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COURSE DESCRIPTION

Political Marketing is a research-led course which introduces students to how candidates, parties, elected officials and governments around the world utilise marketing concepts and tools win elections and remain in office. Drawing on the latest international political marketing research available, this course 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 also considers the implications of political consumerism and political marketing for democracy - are we happy to be 'citizen-consumers'? Additionally it provides students with knowledge of comparative politics by utilising examples from different countries around the world, and a modern, realistic understanding of how politics works in the 21st century.
PURPOSES AND OBJECTIVES

Course Aims and objectives
1. Provide students with a comprehensive awareness and balanced understanding of the range of marketing tools and concepts utilised in politics today

2. Ensure students appreciate the complexities involved in marketing politics

3. Encourage students to critically evaluate the normative issues arising from marketing politics
4. Develop transferable skills such as:

· cross-disciplinary analysis

· comparative analysis 

· debating

· report writing 

· primary research 

· applied thinking to current political situations

· independent thinking
5. To enhance critical thinking by encouraging students to reflect about the implications for democracy in the 21st century 
COURSE STRUCTURE

This course consists of a two hour seminar and a one hour tutorial each week. The two hour seminar will be delivered in various ways, including lectures but also audio-visual empirical examples, group work and discussion points.
Lectures will mainly be drawn from the course textbook. To avoid repetition, lectures will aim to provide a brief overview only, with the focus being on discussion and illustration through audio-visual files. They are not a substitute for reading; they will merely highlight key concepts and points as a reminder to those who have done the reading prior to the lecturer and to guide discussion; or as a guide to students who prefer to read after the lecture.

EXPECTATION SOF STUDENTS

How much you learn depends partly on what you do. You should aim to:
Attend class: Students should aim to attend all seminars and tutorials, having read the textbook required chapter.  
Download handouts on cecil: Students should download and print off handouts provided on CECIL prior to attending a lecture, to aid comprehension., and provide website links for viewing audio-visual files after class. Please note that handout slides are not lecture notes. You cannot miss a lecture and then go to cecil and expect to get the notes. However as lecture material will be drawn primarily from the course textbook, if students miss a class following the essential reading and guidance on the handout should help them cover the main points. 
Participate: within both the seminar and tutorial students will be put into small groups and asked to discuss various questions. 

Self-directed preparation: The University’s general expectation that each course require an average of ten hours’ work per week.
Ask for help: if you are finding something hard to understand, or just want to talk over something, please contact the tutor, or if it is a wider issue, contact the student learning centre. 
COURSE ASSESSMENT

All assessment is by coursework only - there is no exam for this course. Details are in a later section in this syllabus.
READINGS

Course textbook
Political Marketing: principles and applications (Jennifer Lees-Marshment, published by Routledge 2 July 2009 ISBN: 978-0-415-43129-3) contains the most up to date collation of the latest literature in the field, including 40 case studies by international authors from over 20 different countries.

The course will be based on this book and therefore students should purchase it. This is the first comprehensive textbook in the field of political marketing and will give you the easiest introduction to the topic without the need to go reading several books and articles, some of which would only be available via inter-library loans each week. There is no other equivalent book in political marketing. Auckland University has supported the completion of this book through awarding competitive grants to provide me with research assistance and buyout.
Students will be expected to read the set chapter(s) - listed under essential reading - for each topic. 

Alternatives to the text

If students are unable to obtain the textbook, they should focus on obtaining those from the further reading list instead. In each further reading section the most important reading is under a priority subheading so that those who do not get hold of the textbook know which pieces they could focus on to provide a similar understanding to that from the textbook.

Priority and Further Reading for written assessment
For the written assessment you will need to read beyond the textbook, following the priority and further reading suggestions in the book including those in the essential section.
ELECTRONIC RESOURCES

Library Website: 

http://www.library.auckland.ac.nz/subjects/pol/course-pages/politics345.htm#coursedesc

This course has an electronic resource website. The politics librarian, Jennifer Graham, has put links to all material available online and Auckland library holdings which will make it easier for you to find the readings.

Political marketing website: 

www.political-marketing.org/
I will use a range of audio-visual files to illustrate key points and show political figures and events discussed in lectures. Not all AV files are available on the web, but where they are I have put links to them on a new website in political marketing.
In the long-term I want to develop this resource for students all around the world. If students come across additional sites and links during their study and would like to recommend these to others please send me the link, a brief description of their content, and the topic it relates to. If you would like to be acknowledged for finding it please include your name.

Library e-resources

Journal articles are often available electronically: check voyager for this

Cecil

Any changes to the course or additional materials will be posed on Cecil. Please ensure that your email address is current.

Website Links – general sources
Students are encouraged to read newspapers and search on-line for recent political events as this is a rapidly moving area. Where appropriate internet links have been suggested for students to follow. Please accept apologies if these are broken as it is not always possible to check them.
UK politics: As political marketing has been researched more in the UK than New Zealand, a number of examples with come from Britain. If you’re not too familiar with UK politics a good guide to search is to explore links on the internet; see for example http://www.keele.ac.uk/depts/por/ukbase.htm or www.politics.co.uk
This is also true for other countries such as the US: the Keele resources page http://www.keele.ac.uk/depts/por/ as links to various countries and events such as the Iraq War.

See also below for other links.
Party election broadcasts, UK: http://www.psr.keele.ac.uk/area/uk/peb.htm 
BBC: http://news.bbc.co.uk/
CNN: http://www.cnn.com/
Ananova: http://www.ananova.com/
Reuters: http://www.reuters.com/
Guardian/Observer: http://www.guardian.co.uk/
Telegraph: www.telegraph.co.uk
The Times: http://www.thetimes.co.uk/
The Electronic News stand has information on many journals and magazines, often including a list of contents of the current issue and an archive: http://www.enews.com/
News link claims to have the most comprehensive set of links to US electronic media publications. There is also a limited selection of non-US links: http://www.newslink.org/


POLITICAL MARKETING LECTURE AND TUTORIAL SCHEDULE 2009
	Week
	Seminar Monday 10-12

	1 

20 July
	Introduction to the course


	2

27 July

	The political market and the rise of the political consumer

And 

What is political marketing?


