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The political systems in operation around the world are different. For example,
whercas a preferential party-centered system operates in Australia, a “first past
the post,” candidate-centered system opcfatcs inn the United States. As a result,
it is likely that certain marketing techniques will be more appropriate than others
for use in political campaigns in different countries. The literature comparing
clectoral systems, their political effects, and the marketing implications is rela-
tively sparse. The differences that exist between electoral systems and their
onsequences for voting behavior have considerable implications for the type of
pproach that party strategists take when devising their campaigns (Farrell, 1996;
Granberg & Holmberg, 1995).

Scammell (1997) suggests that the factors dictating whether campaign tech-
iques used in one country can be used in another are the electoral system and
ructure of party competition, whether the campaigning is candidate centered
party centered, the structure of regulation, restrictions on media and paid
advertising, the structure of the media, and the strengths and distinctiveness of
1e national cultures. Although this chapter is written from a general perspective,
eaders should understand that adjustments should be made for cultural, infras-
ructural, electoral, and political peculiarities when devising voter segmentation
dses and candidate and party strategics. Whereas there are a varicty of publics
ith which the candidate or political party has to be concerned {sce Kotler &
otler, 1981; Sweency, 1995), this chapter focuses on perhaps the mostimportant
toup of all—the voters.

The importance of the voters in an election campaign is paramount because
itimately it is the voters who cast their choices with their ballots. Usually, certain
ups of voters are disproportionately more important than others in the
Mpaign. For example, for the U.K. political parties to gain a seat, they must




404 TACTICAL ISSUES |
Voter Segmentation

change a seat’s allegiance (i.e. the overall
ency};! they should communicate with thos
their votes. Thus, in a Libera] Democratic
the main opposition, strategists would be

partisanship of a particular copg; ~Thus, in many political campaigns, because there is a need to target specific
¢ voters that are most chly tochi ers who are more likely to affect the outcome, political strategists should divide
Party scat where the Labour Py ¢ clectorate into a number of homogeneous segments of voters. Political
keen to encourage Labour suppe raregists should determine which segments are most likely to contribute to a

to vote for the Liberal i i i | ‘ . “ -
from the Con : ]I?emocrats while also attempting to gain tactical v didate’s or party’s success in the election and should position the candidate or
servative ' ' ty Wi . ! |
i arty supporters by encouraging them to arty with these segments of voters. The basis of this chapter is to suggest how
emocrat because they would not want th :

. ¢ voter market should be segmented and how parties and candidates should
dominant TWOo-party system bocy osition themselves.
ut although this has tended to be th '

eithashad a tWo-party system), thy

tactical voting does not tend to occur in a
there is no alternative for whom to vote. B
case in the United States in the past (becaus
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are nOw oppormnities for tactical voting
third-party candidates {e.g., Ross Perot).
One of the most important

with the increase in the standis;

' . types of voter in clections, constantly referps
in both academic and Newspaper articles, is the floating voter. The floating v
can be regarded as a voter who is unsure for which candidate or pay oy
Generally, this voter is cither an independent, someone who has rf)ot M
voted (for age or other reasons),

The acceptance of marketing as a discipline capable of being applied in the
to'vi political campaigning process has only recently taken effect in Western Europe,
The use of marketing techniques has been much more prominent in T.S.
presidential campaigns. For example, Dwight Eisenhower is renowned for the
States, split-ticket voters® would . . 1?5.2, presidential campaign in which he sent out a m.lmber of different {fur}d-
they also demonstrate less party loyalty) raising lct‘tcrs to different groups of the population-—with cach-lctter containing
difficult to target, and it has b ’ different issues—and then based his subsequent voter persuasion campaign on
a arget, [t has been argued that these voters have no specific the letter containing the issues that received the best response (in terms of

emographic profile (Kitchens & Powell, 1994), \ & P

Hayes and McAllister (1996) state, donations). . . tical oning s h ¢ .

voters could be considered individuals . .Thc undcrlylng process in poh'fma campaigning 1s the exchange of promises
for votes, and this process occurs through the communication of programs,
policies, and ideas in return for information (relating to these policies, ideas, and
programs) from the electorate abour how parties and candidates can position
) themselves and segment the market better. Although the exchange relationship
- ght be a better segment to targ does not fit neatly into marketing theory (Lock & Harris, 1996; (*Cass, 1996;
politically aware voters are just as hz O’Lcary & Iredale, 1976; Wring, 1997), marketing techniques can be applied if
ledgeable and commitred. hey are modified accordingly
The segmentation and positioning processes involved in political campaigning
iffer considerably when compared to segmentation and positioning in the

ommercial marketing process. The difference between the two arises from the
”foliowing factors:

