, media Appearances, and experiences and record
as a political leader. Once the candidate gets into office, the other character-
Istics of services {varinbility, perishability, and inseparability) become more
pertinent to the discussion, ‘

Thereare, however, three glating differences between marketing and politics.

First of all, there are differences of philosophy. In business the gonl is to
make a profit, whereas in politics the goal is the successfnl operation of
democracy (atleast in this country), Second, winring in politics is sometimes

based on a few percentage points, whereas in business the difference between

winning and losing is based on huge variations. And third, business often

fellows through with the implementation of actions based on marketing research

results if the business stands tg profit, whereas in politics the candidate’s

own politicul philosophy often shapes the extent to which marketing research
results are followed. That is, althongh & marketing resenrch Study mny
suggest that a politician advocate 4 specific view of an isspe or policy in
order to increase the likelihood of election, the candidate may decide not to
follow the suggestion because of philosophical differences.3

The differences between marketing and politics have not prevented the

practitioners in both arens from working to merge the two. As a result, there
are strong similarities between the two disciplines. Both rely or the use
of standard marketing tools and strategies, such ag marketing research,

11
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market segmentation, targeting, positioning, strategy fievelopnfu.ant, and 11(1;:
plementation. The voter can be analyzed as a consamer in the pohucz:ll rnm; y
place using the same models and theories in marketing that ar.e us:e to stu ﬁ;f
consumers in the commercial marketplace. Anq b(?th are dealing in cm.npr':
tive marketplaces and, as such, need to rely on similar approaches to winning

. (but each may have several distinct options).?

A Model of Political Marketing

The merging of marketing and politics is 5hn§vn in Figure 1.1: Herel brfng
topether into a single framework the two cnmpzugns t:he mmkenn% :humpgadger; .
and the political campaign, The'marketing campaipn is the hea?ru | egljd o
because it-contains the marketing tools that are used:to: get-the candidate:
successfully through the stages of the' political E:aihpnign. There‘s;re thmeiarmﬂ f
to the marketing campaign: market (voter) chn'leutntmn,' candidatepositions i
ing, egy formulation and implementation. = o o
mif:?!f:t::;ﬁﬂtﬁﬁdﬂ'is"zi'fifdcess'in‘-whic'ﬁ‘ nlI'VDtErS‘a'i:e br?ken duwn?;;: i
segments; or groupings, mat-r.hecnndidme'men'mrgets. with his messagel. :
examiple, Bill Clinton realized early on in the cnmp'mgn that r?n.e n\iedry i:ﬁﬂ
market segment, the middle class, was ripe for targeting. T1?e critic ecG sion
was finding the right messape with which to a}}peal to l}'us sepment. {vus
the economic problems facing the country, (}‘hmon decided to us;j- ;m?s -
economic appenls, such as the promise of more jobs and betier \'vagexj.f 1d ;Wllhé
the baby boomers were another imporiant market segmm:lt identi 1eth. yse °
Clinten campnign, and various appeals were targeted directly to mxs = egd
ment. As will be discussed later in the b?nk. the se:gng-::r::)s ﬂt:zzha:f I

olitical campaign moves from one st L
Cha{)nf:eatfl:;h;uplﬁpie-voter-szgments have heen‘idenﬁﬁ‘e‘d,-the f:undldnlt:iz g“::ei
through a process called candidate pasirion‘ing:iPosmomng- is a mu ; fis
process that begins with the candidate nssessing hc}th h}s own an s
oppaonents’ strengths and wenknesses. For example, Bill (?lmton wdas w:wt'i e
that as a Democrat and an outsider to Washington he was in a‘gcml postt o

to criticize the system that Reagan and Bush hu.d gm{emed fo-r close to t;

yenrs. Then the issue of targeting is addressed, in which specific segrrtlen'c
are chosen as targets of direct enmpaign messages. There are several stra S-:glr
issues that arise in the decision to target one segment as opposed to another.

te O
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Figure I.1. A Modei of Political Marketing
NOTE: The model Integeates four com

ponects into a il
prsidenla s nlo a single framewark, which will be nsed to exploin haw

