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MANDAG 25. JANUAR, Kl. 9-11
INTRODUKTION TIL FELTET POLITISK MARKETING 

INTRODUKTION 

Egan, J. (1999): Political Marketing: Lessons from the Mainstream, Journal of 
Marketing Management, Vol. 15, pp. 495-503 
Lees-Marshment, J. (2001): The Marriage of Politics and Marketing, Political Studies, Vol. 49, pp. 692-713
MARKETING SOM EN UNIVERSEL METODE? 

Arndt, J. (1978): How Broad Should the Marketing Concept be?, Journal of 
Marketing, Vol. 42, Jan., pp. 101-103 
Kotler, P. (1972): A Generic Concept of Marketing, Journal of Marketing, Vol. 36, 

April, pp. 46-54 

Kotler, P. and Levy, S. J. (1969): Broadening the Concept of Marketing, Journal of 
Marketing, Vol. 33, Jan., pp. 10-15 
Luck, D. J. (1969): Broadening the Concept of Marketing — Too Far, Journal of Market- 
ing, Vol. 33, pp. 53 - 55 
DEFINITION OG HISTORISK UDVIKLING INDEN FOR POLITISK MARKETING 

Lees-Marshment, J. (2009): Political Marketing – Principles and Apllications, New York, 

Routledge

Scammell, M. (1999): Political Marketing: Lessons for Political Science, Political 
Studies, Vol. 47, pp. 718-739 
Winther Nielsen, S. (2009): Politisk Marketing – Hvad skal det nytte?, Tidsskriftet Politik, 

Årgang 12, Nummer 2, side 69-81

POLITISK MARKETING SOM KONCEPT 

O'Cass, A. (1996): Political Marketing and the marketing concept, European Journal 
of Marketing, Vol. 30, No. 10/11 pp. 45-61 
SUPPLERENDE LITTERATUR 

Arndt, J. (1983): The Political Economy Paradigm: Foundation for Theory Building 

in Marketing, Journal of Marketing, Vol. 47, Fall, pp. 44-54 

O'Shaughnessy, N. J. (1990): The Phenomenon of Political Marketing, Macmillan, 

Basingstoke 

Wring, D. (1997): Reconciling Marketing with Political Science: Theories of Political 

Marketing, Journal of Marketing Management, Vol. 13, pp. 651-663 
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ONSDAG 10. FEBRUAR, Kl. 9-12
MARKEDSORIENTERING AF POLITIK 

MARKEDSORIENTERING AF PARTIER 

Lees-Marshment, J. (2001): Political Marketing and British Political Parties, 

Manchester University Press, Manchester, pp. 1-48 

Ormrod, R. (2005): A Conceptual Model of Political Market Orientation, Journal of Nonprofit & Public Sector Marketing, Vol. 14, No.1/2, pp. 47-64

Ormrod, P. Robert (2006): A Critique of the Lees-Marshment Market-Oriented Party 

Model, Politics, Vol. 26, No. 2, pp. 110-118 

MARKEDSORIENTERING AF SAMFUND

Axford, B. and Huggins, R. (2002): Political marketing and the Aestheticisation of Politics: Modern Politics and Postmodern Trends, in N. O'Shaughnessy and S. C. Henneberg (Eds.), The Idea of Political Marketing, Praeger, Westport, pp. 187-207

MARKEDSORIENTERING AF VÆLGERE 

Bartle, J. and Griffiths, D. (2002): Social-Psychological, Economic and Marketing 

Models of Voting Behavior Compared, in in N. O'Shaughnessy and S. C. Henneberg (Eds.), 

The Idea of Political Marketing, Praeger, Westport, pp. 19- 37
Newman, B. and Sheth, J. (1985): A model of primary voter behaviour, Journal of Consumer Research, Vol. 12, pp. 178-187

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

MARKEDSORIENTERING I ET EPISTEMOLOGISK BLIK
Henneberg, S. (2004): Political Marketing Theory: Henmdiadyoin or Oxymoron, 

Working Paper Series, University of Bath (findes på Nettet) 

Henneberg, S. (2007): An Epistemological Perspective on Research in Political Marketing, Journal of Political Marketing, Vol. 7, No. 2, pp. 151-182

Moufahim, M. and Ming, L. (2009): Toward a critical political marketing agenda, Journal of Marketing Management, Vol. 25, No. 7-8, pp. 763-776
Savigny, H. (2004): Political Marketing: A Rational Choice?, Journal of Political Marketing, 

Vol. 3, No. 1, pp. 21-38

SUPPLERENDE LITTERATUR 

Butler, P. and Collins, N. (1999): A Conceptual Framework for Political Marketing, in B. I. 