*
fascist) are more knowledgeable voters who mi
Converse (1962) demonstrates that less

to convert as those voters who are know

For the floating vorer, there is a less close fit berween [his or her] own values ar 1. There is less i11f9r1naFio{1 from voters than from consumers becaus'c: the socialstigrpa
= perceptions of where the parties stand. The floating Conservative voter was mc')i.‘. attached to vot‘mg is far stronger than that compared to buying a commercial
likely to report that [he or she] lay to the left of [his or her] party, while the floating produst or service.

Labour voter tended to lie to the right of the Labour position. (;) 95) i - The amount of funding available to political parties generally is very limited;
therefore, research has tended to be accorded less significance than its counterpart
in commercial research. As a result, in most countries, political marketing research
is limited to opinion rescarch through questionnaires and focus groups. Some
attempts are made by U.S. political consultants to segment voter populations using
statistical procedures such as chi-square automatic interaction detector (CHAID),
but these tend to be by the more experienced research agencies working with large
campaign teams (e.g., those for presidential nominees or gubernatorial candidates).

Segmentation and Positioning in Political Campaigning
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N o . : hic data. This is likely to be the case because geopar
3. Positioning a product and positioning a candidate or political party are tw, erter than gCOdcmOgr.ap ke the distinztions among voters for particular
. .. . ake: :
different processes. Whereas successfial products are positioned such thap a allow the stratcng.t th)‘ o direct interest '
. . . . . - i direct interest.
images are clear, consistent, credible, and competitive (Jobber, 1995, pia: olitical parties, which is of more dir
political positioning is more difficult because politicians deal with 4 higher J& Ce -
. . . : : ' and targeting are neatl
uncertainry, as plans for government policy have a subsequent Impact op ' he interactions among segmentation, positioning, and targeting y

corporate environment; copipanics may attempt to block
becoming law through commercial lobbying efforts.

. The intangible nature of the political marketin
choice in the political process is more emorti

aspects of the poljc cribed in the literature by Baer (1995), who suggests, “Candidates should

m a strategy that has an overall theme (broadcast message) and maintaini
nentum but also effectively targets specialized groups (narrowcast message)
m{)Igll) There is a need for political strategists not only to target the small groups
of ﬂoat.ing voters that can change the pattern of an cicct%on result but also 11-:10
communicate with the wider audience in general. It is of little use to garner t ;
:rotcs of the floating voters if one cannot keep the larger body of voters that vote
idate previously
for’;: ngsfccsisfuliyiiarkct tﬁc candidate or party, political marke-tcrs sh(?Llld fully
nderstand the reasons why vorers have previously selected their candidate and
alter the packaging of agendas and the substance of the agendas them;;ives S0 ai
to reflect the changing needs of the electorat(?. N-ewman and S.hcth {19 : ) suggesd
iat the following factors effect voter choice 1n U.S.. elections: the issues an
solicies of the candidate, social imagery and.thc parncular scgmcnts. of society
point out that Clinton’s strategy in the 1992 U.S. presidential election Cam'p that support the candidate, the cmot?onal fef:l111gs afrouscd by the candul:l.atet(c.i%s.,
was to concentrate on gaining the 270 electoral college seats necessary to becg pationalism, anger, hope), the candidate’s image in terms of personality traits,

. . . e . : : ; ; i sonal events i the
president by further concentrating on the far western states (especially Cali rrent events in the domestic and international SiﬂlatLO?S, per >

. . . . . . R i ething new,
nia), Clinton’s home state of Arkansas, and Vice President Al Gore’s home gt ters” lives, and epistemic issues such as the offering of som g

of Tennessce as well as on neighboring Georgia, Alabama, Kentucky, Mississ - Strategists should be concerned with thoseilssucs tl"xat.the electorate fOl‘lSidC;S
Louisiana, Oklahoma, and Texas. Other examples of geographic targeting incl _ tobe important and how to encompass such is sues within a coher dem them e_thz
the use of age, gender, street location, and other census data. Yorke and Me: y design a coherent competitive message, it is necessary to cte-rr:me o