These issues will be fully addressed later in the book, with specific focn

. how the Clinton organization successfully carried out its critjcal targetin, t:scl}cn
W‘hnt evelves out of this process is the establishment of an image tsur th .
candxdutfz. The imoge is crafted through the media by emphasizing cermie
personality traits of the candidate, as well ag stmssirig various issgues Fi .
ex.ump]e, Bill Clinton created an image of himselfas an outsider whu‘w.ou:;
bring about change in Washington through'a series.of innovative economic:.
'Programs: From -8 competitive:po o,
-incumbent. president who was sit
‘getting resilts from His nctjons:
took advantage of his competito

Ifing on‘an-economy in'recession-and not.
Clinton thus capitalized an his strengths and
rs’ weaknesses. There were aiso several othe

+ 3 - ['
factors atmbutah.le' to his image ns g strong lender that played out during the
course of lhe;polflfca] campaign. The outcome of this process is the devel-
opment of o “position” for the candidate,

int of view, he was.contending. with an:;
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Once the candidate’s position is estnblished, a marketing strategy is devel-
oped and implemented. Here, I will explain the “four Ps,” namely, the compo-
nents in 8 marketing strategy that are used to reinforce the chosen position
of the candidate, The four Ps inclnde the product, push marketing, pull market-
ing, and polling. As discussed at length in the previous section, the product
in politics is the campaign platform. To be successful, a cundidate has to
market not only himself but his campaign platform as well.

The campaign platform evolves over the course of the political campaign.
Itis influenced by several factors, including the candidate himself, the people
in his organization, the party, and, especially, the voters, After the campaign
platform is develaped, there are two information channels through which the
candidate can promote himself. One channel is Iabeled ptg.éh_ mm_‘ke't_ 7, and
the second is labeled jull marketirg. Push marketing is synofyious with
the distdbution concept’ previously discussed. That is, the candidate’s mes-
sage about his political platform is communicated (or transferred) from the
candidate to campaign workers before it pets to the voter, who is the con-
sumer. One way of getting the message out is through traditional grass-roots
efforts, or local and state party mechanisms. In addition, the candidate must
rely on these same people to get the vote out on election day; in the primaries
and the general election, it is imperative that a candidate have an effective
volunteer network to win, A candidate relies on his consnltants to coordinate
local and state efforts with the national party leaders.

Pull marketing is the sécond information channel and focuses on the use
of the mass media to get the candidate’s message out to the voters. There are
several options available to a candidate, including television, radio, newspa-
pers, and other medin. The 1992 election was unique in that the candidates
relied on very unorthodox promotions! vehicles (in addition to the more tradi-
tional ones) to convey their information. In a word, the candidates took o more
direct ronte to the voter in this election and, in doing so, bypassed traditional
media outlets. This meant that candidates spent less time on network news
programs nnd more time on cable programs. There will be more to say about
this later in the book.

The lnst P is polling, which is conducted thronghout the political process
to provide the candidste with the information necessary to develop the
marketing campaign. In politics, as in marketing, there are many tools and
devices that are used to conduct the research, Perhaps the most popular and
important one in politics is the poll.

3
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This discussion of strategy ends by covering the organizational issues,
including the choice of people, setting up a task chart, monitoring activities,
and the crucial role of fund-raising. Similar to the business world, political
Campaign organizations rely on the same fundamental principles to run their
operations. Once the marketing strategy has been developed; the important
issue is implementation. Oge of Clinton’s greatest strengths 0s a candidate
was his ability to et up an organization that could successfully implement and
communicate his vision for the country to the voters.

The marketing campaign is conducted simultaneously with the political
campaign and serves to help the candidate get through each of the four stoges—
preprimary, primary, convention, and general elecion—suecessfully. Both
the marketing and the political campaigns are influenced by the candidata’s
strategic orientation (or what I eall his “focus™) and by forces in the environ-
ment. The candidate’s focus has changed along with the evolution of markat-
ing practice in politics, that is, with the progression from a “party conecept”
to a “marketing concept.” This discussion will shed light on the theoretical
connection between marketing and politics and will show how the candidate
has re-oriented his foeus from pleasing party bosses to satisfying voter needs,