Newman (ed.), Handbook of Political Marketing, pp. 55 - 72. Thousand Oaks: Sage 

Cwalina et al. (2004): Models of Voter Behavior in Traditional and Evolving Democracies, 

Journal of Political Marketing, Vol. 3, No. 2, pp. 7-31

Savigny, H. (2007): Ontology and epistemology in Political marketing: Keeping it real, Journal of Political Marketing, Vol. 6, No. 2-3, pp. 33-47
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FREDAG 12. FEBRUAR, Kl. 9-12 

POLITISK PSYKOLOGI 

- EN GRUNDSTEN FOR AT FORSTÅ POLITISK MARKETING 

POLITISK PSYKOLOGI 

Winter Nielsen, S. og Høgenhaven, T. (2010): Introduktion, i Winther Nielsen, S. og Høgenhaven, T. 
(Eds.) Politisk Psykologi – Fordi Politik er Personligt, s. 13-37, Aarhus, Aarhus Universitetsforlag

MESO: ANTAGELSER OM STRATEGER I ORGANISATIONER
Daft, R og Weick, K. (1984): Toward a model of organizations as interpersonal systems. 

Academy of Management Review, Vol. 9, pp- 284-296 

Jervis, R. (2010): The Drunkard’s Search, i Winther Nielsen, S. og Høgenhaven, T. (Eds.) 
Politisk Psykologi – Fordi Politik er Personligt, s. 127-149, Aarhus, Aarhus Universitetsforlag
Kahneman, D og Tversky, A (2010): Choices, Values and Frames, i Winther Nielsen, S. 
og Høgenhaven, T. (Eds.) Politisk Psykologi – Fordi Politik er Personligt, s. 83-103 Aarhus, Aarhus Universitetsforlag

MIKRO: VÆLGERADFÆRD UD FRA POLITISK PSYKOLOGI
Bartle, J. and Griffiths, D. (2002): Social-Psychological, Economic and Marketing 

Models of Voting Behavior Compared, in in N. O'Shaughnessy  and S. Henneberg (Eds.), 

The Idea of Political Marketing, Praeger, Westport, pp. 19-37 
Richards, Barry (2004): Political Marketing and the emotional citizen, Paper findes på internettet

O’Cass, A. (2004): Electoral Choice: The Effect of Voter Control and Involvement on 

Satisfaction and Voting Stability, Journal of Political Marketing, Vol. 3, No. 1, pp. 61-85

SUPPLERENDE LITTERATUR: 

DiMaggio, P. og W. Powell (1991): Introduction, in W. W. Powell an P. DiMaggio (Eds.) 

The new institutionalism in organizational analysis, pp. 1-33. Chicago, University of Chi- 
cago Press

O’Cass, A. and Nataraajan, R. (2003): At the Polls Continuing to Explore Voter Psychology, 

Journal of Political Marketing, Vol. 2, No. 2, pp. 67-81

Plous, Scott (1993): The psychology of judgment and decision making, Mcgraw Hill, New 

York, pp. 13-31 and 107-189 

Przybyszewski, K. (2004): Cognitive Consequences of Poltical Loyalty, Journal of Political Marketing, 

Vol. 3, No. 2, pp. 47-67

Winter Nielsen, S. og Høgenhaven, T. (2010): Afslutning, i Winther Nielsen, S. og Høgenhaven, T. (Eds.) Politisk Psykologi – Fordi Politik er Personligt, s. 443.473, Aarhus, Aarhus Universitetsforlag
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MANDAG 15. FEBRUAR, Kl. 9-12 

POLITICAL MARKETING MANAGEMENT 1: MARKETINGSTYPER 

HVAD ER MARKETING MANAGEMENT?
Henneberg, S. (2002): Understanding Political Marketing, in N. O'Shaughnessy 

and S. Henneberg (Eds.), The Idea of Political Marketing, Praeger, Westport, pp. 

