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PREFACE 

There has been an upsurge of interest in poli tical marketing in 
recent years. Yet relatively little academic work has been 
conducted into its nature - either theoretically or empirically. 
What exists has· been the use of marketing in political 
campaigning, which though important, limits discussion to just 
one aspect of a party's behaviour where marketing can have an 
influence. 

Marketing as used in commercial parlance is not just about the 
· slogans or catch-phrases used to sell the product. It is used to 

inform the design of that product. Relating this idea to parties, 
marketing can be used in deciding what policies to adopt and what 
organizational structures to employ. More importantly, it has been 
used by political parties around the world, particularty in the 
advanced democracies to secure the mandate of the electorate. 
This wider utilization of marketing has brought a fresh impetus to 
the identity crisis of marketing while at the same time affecting 
many aspects of the parties' behaviour, including leadership 
powerS).membership rights, constitution and policies not just their 
campaigning activities. This has much wi.der ramifications and 
·imperatives, suggesting a new role for political parties, with 
normative implications for politics as a whole. This text, which is 
arguably the first of its kind in this part of the clime, explores the 
potentials of political marketing and its use to inform all aspects 
of party behaviour, not just campaigning. 

The text attempts to show that political parties can apply not just 
the techniques of marketing, but its concepts. The parties can 
determine their policies to suit voters ' concerns (using findings 
from survey research and focus groups), rather than basing them 
on ideological considerations. By so doing, they will be 
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attempting to become what in business terms is called "market
oriented" and designing their 'product ' to suit consumer (citizen) 
demands. 

This would imply a new role for political parties, one at odds with 
the tradHional role assumed by the standard literature. Thus in the' 
process of exploring the full potential of political marketing on a. 
theoretical level , the text integrates both management and political 
science literature to create models of how a political party might 
use marketing and become "market-oriented." It is written with 
certain people in mind. These include politicians, electoral process 
managers and policy makers, scholars in the fields of marketing, 
political science, sociology and management as well as post 
graduate students undertaking courses in the areas of 
'communication strategies, political campaign management', and 
' model building'. 

Rowland Worlu, Ph.D. 
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CHAPTER ONE 

STRATEGY AND CONCEPTS IN POLITICAL 
MARKETING 

Learning Objectives: 
At the end of this chapter, the reader should be able to: 

(a) Discuss the concepts and dimensions of strategy m 
political marketing. 

(b) Appreciate the influence of marketing in politics. 
(c) Define election and electoral process. 
(d) Describe the functions of political parties. 
(e) Show that political marketing is a service. 
(f) Explain how political marketing differs from commercial" 

marketing. 

1.0 INTRODUCTION 

Prior to Nigerian independence in 1960, the colonial 
administration had organized a couple of general elections without 
any deliberate and systematic marketing programme undertaken 
in any of them. Yet, political parties and candidates canvassed for 
votes, located offices in different towns and villages, etc. This 
explains why researchers in political marketing will continue to 
discover that political parties do not always consciously make 
marketing decisions althouga one might classify some of their 
activities or processes as marketing management. 

After independence, however, a new dimension was observed as 
political marketing communications started gaining ground. In 
1963 elections, for instance, advertising gained prominence as 
notable politicians like Chief Obafemi Awolowo of the Action 
Group, used it to send messages to the public. Sales promotion 
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also had its own slot when chief Awolowo used helicopters to 
write campaign messages in the sky (i.e. sky writing) to propagate 
his campaign messages. 

During the series of election conducted in 1979 to usher in the 
second Republic, deliberate efforts were made by virtually all 
parties to persuade voters by using marketing promotional 
techniques like advertising, sales promotion, personal selling, 
publicity, and even direct Marketing. 

The trend continued in 1983 with the hiring of advertising 
agencies by some of the political parties to promote their 
candidates. The National Party of Nigeria (NPN), for example, 
hired Saatchi and Saatchi from Britain. 

However, the best of times for political marketers in Nigeria c~me 
between 1991 and 1994 when Social Democratic Party (SOP) and 
National Republican Convention (NRC) which contested in the 
series of elections within the period continued the tradition of 
using professional advertising agencies. The SOP had a foreign 
team comprising British and America experts that worked with 
their Nigerian counterparts (e.g. Sunrise Marketing 
Communications).The NRC also followed suit as it syndicated 

·creative campaign efforts through Nigerian and foreign experts. 

The result was that the SDP candidate (MKO Abiola) had a clear 
victory with 58.6% of all the votes cast, and having at least one 
third of the votes cast in 29 out of the then 30 states in Nigeria. 

As some researchers has pointed out, the 1993 presidential 
election gained populari ty among Nigerians and therefore 
generally accepted by the people. It was also acclaimed by both 
national and international observers as the most genuine, freest 
and fairest in the history of elections in Nigeria. 
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For all the attention it has received in the advanced democracies, 
the applicatiOn of commercial marketing tactics to elections is still 
confined to formal election campaign periods, packaging and spin 
doctoritlg as well as the common trivia of much media attention in 
Nigeria, and other developing democracies. To bring about a 
paradigm shift, matfcetlng ,.,..,.,..,, few political parties has 
surfa~ and posits that political marketing Is about political 
organisations adaptrng buliness-marketing concepts and 
techniques to help them ~-their goals. 
In other words, this text or.. AMif -.ya ~understanding modem 
politics ,and so presents what deinDcnllc parties and candidates 
must do to get elecled. ltoffa'a lnl.,...lnlathe ltrategic options and 
behaviour of parties as well • lleallarala. Ita focus extends from 
campaigning into the htgh palllcs ~ government and party 
manag.ment with explanatory models~ party and voter behaviour. 
Aboveatl,ltasser1a,qufte~1tM~IItlacrucialln 
every democracy because the .-. fA co In ~tic 
processes changes relationships among leaders, partlee and wters 
for collective benefits. It Is the! afore recommended for politicians, 
acade~ics, and public office seekers and holders. 
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