	3

3 August
	Political marketing strategy


	4

10 August
	Understanding the market: market intelligence, consultation and participation


	5 

17 August
	Product development and branding


	6
24 August


	Internal marketing: marketing to volunteers and the party


	
	Essay 1 due – Thursday 27 August 2009 3pm

	Mid-semester break 29 August - 13 September 2009


	7
14 September
	Marketing Communication and Campaigns - Part 1


	8 

21 September
	Marketing Communication and Campaigns - Part 2


	9

28 September
	Marketing in government: Delivering and staying in touch


	
	Report due Thursday 1 October 2009 3pm

	10 

5 October
	Global knowledge transfer


	11 

12 October
	Political Marketing and Democracy


	12

19 October
	Research update: The Political Marketing Game: what really wins elections? Perspectives from political practitioners.



	13
26 October
	Essay 2 due Thursday 29 October 2009 3pm



ESSENTIAL PRIORITY and FURTHER READING FOR EACH TOPIC
In each topic there are three sections: essential reading, priority and further reading,

Those with the textbook should just read the essential reading which is 1-2 chapters from the text.

Those without should read those under a priority subheading which provide a similar understanding to that from the textbook.

Please note that whilst the subject librarian was notified of the recommended further reading list in early 2009 and has worked hard to ensure everything listed in the syllabus is in the library, not all further reading listed in the textbook is available in Auckland Library. 
The political market and the rise of the political consumer

Essential reading
Political marketing: principles and applications Chapter One

Priority
Lees-Marshment, Jennifer (2008). Political marketing and British political parties (2nd edn.). Manchester University Press. Chapter 1 pages 1-12

Lilleker, Darren, (2003). Political marketing: the cause of an emerging democratic deficit in Britain? PSA Conference Paper, available at <http://www.psa.ac.uk/journals/pdf/5/2003/Darren%20Lilleker.pdf>.

Needham, Catherine (2004). The citizen and consumer: e-government in the United Kingdom and the United States. In Rachel K. Gibson, Andrea Römmele and Stephen J. Ward (Eds.), Electronic Democracy. Routledge.
Needham, Catherine (2003). Citizen-consumers: New Labour’s marketplace democracy. Catalyst.

Scammell, M. (2003). Citizen consumers: towards a new marketing of politics? In John Comer and Dick Pels (Eds.), Media and the restyling of politics. Sage, pp. 117-136. Another version is available online at <http://depts.washington.edu/gcp/pdf/citizenconsumers.pdf>.
Savigny, Heather (2008). The Construction of the Political consumer (or politics: what not to consume In D. Lilleker and R. Scullion (Eds.), Voters or Consumers: Imagining the contemporary electorate. Cambridge Scholars Publishing.

Scullion, Richard (2008). The impact of the market on the character of citizenship, and the consequences of this for political engagement. In D. Lilleker and R. Scullion (Eds.), Voters or Consumers: Imagining the contemporary electorate. Cambridge Scholars Publishing.

Further reading

Bartle, John and Dylan Griffiths (2002). Social-Psychological, economic and marketing models of voting behaviour compared. In Nicholas O’Shaughnessy and Stephan Henneberg (Eds.), The Idea of Political Marketing. London: Praeger.

Campbell, Angus, Converse, Philip, Miller, Warren and Donald Stokes (1960). The American Voter. University of Chicago Press.
Clarke, John (2006). Consumers, clients or citizens? Politics, policy and practice in the reform of social care. European Societies, vol. 8(3): 423-442.

Gabriel, Y. and T. Lang (2006). The Unmanageable Consumer. London: Sage.  

Key, V. O. (1966). The Responsible Electorate: Rationality in Presidential Voting 1936–60. Belknap Press.

Lane, Robert W. (1991). The market experience. Cambridge: Cambridge University Press. 

                              (2000). The Loss of Happiness in Market Democracies. New Haven and London: Yale University Press. 

Lees-Marshment, Jennifer (2004). The Political Marketing Revolution: transforming the government of the UK. Manchester: Manchester University Press. 
Lewis, Justin, Inthorn, Sanna, and Karin Wahl-Jorgensen (2005). Citizens or consumers? What the media tell us about political participation. Open University Press.

Lilleker, D. and R. Scullion (Eds.) (2008). Voters or Consumers: Imagining the contemporary electorate. Cambridge Scholars Publishing.

Mortimore, Roger (2003). Why politics needs marketing. International Journal of Non-profit and voluntary sector marketing, special issue on Broadening the Concept of Political Marketing, vol. 8(2): 107-121.

Needham, Catherine (2003). Citizen-consumers: New Labour’s marketplace democracy. Catalyst.

Norris, Pippa (2005) (ed) Critical citizens Oxford University Press, Oxford, UK.

Pharr, Susan and Robert Putnam (Eds.) (2000). Disaffected Democracies: What’s Troubling the Trilateral Countries? Princeton, NJ: Princeton University Press.

Slocum, Rachel (2004). Consumer citizens and the Cities for Climate Protection campaign. Environment and Planning, 36: 763-782.

Spring, Joel (2003)/ Educating the Consumer-Citizen. Mahwah, New Jersey: Lawrence Erlbaum Associates.

Walsh, Kieron (1994). Marketing and Public Sector Management. European Journal of Marketing,  vol. 28(3): 63-71.