93-142
RELATIONSHIP MARKETING 

Bannon, D. (2005): Relationship Marketing and the political process, Journal of Political Marketing, 

Vol. 4, No. 2/3, pp. 73-90

Henneberg, S. and O´Shaugnessy, N. (2009): Political Relationship Marketing: Some macro/micro 

thoughts, Journal of Marketing Management, Vol. 25, No. 1-2, pp. 5-29

Jackson, N. (2006): Political parties, Their E-Newsletters and Subsribers: One Night 

Stands or a Mirriage made in Heaven? In Davies, J. and Newman, B. (Eds.): Winning 

elections with Political Marketing. New York, The Haworth Press, pp. 149-175 

DIRECT OG SERVICE MARKETING 

Harris, P. and Lock, A. (2005): Political Marketing Funding and Expenditure in the 

UK General Election Campaign of 2005, Journal of Marketing Management 2005, Vol. 21, 

pp. 1117-1133 

Kotler, P. (1999): Marketing Management. 9th edition. Prentice Hall, pp. 465-492 

THE MARKETING MIX 

Niffenegger, P. B. (1989): Strategies for Success from the Political Marketers, 

Journal of Consumer Marketing, Vol. 6, N. 1, pp. 45-61 

EKSTERN OPLÆGSHOLDER

Alexander Tholstrup, Kampagne- og marketingsmanager hos Det Konservative Folkeparti.

SUPPLERENDE LITTERATUR: 

Andreason, A. R. (1994): Social Marketing: Its Definition and Domain, Journal of 
Politic, Policy & Marketing, Vol. 13, No. 1, pp. 108-114 

Gronroos, C. (1994): From marketing mix to relationship marketing: Towards a paradigm 

shift in marketing, Management decision, Vol. 32, pp. 4-20.

Jackson, D. (2007): Selling Politics - The impact of celebrities' political beliefs on 

young Americans, Journal of political marketing. Vol. 6, No. 4, pp. 67-83 

Sherman, E. (1999): Direct Marketing: How Does it Work for Political 

Campaigns?, in B. I. Newman (Ed.), Handbook of Political Marketing, Sage, 

Thousand Oaks, pp. 365-388 
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MANDAG 22. FEBRUAR, Kl. 9-12 

POLITICAL MARKETING MANAGEMENT 2: BRANDING 

BRANDING 

Lane Keller, K. (2001): Building customer-based brand equity, Marketing Management, 

July-August, pp. 15-19

Scammell, M. (2007): Political Brands and Consumer Citizens: The Rebranding of Tony Blair 
The ANNALS of the American Academy of Political and Social Science, Vol. 611, No. 1, 176-192

Smith, G. and French, A. (2009): The Political Brand: A consumer perspective, Marketing Theory, 

Vol. 9, No. 2, pp. 209-226
KANDIDATENS BRAND OG CELEBRITY ENDORSEMENT

Busby, R. (2006): Not as rich as you think, in Davies, J. and Newman, B. (Eds.): Win- 
ning elections with Political Marketing. New York, The Haworth Press, pp. 59-80 

Henneberg, S. and Yi-Ling, C. (2007): Celebrity Political Endorsement - Cam- 

pagin management for the Taipei City Councillor election 2002. Journal of Political 

Marketing. Vol. 6, No. 4, pp. 1-31 
Smith, G. (2009): Conceptualizing and Testing Brand Personality in British Politics, 

Journal of Political Marketing, Vol. 8, pp. 209-232 
POLITISK KONSUMPTION 

Dermody, J. and Scullion, R. (2000): Delusions of Grandeur? Marketing's 

Contribution to 'Meaningful' Western Political Consumption, European Journal of 
Marketing, Vol. 35, No. 9/10, pp. 1085-1098 
CASE-BASERET UNDERVISNING: RADICOOL 2001-05?, i Bugge Harder, J. og 
Winther Nielsen, S. (2008): Om Politisk Tæft. København Forlaget Thomson, s. 164-179 