The second influence on the two campaigns is environmental. Each force
represents an area in which there have heen dynamic changes taking place
over the last few decndes that nccount for the increasingly important role of
marketing in the electoral pracess. For example, the computer has afforded
tremendous technological advances in polling and fund-raising. Structural
changes in the primary system have further pressured candidates to rely on
marketing experts, For example, candidates depend to a great extent on mass
media outlets when they attempt to reach the voters in several different states
simultaneously on Super Tuesday. Also, the Federnl Election Reform Acts
(limiting individual contributions to candidates) have forced candidates ta
call on the expertise of direct mai! specialists to bring in the recessary dollars
to run their campaigns,

Finally, there have been tremendous shifts in power among the people who
have un influence on paolitics, namely, the power brokers. The party bosses have
seen their power diminish, while the media, pollsters, consultants, political
action committees, and voters (in this campaign) have seen their power nnd
influence grow in imporiance.

The New Political Campaign Technology @

A Shift in Power From Party Bosses to Consultants

Consultants received a significant amount of sttention in the 1092 presi-
deatial election, for a couple of reasons. Not only have they taken over as the
new party bosses in politics, resulting in a radical shift in power, but they are
recruited and sought out like superstar actors fora high-budget film, In fact,
candidates are often not taken seriously until they hove brought on board some
big-name consultants.

There has been quite n change in the presidential election process since
Kennedy's day, when the local political bosses ran the show. In contrast to
that time, we witnessed Bill Clinton, who ran as the Washington outsider,
divorce himself from the powers that be in Washington. Namrally, as the
primaries ebbed and flowed, 5o did the Washington insiders’ feelings toward
Clinton. Clinton was at first disowned when he began to look, early on in
the campaign, like he was carrying too much baggage to be the front-runner.
However, as time went on, the Democratic party had no choice but to embrace
Clinton to ensure that there would be a unified party. This was the Democrats’
first chonee at the White House in 12 years, and the party leaders knew by
the time Clinton won Illinois that they had nowkere to furm but to him.S

The Role of Negative Advertising |
Although nowliere ns nggressive as in 1988, there g6l was negative adver-
tising in 1992. On the positive side, Bush emphasized family, jobs, and peace,
while Clinton emphasized the importance of reinvigorating the American
dream. Clinton pointed out that it was time for a change from the greed and

paralysis of the 1980s. However, both of the cmdidums reliled‘o_r_l negative
advertising at times to achieve their goals. Bu :based: ;

ton xp ancehm:fnrelgn_nffmrjs. Likewise, Clin-
ton's stritegy relied on three majar appeals: He focused, on. Bush’s.lack of
vision for a next term and his desire to stay. with the status quo, argued that

_Bush was ont of touch with ordinary Americans, and pttacked Bush's foreign

policy s too timid, especially in the former Soviet Union.5
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Part of Bush's problem was that some of the negative advertising was
directed at him from someone in his own party, namely, Patrick T, Buchanan,
who attncked Bush for not advocating stronger Christian values.” But Bush,
in his turn, waged a negative campaign against Perot; he accused Perot of
hiring private investigators to seek damagin g information about him when
he was vice president and to cast shadows on his children, Bush porirayed
Perot as a candidate who strayed outside the rules that everyone else had to
follow. Perot's response to this was a declaration that this was part of the
Republicans® dirty tricks.-Bush also tried to paint Clinton’s trip to the Soviet

Union-while he was a Rhodes Scholar ns a meetin g with-the: Communists:

This attick, however, eventually backfired in Bush’s face.!

The strategy and tactics that Clinton used to fend off Bush’s attacks and
to shape many of his own were plotted in what I ames Carville referred.to ag
their “war roons’” The attacks on Bush were pemonn}in that they referred to
Bush as a man who had evaded the responsibilities of his actions. Bush was
described as & man who was the willing tool of the wealthy and powerful and
whose time in office had cansed Americans shame; he literally was depicted as
& president who had mishandled virtually every aspect of his presidency.
However, the Clintor camp was careful to connect their atiacks to Bush's
publie record.® Clinton also attacked Ross Perot by portraying him as a
candidate who would soon pass from notice as voters realized how little he
could accomplish if he were to win the race.10

