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1.1. Political Marketing: An Overview 
     “Political marketing is a fundamental part of political life. Presidents and prime ministers; politicians and parties; government departments and council all use marketing in their pursuit of political goal.” (Lees-Marshment. Principle and Applications 1).
     The term political marketing was first used by Kelley (1956). However, it has no fixed definition. To understand political marketing, it is important first to define marketing.        
     Marketing, at first, was concerned only with products or goods. The American marketing association (AMA) redefined marketing in 1985 by adopting the concept of political marketing by adding an important word which is “ideas”. As a result the AMA definition of marketing is “Marketing is the process of planning and executing the conception, pricing, promotion and distribution of ideas, goods and services to create exchanges that satisfy individual and organisational objectives” (Wring 652).
     Lees-Marshment defined political marketing in her book political marketing: principles and applications, “Political marketing is about how political elites use marketing tools and concepts to understand, respond to, involve and communicate with their political market in order to achieve their goals.”(2) 
     For Lees-Marshment political marketing is the outcome of the marriage between marketing and politics and, empirically, “it represents the permeation of the political arena by marketing” (The marriage of politics and marketing 693). O’ Cass argues that “the central purpose of political marketing is to enable political parties and voters to make the most appropriate and satisfactory decisions” (59-60).
     Understanding the market is an important issue in political marketing practice and study, because it denounces decisions about all other marketing activities. In addition, marketing analysis requires being accurate and valuable. “But the real issue for politics lies in its influence on behaviour since it influences decision-making about policy, strategy and communication” (Lees-Marshment 11). The importance of market analysis is to reveal unexpected issues which is significant for elites to understand the public. “It shows issues from different standpoints.” (14). Market analysis uses different methods; polling, focus groups, in depth interviews, talking to people on the streets, analysis of past elections, role play, online, intuition (42). Market analysis is important in political marketing, whether in electoral campaign, policy making, or achieving public demands. 
    Strategy is all about setting goals and keep focusing on and achieving them (51). There are a number of political marketing strategies followed by politicians to achieve political purposes and goals. “It requires consideration of many different factors such as the nature of the market; history, culture, governance, stakeholders, competitors, resources and goals.” (19) However, strategy is not fixed, new information can change it. . As Winther Nielsen argues that political strategy is “often an iterative process … whenever new information is obtained, it might change the strategy outlook.” (301)
     For obtaining support from their market, political elites use a range of political marketing function tools 	; research, strategic, organisational and communication that help in achieving their goals. Those four stages are connected to and influencing each other. It is not about choosing one of those tools to achieve a goal but how to use them in an interrelated and effective way that allows politicians to achieve their goals in a comfortable way. (Lees-Marshment 7/principles and applications). 



                                                                 Figure 1.1 political marketing functional tools 
     Political marketing is about philosophical ideas and not only tools or techniques. Political marketing approaches have a significant impact on political marketing tools.” Political marketing approaches also have normative implications and thus consequences for democracy.” (7) 


                                     Figure 1.2 the development of political marketing approaches 

1.2. From traditional media to social media:
     Media became a very important part in humans life and in all domains; entertainment, education, publicity, news, communication, marketing, and politics. Through time media changed, developed and became different with new means. The traditional media was based on prints; newspaper, magazines, or on electronic media which is television or radio. However, with the new developments of new media invention like computers, mobile phones and internet had the great influence on daily life. Using internet with different means became the trend in the modern society.  The new age of media is the so called social media. 

     The term social media refer to the wide range of internet-based and mobile services that allow users to participate in exchanges, contribute user-created content, or join online communities. (dewing1). Social media is a two-way tool of communication via internet which allows users to interact and react upon the information or the content they receive it is not a passive way of communication rather a positive one. Those tools are named social networking sites such as Facebook, Twitter, YouTube, Email, Blogs, Forums, Instagram and Snapchat. Those sites enable users to make video calls, texting, audio calls, sharing photos and videos, and interacting positively with others. Also, social networking sites are free and allow users to make marketing for their products, companies, or interests for free. 
      Statistics from Facebook say that there are 1.4 billion daily active users on average for December 2017, which make Facebook at the top of all social media networks. Additionally, according the website www.statistica.com, Facebook ranked in the first place with 2167 million active users in January 2018, followed by YouTube with 1500 million active users and Twitter with 330 million. The chart bellow show how those sites ranked.
Figure 1.3 Most famous social network sites worldwide as of January 2018, ranked by number of active users (in millions). Statistica.
  “According to estimates, the number of worldwide social media users reached 2.43 billion. On a global level, the market leader is the American social network Facebook; in fact the first social media platform to surpass 1 billion registered accounts on both its desktop and mobile versions. As of the fourth quarter of 2016, Facebook has some 1.86 billion accounts and is followed by Whatsapp and YouTube, with 1.2 billion and 1 billion users, respectively. In the United States, an estimated 196 million people used social media in 2016.” (statistica)
     Social media has a great influence on politics too. Politicians, elected candidates, or decision makers use social media to have the people’s support, opinions about different issues or to reach their goals. 
     In the late 1980s the role of media began expanding to evolve in politics. “Events such as the Gulf War and the William Kennedy Smith trial sparked talk radio debate and providing material for the increasingly popular television news magazines.”(Davis and Owen 4)
The use of media in the past was restricted in radio, television or newspapers and magazines. The appearance of new media in American politics came along with the presidential election campaign of 1992. (4) “Candidates appearing on talk radio, television talk shows, news magazines programs, MTV, and the internet became the latest fad in campaigning.”(4) During the democratic primaries Bill Clinton and Jerry Brown regular talk radio appearances. “talk radio became an important candidate forum in 1992.” 
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1.1 The Political Decision-Making: An Overview
