SUPPLERENDE LITTERATUR: 

Kramer, R. (2010): Paranoid Cognition in Social Systems, i Winther Nielsen, S. og Høgenhaven, T. (Eds.) Politisk Psykologi – Fordi Politik er Personligt, s. 263-311 Aarhus, Aarhus Universitetsforlag

Schneider, H. (2004): Branding in Politics – Manifestations, Relevance and 

Identity-Oriented Management, Journal of Political Marketing, Vol. 3, No. 3, pp. 41-67

Smith, G. (2001): The 2001 General Election: Factors influencing the Brand Image 

of Political Parties and their Leaders, Journal of Marketing Management, Vol 17, pp. 989-1006 
White, J. and de Chernatony, L. (2002): New Labour: A Study of the Creation, development 

and demise of a political brand, Journal of Political Marketing, Vol. 1, No.2/3, pp. 45-52

Winther Nielsen, S. (2007): The promise of information-based brand management. 

Working paper, Dartmouth College, TUCK Business School 

Wæraas, A. (2008): Can public sector organizations be coherent brands?, Marketing 
Theory, Vol. 8, No. 2, pp. 205-221 
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MANDAG 1. MARTS, Kl. 9-12
POLITICAL MARKETING MANAGEMENT 3: STRATEGIER 

STRATEGIZING 

Baines, P and Lynch, R. (2005): The context, content and process of political marketing strategy, 

Journal of Political Marketing, Vol. 4, No. 2/3, pp. 1-18
Bild, T. og Winther Nielsen, S. (2008): Partier i bevægelse. Arbejdspapir-serien. 

Institut for Statskundskab ved Københavns Universitet, 

Smith, G. (2006): Competitive analysis, structure and strategy in politics: a critical approach, 
Journal of Public Affairs, Vol. 6, pp. 4-14
POSITIONERING 

Collins, N. and Butler, P. (2002): Considerations on Market Analysis for Political Parties, 
in N. O'Shaughnessy and S. C. Henneberg (Eds.), The Idea of Political Marketing, Prae- 

ger, Westport, pp. 1-17 

Faucheux, R. (2003): Running for office, Evans. New York,  pp. 49-64 

Worcester, R. and Baines, P. (2006): Voter research and Market Positioning: Trian- 

gulation and its implications for policy development, in Davies, J. and Newman, B 

(2006): Winning elections with Political Marketing. New York, The Haworth Press, pp. 

11-32 

THE WINNING COALITION 

Faucheux, R. (2003): Running for office, Evans. New York,  pp. 67-72 

CASE-BASERET UNDERVISNING: SOCIALDEMOKRATERNE UNDER MUHAMMEDKRISEN, 

Bugge Harder, J. og Winther Nielsen, S. (2008): Om Politisk Tæft. København, 
Forlaget Thomson, s. 150-164 

SUPPLERENDE LITTERATUR: 

Dutton, J. og Jackson S. (2010): Discerning Threats and Opportunities, i Winther Nielsen, S. og Høgenhaven, T. (Eds.) Politisk Psykologi, Aarhus, Aarhus Universitetsforlag
Harrop, M. (1990): Political Marketing, Parliamentary Affairs, Vol. 43, pp. 277-291 

Kitschelt, Herbert (1994): Austrian and Swedish Social Democrats in Crisis – Party Strategy and Organization in Corporatist Regimes, Comparative Political Studies, Vol. 27, No. 1, pp. 3-39

Lindholm, M. and Prehn A. (2007): Strategy and Politics: The example of Denmark, in Fischer et al. 

(Eds.) The Strategy of Politics, Verlag Bertelsmann Stiftung, pp. 11-61

Mintzberg, H. and Lampel, J. (1999): Reflecting on the Strategy Process, 

Sloan Management Review, spring 1999, pp. 21-30

Oliver, C. (1991): Strategic responses to institutional processes, Academy of 
Management Review, Vol. 16, pp. 145-179

Strom, K. (1990): A behavioral theory of competitive political parties, 

American Journal of Political Science, Vol. 34, No. 2, pp. 565-598
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MANDAG 8. MARTS, Kl. 9-11 

POLITICAL MARKETING MANAGEMENT 4: DEN PERMANENTE KAMPAGNE? 