Innovative in the use of negative-advertising in ‘1992 was the tailoring of,
attacks to fit specific states and regions; in effect, cundidates relied an 2 more
targeted approach to their promotional strategy. Another innovation was the
increased number of lacaHy aired commercials (especially on cable stations),
as opposed 1o targeting nationul markets. One Republican stratepist estimated
that as much as half of the TV ad budgets ended up in nonnational outlets,
whereas in 1980 only 10% did,12 :

L All three candidates. used private investigators. {o obtain material to put
into their :
search”yincluded looking up any piece of information that could be nsed to
the disndvantage of the opposition. In fact, the Republican party installed a
sophisticated computer that instantaneonsly digested nnd retrieved informa-
tion, from the content of Clinton’s school yearbooks to every anicle written
about him in Arkansns newspapers. In addition, there was a videotape file
that included tapes of every television appearance Clinton had made. Tt was
from a similar archive that James P. Pinkerton, an aid to Bush in the 1988

vertisements. Their activities (officially called ‘:‘pppnsitionreﬂ':
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campaign, found n debate transcript during the primaties in which there was
meniton of Mr. Dukakis's furlough of Willie Horton {which became one of
the more infamous commercials of the 1988 campaign). There are, however,
certnin unwritten rules that are fellowed in nepative advertising: Avoid using
inaceurate information, stay away from sex and drugs, and do not lie about
one's identity when obtaining information, but, at the same time, do not go
out of the way to identify oneself either,12

A Historical Perspective on the
Merging of Marketing and Politics

There are several reasons behind the merging of pelitics and marketing.
Perhaps the single most influencial factor has been the use of television and
the necessity of candidates to rely on experts in the feld of marketing and
related areas to help them master this medinm. The televised debates that
took place during the Kennedy and Nixon campaign in 1960 increased the
pressure on candidutes to tam to Medison Avenue experts to craft the “correct”
image for the electorate. Candidates who are not telegenic and relaxed in
front of a camera find it increasingly difficult to win the presidency today.

The Stmulmatics project in 1960 was the beginning of another dimension
to marketing, namely marketing research, which opened up to politicians a
whole new world of numbers and computers that would forever change the
course of events in electioneering. At the fingertips of computer and statis-
tical experts was the ability to break down a whole country into regions and
localities, which would reveal differences in demographic and sociceconomic
makeup as well s in attitudes toward different issues in the campaign. i3

If we look back at the Carter presidency, we see the use of a sophisticated
marketing approach to campaigning and the ability of Carter, with the aid of
Pat Caddell, to appeal to multiple voter groups (or segments of COnSUmErs},
The emphasis in the 1976 presidential election was on personal eharacler and
integrity of the two candidates and how little each owed party leaders for
their respective candidacies. It was also a year that earmarked a change in
political advertising, Leading up to this election since 1964, there was a growth
in the use of carefully crafted ods in which the candidates themselves did not
make an appearance or speak, However, ironically, in the 1976 enmpaign,
both Jimmy Carter nnd Gerald Ford returned to the old-fashioned, personal
appeals, and personal testimonies re-emerped. 14
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In 1980 we saw another significant change toward the marketing approach
campaign when the Republican party chose a candidate, Ronald Reagan, who
hud decades of experience warking in front of the camera and knew how to
use the medium to his edvantage. In fact, this was never more obvious than
when he ran against Walter Mondale, who in contrast looked stiff and ill at
ease in front of a camera. In addition to Rengan’s good camera persona, his
campaign organization represented n well-oiled marketing machine that
relied on simple themes, such as patriotism and family, to convey a single
and consistent image at every campaign stop and in every commercial. This
was accomplished partly by always bhaving hundreds of young ﬂng—wavmg
citizens standing behind Reagan.

The Reagan presidency marked the real begmmng of the use of severnl
marketing tools, including negative advertising, direct mail, and sophisti-
cated marketing research and polling as well as the planning and implemen-
tation of eamprign strategy that closely mirrored what business was doing
in the commercial marketplace. In addition to the aid of professional adver-
tising people, Reagan utilized the help of a polister Richard Wirthlin, who
mote than any other pollster up to that time understood the significance of
running a presidential campaign on the basis of information generated from
focus groups and nationwide polls. In fact, Wirthlin was integral in the mean-
ingful leap from the use of polling to markeling research, which essentially
meant not only using statistical analysis to predict future voting behavior
and to get a snapshot description of who this includes but also getting nt
voters’ underlying motivations.