(1986) have advocated the use of ACORN* as a segmentation base. competition within each individual voting district s0 that an appropriate po ;:1— y
slatform can be designed to counteract the opposing candldatc.s or parties. To
tempt to convert supporters of other parties, poimcial strategists need to'u;e
olicies, issues, and reasoned arguments to attempt to win the battle for the minds

g process, and the fact Hhar the vg

onal, restricts the capacity for {
re-creation, although when re-creation does occur, it tends to take

much longer:
to require more incremental changes

{as with Bill Clinton between 1992 and 19¢

There is a need for parties and candidates to formulate policies based
identifying key individuals’ interests and enthusiasms (OShaughnessy, 19
Reid, 1988). Smith and Saunders (1990) state that the following four met}y

have been used for political market segmentation in the past.

Geggraphic. This method was used by the British Liberal Democrats in south:wc_s
ern England during the 1997 British general election. Shelley and Archer (199

the basis o the voters. Often, voters support candidates or parties with whom they might

general propositions; this relates significantly to the fact that U.S. polit
strategists constantly mention the need to repeat and reinforce
Perhaps a more common behavioristic se
which can be used to target voters (
to vote at the next election)
locate key vorers.

t actually agree. This is illustrated graphically in Table 22.1 (Ncw.man & Sheth
one single them (1987, p. 135). From the table, it can be clearly seen t.hat calndldatcs have a
gmentation base is loyalty to a p; unber of ways in which they need to communicate with their voters. These

when they are asked for whom they are go options led Newman and Sheth {1987) to suggest the following strategics when
with canvassing techniques that can then be us ¢ positioning a candidate.

Reinforcement strategy. This strategy is used for those voters who have votec-l for
o he i i . The intention of the strategy is to
Psychographic. Ahmed and Jackson (1979) suggest using this method for segie the right candidate for. the right reasons. 1} hern the message tht they have
ing the electorate for the Canadian provincial elections. In their study, they feinforce thff voters’ (‘:hcnce by ce:;_mmunllcciatlngist:it Zm ositive ¢ agmp aign such as
respondents’ attitudes toward welfare to produce different market segments made the right choice, and tljns would cnvisag Pl lection
targeting 1992 Clinton voters in the 1996 U.S. general election.
Demagmpélzzc. Roi:(r;m (19:0) sta-tf:s th.at tradl.tlc.)nal m@tho;is;n polit;;al__ Rétianalz’zatz’on strategy. This strategy should be used when the right candidate
stgmentation use data such as registration statistics regionai ciectoral nISLOL : : {

ei dat d that t & ; ful > Feglona " cers € ? has.been chosen for the wrong reasons. Thus, strategists need to con;lmu_mcstc
census data and that these are much more useful in segmenting vo ; . . ' attitudes
other methods. Hughes ( 1984;) disagrees, arguing that ggcoparrisin dataare refully with this segment of the electorate to modify these voters

. bl
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TABLE 22.1 Candidate Strategy Options

The Political Marketing Process and Strategy Formulation

Values

Candidare Right fere is @ StTONg relationship between political marketing strategy and the
ere 1s

I it1 1 i VOLV omotion
ight candidate Right candid . 11{1 1 PI‘OCtht. hﬁ POhthﬂl marketlng stratcgy pI'OCCSS 11T 01 TS the pr
- idate ) ca

: iti i i i icy stances
Righ reasons Wrong reasons he candidate or political party and their associated issue and policy ,

he electorate. Research affects this process in a number of ways. For example,

Wi candidare states that polling organizations can provide political cam-
Wronyg reasons . vanagh (1995) . P g

s with the following relevant marketing information:
SOURCE: Newman aad Sheth (1987, p. 135). . gn.

