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THE COURSE 
This course explores how political leaders and elected officials in power behave in relation to policy and public opinion within the context of the relationship between government and citizens and the impact on democracy itself. It focuses on how tools such as public opinion research, strategy, branding, consultation and delivery management are used by those who are already elected and in office, rather than just seeking election. It considers the behaviour of political elites using a range of academic literature but also the views of political practitioners. Not just western liberal democracies but even governments in Asia are looking for ways to respond to an increasingly critical and demanding electorate and this course will enable students to explore a range of themes and sub-topics related to these questions.
Previously research suggested that parties became market-oriented and developed a wanted political product to win power, but then once in government leaders and parties stopped using marketing, became more ignorant of public opinion, and more elitist, arguably in order to achieve policy goals which may not be popular.  However the completion of new research has unexpectedly found that political leaders, their staff and advisors are increasingly looking to marketing once in power as the means to anticipate problems, explain unpopular decisions, manage delivery communication, continue to consult, get back in touch if needed and therefore maintain support to actually help rather than hinder change. This suggests that political marketing could become a tool of good government as leaders try to make the 'right' and necessary decisions but also maintain public and party support to keep them in power. Furthermore practitioners contend that marketing can help democracy and build a positive relationship between citizen and state. However the extent to which this is true, or has been achieved yet, remains unexplored and unclear.
Students will explore this new area with the convenor, applying the latest literature, forming new ideas and theories, and applying them to an area of practice and case. Assessment will include an academic essay and a practice-oriented but critical report and students will be encouraged to engage in independent thinking and primary research.
AIMS 
To provide students with an understanding and independent critique of how political leaders and elected officials behave in relation to policy and public opinion in the 21st century and the impact of this on the relationship between government and citizens and democracy overall.
OBJECTIVES
Develop understanding of how the relationship between the public and government is changing
Appreciate how elites are using a range of tools including public opinion research, strategy, branding, consultation and delivery management
Develop critical analytical skills by considering the effect on this on democracy
Demonstrate skills in writing, communication and discussion through presentations and written work
Engage in independent identification of sources, and completion of report-style written work

COURSE STRUCTURE, CLASS FORMAT AND EXPECTATIONS OF STUDENTS

The course is designed to give students both a sense of practice as well as an academic training, as well as experience of independent learning appropriate for graduate classes. You will run the class yourself, with different groups leading the presentation and discussion. This will facilitate greater absorption of knowledge and understanding and develop transferable skills such as analysis, making an argument and working in groups. 
This also gives you the freedom to develop angles that interest you. Whilst most of the literature and the convenor’s research has focused on western liberal democracies, you are free to consider any example in any country as long as they are in power. This may mean you need search out your own information about a government in Asia, or on nuclear policy, but it gives you the power to tailor it to suit your own interests.

Reading and research: Students must all read a few items for each week, whilst those doing the presentation obviously need to do much wider reading and search out examples and audio-visual clips. Assessment will of course require wider reading and identification of your own resources.

Group presentation: you will be asked to work in a group to prepare and run a seminar, so that the classes are run by you. For this you can do either do 1 hour presentation and 1 hour group discussion or you can mix and match, such as taking 6 main points and giving 10 minutes presentation on each followed by 10 minutes group presentation. You can use audio-visual examples (the political marketing coursebuilder has some examples, you can find your own additional ones); DVD; invite speaker; get students to role play, debate, discuss etc. Presentations need to cover the main topics, examples, practitioner’s perspectives and consideration of the impact of that area on the relationship between government and citizens and democracy. You can also make recommendations for what needs to change. Handouts can be done for the class with an outline, any tables/diagrams/pictures etc relevant to the topic. The presentation is not marked, but it is chance for your to develop good skills, team work, and significant effort in such activities is always taken into account when writing references/recommendations.
Participation: for the group to work you need to come to class prepared to discuss the material you have read and the presentation by your peers.

