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Abstract

Political marketing has a wide scope in the coming era. It is a blend of marketing with political
science. This paper aims to examine which political behaviour creates brand imagclz9 am::
voters and to measure how political behavior related with political marketing for winnin Ihg
election by the political leaders. This study is conducted in Kottayam District, Cluster samgl ] )
method was adopted to collect the samples from the voters. 208 number of sam, lesp e
collected through questionnaire. Data analysis is done through SPSS in which cirrel::t:fw
lechnique is used for testing the hypothesis to measure the relationship between political
marketing and behaviour variables of the political candidate. Mean ranking method also used
j.'or ascertaining the most influential behaviour variables of the candidate leads to build the
'mage among the voters. The study concluded that there is a positive moderate relation between
blfhawbur variables of the candidate and the political marketing as a brand to achieve the
f""Ple majority. It also found that the social behaviour variables of the candidate is more
influences the voters 10 vote for a particular candidate in the election.
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Introduction »

. e at candidatesarecompctmg each
In the current political wo. n -l:dfi‘r:;':"];ained by People’s votes, Thus_o:::
important p(TSit;(l)nS.' ilr::d;n(;;g' the mi‘nds of the voters will be the challengip, t“‘ of
ildine { ¢c1im . . A
::r'n'ddi::lcj.cs;? attain lie maximum vote shar.es the f:a.ndldat?s hz:‘iedlo 'MPlemen \aricinr
strategies. Various management and PS."ChOI?g'CaI policies are 'nVOP‘T_ .lha( lead ang may .
this process to achieve this goal and to win the popu"a" V";?e-- |0 e m €ling Is e
application of marketing principles and I:)Tf"?e.d““’s Inpolitica Ca’_"Pa'gnS by o
individuals and organizations. Similar to marketing lht-f PTOdUCt b)’. bus?mess. the Politiciy,
have to market themselves to win. The procedure of political marketing Involves the 3na|\s|;
development, execution, and management of strategic marketing c.:ampai.gns by ca‘“did;ue;
political parties, government sand interest groups that seek to ascerta in public Opinion, advagg,
their own ideologies, win elections, and pass legislation in response to the needs and wap of
selected people and groups in society. Many inferences can be drawn between co
political marketing. In political marketing, two parties are forming a provider (
the voter (customer).

rth

R

MMercial ang
politician) and

Statement of the Problem

During the last decade a number of scholars have argu
professionalized, and that political marketing
paradigm. There is no much evidence to prove th
political campaigning and winning the same. [t
and the political marketing for the electoral can
heavily influenced by the marketing and

ed that political campaigning has become
has become the new dominan; Campaign !

at political marketing plays the crucial roje n

is difficult to distinguish the political strategy

didates. But today Politics all over the world is

ormation flow, the foremost purpose ot
very least, the politician's presence in it, and at b"s‘“ ¢
techniques of commen] i ht possible. l.’olitical marketing adopted many of t::’
| o B such as market Intelligence which includes surveys. ¢
groups, ‘polll-s. citizen consultations, receiving informal feedback etc and marketi®é
communications such g target marketing, direct mail, direc dialogue. The employme™ y

political Consulting is to ensure

, at the
present him in the

most favorable | g
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elps P ies to define voters' preferences, make more informed and responsive

,,c‘fwds 0N position themselves and shape their image accordingly. The political
- cc : - . . - -

l jtic® will have more scope in the fut.u're as it follows the marketing principles such as

A product as political ideology and goals. Buying as voting and vote

mﬂmmin he customer .
L political system will act as a market place and the political activity is called

which political variable creates brand image among voters

VS
O xamine : .
ationship between political variables and the Political marketing as a

is
4O: There is no significant relationship between Political behavior variables of the
politician and the political marketing

MethodologY

‘s conducted in Kottayam district. There are seven legislative Assembly in
such as Ettumanoor, Kottayam. Pala, Kaduthuruthy, Vaikom, Puthuppalli
is treated as cluster. To adopt cluster sampling method

luster unit. Primary data collection method was
ach respondent to

The present study

Kotayam District
qnd Piravam. Each legislative Assembly

Kotayam legislative Assembly was chosen as ¢
fllowed to collect 208 samples. A structured questionnaire is given to e

«llect their views regarding political marketing in Kerala perspective.