1.1.1 Stages of policy making process:
“Any democratic government cannot afford to turn a blind eye on the plight of the society it represents” (Dye 6). America emerges as a democratic state through its history and its political decisions: inside or outside the country taking into account the improvement of citizens’ life.
Before proceeding to understand the stages of policy making, the word 'policy' should be defined first. Policy is defined by Bates and Eldredge" as a statement that provides a guide for decision-making by members of the organization charged with the responsibility of operating the organization as a system." (p12). It is a general guideline or a statement of objectives and goals for a course of action in need to be followed to identify a particular problem or a set of problems for the sake to provide a consistency in decision-making. 
There are many definitions of Public policy, public policy as sum of governmental activities and ideas within which decisions are taken. Also, it is a set of rules that should be taken to achieve accountability and authenticity)Brooks16). In addition, Charles L and others stated that “public policy consists of political decisions for implementing programs to achieve societal goals.’’
In a broader sense, it is noted through the previous studies about public policy that non-government organization may interact and contribute to the development of certain policy to carry it out. The policies set by the government should state the aims to be achieved as well as the processes to be followed, and to obtain the stated goals in a manner which should maintain stakeholders’ interest. Public policies do not creat themselves. In fact, both public and privet groups contribute to what is known as policy making process.

The policy making process regarded as a policy cycle by which policies come into creation; it is evolved over time in the US government system. The conventional process of policy making consists five independent phases. It begins with agenda setting, policy formulation, policy adoption, policy implementation, and policy evaluation. In this context political scientists have identified these steps to address a particular issue.
However, Barkensbus denotes only four stages, which include agenda setting; policy formulation; policy implementation and policy evaluation with a feedback. These stages arranged as follow:
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                                                     Figures 2.1:  the Policy Cycle 
Beginning with the first critical phase agenda setting (the identification of the problem) it makes the public aware about certain problem and requires the attention of the policy makers and governmental action. And makes demands that the issue is addressed Barkenbus (12).
 Setting the agenda is about influencing the issues of concern that are eliminated from public debate. The number of potential policy issues exceeds the capacity of the policy-making process, ensuring the importance of the policy agenda, and the need for issues to compete against each other on this agenda. Cobb and Elder define an agenda as “a general set of political controversies that will be viewed at any point in time as falling within the range of legitimate concerns meriting the attention of the polity” (14). 
In fact, policy agenda is set by four types of actors according to a political science professor Larry N. Gerston are: (1) public officials, (2) the bureaucracy, (3) the mass media, (4)the interest groups. For the public officials in United States the most agenda setters are the president and the court. Light claims “presidents do have notions of what constitutes good public policy.” For both Presidents Ronald Regan and Barak Obama this was extremely true, in spite of many people disagree of what claimed as good policy for them. (E. Anderson 100).   
    According to William A. Niskanen’s book Bureaucracy and Representative Government claimed the bureaucracy has effects on agenda setting; in which the bureaucrats can impose their preferred alternative on legislature, but Hammond believed that the bureaucrats cannot influence voting bodies (D. Carmani 12). 
Another important actor has potential impact on agenda setting is the mass media as television and radio. It is dominated the lives of many American in which they cannot repudiate its role, specially the press such as New York Times, Washington Post, Wall Street Journal. The political journalist Theodore White reported:
The power of the press in America is a primordial one. It sets the agenda of public discussion; and this sweeping power is unrestrained by any law. It determines what people will talk about and think aboutــــan authority that in other nations is reserved for tyrants, priests, parties, and mandarins.                 ( page     )                      
  	In fact, mass media do not influence of what way people think, but rather it sets their minds on what to think about (Baran page); this quote is determining the importance of media as political tool for agenda setting and its power to change the public views about certain issues by making a special way of presenting the news information. Not only, as this technology continuous to develop from newspaper, television and radio to what is so called social media. The last decade, social networks become a source of information and space for political debates, currently, a survey by the Pew Research Center 2016 showed that 66 percent of Facebook users get news from the site and 62 percent of these users are exposed to news (Gottfried and Shearer). Due to that, a group of researchers attempt to investigate whether social media can influence traditional agenda setting. Drezner and Farrell examine the role of blogs interactions with traditional media. According to them, when bloggers focuses on certain issue, the blog “acts as a focal point for mainstream media, shaping and constraining the larger political debate”. This means that, social media and media influence each other. (Quoted in the impact of social media on traditional media setting theory) 
	Policy formulation is the second phase consists of policy- makers who discuss and propose programs to address the problems raised as a part of the agenda policy. Generally formulation policy deals with the elaboration of alternatives of action and with public problems (Anderson 28). Policy formulation represents in government bureaucracies, interest group offices, legislative committee rooms, meetings of special commissions, and policy-planning organizations otherwise known as think tanks (Dye 42).
	Decision-making process continues with the policy adoption; simply it is about the support or the rejection of a certain proposal that policy can be legitimate. In this context, legitimacy as a concept is complex to define, because it is not the same of legality; since it contributes to belief in legitimacy which concentrates on people’s attention on acceptance of governmental action. According to policy-makers in this stage, legitimacy has influence on how something is done and what is being done. (Anderson 119).	