In short, how well the class goes depends on you! How much you get out of this depends on how much work and effort yourself and others put into class, especially making but also listening to and commenting on the presentations.
SEMINAR SCHEDULE

	Week
	Date
	Topic

	1
	Tuesday 

2 March 
10-12
	Marketing in government

Themes: why government is different, obstacles it presents, new issues it introduces

Presentation from the latest research by the convenor 

Allocation of group presentations

	2
	Tuesday
9 March
10-12
	Government public opinion research 
Themes: the use of market intelligence/analysis by politicians and parties in power and different departments/ministries/policy focuses; the different methods used, evaluation of their effectiveness, how research is used, what affect it has had, its’ role in democracy

	3
	Tuesday

16 March
10-12
	Strategy in government

Themes: importance of strategy; difficulty of remaining on strategy given media and public and crisis; nature of strategy; what works; what gets in the way.

	4
	Tuesday 
23 March

10-12
	Research skills training [General Library computer training room, level 3, General Library]

Jennifer Graham will run training in database searching and endnote training – enough to get people familiar with it, and able to start their own library, add references, use with a word document.

	5
	Tuesday

30 March
10-12
	Marketing and parliament: Turning policy into legislation 
Themes: how politicians get pre-election promises into actual action  in power and act on with new issues, so involving parliament and the passing of legislation, how MPs vote in parliament including conscience voting, the role and influence of interest groups/think tanks/professional organisations on lobbying.

	Easter break

	6
	Tuesday

20 April
10-12
	Delivery management
Themes: difficulty of getting public to give credit for success; need to localise achievement; got to be great not good; insatiable demand; delivery communication/reports national and local level; pre-election pledges/commitments

	7
	Tuesday

27 April
10-12
	Selling policy 
Themes: how leaders/activists get new policies accepted; barriers to changing public opinion; problems when leaders go to war; difficulty of communicating complex policy; democratic implications if leaders can/cannot sell policy; creativity in policy; citizen movements

	8
	Tuesday

4 May
10-12
	Changing behaviour: Social marketing & government advertising

Themes: Democratic use of government funds to pay for government advertising; blurs between advertising in social interest and the governing party’s re-election; use of social marketing theory and research behind development of campaigns

	9
	Tuesday

11 May
10-12
	Public relations: using communication to build a positive long-term relationship with the people

Themes: public relations theory, events, crisis management including how to strategise and handle problems; how to build trust and goodwill with all stakeholders

	10
	Tuesday

18 May
10-12
	Consulting citizens

Themes: the use of public consultation by local government, national government and parties; deliberative democracy; what works best; consultation fatigue; poor practice in consultation such as just a PR exercise/after the event; link to decision making.

	11
	Tuesday

25 May
10-12
	Marketing leadership – rebranding &  managing anti-market positions in power 
Themes: Maintaining responsiveness, re-branding, failures to reconnect, managing unpopular decisions.

	Report due Monday 31 May 3pm

	12
	Tuesday

1 June
10-12
	Effect on democracy: towards a partnership democracy? 

Themes: how the relationship between government and citizens need to evolve
Presentation from the latest research by the convenor 



	Essay due Monday 7 June 3pm





ASSESSMENT 
There are two pieces of coursework. One is an applied report, for which you should do independent research. The second is a traditional academic essay. 
Report
Value: 
70% of Final Grade

Due: 
Monday May 31 (by 3pm) 

Length:
3500-5500

The report is an independent, applied piece of work which should use a wide range of sources including and offer an original research-led analysis. 

Title

Government advisory report

Focus

The report should focus on just one of the nine main topics:

1. Government public opinion research 

2. Strategy in government

3. Marketing and parliament: Turning policy into legislation 

4. Delivery management

5. Selling policy 

6. Changing behaviour: Social marketing & government advertising

7. Public relations: using communication to build a positive long-term relationship with the people

8. Consulting citizens

9. Marketing leadership – rebranding &  managing anti-market positions in power 
Content

The report should identify ‘what works’ in that area – i.e. if you were advising government on how to use public opinion research, strategy, public relations etc.  It should use academic literature, examples, practitioner perspectives. It can for example explain what the area is about,; the practitioners (or citizens) and industry - what such practitioners do, who they are; note famous examples, as well as lesser known ones; theoretical problems from academic literature: identify, outline and critique issues raised in academic literature; problems in practice from example and cases; barriers and constraints: explore the complexities of the topic and practice and obstacles such practitioners face; the reality/nitty gritty of the job;  and make recommendations for how might practitioners in this area improve their practice.

