Loyola University Chicago

Graduate School of Business

Political Marketing/MARK 569

Fall Quarter 2008

Tuesday Evenings 6:00-9:00

Maguire Hall Room 401

Eve Geroulis

1 East Pearson  Room #438

egeroul@luc.edu

312.915.7826

Office Hours:

Tuesday 1:00-6:00

Wednesday 10:00-2:00

Thursday 1:00-2:00 

Or by Appointment 

Required Text

1.  The Political Brain:  The Role of Emotion in Deciding the Fate of the Nation
By Drew Westen
Publisher:  BBS Public Affairs Books(2007)   ISBN:  978-1-58648-425-5

2.  Words That Work 
by Frank Luntz
Publisher: Hyperion, January 1007  ISBN-13: 978-1401302597

3. Don’t Think of an Elephant Know Your Values and Frame the Debate 
by George Lakoff
Publisher: Chelsea Green Publishing Company (September, 2004)     
ISBN: 1931498717 

Introduction

Political Marketing concentrates attention to the design, development, implementation and metrics associated with modern political campaigning.  In order to understand the context of marketing within the political arena, students must first apply the theories and strategies of traditional marketing.  

Marketing concentrates on defining product benefits, meeting target market expectations and conditioning the sales environment.  Corporations and advertisers focus their attention on defining segments of users, targeting certain sub-groups and positioning the message.  A growing body of academic and practitioner activity indicates that the political sphere falls within this model, and as such, requires the student to first and foremost understand and appreciate the cultural context politicians’ leverage.  Voters are segmented by needs and politicians have embraced many of the same mechanisms marketers have perfected.

It’s all about the “pitch”.

We will devote considerable energy integrating WHY campaigning has embraced a business-model approach to successful candidacies.  We will examine how party images and bias has evolved and what has driven that evolution from the 1960s (Kennedy, Johnson, Nixon) to the 1990s & into the 21st Century (Clinton, Obama, McCain/ Gore, Bush).  Particular attention will be paid to the emotional “branding” devices used since the introduction of TV and how the post-PC dialectic has transformed the nature of modern political campaigning.  

Course Objectives:  An Engagement Mosaic

The inherently subjective and dialogue-driven nature of political discourse has also been addressed.  A successful quarter relies heavily on student engagement if the course is to be mutually rewarding.  Therefore, the course will be presented as a mosaic of the 1) content 2) context and 3) infrastructure that distinguish popular politics from merchandised politics.  

The mosaic theme is deliberate.  Presidential campaigns are quintessentially American institutions, and by their very nature, rely on a vast network of engagement.  As much as I will provide the 1) content – introducing ideas, themes, readings and exercises – students will be responsible for defining the 2) context – current cultural, technological and thematic perspectives which collectively define the 3) infrastructure of the net course learning.  As importantly, the course will devote attention to the ethical and social responsibility of both the political consultants, media pundits, strategists, policymakers and candidates alike in propagating a modern model of campaigning which highlights style over substance, imagine over imagination, caricature over character.

We all contribute if the course is to succeed.  Not only in the classroom but beyond, by extending the application and orientation of the political marketing metaphor into several popular cultural and academic environments

Method of Evaluation 

Students will be responsible for successfully completing a rigid set of deliverables. 

I RELY VERY HEAVILY ON CLASS PARTICIPATION.  

Mid-Term


25%

Final Exam


25%

Participation


25%

Positioning Paper

25%

The class will be divided into “party camps” which will each be responsible for contributing content from current media and research sources.  Each week, the “camps” will be responsible for providing either hard copies or web links of selected readings which reinforce the themes of that week’s lectures.  The positioning paper will be a team developed marketing plan for either a candidate, party or platform idea.

In addition to readings and assignments I provide, camp readings will serve to enhance and direct the tenor of the class discussions.  All related readings and assignments are deliberately designed to encourage active participate by all students.  As importantly, we will review the overriding social, economic, cultural and political conditions predicating each decade’s campaign tactics.  A series of constructs will assist in building a matrix of political party, era, and issue categories that, collectively, will serve as a guide for analyzing best practice strategies our most recent presidential campaigns and well as the current 2008 field.

Finally, I would like to review some of the most influential political movies from the 1960s to current 21st Century documentary and Internet-distributed films, which serve as a mirror of the political issues affecting their respective eras and concurrent campaigns.  I will also periodically, provide supplemental readings from The Journal of Political Marketing, edited by Dr. Bruce Newman of DePaul University. 

Weekly Schedule

Political Marketing MARK/569 

Fall Quarter 2008

Tuesday, August 26, 2008

Class Introduction – Defining and outlining expectations and deliverables

The Metaphor of Political Marketing & Advertising Timeline

http://www.livingroomcandidate.com 

Tuesday, September 2, 2008

Free Media and Paid Media:  Do they reflect or shape public opinion?

The Architect:  Karl Rove:  Gone?  Don’t Count on It.
 http://www.pbs.org/wgbh/pages/frontline/shows/architect/
Tuesday, September 9, 2008

Reading the Signs:  Noam Chomsky versus Emotion in Deciding the Fate of the Nation

The Role of “The Middle Mind” on current political thematic.  


Discussion:  Positioning Paper Themes

Tuesday, September 16, 2008

Political Marketing Framework:  How to Build the Effectual Campaign 

The Impact of Television & Cyber-Democracy

Blogs, Bloggers and the Revolution in 

Voter Segmentation, the Non-Voter & Candidate Positioning 

Tuesday, September 23, 2008

The Permanent Campaign:  Marketing as a Government Tool

Prescriptive Model of Voter Behavior:  Leveraging Marketplace & Machine

Mid-Term Examination – Take-Home Exam
Tuesday, September 30, 2008
Propaganda in Politics:  Origins & Modern Devices 

Propaganda devices from the 2004, 2006 & 2008 election, their effectiveness and implications.

Tuesday, October 7, 2008

The GWOT: Historical Perspectives on the Role of Fear
Film:  The Manchurian Candidate 1962 versus 2004

Tuesday, October 14, 2008

Framing the Debate:  The power of Language vs. Rhetoric

Luntz versus Westen Debate

Positioning Papers Due

Tuesday, October 21, 2008
The Voters Speak...Tales from the Road
Tuesday, October 28, 2008

Final Examination