What is political marketing?

Essential reading

Political marketing: principles and applications Chapter Two

Priority

Lees-Marshment, Jennifer (2001a). Political Marketing and British Political Parties: The Party's Just Begun. Manchester, U.K.: Manchester University Press. Ch 1 pp.  2-5
                              (2001b). The Marriage of Politics and Marketing. Political Studies, vol. 49(4): 692-713.

                               (2003). Political marketing: how to reach that pot of gold. Journal of Political Marketing, vol. 2(1): 1-32.

Scammell, Margaret (1995). Designer Politics: How Elections are Won. St. Martin's. 

                                  (1999). Political Marketing: Lessons for Political Science. Political Studies, vol. 47(4): 718-39.

Further reading

Andreasen, A. (1991). Strategic Marketing for Non-profit Organisations. Prentice-Hall.

Arndt, Johan. (1978). How broad should the marketing concept be? Journal of Marketing, vol. 42(1): 101-103 (January).

Baines, Paul R., Worcester, Robert M., Jarrett, David and Roger Mortimore (2003). Market Segmentation and Product Differentiation in Political Campaigns: A Technical Feature Perspective. Journal of Marketing Management, vol. 19(1/2): 225-249.

Bannon, Declan P. (2005). Internal Marketing and Political Marketing. PSA Annual Conference, University of Leeds, 4-7 April 2005. http://www.psa.ac.uk/journals/pdf/5/2005/Bannon.pdf

Barber, Stephen (2005). Political Strategy: Modern politics in Contemporary Britain. LAC: Liverpool Academic Press.

Bowler, Shaun and David M. Farrell (Eds.) (1992). Electoral Strategies and Political Marketing. Macmillan.

Butler, Patrick and Neil Collins (1999). A Conceptual Framework for Political Marketing. In Bruce I. Newman (Ed.), Handbook of Political Marketing. Thousand Oaks, CA: Sage Publications.

Butler, Patrick and Neil Collins (1996). Strategic Analysis in Political Markets. European Journal of Marketing, vol. 30(10/11): 25-36. 

Butler, Patrick, Collins, Neil and Martin R. Fellenz (2007). Theory-Building in Political Marketing: Parallels in Public Management. Journal of Political Marketing, vol. 6(2/3): 91-107.

Cosgrove, K. M. (2007). Midterm Marketing: An Examination of Marketing Strategies in the 2006, 2002, 1998, and 1994 Elections. Paper presented at the annual meeting of the American Political Science Association. Available online at:  <http://www.allacademic.com/meta/p209749_index.html March 19 2008>.

Dann, Stephen, Harris, Phil, Sullivan Mort, Gillian, Fry, Marie-Louise and Wayne Binney (2007). Reigniting the Fire: A Contemporary Research Agenda for Social, Political and Nonprofit Marketing. Journal of Public Affairs, 7: 291-304.

Franklin, Bob (1994). Packaging Politics: Political Communications in Britain's Media Democracy. Edward Arnold.

Granik, S. (2005b). Membership Benefits, Membership Action: why incentives for activism are what members want. In W. Wymer and J. Lees-Marshment (Eds.), Current issues in political marketing. Haworth Press.

Henneberg, Stephan (2002). Understanding Political Marketing. In Nicholas O’Shaughnessy and Stephan Henneberg (Eds.), The Idea of Political Marketing. London: Praeger.

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

Henneberg, Stephan C., and Nicholas O'Shaughnessy (2007). Theory and Concept Development in Political Marketing: Issues and an Agenda. Journal of Political Marketing, vol. 6(2/3): 5-31.

Hughes, Andrew and Stephen Dann (2004). Political Marketing 2006: Direct Benefit, Value and Managing the Voter Relationship. Paper presented at the Australian-New Zealand Marketing Academy Conference.
Jackson, Nigel (2005). Vote Winner Or A Nuisance: Email And Elected Politicians’ Relationship With Their Constituents. In J. Lees-Marshment, and W. Wymer (Eds.), Current issues in political marketing. Haworth Press.

Jones, Bill and Michael Moran (1994). Introduction: Explaining Politics. In Bill Jones (Ed.), Politics UK. London: Harvester Wheatsheaf.

Kavanagh, Dennis (1995). Election Campaigning: The New Marketing of Politics. Blackwell.

Kotler, Philip and Sidney J. Levy (1969). Broadening the Concept of Marketing. Journal of Marketing, vol. 33(1): 10-15.

Kotler, Philip (1972). A Generic Concept of Marketing. Journal of Marketing, 36: 46-54.  

                          (1979). Strategies for Introducing Marketing into Non-profit Organisations. Journal of Marketing, 43: 37-44.

Lees-Marshment, Jennifer (2004). The Political Marketing Revolution: transforming the government of the UK. Manchester: Manchester University Press.

                            (2008). Political Marketing and British Political Parties 2nd edition. Manchester, U.K.: Manchester University Press.

Lilleker, Darren (2007). What is political marketing: a conceptual discussion. UK PSA Conference. Available online at <http://www.psa.ac.uk/journals/pdf/5/2007/Lilleker.pdf>. 

Lloyd, Jenny (2005). Square Peg, Round Hole? : Can Marketing-Based Concepts Such As The ‘Product’ And The ‘Marketing Mix’ Have A Useful Role In The Political Arena? In J. Lees-Marshment, & W. Wymer (Eds.) (2006), Current issues in political marketing. Haworth Press.

Luck, D. (1969). Broadening the Concept of Marketing - Too Far. Journal of Marketing, 33: 53-55. 

Mindak, William A. and Bybee, H. Malcolm (1971). Marketing's Application to Fund Raising. Journal of Marketing, vol. 35(3):  13-18.
Moloney, Kevin (2004). Is political marketing new words or new practice? UK PSA Conference. Available online at <http://www.psa.ac.uk/journals/pdf/5/2004/Moloney.pdf>.