Right

Wrong Wrong candidate

Right reasons

Election timing: When the government has the power to determine when to hold an
L

lection 6 polis can be used to determine when the mood is most favorable for
< 3

accordingly or, alternatively, to “connect” with them using other more conver

attitudes. In the United Kingdom, this strategy should have been used to ¢
ic Labour Party charges against the Conservative Party that taxes had’
increased 22 times despite the fact that the party previously had campaigned

2 tax reduction platform; in the United States, it should have been used '.\&;h'e

Lyndon Johnson was elected president in 1964 on an anti-Vietnam War platfo
and subsequently escalated U.S. involvement in that area. '

commencement of the general election. -
Tmage building: Polls provide parties with a “snapshot” of how the voters pf:rcc;;:
them. In the United States, pollsters conduct. benchmark surveys to dct'cn:nm',c e
candidate’s name recognition level, the candidatc’s electoral strcngfh v1s;‘a-V1s -
opponents, and citizens assessments of an incumbent officeholder’s performance
Asher, 1995, p. 104). o ‘
;olicy; Blair has suggested setting up a “people’s panel.” to tf:st the v1ab111ltylf)ft ﬁzt;unf
government policy This panel would involve approximately 5.,000 specialis 1{;198
.bcrs of the electorate who scrutinize draft govcrnmcn; policy (Ertlltcngfi,c } ).
. i g overnme ¢
candidate for the right reasons. Thus, this strategy attempts to explain to " Clinton also has used polls. to help in the -df:\ clopn?ent 0 gl e fal N
. . . . o : ing: Parties and candidates can use polls to pinpomt their potenti stre g
that their values are consistent with the candidate’s or party’s values. This stra Tracking: nd candidates ca wsc Dol 0 B e B e of
was successfully used by Tony Blair and the Labour Party by reengag g “and Wt':ak;;;;:? I\C/;‘Oc;rzln‘ll;g B e 1998 s e good sacking
support of the working classes (which had been taken away, to some extent S llows for the’ cvalu;tion of the effectiveness of a candidate’s own—as well
the Conservative Party throughout the Thatcher period) in the 1997 B ~ program allo
general clection and by Clinton in the 1992 U.S. genera
regained the support of what had been termed the

g as opponents’—stmtcgies and tactics.
| election W]

R it i i 1 ollsters usuall
“ Tergeting voters: In addition to asking voters GUestions ofl i1ssues, p y
eagan Democrats.”

" include questions to determine the demography of voters for particular Eattles and
* candidates. In the 1997 British gencral election, it was thought tha; Wc;rcester
i i ty because
. b i 1 e : »7 an important target group for the Conservative Par

Confrontation strategy. This is where the wrong candidate is selected for the w women”’ represented p get g the e oo e
y tal i icki I they were underrepresented in the previous general election an

reasons. bssenttally the voters are either picking the candidate or party bes ¥ D D eren. i the Cnited States, ths is analogons
! i : oating voters. R

the candidate or party is the “best of a bad bunch?” or are voting against th So::servan::oms” Wi o O e shrongh polg

l ! inat] voti 1 i © “soccer
parties or candidates (a combination of antivoting and tactical vot1ng).5 This

of strategy is best suited for a negative or comparative campaign such as thaty

by Perot in the 1992 U.S, presidential election or the campaign run by the Li

. ) C e s
Jandidates and parties also conduct qualitative research into individuals
Democrats in the 1997 British general election.

ughts and values using focus groups (general discussion groups of berween i
! ups

112 people) and dial groups (used to measure rcspondent§ attitudes towar1
didates’ television campaign advertisements in the United States). Such

1 i i i i oters’ needs
i hniques allow strategists to build up a more detailed picture ofi .vd o ;
strategists have determined who needs to be contacted (having identifie ifes, and wants that enhances positioning and enables the candidate or party

the floating voters are and how they can be reached), the constituency org ake more educated decisions regarding the posit_icTning stratcgy. ‘

tion must deliver its message through the various media. Locally, this is achi Maarek (1995) illustrates his version of the political marketing process 1m
using door-to-door and telephone canvassing, political literature, and Iocai_f - toure 22,1, Maarek states that political strategists first need to detcrg:n1nc the
ings. At the national level, different methods age used in the various cou ain line of the campaign” or theme. Then, it is necessary to detf:rrnm? what
around the world because there are different electoral and political laws, sys public’s opinion is, what the opposition’s “standpoint” (or theme) is, and

el culrures operating. t resources are available to the campaign.
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DETERMINING THE MAIN LINE OF THE CAMPAIGN

image-making campaign Campaign for election

A/ 4

TAKING THE
TEMPERATURE
OF THE CAMPAIGN
RECIPIENTS

Public opinion peils, sic

AMALYSIS OF THE
OPPONENTS

{if campaign
for slection)

ANALYSIS OF
THE MEANS
AVAILABLE

N ]
absagseerwOmesmpOSPESEOUEOOCTRdY .

