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Political marketing is an important 
component and an integral part of politi-
cal life. It is an effective tool that is con-
stantly used by high-level officials to 
achieve goals.

Presidents and prime ministers, politi-
cians and parties, government depart-
ments and councils all use marketing in 
their pursuit of political goals. Market re-
search is used, when deciding on policies 
and service design, to understand what 
the people they serve and seek votes from 
want and need, voter profiling helps cre-
ate new segments to target, strategy guides 
creation of the political brand to develop 
an attractive vision, internal marketing 
guides the provision of volunteer involve-
ment, analytics and experimental research 
test and refine communication messages, 
delivery management sets expectations 
and helps to convey progress once a poli-
tician is elected or a program has 
begun[4].

There are many scholars and research-
ers of political marketing and each of 
them has their own opinion and vision on 
it. M. Harrop (1990) perceives political 
marketing as being not just about politi-
caladvertising, party political broadcasts 
and electoral speeches but covering thew-

hole area of party positioning in the elec-
toral market. Kavanagh (1995, 1996) sees 
political marketing as electioneering, i.e. 
as a set of strategies and tools to trace and 
study public opinion before and during 
an election campaign, to develop cam-
paign communications and to assess their 
impact. A similar view is expressed by M. 
Scammell (1995).J. Maarek (1995) con-
ceptualizes political marketing as “a com-
plex process, theoutcome of a more global 
effort implicating all the factors of the 
politician’s political communication” and 
emphasizes that ‘political marketing’ is 
the general method of ‘political commu-
nication’, one of its means” [2].

Political marketing is a relatively new 
concept. Marketing as a theory and prac-
tice of market mechanisms in the econo-
my has been thoroughly studied in the 
West and in Ukraine in particular, while 
the sphere of social and political pro-
cesses has always been a series of discus-
sions among scientists, especially about 
the possibility of using of marketing ter-
minology in the analysis of political 
phenomena. Nevertheless, political mar-
keting shape as a separate branch of sci-
ence that studies the application of mar-
keting technologies in opportunity in 
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political practice, particularly in the elec-
toral process.

Importantly, political marketing ap-
plications have moved from solely a com-
munication tool to an integrated way of 
managing politics, be it policy develop-
ment, permanent campaigning, or even 
governing. In this way it is possible to 
conceive political marketing as the party 
or candidate’s use of opinion research and 
environmental analysis to produce and 
promote a competitive offering which will 
help realize organizational aims and sat-
isfy groups of electors in exchange for 
their votes [3].

Given the typology of political objects 
and subjects, distinguish political market-
ing of political leaders, political, state and 
other institutions, individual organiza-
tions, and ideas, programs, concepts, doc-
trines, etc.

As already mentioned, marketing per-
forms many important functions in pub-
lic administration and is an effective tool 
that can’t be ignored.

The main functions of political mar-
keting are:

– studying people’s ideas about poli-
tics, organization, or idea;

– definition of the characteristics of 
the ideal image that exists in the mass 
consciousness;

– planning and implementation of a 
competitive action program designed to 
gain understanding and active support for 
a political leader, organization or idea.

The most important types and insepa-
rable components of political marketing 
are political market research, electoral 
engineering and political advertising.

One of the most important components 
of political marketing is the study of the 
peculiarities of the functioning of the power 
market in society. It is about studying and 
analyzing the political culture of society, the 
level of development of political structures, 
the data bank of political leaders (political 
and ruling elites), and, of course, the direc-
tions of social consciousness [1].

Stephan C. Henneberg points six main 
developments of applied applications of 
political marketing that have been gener-
alized for most democratic political sys-
tems in the last two decades:

– an increased sophistication of commu-
nication and «spin» (Kavanagh, Kaid, Sher-
man, Harris, Lees-Marshment, Palmer);

– strategies for product and image 
management (Scammell, Baines, Kotler, 
Newman, Smith);

– news-management, i.e. the use of 
«free» media (Franklin, Schnur, Franklin 
and Richardson);

– more coherent and planned political 
marketing strategy development (New-
man, Butler and Collins, Henneberg, 
Wring);

– intensified and integrated use of po-
litical market research (Huber and Her-
rmann; Mitchell and Daves);

– emphasis on political marketing or-
ganisation and professionalization [3].

Summing up the above, it can be said 
that, in fact, the demand for greater politi-
cal marketing consultants really exists 
among a new generation of politicians and 
the majority of candidates.People, that al-
ready have experience in non-governmen-
tal organizations and political parties’ 
structures, connect the usage of competent 
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political marketing with the process of the 
optimized ways to achieve goals. So, the 
role of political marketing in public ad-
ministration is significant today. In my 
opinion, the role of political marketing and 
demand for it will increase in the future, 
and new strategies of influence will appear. 
The use of marketing in the political sphere 
is quite productive. This points the fact 
that political marketing as a separate sci-
ence will be increasingly evolving.
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