Mullins, N.C. (1973). Theories and theory groups in contemporary American sociology. New York, N.Y.: Harper and Row.

Newman, Bruce I. (1994). The Marketing of the President: Political Marketing as Campaign Strategy. Sage.

                               (1999). The Mass Marketing of Politics. Sage.

Niffenegger, P.B. (1989). Strategies for Success from the Political Marketers. Journal of Consumer Marketing, vol. 6(1): 45-61.

O’Cass, Aron (1996a). Political marketing and the marketing concept. European Journal of Marketing, vol. 30(10/11): 45–61. 
Ormrod, Robert P (2005). A Conceptual Model of Political Market Orientation. Journal of Nonprofit & Public Sector Marketing, vol. 14(1/2): 47-64.
O'Shaughnessy, Nicholas J. (1990). The Phenomenon of Political Marketing. Macmillan.

Robinson, Jim (2004). Repackaging Our Politicians (cover story). NZ Marketing Magazine, vol. 23(5): 12-19.

Rothschild, Michael (1979). Marketing Communications in Non Business Situations – or Why it’s So Hard to Sell Brotherhood like Soap. Journal of Marketing, vol. 43: 11–20.

Scammell, Margaret  (1999). Political Marketing: Lessons for Political Science. Political Studies, vol. 47(4): 718-39.

Shama, Avraham (1976). The Marketing of Political Candidates. Journal of the Academy of Marketing Science, vol. 4(4): 764-77.

Shapiro, Benson (1973). Marketing for Non-profit Organisations. Harvard Business Review, vol. 51: 123-32.

Tucker, W.T. (1974). Future Directions in Marketing Theory. Journal of Marketing, vol. 38(2): 30-5.

Wring, Dominic (1996). Political marketing and party development in Britain: A 'secret' history. European Journal of Marketing, vol. 30(10-11): 100-11.

                            (2002). Conceptualising political marketing: a framework for election-campaign analysis. In N. J. O’Shaughnessy and S. Henneberg (Eds.), The Idea of Political Marketing. New York: Praeger.

                           (2005). The Politics of Marketing of the Labour Party. Palgrave Macmillan.

Zaltman, Gerald and Ilan Vertinsky (1971). Health Service Marketing: A Suggested Model. Journal of Marketing, vol. 35(3):  19-27. 

Political marketing strategy

Essential reading

Political marketing: principles and applications Chapter Three

Priority

Lees-Marshment, Jennifer (2001b). The Marriage of Politics and Marketing. Political Studies, vol. 49(4): 692-713.

Lees-Marshment, Jennifer (2001c). The Product, Sales and Market-oriented Party: How Labour learnt to market the product, not just the presentation. European Journal of Marketing, vol. 35(9/10): 1074-1084.

Marland, Alex (2003). Marketing Political Soap: A Political Marketing View of Selling Candidates Like Soap, of Electioneering as a Ritual, and of Electoral Military Analogies. Journal of Public Affairs, vol. 3(2): 103.

Ormrod, Robert P (2005). A Conceptual Model of Political Market Orientation. Journal of Nonprofit & Public Sector Marketing, vol. 14(1/2): 47-64 or try online source: <http://www.psa.ac.uk/journals/pdf/5/2003/Robert%20Ormrod.pdf>

Barber, Stephen (2005). Political Strategy: Modern politics in Contemporary Britain. LAC: Liverpool Academic Press.

Newman, Bruce I. (1994). The Marketing of the President: Political Marketing as Campaign Strategy. Sage.

or

Newman, Bruce (1999). The Mass Marketing of Politics: Democracy in an Age of Manufactured Images. Beverley Hills: Sage Publications. 

Further reading

Baines, Paul and Richard Lynch (2005). Guest Editorial: the Context, Content and Process of Political Marketing Strategy.  Journal of Political Marketing, vol. 4(2/3): 1-18.

Butler Patrick and Neil Collins (1996). Strategic Analysis in Political Markets. European Journal of Marketing, vol. 30(10–11): 32–44. 

Butler, Patrick and Neil Collins (1999). A Conceptual Framework for Political Marketing. In Bruce I. Newman (Ed.), Handbook of Political Marketing. Thousand Oaks, CA: Sage Publications.

Coleman Stephen (2007). Review. Parliamentary Affairs, vol. 60(1): 180–186.

Collins, Neil and Patrick Butler (2002). Considerations on Market Analysis for Political Parties. In Nicholas O’Shaughnessy and Stephan Hennenberg (Eds.),  The idea of political marketing. London: Praeger.

Corner, John (2005). Review of the Political Marketing Revolution. Parliamentary affairs, vol. 58(2): 443-491. 

Down, Anthony (1957). An Economic Theory of Democracy. New York: Harper.  

Gould, Philip (2002). Labour Strategy. In J. Bartle, S. Atkinson and R. Mortimore (Eds.), Political Communications: The General Election Campaign of 2001. Frank Cass.

Kotler, Philip and Sidney J. Levy (1969). Broadening the Concept of Marketing. Journal of Marketing, vol. 33(1): 10-15.

Lees-Marshment, Jennifer (2001a and 2008). Political marketing and British political parties: The party’s just begun (1st and 2nd edn.). Manchester and New York: Manchester University Press.

                            (2005). The Marketing Campaign: The British General Election of 2005. Journal of Marketing Management, vol. 21(9/10): 1151-60. 

Lilleker, Darren G., Jackson, Nigel A. and Richard Scullion (2006). The Marketing of Political Parties: Political Marketing at the British 2005 General Election. Manchester: Manchester University Press.