¥

DETERMINING THE TARGETS AND
OBJECTIVES OF THE CAMPAIGN

¥

ELABORATING A CAMPAIGN PLAN

Choics of madia, tha thames of the communicaticdn,
detarmination of the candidata'’s imags, eiC...

¥

CONDUCTING THE CAMPAIGN

(if possible atter a small scale testing, & quick
investigation and rectifications when necessary}

Figure 22.1. Determining the Main Lme of the Campaign

SOURCE: Maarck (1995).

Strategists consequently identify the target segments and which media

be used to reach them before finally conducting the campaign. In this mo
is assumed that segmentation and positioning, on the national level, &

political marketing process.

The model shown in Figure 22.2 relates to the coordination of local camp?

ing activity by the national party to project a systematic and unified mes

political parties. Thus, this process attempts to minimize the dichotom:
occurs in British general elections (and, to a lesser extent, i U.S. clection
national office), where the electorate tends to vote on party labels - wit

localized context.

In the model in Figure 22.2, itis suggested that political strategists ¢
on individual voting districts regarding voter registration; collect censtl

o_l_ic'

and conduct constituency market research into voters’ attitudes, opinions,
and desires to determine which individual voting districts are most:.

changing their allegiance from one candidate or party to another.

The next stage requires determination of the competition and identific

the profiles of the different segments within each of the marginal voting di

Emstituency Research !

e

|

Constituency Ranking

Tater Segmentation

Canvass Records

____,r Competition Determinatioﬂe_,

Stage 2

|

t Identification of Relevant Voting Groups |,

—— —— Party Positioning

-

Eost—Election Analysis

AURCE: Baines, Yorke, and Lewis (1998).

at is, those that arc most likely to influ
mpaign. This, then, allows t
get the relevant supporter groups
mpaign.

on of how and w
slitical marketing planning,
influenced by competition determination,
entification of the relevant voting group

Newman (1994, p. 12}
Figure 22.3) by taking into account
oci. For example, whereas one
ncept), another party might focus

elling concept) or simply appealing
neept).

inally, the campaign planning team should cond
here the campaign succeeded and faile
political market segmentation and positioning are

arketing concept). Yet another party might

igure 22.2. Political Planning Model for Local Campaigning

ence the overall result of the election

he candidate or party to establish position and
in each constituency to win the overall

uct a postmortem examina-
d. In this model of

census data, constituency research, and
5. Again, political market segmentation

nd positioning are crucial to the whole process.
illustrates a different notioni of political marketing

the fact that there are different candidate

party might focus simply on its policies { product
on what it feels the clectorate wants

focus on getting its Image across
to the voters’ partisan pature (party

411
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CANDIDATE THE MARKETING CAMPAIGN ™ o models describe different facets of Eosi.tipning within the political mar-
Semtees Formmaioion — ng process. Nevertheless, _alll tbe_modcls mdlcatt? 'that focused rcscafcl} should
Party Market (Voter) | Candidate Fositioning | and Implementation o - onducted into the determination of the competition and voters’ opinions and
Conecpt Segmentaticn . : cades, that the electorate should be segmented, and that careful media
A AssexsVoter | A. Assess Candidate | A, Thed Ps e . jing needs t0 take place if the candidate or party is to be positioned effectively.

Noeds il o 1. Product is important to realize that these models are guidelines as to the basic aspects

{campaign . .. .
platform) h e Political campaigning process. There are aspects of marketing that are
B. Profile Voiers | B. Assess ' mﬁ'i“ " Comary - _ifent to campaigning in most countrics, yet there also are cultural nuances
cfforss) Rurles often must be taken into account. Baines, Newman, and Harris (1998) state
C. Identify Voler ' {:u:“m":de:;;.; ’ political consultants and marketers need to take account of the differences in
Segments . Polling ical systems when positioning candidates and parties because there often are
{rrsah) o rent factors prevailing on the conduct of political campaigns. Examples of
Organization " Shiftsin- oh factors include the electoral system, the campaign organization structure
ternal consultant or internal parey campaign executive), the funding methods
A;Iablc to parties (private, public, or mixed system of funding), and the extent
o which candidates’ and parties’ messages arc allowed to be disseminated.
THE POLITICAL CAMPAIGN PMedi Thus, specific aspects of media planning are different in the various countries.
) ‘or example, scheduling in the United States is different from that in the United
éum:f i _:,:';:W_.., S.‘;’;f’"f’l_,, el ingdom because U.S. campaigns run over a longer time period. Similarly, the
Stage : ioes of media (e.g., television, radio, press, billboard) available to political
T - nsultants and campaign executives in the various countries are different, but

process of positioning (outlined in the previous paragraphs) generally is the

Figure 22.3. Newman’s Political Marketing Process Model
SOURCE; Newman (1994).