Style

In the report you should be clear and concise, and critical and analytical, rather than describe and re-iterate academic theory. In terms of presentation, a report can be written differently. You should use paragraph headings, you can use bullet points where appropriate, you can put relevant material in an appendix. As well as standard referencing, good structure, and presentation the report will be marked on criteria such as ability to apply/use academic theory to a particular case, ability to identify your own sources/literature and work independently, ability to provide written communication in a non-essay format, so report format, ability to critically analyse, considering good and bad points of the situation.
Research

The research undertaken for the report should include some new/original sources of some kind even if it is just opinion data, party reports, policy documents, websites etc. It may or may not include your own interview(s) with practitioners – you can often find interviews by journalists with them online you can use instead.
Essay

Value: 
30% of Final Grade

Due: 
Monday 7 June (by 3pm)

Length:
2500-4000

The final assessment is an essay which will cover the course overall.

Title: 

How might marketing in government change the relationship between government and citizens?

Focus

The report should focus on several of the topics covered in the course to enable you to be able to offer a satisfactory answer to the question.

Content

The essay should provide a standard academic critique of a number of areas, involving critical analysis 
of a range of literature and empirical examples explored in the class, from different angles. It is designed 
for you to be able to use all the reading, class discussion, presentation and report preparation as well as 

further reading normally required for an essay.

Style

This is a standard academic essay in format, so please use the usual introduction, conclusion, references and normal structure etc.
Research
The research undertaken should consider a wide range of academic literature across a range of topics.
Handing in assessed work
As laid out in the Department’s coursework guide:

· All written assessed work must be submitted to the ESSAY DEPOSIT BOX beside the front door of 14 Symmonds Street, before 3pm on the due date.

· TWO COPIES must be submitted. This is because there is no exam, and therefore we need to retain copies for an external assessor to assess and quality check the grading.

· They must include an official Departmental backing sheet (PS02 for graduate work), available on the department’s website or from the office, completed and stapled to the back of your essay.

Please note that:

· Any work received after 3pm will be marked as late

· Any essays submitted under doors or given to someone else will not be counted or received

Essays when marked (usually within 3 weeks of submission) will be handed back via the Political Studies Department office or the convenor in office hours.
Deadlines and extensions
Students can be certain that their essays will be marked as normal if handed in hard copy to the departmental office before 3pm on the deadline or with an extension approved before the deadline.

If you have a problem with completing your work on time because of personal of health issues then you should seek an extension in advance of the deadline from your course convenor. An extension will only be granted:

1. Where there is 'good cause', backed up by documentary evidence if required by the convenor.

2. If the convenor authorises an extension; it is entirely at their discretion, and it is also completely at their discretion to decide how long an extension to grant

3. If you submit a coursework extension form with your hardcopy of the work (this form is called PS03 - Coursework Extension Form, and is available from http://www.arts.auckland.ac.nz/departments/index.cfm?P=9072; you need to fill it in and hand it in with the hard copy of your assessed work. If the extension has been granted by email or face to face, then it will then be accepted when your work is marked, or you can take it to be signed before you submit your work).

Good cause covers genuine cases which are not related to your academic work, such as sudden illness (supported by medical certificate), death in the family, official leave of absence or similar circumstances

Bad cause includes reasons such as the following:
· ‘I had lots of other essays to submit at the same time.’

One of the key study skills you must learn is time management. You must expect that deadlines will coincide and plan your research and writing time well in advance accordingly.

· ‘I've been feeling a bit unwell recently.’

If you have been seriously ill in the days preceding the deadline and have the appropriate medical certificates to support your case, then this may constitute grounds for an extension. If you have a long-term medical condition it is your responsibility to make sure that the department, tutors and convenors know about this well in advance of the deadline.