Lindholm, Mikael R. and Anette Prehn (2007). Strategy and Politics: the example of Denmark. In Thomes Fischer, Gregor Peter Scmitz and Michael Seberich (Eds.), The Strategy of Politics: Results of a comparative study. Verlag, Bertelsmann Stiftung: Butersloh.

Marland, Alex (2003). Marketing Political Soap: A Political Marketing View of Selling Candidates Like Soap, of Electioneering as a Ritual, and of Electoral Military Analogies. Journal of Public Affairs, vol. 3(2): 103.

Mochrie, Robbie (2003). Niche Marketing as an Entry Strategy: Formation and Growth of the Scottish Socialist Party. Paper presented at the PSA Annual Conference, University of Leicester, 15-17 April 2003. Available at <http://www.psa.ac.uk/journals/pdf/5/2003/Robert%20Mochrie.pdf> [24/6/9]
Newman, Bruce I. (1994). The Marketing of the President: Political Marketing as Campaign Strategy. Sage.

Newman, Bruce (1999). The Mass Marketing of Politics: Democracy in an Age of Manufactured Images. Beverley Hills: Sage Publications. 

O’Cass, Aron (1996). Political marketing and the marketing concept. European Journal of Marketing, vol. 30(10/11): 45–61.  
                          (2001). The Internal-External Marketing Orientation of a Political Party: Social Implications of Political Party Marketing Orientation. Journal of Public Affairs, vol. 1(2): 136-52.

Ormrod, Robert P (2005). A Conceptual Model of Political Market Orientation. Journal of Nonprofit & Public Sector Marketing, vol. 14(1/2): 47-64.
Ormrod, Robert P. (2007). Political Market Orientation and Its Commercial Cousin: Close Family or Distant Relatives? Journal of Political Marketing, vol. 6(2/3): 69-90.

Robinson, Claire E. (2006). Advertising and the Market Orientation of Political parties contesting the 1999 and 2002 New Zealand general election campaigns. PhD thesis, Massey University, Palmerston North, New Zealand. 

                            (2007). Images of the 2005 campaign. In Stephen Levin and Nigel s. Roberts (Eds.), The Baubles of office: the New Zealand General election of 2005. Victoria University Press.

Savigny, Heather (2007). Focus groups and political marketing: science and democracy as axiomatic? British Journal of Politics and International Relations, 9: 122-137. 

Smith, Gareth (2006). Competitive Analysis, Structure and Strategy in Politics: A Critical Approach. Journal of Public Affairs, vol. 6(1): 4-14.

Strömbäck , Jesper (2009). A Framework for Comparing Political Market-Orientation. In Jennifer Lees-Marshment, Jesper Strömbäck  and Chris Rudd (Eds.), Global Political Marketing. Routledge [published in October 2009]. 

Worcester, Robert, and Roger Mortimore (2005). Political Triangulation: Measuring and Reporting the Key Aspects of Party and Leader Standing before and During Elections. Journal of Political Marketing, vol. 4(2/3): 45-72.

Wring, Dominic (1997). Reconciling Marketing with Political Science: Theories of Political Marketing. Proceedings of the 1997 Academy of Marketing Conference. Manchester Metropolitan University. 

                         (2002). Conceptualising political marketing: a framework for election-campaign analysis. In N. J. O’Shaughnessy and S. Henneberg (Eds.), The Idea of Political Marketing. New York: Praeger.

Understanding the market: market intelligence, consultation and participation

Essential reading

Political marketing: principles and applications Chapter Four

Priority
Bannon, Declan (2004). Marketing Segmentation and Political Marketing. Paper presented to the UK Political Studies Association. See < http://www.psa.ac.uk/journals/pdf/5/2004/Bannon.pdf>
                           (2005). Electoral Participation And Non-Voter Segmentation. In J. Lees-Marshment and W. Wymer (Eds.), Current issues in political marketing. Haworth Press.

Collins, N. and P. Butler. (1996). Positioning political parties: a market analysis. Harvard International Journal of Press/Politics, vol. 1(2): 63-77. or Butler, Patrick and Neil Collins (1996). Strategic Analysis in Political Markets. European Journal of Marketing, vol. 30(10/11): 25-36  or (2002). Considerations on Market Analysis for Political Parties. In Nicholas O’Shaughnessy and Stephan Henneberg (Eds.), The Idea of Political Marketing. London: Praeger

Davidson, Scott. (2005). Grey Power, School Gate Mums and the Youth Vote: Age as a Key Factor in Voter Segmentation and Engagement in the 2005 Uk General Election. Journal of Marketing Management, vol.21(9/10): 1179-92.

Penn, Mark with E. Kinney Zalesne (2007). Micro-Trends: The small forces behind tomorrow’s big changes. Twelve, Hatchett Book Group, USA. 

Promise, (2005). On Blair and re-connecting, see: http://www.promisecorp.com/casestudies/pr_case_labour.pdf 
Rademacher, Eric W. and Alfred J. Tuchfarber (1999). Pre-election polling and political campaigns. In B. Newman (Ed.), Handbook of political marketing. Sage.

Seawright, David (2005). On a low road: The 2005 Conservative Campaign. Journal of Marketing Management, vol. 21(9/10): 943-957.

Savigny, Heather (2007). Focus Groups and Political Marketing: Science and Democracy as Axiomatic? The British Journal of Politics and International Relations, vol. 9(1): 122–137.

Sparrow, N. and Turner, J. (2001). The integrating of market research techniques in developing strategies in a more uncertain political climate. European Journal of Marketing, vol. 35(9/10): 984-1002.

Teinturier, Brice (2008). The Presidential Elections in France 2007 - the Role of Opinion Polls. In Marita Carballo and Ulf Hjelmar (Eds.), Public Opinion Polling in a Globalized World. Berlin: Springer-Verlag.