KAMPAGNEVIRKSOMHED 

Kinder, D. and Krosnick, J. (2010): Altering the Foundations of Support for the President Through Priming, i Winther Nielsen, S. og Høgenhaven, T. (Eds.) Politisk Psykologi, Aarhus, Aarhus Universitetsforlag
Newman, B. I. (1994): The Marketing of the President, Sage, Thousand Oaks, pp. 63-133 

Strømbach, J. (2007): Political marketing and Professionalized Campaigning: A conceptual analysis, Journal of Political Marketing. Vol. 6, No. 2-3, pp. 49-67
Wring, D. (2002): Conceptualising Political Marketing: A Framework for Election- 

Campaign Analysis, in N. J. O'Shaughnessy and S. C. Henneberg (Eds.), The Idea of 
Political Marketing, Praeger, Westport, pp. 171-185 
FUNDRAISING 

Faucheux, R. (2003): Running for office, New York, Evans pp. 98-107 

DELIVERY 

Barber, M. (2007): Instruction to deliver. London, Politco's, pp. 43-110 

Butler, P. and Collins, N. (2001): Payment on delivery. European Journal of Marketing, 

Vol. 35, No. 9/10, pp. 1026-1037 

Lees-Marshment, J. (2009): Political Marketing – Principles and Apllications, New York, 

Routledge, pp. 199-236

EKSTERN OPLÆGSHOLDER

Jens Christiansen, Tidligere partisekretær for Socialdemokraterne. Han styrede valgkampen i 2007 for S. 

Er i dag ansat som direktør i kommunikationsbureauet Advice A/S. 

SUPPLERENDE LITTERATUR: 

Newman, B. I. (1994): The Marketing of the President, Sage, Thousand Oaks, pp. 63-133
Hegelund, S. og Mose, P. (2006): Håndbog for Statsministre. København, Gyldendal 

Holbrook, T. M. (1996): Do Campaigns Matter?, Sage, Thousand Oaks 

Mauser, G. A. (1983): Political Marketing: An Approach to Campaign Strategy, 

Praeger, New York 

Ormrod, R, Henneberg, S., Forward, N. Miller J. and Thymms, L.  (2007): "Political Marketing in Untraditional Campaigns", Journal of Public Affairs, Vol. 7, Issue 3, pp.  

Strømbach, J. (2007): Selective Professionalisation of Political Campaigning, Political Studies, Vol. 57, pp. 95-116
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MANDAG 22. MARTS, Kl. 9-10 

ANALYSEDESIGN - OPBYGNING AF EN OPGAVE/SYNOPSIS 

UAFHÆNGIGE VARIABLE, METODE OG OPERATIONALISERING I POLITISK MARKETING 

Lilleker, D. and Negrine, R. (2006): Mapping a market orientation: Can we detect politi- 

cal marketing only through the lens of hindsight?, in Davies, J. and Newman, B. (Eds.): 

Winning elections with Political Marketing. New York, The Haworth Press, pp. 33-56 
John, B. M. (2007): Political Marketing Matters - Identifying the effect of candidate 

positioning in congressional elections. Journal of political marketing, Vol. 6, No. 4, pp. 

33-50 

Moloney, K. (2007): Is political marketing new word or new practice in UK politics?, 

Journal of Political Marketing. Vol. 6, No. 4, pp. 51-65

Henneberg, S. and O’Shaugnessy, N. (2007): Theory and Concept Development in Political Marketing: 

Issues and an Agenda, Journal of Political Marketing. Vol. 6, No. 2-3, pp. 5-31

SUPPLERENDE LITTERATUR: 

Campbell, D. T: (1975): Degrees of freedom and the case study. Comparative Political 
Studies, Vol. 8, pp. 178-193 
Desjeux, D (1996): Scales of Observation: A Micro Sociological Epistemology of Social Sci- 

ence Practice. Visual Sociology, Vol. 11, pp. 45-55 

George, A. and McKeown, T. (1985): Case Studies and Theories of Or- 

ganizational Decision Making, Advances in Information Processing, Organizations, Vol. 2, 

pp. 21-58 

King, G., Keohane. R. and Verby. S. (1994): Designing Social Enquiry, 

Princeton, New Jersey, Princeton University Press 

Peters, G. (1998): Comparative Politics: Theory and Method. New York: NYU Press 

Van Evera, S. (1997): Guide to Methods for Students of Political Sciences, Ithaca: 