Newman (1994) also takes into account the effects of the stages in the ele Determining Positioning Strategy

campaign that are relevant to the process. For example, he argues that the m
segmentation and positioning strategies for a primary campaign would be; e political positioning process is a determination of how best to portray a
different from those for a general election campaign. In addition, he argues idate or party to the relevant segments of the electorate so as to persuade the |
environmental forces such as technology, structural shifts in the political pro ters to vote for the candidate or party again or to switch from supporting
and shifts in the influence of power between political agents all affect the pol nother candidate or party.
marketing process. Clearly, technology has had a significant effect on segmentd-’ tis important for a candidate or political party to understand its own strengths
tion and positioning because sophisticated computer applications can no dweaknesses because this allows the strategists to determine what the candidate
used to profile voters (e.g., using neural networks) and the issues they con ‘ party can and cannot do. Clearly, a small regional party cannot lay claim to
important. : verning the whole country because this would not be credible. It could,
The environment has a significant impact on how voters are segme wever, lay claim to managing the local council or other local offices. In the
targeted, and positioned because different rules and regulations are ted States, opposition researchers are hired, not just to look at the strengths
around the world. For example, in the United Kingdom, it is illegal to adv weaknesses of the opposition (in terms of voting records, stances on issues,
a political party using broadcast media such as television and radio. Simil nsistency of stance, and any relevant personal details that might affect the
France, polling is not allowed to be reported in the final week of the el¢c Iding of office) bur also to conduct the same type of research on their own
Financial regulations also may be imposed in different countries. For examp ndidate. The results of this are fed into the positioning process.
the United Kingdom, constituencies have stringent expenditure ceilings (carryih aines (1996) suggests that U.K. candidates and political parties should
the penalty of an election being declared null and void). As a result tmine who their main competition is within each constituency because it is
constituency work 1s carried out in the party’s name and, therefore, comes ikely to mirror the national scene due to differences in partisan allegiance in
national party expenses (for which there are no ceilings). ' ferent areas of the country.
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TABLE 22.2 Political Market Positions, Strategics, and Examples

12.3 Positioniﬁg Evaluation Tool

Position Characteristics Serategic Divections Examples

High

Leader Highest sharc Expand total market  Narjonal Congress i . . .
Acknowledged Expand share PRI (Mexico) & - Eleceorate’s wiewpoint of Law :Hf order
orientation point Defend sharc :

importanke of issue
Continuous attack

Challenger  Chosen to depose Attack leader Partido Pophlar {Spain
leader Actack similar com-  Labour party {Unitég:
May be several chal- petitors Kingdom)
lengers Attack smaller com-
petitors
Follower Purposeful concentration Clone Center party (Norwa Hosing Centralizy to party ethos
on target market Imitate Progressive Democrq .
Imitative rather than Adapt (Ireland) . Medlium High
innovative
Local/regional strengths
Broad line
Nicher Lecader in narrowly de- Create niche Les Verts (France)
fined market or niche Expand niche Yisreal Ba-Aliya (Israg]
Specialist appeal Defend niche )
SOURCE: Butler and Collins {1996), Lpw * Burope

CE: Adapted from Baines, Lewis, and Ingham (1998).

Butler and Collins (1996) suggest that political parties should think prag
cally about their electoral prospects and the strategies that are adopte otms should be modified (in terms of how much of the future government
example, a “nicher” cannot hope to become leader in a short space of timg ¢ they have allocated to them, how muclh space th.ey occupy Fhe
niche party should instead expand the niche before moving into more ma; = fdsto, the extent to which they are being actively investigated by working

politics such as when the Green Party won 14% of the European electio CS.a- etc.) and the extent to which the policy platforms should be commun}—
1989. This vote share subsequently dropped dramatically as the major. (how many advertising spots or party political Proadcasts and other media
parties imitated its policies. In this case, the Green Party failed to defend its 1d be devoted to the dissemination of a specific issue) dcpend‘on the extent
The range of strategies open to political parties after determining their ¢ ch an issue is part of a candidate’s or party’s ethos and how important the.

tive positions is illustrated in Table 22.2. rate feels the issue 1s.