Rottinghaus, Brandon and Irina Alberro (2005). Rivaling the PRI: The Image Management of Vicente Fox and the Use of Public Opinion Polling in the 2000 Mexican Election. Latin American Politics and Society, vol. 47(2): 143-58.

Further reading

Abad, Meredes, and Ophelia Ramirez (2008). Polling in Developing Democracies - the Case of the Philippines. In Marita Carbello and Ulf Hjelmar (Eds.), Public Opinion Polling. Berlin: Springer-Verlag.

Althaus, S. (1996). Opinion Polls, Information Effects, and Political Equality: Exploring Ideological Biases in Collective Opinion. Political Communication, 13: 3-21.

Asher, H. (1995). Polling and the public: what every citizen should know. Washington DC Congressional Quarterly Press.

Baines, Paul R. (1999). Voter segmentation and candidate positioning. In Bruce Newman (Ed.), Handbook of political marketing. Sage.

Baines, Paul R., Robert M. Worcester, David Jarrett, and Roger Mortimore (2003). Market Segmentation and Product Differentiation in Political Campaigns: A Technical Feature Perspective. Journal of Marketing Management, vol. 19(1/2): 225-249.

Baines, Paul R., and Robert M. Worcester (2004). Two Triangulation Models in Political Marketing: The Market Positioning Analogy. Elections on the Horizon Conference, March 15 2004.

Baines, Paul R., Robert M. Worcester, David Jarret, and Roger Mortimore (2005). Product Attribute-Based Voter Segmentation and Resource Advantage Theory. Journal of Marketing Management, vol. 21(9/10): 1079-115.

Broughton, D. (1995). Public Opinion Polling and Politics in Britain. London: Prentice Hall.
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COURSE ASSESSMENT

ESSAY 1 on topics 1-5
Value: 

25% of Final Grade

Due: 

Thursday 27 August 3pm
Length:

1500-2000

Topic:

See list of approved topics in this Syllabus.


REPORT: A POLITICAL MARKETING REPORT
Value: 

50% of Final Grade

Due: 

Thursday 1 October 3pm
Length:

3500-5000

Topic:
See detail at the end of the Syllabus

ESSAY 2:  on topics 6-10
Value: 

25% of Final Grade

Due: 

Thursday 29 October 3pm
Length:

1500-2000

Topic:

See list of approved topics in this Syllabus.


Plussage does NOT apply in this course.

Please see below for details about the assessments, instructions for handing in assessed word, and advice.

ESSAY 1: POLITICAL MARKETING TOPICS 1-5
Choose one of the following questions:

1. Explore the potential effects that the rise of the political consumer has on politics.

2. What is political marketing? Outline the major theoretical works and debates in the field.
3. Explore and evaluate the nature and relative importance of the different markets a political party, candidate or government needs to consider.

4. “The election campaign is the least important part of political marketing.” Explain and critique the validity of this statement, illustrating your argument with examples and theory.

5. Consider the most recent elections in New Zealand and/or other countries. To what extent did the parties that won power follow the Market-Oriented Party model?

6. Critically evaluate whether Labour party lost the 2008 New Zealand election because of their advertising strategy or their product.

7. To what extent did the Republican and/or Democrat presidential candidates for the 2008 US presidential election follow the US Market-oriented President model?

8. Discuss the potential and limitations of market intelligence in politics.

9. Discuss the potential and limitations of developing the political product according to public opinion.

10. How successful is political branding? Explore both theory and examples to develop your answer

PLEASE HAND IN TWO COPIES OF YOUR ESSAY TO THE OFFICE: 

as there is no exam, we need the second copy for external assessment

THE REPORT
Choose one of the following tasks:

1. Design, execute and evaluate any form of market intelligence (focus group, survey, poll, deliberative forum) see http://www.usability.gov or www.marketingpower.com for a guide.

2. Conduct a market intelligence assessment on a party leader, then develop a branding strategy in time for their next election

3. Discuss the relative importance of different characteristics of the product, different markets and different goals in a recent election or campaign, such as the 2008 New Zealand election or 2008 US Presidential

4. Explore the extent to which National/Key, or the Democrats/Obama, who won their 2008 elections, followed the Lees-Marshment market-oriented model,

5. Research an MP's campaign in the 2008 New Zealand election and evaluate to what extent they fit the Newman; Kotzaivazoglou; or Gorbounova and Lees-Marshment candidate models.
6. Assess and discuss the degree of market-orientation in a New Zealand party by using the O’Cass survey questions or Strömbäck ’s Survey for research.
7. Write an original, present-day political marketing plan that assesses how well a party currently uses marketing strategy, and make recommendations for how it can improve its’ use of marketing, to achieve its goals or objectives. Write as if you were a marketing consultant, planning how it can use marketing over the years leading up to the next election.  
8. Research and analyse the extent to which the parties Labour, National, Act, Greens and Maori used marketing to mobilise their grass roots for the 2008 New Zealand Election 

9. Conduct market intelligence amongst party members or supporters in the parties Labour, National, Act, Greens and Maori, and produce from this a plan for improving internal marketing including changes such as developing the product on offer to members and internal communication.

10. Assess the membership or supporter network (or a sample of it) from a local party organisation, branch, association or network, and identify how they fall into each of Bannon's (2005b) relationship typologies (married, the family, true love, kissing cousins, tart syndrome, open marriage, one night stands, a trapped lover, married for money or the force partner) and assess the implications of this for the party’s strength of support.

11. Critically analyse the use of e-marketing (website, email) by local MPs or councillors, making recommendations for improvement and further development.

12. Evaluate different forms of political communication used in recent elections, whether political advertising, websites, e-newsletters, direct mail or any other method, and discuss the extent to which they followed Robinson's (2006) market-oriented principles.