 In particular cases, some of government actions seeing as illegitimate, even if within legality for the reason that they depart from what is formal (Anderson 120). In particular, the Vietnam War in 1954 and with the invasion of Iraq in 2003 under the administration of US President George W. Bush, where many Americans never agreed on its legitimacy. In addition to that, a number of criteria can have impact on policy choice which is values, party affiliation, constituency interests, public opinion, deference, and decision rules. When the government bodies adopt the policies, they move into the following stage of the policy process, policy implementation (126).
Implementation, defined in oxford dictionary as the act of accomplishing some aim or executing some order and to put into effect according to some definite procedure or plan. The implementation of Policy refers to "what happens after a bill becomes law." (Anderson 193). This means that, the adopted policies are put into practice as Barrett declared in Implementation Studies the process of “translating policy into action” (barrett19).
Moreover, modern political system such as the United States the bureaucracies emerge as key actors in the policy implementation phase, which means the Congress relies on the bureaucracy to develop certain standards and procedures that accomplish the intent of the policy (David L. Paletz et. all 775). In other words, through implementation of policies the administrative agencies are respond to the communities they lead. However, the distributive policies are implemented with bureaucratic discretion with congressional subcommittees, also with continuous oversight by the interest groups (Caramani 17). 
After the implementation of policy by the bureaucracy, it becomes a subject of evaluation. Policy evaluation represents the final and the most important stage of policy-making, because it involves the estimation, assessment, or appraisal of a policy. In addition to that, it identifies factors that contribute to the success or failure of the policy (Anderson 245).  In particular, the main focuse of Policy evaluation phase is whether the outcome of the decision-making process has achieved the intended objectives, as quoted in Thomas R. Dye’s book understanding public policy: “Policy evaluation research is the objective, systematic, empirical examination of the effects ongoing policies and public programs have on their targets in terms of the goals they are meant to achieve” (63).  As well as, policy evaluation provides a feedback loop which enables decision makers to draw lessons from each particular policy in the process. This feedback loop identifies new issues and sets in motion the policy-making process once again and creates an endless political (Caramani 18-19).







Sales-Oriented Communicative


Politicians use market research to create persuasive communication to sell their product


Market-Oriented Transactional


politicians conduct market research to identify voter demands and design a product voters want 


Relational


Co-Creation or Experiential 


Politicians work with the public to develop, design and deliver political solutions;voters are part of the process


Politicians use a range of marketing tools and concepts to forge long-term relationships with voters 












Research


Polls, surveys, voter profiling, segmentation, opposition research, analytics and experimental. 


Strategic


Positioning, targeting and compition manegement strategy includes sales or market-orientation


Organisational


strategic communication, insights marketing, guerrilla marketing, get out the vote, government advertising, sicial marketing, crisis management, public relations, e-marketing, delivery marketing 





Communication


Volunteer management, donor management and fundraising


Branding- leaders, parties, conditates, governments.


Focus groups, interviews, role play, cocreation, delibirative consultation.


Resource and stuff management 


Database and relationship management 















numbers of users by millions 	Facebook	Youtube	Whatsapp	Instagram	Twitter	Linkedin	Snapchat	2167	1500	1300	800	330	260	255	1
2