Once a candidare or political party has determined who its compe tthe case of an issue that the electorate feels is important but 1s of low
what its own and its competitors’ strengths and weaknesses are, 4D ality to party ethos (e.g., the environment in ?ablc 22.3), the party needs to
competitive strategy it will adopt, it is necessary to target the app Id itp the issue’s agenda and hold communications constant until its agenda
segments with the appropriate message and policies. ; iciently represents the targeted section of the electorate’s pcrspec.nve. Com-

The positioning evaluation tool in Table 22.3 illustrates how candid: ations can be increased at a later date, depending on the changing srate of

political partics can determine whether their policies should hold a positio lectorate’s feelings (as determined by tracking polls). With an issue such as
strength within the portfolio and the extent to which those policies sh

g . . - . 8
pe, where the electorate views the issue as relatively unimportant,” but where
communicated on the basis of the strength of importance that voter.

e was considered as highly central to the party’s ethos, .thmfe is a ne.ed to
those policies and how central they are to the candidare’s or party’: ' ce the policy agenda in this area while building communications until .thf:
mission. : ic comes to recognize the importance of the issue from a political perspective.

Baines, Lewis, and Ingham (1998} argue that candidates and politic he candidate’s and party’s aim is to move issucs from the b ottom lefe-h a\.nd
should determine which issues are of most importance to the electorate. of Table 22.3 to the top lef-hand sector of thel table 'by inereasing
this is not to say that political parties and candidates should follo nications surrounding the issue and increasing th.C issue’s impact on the
populist agenda (this may be more or less possible depending on:th dndidate’s or party’s agenda, in line with voters’ expectations and needs. In Table

. 3
traditions in the voting district concerned) or that the extent to W, the axes are concerned with centrality to party ethos and the electorate’s

415
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viewpoint of importance of issue because certain issues were found to diffe
the parties (Baines, 1996). However, in systems where issues are legs
differentiate candidates or partics, positioning should occur using Ots
{determined through polling and research) that allow maximum differeng
on those factors that determine voters’ choice. :

Candidares and political parties need to determine whether there are an
that currently are not being covered by any polirical candidate’s ¢
Attempting to uncover new issues that tie in with a campaign’s overall them
allow connection with the voters is the art of political campaign manageme;
tends to be generated through focus group discussions with voters and «
storming™ sessions.

The central tenet of the political positioning problem is the creati
consistent image that is centered around a single theme with strongly
underlying issues while the competition is attempting to undermine consist
and credibility. Thus, candidates” and political parties’ campaign teams const
attempt to perform this action through “spin-doctoring™ and the use of g
rebuttal,” where political parties send out press releases either to deny allega :
made by competing parties (e.g., the party has presided over the largest decl
in spending on the Nationa] Health Service for the last x number of years):
plant stories that shed a negative light on the opposing parties. This proc
requires considerable computerization because voting records, press rele;
manifestos, speeches, and party literature for all candidates and parties ove
lengthy period all must be readily accessible. .

In the United States, rebuttal tends to occur through the placement of by
advertising spots. In some cases, media consultants may anticipate tha
opponent will make a certain claim and have an advertising spot already p:
and designed to deal with such a claim. This “game” between political consul
often constitutes who wins and loses in a close election. '

Voter Targeting

The most traditional method of communicating with the voters is the u
political literature. “Direct mail succeeds because, unlike any other med:
can deliver a specialized message to distinctive groups, made personal thro
the agency of new technology and therefore engendering unique loyalt
(O’Shaughnessy & Peele, 1985, p. 56). e