13. Devise a delivery plan for a local politician or councillor
14. Choose one of the following consultant positions: (a) Strategist (b) Pollster (c) Press secretary (d) Advertiser and develop a political marketing plan for what you would advise a current political leader to do over the next 12 months, taking into account factors such as their goals, position in the electoral cycle, constraints, likely crisis, potential positives, nature of the leader themselves, how to manage markets (e.g. party, other MPs, media, the public, civil service).
15. Interview local politicians about their views on political marketing and democracy and critically assess in relation to your understand of both political marketing theory and practice.

Writing style: a report
The plan is not a traditional essay and can therefore be written in report style, although it should include references to academic literature where relevant, and primary sources, as usual even if it is an internet site or your own interview.

Sources of information: literature, primary research and independent thinking
There are three main sources you should use:
- academic literature and research for theory and assessment of behaviour
- primary sources – the organisation itself, including already public data and your own data you collect through interviews, surveys, observation etc. 
- you! This is your chance to apply theory to a current day organisation, and for you to have your own ideas. As long as it is a sensible and reasoned idea, then you will do well as there is no clear right answer in this assessment. So this is your chance to think for yourself and devise an original, innovative report
Word of warning: this plan must be present day and original! Students who simply regurgitate existing published work like an essay might risk failing. 
PLEASE HAND IN TWO COPIES OF YOUR REPORT TO THE OFFICE: as there is no exam, we need the second copy for external assessment

ESSAY 2: POLITICAL MARKETING TOPICS 6-10
Choose one of the following questions:

1. “Implementation is the hidden, often-neglected but crucial key to successful political marketing.” Discuss the factors and complexities involved in implementing a market-oriented strategy within a political party, exploring examples of success and failure.

2. How can marketing be applied to members, supporters or grass roots and how effective is it?

3. Discuss the potential and actual effectiveness of market-oriented advertising, utilizing theory and empirical examples.

4. To what extent do new methods of communication such as e-marketing, online social networking offer more effective and consultative means of involving the political consumer in politics?

5. Explore the benefits and complications of local political marketing.

6.  ‘Marketing in government is a very different exercise to marketing in opposition.’ To what extent is this statement true?

7. What challenges do politicians and parties face once elected in trying to deliver, and satisfy consumers they have delivered, and what tools can they use to succeed?

8. Critically evaluate how governments can engage in effective product re-development and re-branding in power?
9. Discuss the potential and limitations of global knowledge transfer.
10. To what extent are Strömbäck ’s (2007) propositions regarding the impact of differences between countries and between parties within countries on their likelihood to be market-oriented parties accurate? Illustrate the  answer with empirical examples.

11.  ‘In an age in which politicians win elections by inventing beliefs they have never really held, Gore stands out as an anomaly: a passionate ideologue who lost by dropping his signature issue – the environment (Morris 2002: 75)’ Critically evaluate the validity of this assertion as to why leaders such as Al Gore lose elections.

12.  “The responsibility… in the case of war, is to do what I believe to be the right thing for the country. I can’t do it simply on the basis of… this opinion poll or that opinion poll. You’ve got to do, on an issue like this, what you genuinely believe to be right for the country, and then pay the price at the election if people disagree with you” (Tony Blair, UK Prime minister 2004). Discuss the extent to which war and international relations can be subject to a market-orientation.

13. To what extent could market-oriented political marketing, a recent theory of empirical party behaviour, be allied to deliberative democracy, a modern addition to political theories of democracy? 

PLEASE HAND IN TWO COPIES OF YOUR ESSAY TO THE OFFICE: 

as there is no exam, we need the second copy for external assessment

REFERENCING YOUR WORK: Harvard or Chicago A

Acknowledgement of sources is an important aspect of academic writing. The University’s Referen©ite website www.cite.auckland.ac.nz provides students with a one-stop online resource for academic referencing needs.  Referen©ite explains the essentials of referencing and how to avoid plagiarism.  It also includes practical tools to help students reference correctly, use references effectively in writing, and gives fast access to some major reference formats with examples. 
There is a different way of doing this depending on which reference system you use.  Reference systems can vary from one department to another. The Department of Political Studies requires students to use one of two reference systems:
1. Harvard

2. Chicago A 

You can choose either one, as long as you use only one consistently throughout the piece of work.  

Departmental Guide

See the Department UG web page for links to a detailed guide at: http://www.arts.auckland.ac.nz/departments/index.cfm?P=1448 (accessed 6/7/9)

Endnote: bibliography management software system

You can use either referencing system within the bibliography management software Endnote.  EndNote is a specialised database programme for storing and managing bibliographic references.  We strongly recommend you attend both Library and Student Learning Centre courses on how to use Endnote to create footnotes and a bibliography while you write your assignment.  You will also learn how to import references from Library catalogues or other electronic databases into EndNote libraries using filters. You may also connect directly to some remote databases and search them using EndNote, saving the retrieved references directly to your EndNote library. References in EndNote libraries can be then be sorted and searched, and incorporated automatically into papers for publication. See http://www.library.auckland.ac.nz/endnote/endnote.htm for further details.

ACADEMIC HONESTY

The University of Auckland will not tolerate cheating, or assisting others to cheat, and views cheating in coursework as a serious academic offence.  The work that a student submits for grading must be the student's own work, reflecting his or her learning.  Where work from other sources is used, it must be properly acknowledged and referenced.  This requirement also applies to sources on the world-wide web.  A student's assessed work may be reviewed against electronic source material using computerised detection mechanisms.  Upon reasonable request, students may be required to provide an electronic version of their work for computerised review. 