· ‘I couldn't get the books from the library.’
The solution here is not to leave work to the last minute. Convenors make every effort to ensure that texts are available in sufficient numbers, but inevitably there is a pressure on material as the deadline looms. If there is a genuine problem with availability of source materials contact the module the tutor (or convenor) well in advance of the deadline.

· ‘I couldn't get on the computers/internet/use the printers/use the copier.’

You must expect that problems like this will arise, particularly towards the end of the semester. Allow good time to do both the necessary research and to prepare the finished assessment document. 

· ‘I accidentally deleted my file/lost my essay before handing it in.’

It is your responsibility to look after your own work. It is good practice to keep back-up copies of important documents, never use floppy disks that are more than one year old, always make a copy of finished print-outs, email your essay to yourself and save the email.

· ‘I sent you an email/left a message on your answer phone asking for an extension.’

If you apply for an extension, you must ensure that you talk to the tutor responsible for granting that extension and have their signature on the extension form. It is your responsibility to ensure that the request for extension has been properly received.

· ‘I couldn't make it in that day.’

NB:  Extensions should normally be applied for before the deadline. In exceptional cases only, extensions may be granted after the deadline at the discretion of the course convenor, but otherwise students will be penalised and lose marks.

Penalisation policy for late work submitted in hard copy to the office after 3pm on the deadline with no extension:
Essays submitted up to two days late will lose 5 marks
Essays submitted between three and five days late will lose 10 marks
Essays submitted between six and ten days late will lose 25 marks
Essays submitted more than ten days past the due submission date will not be accepted and the student will be given a 0% mark for the essay.

NB: Work submitted more than 10 days after the deadline will normally receive a mark of 0 and not be marked. However, in exceptional cases only, the course convenor may allow the essay to receive a mark of up to 50 to pass, should the work deserve it.
Grading criteria
The following grade descriptors recommended by the faculty will be used in this course:
	
	% VALUE
	DESCRIPTION

	A +

A

A -
	90 – 100

85– 89

80 - 84
	Work of high to exceptionally high quality showing excellent knowledge and understanding of subject matter and appreciation of issues; well formulated arguments based on strong and sustained evidence; maps and diagrams, graphs and tables, etc included where appropriate; relevant literature referenced; high level of creative ability, originality and critical thinking; excellent communication and presentation skills.

	B +

B

B -
	75 – 79

70 – 74

65 - 69
	Work showing good to strong grasp of subject matter and understanding of major issues though not necessarily of the finer points; arguments clearly developed and based on convincing evidence; relevant literature referenced; evidence of creative ability, originality and critical thinking; good communication and presentation skills.

	C +

C

C -
	60 – 64

55 – 59

50 - 54
	Work showing a knowledge of subject matter and appreciation of main issues though possibly with some lapses and inadequacies; arguments developed and supported by some evidence and references; creative ability, originality and critical thinking present but limited; adequate communication and presentation skills.

	D +

D
	45 – 49

40 - 44
	Work lacking breadth and depth. Work generally has gaps. Frequently work of this grade takes a simple factual approach and understanding and coverage of material is inadequate; does not attempt to interpret the material; at the lower end, indicates a need for considerable effort to achieve improvement; communication and presentation skills are poor.

	D-
	0 - 39
	Highly unsatisfactory. Work shows a lack of knowledge about and understanding of the topic. Inadequate in degree of relevance, sometimes completeness, sometimes both.  Communication and presentation skills are weak.