‘We also saw the rising influence of political action committees with the
Reagan era. Through the use of fund-raising by private sources, Reagan
effectively doubled the amount that he was legally permitted to spend. Well-
organized groups that opposed social welfare programs spent heavily on
television advertising in an effort to get more voters who supported these
groups registered.!3

The 1984 compaign was a study in the power of thetoric and incumbency
as a way of preempting the Democratic challenges in any area where the
Republicans may have been vulnerable. The Reagan organization used every
asset of incumbency to ensure that none of the Democratic issues wonld
stick. The Reagan ads paraded backdrops with flags raised, houses built, and
antos bought, along with a song asserting, “I'm proud to be an American,
where at least I know P'm free.” On the other hand, the Democrats tied un-
successfully to create a feeling of discomfort about the budget deficit, the
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influence of the religious right, the absence of arms control talks with the
Soviets, and the financial straits of Americans who had not done well under
Rengan,!6

Mondale was blamed for the Democrats’ defeat. He was seen as a dull cam-
paigner and & poor performer on television, plagued by an inefficient cam-
puign organization, and burt by incoherent advertising, In a nutshell, the
problem for the Democrats was not the message but the messenger. Reagan,
on the other hand, used both issues and personality to his advantage, with
the aid of udvertising specinlists. In foreign policy, Reagan cited the success-
ful American intervention in Grenada and increased military capability as
proof that America had recaptured its standing in the world. The success of
Reagan in this election was mainly due to an image that was well crafted for
him by his handlers. His image was that of a likable person who successfully
combined a confident personality, excellent communication skills, and a
strong commitment to religion and family.'”

The Reagnn re-election campaign orpanization of 1984 continued to use
the telents of sophisticated marketing experts in their packaging of Reagan
by relying on simple themes of patriotism and family. Again, there was the
extensive use of negative advertising. This particular election also represented
old versus new politics in that Reagan operated an the basis of the markeling
concept, whereas Mondale operated on the basis of a party concept, contine-
ing to rely on old themes and old Democratic grass-roots politics.

In the 1988 presidential election, the Republicans created images that
effectively undermined the Democrats’ claim ta be the party of caring and
compassion throngh the use of the Willie Horton ad, which drove up Dukakis’s
negatives or, in other words, highlighted his shortcamings. The Republicans
tumed the slogan Dukekis had used in the primaries against him by altering
their attacks to a single focus, namely, risk. The Willie Horton ad ended with
the words, “Dukakis wants to do more for America than what he's done for
Massachusetts. Americe can't afford that risk.” Dukakis's slogans, on the
other hand, shifted from week to week. His ads closed with the claim “They’d
like to sell you a packape. Wouldn't you rather choose a president?” Slogans
from some of Dukakis’s more constructive ads included *Let’s take charge
of America’s future,” which then tumed into “The best America is yet to
come." 13

The success of the Bush campaign was that they attacked early on and
consistently and, at the same time, controtled the media and the issue apenda
from the convention through election day. When compared with Dukakis's,
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Bush’s ads were very consistent and tied in well to his debate performance.
Duleakis spent much of the campaign trying to counterargue Bush's claims,
evidence that Bush was successful in setting the apendn and mising the Dukalis
nepatives. In 1988 Lee Greenwood's song, “I'm Proud to Be an American”
served as an emotional backdrop to the highly charged, flag-filled scenes that
made up the Bush election campaign.

Segments from the 1984 Morning in America ads were included in the
Bush convention film nnd election eve program, In addition, other ads played
oo the 1984 themes, such as recapturing the small-town atmosphere in
Americn. Bush dominated the positive side of television air time, playing the
role of the parent and grandparent, lifting one of his grandchildren into the

air, and preparing a mea! in a large kettle, surrounded by the other Bush -

grandchildren picnicking on the lawn. The Republicans took over from the
Democrnts their traditional reputation as the pacty of caring and compassion.
In addition, Bush’s use of fear was as sophisticated as any since Johnson’s
use af the daisy in the 1964 campaign.!®

Marketing and the 1992 Presidential Blection

It was truly a new era in politics in 1992, with candidates appearing on
late-night television programs dominated by celebrities. No longer could
candidates rely on the right backdrop and getting onto the evening news to
win. This was a different kind of election, one that hus started a new type of
campaigning never seen before. Candidates circumvented the traditional com-

munication links with voters and made direct contnet through live talk shows..,

Ross Perot even-nnnounced his catididacy on'the Zarry King Live show.