Details of the University’s Academic Honesty are at: 
Current students > Academic Information > Academic honesty:


http://www.auckland.ac.nz/uoa/pid/uoa-home/current-students/cs-academic-information/cs-academic-honesty
This provides information for students about turnitin.com and advice about academic honesty requirements and policy, as well as the Guidelines: Conduct of Coursework and Guidelines: Conduct of Research

A webpage offering advice for students unsure about this is at: 

http://web.auckland.ac.nz/uoa/for/staff/teaching/plagiarism/advice-to-students.cfm (accessed 6/7/9)

Procedures and penalties for academic dishonesty

Please see http://web.auckland.ac.nz/uoa/for/staff/teaching/plagiarism/procedures-and-penalties.cfm (accessed 6/7/9)

HANDING IN ASSESSED WORK

All undergraduate work must be submitted electronically to Turnitin, as well as hard copy to the office. Instructions about this are available in the  coursework guide, the departmental website, and from your tutor. 

If undergraduates hand in a hard copy, but do not submit their essay to turnitin by the same deadline, it will be deemed as not handed in; and vice-versa. You must submit electronically to Turnitin and hard copy to the office:
	Turnitin
	Two hard copies to the Departmental Office

	Turnitin is a procedure designed to detect academic dishonesty, therefore ensuring students who do original work get the credit for it and those who copy do not.

All students must submit their work via turnitin as well as hard copy, otherwise it will not count as being submitted and will be penalised or not marked.

Go to www.turnitin.com. If you have not already used it you will need to create your own profile and login. If you already have a profile, you can just login.
For this course the codes are:
ID: 2765313
Password: pmprinciples
NB: anyone not handing work into turnitin will be marked zero - until you have submitted it via turnitin it is not counted as handed in, even if you have handed the hard copy into the office.
	· TWO copies of all written assessed work must be submitted to the ESSAY DEPOSIT BOX beside the front door of 14 Symonds Street, before 3pm on the due date

· They must include an official Departmental backing sheet (PS-01 – Undergraduate backing sheet), available on the department’s website (http://www.arts.auckland.ac.nz/departments/index.cfm?P=9072) or from the office, completed and stapled to the back of your essay

Please note that:

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

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




_______________________________________________________________________

DEADLINES AND EXTENSIONS

1. Submitting your work by the deadline

Students can be certain that their essays will be marked as normal if handed in hard copy to the departmental office, and to turnitin before 3pm on the deadline or with an extension approved before the deadline.

2. Extensions for work submitted after 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 the course convenor, or tutor/Graduate Teaching Assistant if there is one.
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 tutor (or 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 fill out the PS03 - Coursework Extension Form (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), last-minute 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.

3. Penalisation policy for late work submitted in hard copy to the office and electronically to turnitin after 3pm on the deadline with no extension

1. Essays submitted up to two days late will lose 5 marks

2. Essays submitted between three and five days late will lose 10 marks

3. Essays submitted between six and ten days late will lose 25 marks
4. 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 ten 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 will be used in this course:
	GRADE
	% 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 a particular 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.

You may wish to get help before and after completing an assessment from the SLC or the Department's Tuakana Programe.
TUAKANA MENTORING PROGRAMME

The Tuakana Program aims to help Maori and Pacific students achieve their full potential while at the University of Auckland. To fulfill this, the Political Studies Tuakana team provides a mentoring service to Maori and Pacific students. The program also provides academic and pastoral support for Stage I, II and III students. 

Sam Prebble and Kiri Toki are the Political Studies mentors. Sam runs workshops for Stage I Maori and Pasifika students, while Kiri provides moral general pastoral and welfare support. Both Sam and Kiri are experienced as Tuakana mentors and welcome student questions and contact.

Their contact details are;
Sam Prebble: Room G05, 9 Grafton Road; samprebble@gmail.com  Ph: (09) 373 7599 ext. 83145
Kiri Toki: Room 102, 12 Symonds Street; kiri.toki@hotmail.com Ph: (09) 373 7599 ext. 87768

If you are interested in registering with Tuakana contact Sam or Kiri. They're here to assist you and provide you with the support you need to do well in your studies. 

For further information, see the Political Studies webpage. Follow the Tuakana link; http://www.arts.auckland.ac.nz/departments/index.cfm?P=11690

STUDENT LEARNING CENTRE
http://cad.auckland.ac.nz/index.php?p=slc
The Student Learning Centre (SLC) provides professional development for University of Auckland students. The Centre facilitates the acquisition of effective academic learning and performance skills in students, and helps those who encounter difficulties in their studies. Academic tutors teach process skills that are crucial to academic success. The Centre's programmes cater for the learning needs of all students from first year undergraduates to postgraduates. 
The SLC offers instruction and support in a wide-range of areas to students enrolled at the University of Auckland. These are delivered through workshops, and individual consultations provided by academically qualified and experienced tutors. There are also a number of specific programmes within the Centre including Te Puni Wananga (for Maori students support), Fale Pasifika (for Pacific Islands students support), Business Communication Skills, Language Exchange, Mathematics and Statistics, Postgraduate, Skills Development, Doctoral Skills Development, R.EAL (Results for English as an Additional Language students), Computer Skills Development, and Summer School. 

In co-operation with Disabilities Services, the SLC also provides assessment and support to student who have specific learning disabilities (e.g., in reading, spelling, writing and mathematics). 

The SLC is located on the third floor of the Information Commons, Room 320, Level 3, Information Commons building 11 Symonds St Auckland 1010, New Zealand
Phone: +64 9 373 7599 ext. 88850

Email: slc@auckland.ac.nz
City opening hours are 9am-5pm, Monday through Friday
In order to utilise SLC services, it is necessary to register with the Centre for the current calendar year. 
STUDENT COMPLAINTS
Please see the AUSA web site http://www.ausa.auckland.ac.nz/wave/grievance.html)
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