Tools for analysis

program. Correlation technique used to measure

The data were analysed using SPS Statistical
litical marketing. Mean ranking was used to

tbe relationship between political behavior and po
ientify the most influential political behavior leads to vote.

Theoretical framework

. Politicg) marketing:

Poli; .
ical Marketing is the process by which political candidates promote themselves and their

Platfoy . - -
S 0 voters through masterly-crafted communications aimed at gaining public support.

52 byg; . . )
Siness marketer, you may think that political marketing techniques and strategtes don 1

ly 1o .
. e , een
Polit You, but while the entity being marketed is different, there are many par allels betwe

alm . .
arketing and the marketing of goods and services.
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Both business marketers and political marketers use media outlets to inform_ FeMing
»an
and “1031 lm d allh

atter jg lp()nam
awareness and inform members of the public about critical issues and lmdership Choiceso Rig
\

\ .
their community. state, and country. ity

the attitudes and behaviours of potential candidates and voters. The Primary
difference between business marketing and political marketing is that the |

The present study focuses on the following political behavior of the candidateg.

Economic behaviour: It is directly involved with financial condition and people’s SCongn;
power.

Political behaviour: A political party can onl
of scheduling and decision on the nominati
Therefore, this indirect political effect of op
the political situation, which arose from pol
and policy of reform and restructuring will d

y gain and maintain public support wh

on, it maintains its relationship with the pup);
. C.

inions and beliefs of people with direct regy), of

itical slogans and titles based on the relalionship
irectly affect public opinion

Personality behaviour: Personality includes identifiable pattemns of thinking, emotion, and
behaviour that make up the style of the person’s personal interaction with social and material
environment. Character and personality factors are very important for people.

Analysis and Interpretation

Table No: I-Showing descriptive Statistics of demographic factors

Frequency Percent
100 48.1
51.9
208 100
150|Page .60
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18-30

87 41,8

31-42 64 30.8

43-54 25 12

[Above 54 32 15.4

Total 208 100

/ School level 16 7.7
Diploma 17 8.2

| qualification Graduates 50 24
gucation? [Post Graduate 125 60.1
Total 208 100

L—"" |Govtemployee 28 13.5
Private Sector employee 81 38.9

Public Sector employee 19 9.1

occupational Status Business 27 13
Others 53 25.5

Total 208 100

— Yes 9 43
o 173 83.2

inluence by others in voting Sometimes 26 12.5
__ [Total _ 208 100

(Source: Erimary data)

Interpretation
» Majority belongs to Female (51.9%)
> Age between 18 to 30 shows 41.8 %
> Majority belongs to Post Graduate (60.1%)
> 38.9% belongs to Private sector employees
> 83.2% are not influenced by others in voting

Table No: 1. Showing Descriptive statistics of Behaviour variables taken for study
—
T— _ Descriptive Statistics

N Mean Std.

Deviation
D re—
Adv““."?lc Behaviour variables (3.5260)