Feedback and guidance on generic writing and communication skills

Students often lose marks in their assignments because of weaknesses in terms of structuring material, ensuring material and comment is relevant to the question, referencing all points, and covering both/all sides of the question, rather than problems related to the content of the course. It is important that you develop good skills in this area as soon as possible as you will be graded throughout your degree on such aspects so you may wish to consult the student learning centre or the department’s tutor before and after completing an assessment.
Referencing style

Please note that the Department’s agreed referencing styles are Harvard and Chicago A. Please consult the coursework guide for further detail. All students are expected to have read the latest version of the Department’s Coursework Guide. This is available from the Department Office or via the Department website and relevant aspects of this are in this syllabus.
READING AND RESOURCES
Political marketing Course builder site: http://flexiblelearning.auckland.ac.nz/political_marketing/
This has a list of political marketing literature and audio-visual clips. Within the political marketing literature list reading has been arranged by country, candidate, election, party, and topic. Please note that this includes cases of parties seeking power; so in your work for this course take care to focus on material related to parties in power only. If you find any gaps, or need further assistance, please do your own searches and consult the convenor.
Empirical examples by topic
Below is a list of suggested examples, but you can of course find your own examples depending on what you are presenting on and your interests:
Government public opinion research: look at use of polling by the US presidency and other governments; look for market research advisors (UMR for NZ and Australian Labor); look for key figures; but also for research for particular policy areas in different ministries e.g. Canadian government health research.
Strategy in government: UK strategy unit under Blair; look at strategy by current NZ National/Act/Maori parties in power; look at Rudd/Obama’s strategy once elected
Marketing and parliament: Turning policy into legislation: look at IPPR, Demos in the UK; baby bonds; lobbying in the US for and against Obama’s health car eplan and previously under Bill Clinton; lobbying regarding George W Bush’s failed social security plan; Key and national’s implementation of national standards; and look for moral issues for conscience voting
Delivery management: NSW delivery unit, UK delivery unity; cabinet implementation unit Australia; Canadian conservative 2006 government success; practitioners include Ben Kneally; Tom Bentley; Michael Barber; Obama health care delivery problems
Selling policy: environmental policy e.g. time taken by Greens to put environmentalism on agenda, Al Gore’s abandonment of environmental focus and then loss in 2000 US presidential election but success with an inconvenient truth; UK Tory privatisation of British Gas/water/telecom in 1980s; John Howard selling privatisation of Telstra in 1990s in Australia; Blair failure to sell Iraq war in the UK; Selling of nuclear power in UK
Changing behaviour: Social marketing & government advertising NZ anti drink-drive and smoking in cars campaigns & working for families under Clark’s Labour government
Public relations: using communication to build a positive long-term relationship with the people: NZ Labour management of the fart tax/speeding car; Key’s handling of any issues in current government.
Consulting citizens: Blair/UK Labour 2003 Big conversation, Australia 20-20 summit 19 and 20 April 2008 , NZ/Key job summit in 2009, Ontario assembly on electoral reform in Canada; consultation on nuclear power in the UK
Marketing leadership – rebranding &  managing anti-market positions in power: Success of Promise/UK Blair re-branding; effectiveness of Clark sustainability and trust theme in 2008 NZ election; John Howard Australian liberal failure in third term; Obama effectiveness of maintaining/redeveloping brand of change in power; Brown/UK Labour government difficulties.
Cecil
Additional information, updates and any changes through the course, will be posed on Cecil. Please ensure that your email address is current: it is your responsibility to do this to ensure you receive communication about the course.
Textbook 
Political Marketing: principles and applications is the first comprehensive textbook to focus on political marketing, and so may help give you an introduction and background although it considers parties seeking election, not just those already in power. It examines a wide range of political marketing topics including the rise of the political consumer, market intelligence and segmentation, opposition research, e-marketing, direct mail, market-orientation and strategy, internal marketing, product re-development, branding, local political marketing, marketing in government, delivery and global knowledge transfer.  It features over 40 case studies written by international specialists in over 20 countries, and practitioner perspectives from those currently engaged in political marketing, which may be useful to consult to look for those that relate to parties/politicians already in power. Details are ISBN: 978-0-415-43129-3. See http://www.routledgepolitics.com/books/Political-Marketing-isbn9780415431293]
UK Political studies association Political marketing group: http://groups.google.com/group/political-marketing
This website and organisation is for all those interested in political marketing and has practitioner, academic and student members worldwide and will keep you in touch with events and publications in political marketing. It is free to join – just email me on j.lees-marshment@auckland.ac.nz and I will sign you up
PAGE  
9