The focus group concept became the newest tool to be adopted by the
media during the 1992 election, For example, it wns not uncommon to see
television journalists conducting live focus groups immediately after the
debates as a way of analyzing the performance of the candidates. Polls
continued to be heavily relied an by all of the power brokers. Hardly a news
broadcast during the election went by without the latest results being re-
ported from a poll. These tools overdramatized every speech a candidate
made to the point of creating a horse-race mentatity in the election.

In 1992 we saw the first telemarketing crmpeign run by Ross Perot, o
candidate who refused to let the medin shape him and instend helped shape
the media. Instead of making campaign appearances like most presidential
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candidates do, this candidate relied on television commercials, videocas-
settes sent directly to voters, and infomercials to get his message out. In addition,
he incorporated some of the latest advances in the direct-marketing area
(referred to ns database marketing in the commercial marketplace), using an
“800" number to solicit a volunteer network and campaign contributions to
his organization.

Furthermore, in this campaign issues were discussed more substantively
than they were in the 1988 campaign. Modern-day presidential elections are
increasingly becoming marketing campaigns. Although modern-day com-
paigning is not studied as seriously by mnrketing academics as it is by political
scientists and other social scientists, the fact remains that elections today are
run by a combination of experts hoth practicing and theorizing about the
influence of marketing on politics.

Conclusion

It has been 24 years since Joe McGinniss wrote his book, The Selling of
the President, captivating the American public with his account of the role
of media in presidential cempnigns.20 Since that time, however, we have
come a long way in understanding the subtleties of how political campaigns
operate. Political campaigns ire now centered on the voter, meaning that the
candidate must define himself in the voters® eyes in a way that s consistent with
their thinking. The challenge to the candidate becomes one of structuring an
image consistent with focus group results and tracking polls, This image is
ther built up around the events of the compeign, which at times can break
loose from the control of fhe headlers and the way they want the candidate’s
imnge to be defined.

Views differ about the impact a campaign built around the voter as a
consurner will have on the political process. Some argue that viewing the
voler as a consumer dilutes the real purpose of the electoral process; it does
not allow for a candidate to create n vision for the country but simply means
that the candidate says and does whatever is necessary to get elected. In fact,
many accused George Bush of saying and doing just thet in both of his bids
for the White House.

Perhaps the most important question to ask here is whether or not it is
conceivable for & candidate not to take n marketing perspective as a candidate
in the modern age of politics. Clearly the most suceessful corporations in the
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world are constimer driven, such ns MeDonald’s, GE, Toyota, and others. In the
last few elections won by Reagan and Bush, marketing has been the engine
that drove the organization, with the focus centered on the voter. As T will
discuss in more detail later in the book, there have been changes taking place
in the political environment that have pushed eandidates into the lups of the
consultants, who fully understand the significance of this orientation.

Once the candidate gets elected, the next ngenda is how to use marketing
to keep the candidate on top in the polls, get the candidate’s policies enacted,
and, eventually, get the candidate re-elected, In other words, the same marketing
tools that were used to get Clinton into the White House could also be used
to govern. Not even one month into his term, for example, Clinton had to
call back his top strategist, James Carville, to deal with public opinion
problems plaguing him as a result of “nannygate,” a problem lnbeled as such
in the medir ns a result of Clinton’s inability to find an attorney general
designate who did not have problems with prying taxes for household warkers,
Two manths after this episode, the same team went to work to put together
a marketing campaign to ensure that Clinton's economic package passed in
Congress.

In the commercial marketplace, when consumers become the focus of a
company, efforts are made to bring them better service and value, Companies
maintain this orientation to stay competitive. Likewise, a similar trend is
expected in politics as the focus of attention betomes centered on the voter.
As this happens, the political process stands to be strengthened because candi-
dates will need to direct more attention to concerns of the voters to keep them
satisfied. However, if candidates pet elected on the basis of promises that are
not delivered to the voter once they get into office, then the political process
suffers.
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