Cornell University Press 

Åkerstrøm, N. A. (1999): Diskursive analysestrategier, København: Nyt fra 

Samfundsvidenskaberne 
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MANDAG 29. MARTS, Kl. 9-12 

MARKETING, DEMOKRATI OG FORVALTNING 
DEMOKRATI OG POLITISK MARKETING

Collins, N. and Butler, P. (2003): When Marketing Models Clash with Democracy, 

Journal of Public Affairs, Vol. 3, No. 1, pp. 52-62

Henneberg, S. C. (2004) The Views of an Advocatus Dei: Political Marketing and 

its Critics, Journal of Public Affairs, Vol. 4, No. 3, pp.225-243 

Lees-Marshment, J. (2001): Political Marketing and British Political Parties, 

Manchester University Press, Manchester, pp. 222-229

Lees-Marshment, J. (2009): Political Marketing – Principles and Apllications, New York, 

Routledge, pp. 266-293

DEMOKRATITEORI I EN GLOBAL MARKETINGSVERDEN

Bang, H. (2009): Political community: The blind spot of modern democratic decision-making, 
British Politics, Vol. 4, No. 1, pp. 100-116

ETIK OG POLITISK MARKETING

O’Shaughnessy, N. (2002): Toward an Ethical Framework for Political Marketing, 

Psychology and Marketing, Vol. 19, No. 12, pp. 1079-1094
DEN OFFENTLIGE SEKTOR – FORBRUGER ELLER BORGER: 

Butler, P. and Collins, N. (1996): Marketing Public Sector Services: Concepts and 

Characteristics, in Journal of Marketing Management, Vol. 11, pp. 83-96 

Scammel, M. (2000): The Internet and Civic Engagement: The Age of the Citizen-Consumer,

 Political Communication, Vol. 17, pp. 351-355 

Walsh, K. (1991): Citizens and consumers: Marketing and Public Sector Management, 

Public Money and Management, June-August, pp. 9-16 

VEJEN FREM?

Dermody, J. and Hanmer- Lloyd, S. (2005): Safeguarding the Future of Democracy: (Re)building Young People’s Trust in Pariamentary Politics, Journal of Political Marketing, Vol. 4, No.2-3, pp. 115-133
Lilleker, D. and Negrine, R. (2003): Not Big Brand Names but Corner Shops: Marketing Politics to a Disengaged Electorate, Journal of Political Marketing, Vol. 2, No. 1, pp. 55-75

SUPPLERENDE LITTERATUR: 

Laing, A. (2003): Marketing in the public sector, in Marketing Theory, Vol. 3, No. 4, 

pp. 427-445

Lilleker, D. (2005): The Impact of Political Marketing on Internal Party Democracy, 

Parliamentary Affairs, Vol. 58, No. 3, pp. 570-584 
Scammell, M. (2004): Citizen-consumer: towards a new marketing of politics, findes på nettet
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MANDAG 12. APRIL 

VEJLEDNING AF OPGAVER 

Nærmere tidsplan for vejledning vil foreligge mandag den 5. april, når der er et nærmere 

overblik over de studerendes interessefelter og antallet af eksamenstilmeldinger. 
 11 

TORSDAG 11. MAJ, Kl. 15.30-17.15
FORELÆSNING MED PHIL HARRIS
Phil Harris er en af grundlæggerne af politisk marketing. Han har både en politologisk og handelsskolemæssig baggrund. Han bor til daglig i England, hvor han er redaktør af Journal of Public Affairs. Phil vil tale om udviklingsperspektiverne for politisk marketing og hvad han mener fremtiden vil bringe for feltet.
KONTAKTDATA 

Sigge Winther Nielsen 

Ph.d. stipendiat, forsker i politisk marketing og politisk psykologi 
Telefon: 29261929 

e-mail: swn@ifs.ku.dk 

Adresse: Halmtorvet 34, 4. tv. / 1700 Kbh. V 
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