Owen {1992} writes that in the 1992 British general election camp
“Labour . . . used canvass returns to target categories of voters with conj
printed letters” {p. 7). Owen does mention that this process can cause prob
when people are targeted incorrectly. For example, a former Democrat
might be targeted as a Democrat when he or she has become an Independe
the United Kingdom, recent research suggests that only around 47% of the :
recciving official government pamphlets find them very or quite useful
1996).
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shaughnessy (1987) argues that in ;.ﬁxmcrica, “the low-involvcrnent., .high-
& recipient is most susctatp'tible .to.attm?dc change” (p. 61). Rust, Ba]aj, and
v (1984) state that ‘ftclcwswn viewership appears to be negatively rclatz.ad_ Fo
g ParticipatiOD, with the anom.alous exception of the lowest television
'shiP quintiic” (p- 185). Thus, it would not seem to makf: .sensc to. target
iewing members of the electorate if they do not vote. PF)htlcai parties and
4dates should be careful to ensure that their communlcaFiqnai messages are
sered to the appropriate audiences. In the United St?tcs, it is much .casu:r Fo
gcg voters because broadcasting companies have detailed dcmographm details
qeir audiences gathered through rescarch conducted by audience r(?scarch
45 that help to price television advertising slots for both commercial and
ical advertising. U.S. consultants also advertise their candidates on c?ble
: els, which tend to have even smaller and more highly specified populations
ause they operate in smaller areas). Thus, targeting is much less of a problem
2 United States than in the United Kingdom, where it tends to occur more
tigh the use of newspaper and billboard advertising (with increasing use of

There candidates and parties cannot afford advertising, or where it is not
wed, they have to attempt to maximize favorable reporting about t-h-cmselvcs
the major news network channels through carned media. In addition, they
sve to adopt significant grassroots efforts to ensure that their messages are
.s__scminatcd by more traditional means (c..g., door-to-door canvassing, direct
“town meetings). Most campaigns try to tie the two together so that they

atl, . the
mutually reinforcing. Thus, reporters are invited to join campaigns while in

Conclusion

Iy, voter segmentation and candidate positioning combined represent the
cess in which political strategists determine who their most influential sup-
tters are, determine how they can be reached, and devise a plan to determine
best to project the image of that candidate or party in such a manner that it
onsistent with the voters’ ideals, wants, and needs (where these are known by
‘yoters themselves) and the image is consistent with the candidate’s or party’s
leology and previous policy statements and actions. This process is aided by
rketing research techniques that enable the construction of a picture of voters’
ttitudes and opinions. Where the voters do not know their own ideals, wants,
nd ‘needs or are incapable of communicating them {as in many burgeoning
ocracies), the process relies on the anticipation of these factors by political
ategists and the determination of a “connection,” mainly by intuition.
he electorate is communicated with through broadcast messages (generally
licy propositions mainly for name recognition and voter education purposcs)
through narrowcast messages (mainly for voter persuasion purposes). It is
portant that strategists communicate through both media with one consistent
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theme. This theme helps to unite the candidate’s or party’s campaign e
project a consistent message that voters will remember and understand. F
different political systems have peculiar cultures, electoral systems, med;
tures, and electoral laws, and all of these factors may affect the voter segn
and candidate or party positioning strategies. Despite this, the general p
positioning candidates and political parties in different countries rem
same. Strategists should pay particular attention to the envxronmen
they are working, and systematic research is advised so as to take thc p
political market’s cultural characteristics into account.

1. A constituency in the United Kingdom gcnemlly consists of approximately 70 1]
There currently are 659 such constituencies (seats) in the British Parliament.
2. Tactical voting is referred to as “strategic” voting in the U.S. political science htcratﬂ
accurs when a voter votes for his or her second choice for a candidate to defear the
candidate because this candidate has a better chance of defeating the first-place cand;ciate
the preferred (third-place) candidate.
3. Splic-ticket voters are members of the electorate who vote for one party for ane
another party for another race because voters may be asked to make a number of choices
different public offices on the same ballot. An example of this behavior might be vou% v Dot
for U.S. Scnate and Republican for the House of Represcntatlvcs
4, ACORN {a classification of residential neighborhoods) is a system designed by CAl
in London to chssify individuals by the types of houses in which they live {using “postcor
similar to zip codes in United States) in terms of their lifestyles and consumer purcln
5. The differcnce between antlvetmb and tactical voting is that the voter who is antiy
not necessarily artempt to maximize his or her choice by supporting the party or candidat
best chance of winning. :
6. For example, in the United Kingdom, the government sets the election date, |
7. The Worcester woman was a mid-1930s housewifc with a couple of young child
husband in the “C2* category of the social grading scale.
8. The data used to formulare Table 22.3 werce generated from a survey condacted 111
For further derails, see Baines, Lewis, and Ingham (1998).
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