Mlising of the candidate regarding the aims of increasing the 208| 3.7740 78752

Restic roduction

Womi : : 1.02486
%g%ancial welfare affect my vote a lot. 208] 3.5529
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Advertising declining commodity prices and reduction of inflation 208 3.4
and improving economie distribution 4856 97
- — ] 9
I'inancial pledges and increased pay or benefits by the umdldnlc 208| 3.34 \\\‘
attract my attention and n ffeetmy vole __Ez_ l,|2-,34
Campaign promises to reduce the pressure aflect my voting for 208) 3.4712 ‘\7
Political Behnviour Varinbles (3.6356) Ly
Advertising for changes in discriminatory rules make me sure to 208 3.7 r\
vote for the candidate ___%5_ 8360
Activities of political and social gmups and publiu and private 208] 3.692 T
institutions supporting the candidan 0923 86807
Slogan of political relations with other countries has an effect on my T
208 3.4808
vote. S N4
Advulmng slognns of political and expression freedom influence T
208 3.5529 9
my vote to the candidates 9413
Advertising political justice and getting public positions by capable T
. 208 3.6635 1.147
cople influence my vote, 3
Cultural Behaviour Variables (3.6707)
The use of cultural and advertising groups aimed at acculturation 208! 3.8365 T
afifects my vote to a particular candidate ' 86934
Advertising, cultural history and intended policies formulated by the I
. 208 | 3.6442 97121
candidate has affects my vote
Cultural activities of the groups supporting the candidate affect m
y groups stipporting Y| 208]3.4952| 70806
vote
IAdvertising and cultural-based events for suitable use of resources
: g and.¢t 208| 3.7067| 68493
affect my vote.
Personality Behaviour variables (3. 7356)
ising in res ibility and doi ious duties of the
Advclarnsmg in responsibility and doing previou ies 208lll.8950 -
candidate afTects my vote
f\dvem‘smg an::i express:lng. the agility and activity (dynamic, 208! 3.6538 91966
innovative, active and willing to serve.
Power of speech, and pc.rl”.ormmg' duties with seriousness and 208 3.6202 97553
erseverance and advertising on it —
i t in the field simplicity and quiet life of
Prog'rams anfi advertisement in the field simplicity quiet life o 208/ 3.7692 94517
candidate affect my vote B
Social Behaviour variable (3.8065) B
Advertisement in the ﬁe'ld of social and people-oriented programs 208| 3.9567 80641
affect my vote to a candidate.
Social attitudes and social foundations of the candidate affect my 208 3.8317 70578
vote. i
152 |Page Impact Factor 5.60
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) \ ‘ A}
“‘-liul status (eudueation and employ e Ot Candigay o H3343
' e atfloety wy '
| iN \"““ ine) - - 08| 1ev7y 00718
SOUNE: Primary duata) T 208
puble Notl1- SROWS the deneriptive wiagiygigy o Paliticnl |
i e e “‘hl\\‘hmr V“““'"t‘.\
— 1 NJ!“"SNI‘"\‘\‘ \mlhlle\
T | T Mmm | ‘
Feonomic B Behaviour 20k | $260 St Devintion 1 Mean Rank
|‘nlluml Behaviour 208 I ._6\%'(\ 38004 3
(‘ulmml Behaviour 208 36707 004 A
pers(\lli\hl\' Behaviour 208 17286 .:::lmu \
" N 1 Tl W R . 3
Mﬁhwmr e —U 80638 MT; (: 3
Valid N (listwise) L 208 o Sl |
b ——— —
(Source: Primary data)
Interpretation:
from the above table, it is clear that the most political behavior variable of'a political leader ot

cndidate is his social behavior (3.80635) and tollowed by Pe

Cultural behavior (3.6707). Political beh

Based on the mean ranking Social behavior varlable of the candidate i
wmong the voters to give his response to a particular candidate and economic behavior v

is given as last rank.

rsonality behavior (3.7336),

avior (3.6356) and economic behavior (3.5200)

I8 influencing more
ariable

Table No: 1V - showing the correlation between political marketing and the behaviour

——— ~_Correlations S -
Political | Social | Personality | Cultural | Political | Economic
i dour | F y iour | Behaviour
— | Marketing | Behaviour Behaviour |Behaviour [ Behaviour | Behavio
P‘ N " 1) " . (‘lu \594”
Pl (‘“"‘“; " SR st aet|
orrelatio S I I
Murketing i | e ) 000 000 _0oop 000
Ing Si ‘8 2-lﬂi|¢d) ‘_,_USL——~;-~ e —— | 08 R
) 208 208 . 4:_(_)_ _ 2
N 208 208 =U0] =20
0 . e
w!?l!b‘,ﬂgn_lcam at the 0.01 level (2-tailed).
* Primary daga)
5.60
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Interpretation

HO: There is no significant relationship between Political behayior Variableg of the

and the political marketing

As the significant value is less than 0.01 the null hypothesis is rejected, Hence there i o
moderate level of correlation between political behavior variables of the politician nsm\,e
political marketing as a brand for building an image among the voters to attajp simple mg the

Ority,
Conclusion

The study is conducted to draw a conclusion about how the marketing concept jg blendeg il
political strategies of a politician to win the majority in Kerala Perspective, |, the Cungy
scenario, the political marketing is one of the emerging concepts in the field of politicg The
modern marketing tools are also used by the candidates to reach the voters to influence ang
thereby getting the votes. The study concluded that the social behaviour of the Candiy
influences more among the voters in giving their votes. It is also measureq that there is
positive moderate correlation between political marketing and the behaviour Variables of
candidate to build an image among the voters. The study also suggests to have an opportuniyy
to explore more on the field of political marketing concept and to develop a Structural moge|
for the concept.
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