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Synopsis 
The panel adopts a cross-national case study approach to explore how strategic positioning of a 
party or candidate, referred to in political marketing literature as branding, impacts on democratic 
engagement. So on the one hand we enquire how brands are constructed and with what impact on 
voter attitudes and behaviour. The panel also explores the ethical dimensions of political marketing 
and so asks what impact does behaviour of dubious ethical standard have on citizen trust and 
engagement. We therefore offer insights into the nexus between strategic communication, issues of 
trust and engagement and so cumulatively contribute to the question of what effect political 
marketing, as practiced, has on democratic institutions. 
 
Shout, scream and squabble: shameless communications, shameful politics. 
 
Dr Richard Scullion, (Bournemouth University) Email: RScullion@bournemouth.ac.uk  
 
Politics is significantly defined through what and how is said in and about this sphere. Drawing from 
largely cultural and sociological work, I argue that we are witnessing a disruption to ‘politics and 
political marketing as normal’. This is due in part to a shift in our conception of 'self' that corrodes 
our civilising process and so is altering the nature of our engagement with politics. A starting point is 
the long held view that democratic politics is rooted in a discourse ethics that both contributes to 
and is constructed from a civilising process (Linklater 2005).  These are social forces that attempt to 
‘solve the problem of how persons can satisfy needs without destroying, frustrating, demeaning or 
in other ways harming each other’ (p141). 
However, a contemporary self, characterised by more narcissistic tendencies (Lasch 1980, Nixon et 
all 2016) desensitises our sociality and thus raises thresholds of embarrassment and shame. 
Consequently, we see our democratic rights but not our responsibilities, engagement in democratic 
processes are limited and primarily to assert and validate our way of living, our beliefs, our 
existence. These populous ‘misuses’ of democratic structures and processes serves to undermine 
the very principles on which it is based; fairness, recognition of minority voices and the dignity of all 
human beings. Flowing from these cultural shifts, promotion of, and rhetoric from, populist 
movements and leaders are increasingly marked by disinhibition, vulgarity and a focus on personal 
truths.  
This conceptual paper outlines an argument that shows how the ‘civilising process’ articulated by 
(Elias 1939) and developed most notably by Goffman (1959, Sennett 1998 and Kilminster 2007) has 
shaped the character of our politic. By tracing changes in standards of generally acceptable 
behaviours and feeling over many generations the civilising thesis helps us understand how power 
relations generate habits that become desirable, indeed necessary in order to ‘succeed’ and how 
these routine behaviours and affective states impact individuals in ways that eventually become 
internalised. These things coalesce to bring a more or less civilised culture. To be civic is to be 
restrained, controlled, well-ordered and therefore relatively predictable in one’s response to others. 
However, a neoliberal worldview coupled with a consumer culture, challenges a foundational 
element of this process; how we conceive of self. Contemporary notions prioritise self-worth, 
privilege the individualistic human self-image and personal agency and thus we are witnessing de-
civilising times manifest in political rhetoric, full, as it is, of personalisation, leadership fetishism and 
shameless private concerns. The paper will conclude by considering some of the implications of this 
argument for political marketing primarily at the level of its principles of operation.   
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Moral and ethical dilemmas among political consultants: comparing the campaigns of Brexit, 
Donald Trump and the Czech party ANO 
 
Miloš Gregor (Masaryk University) Email: mgregor@fss.muni.cz 
 
Marketing approach in politics have many advantages, such as increasing voter turnout, interest 
in politics among citizens, or better understanding of voters needs for politicians. However, it also 
brings negative aspects, especially with the growing number of political consultants who have been 
employed by populist candidates in an attempt to increase their support in elections. This re-opens 
the question of moral and ethical standards for political consultants which has been debated over 
many years and applied across many levels. The negative impact of political marketing has been 
described in a number of publications (e.g. Henneberg 2004, Lilleker 2005), but the rise of populism 
brings new dimensions for criticism. The aim of this paper is to describe them. My focus will be on 
the cases of the Brexit campaign in Great Britain, the presidential campaign of Donald Trump in the 
U.S., and the ANO parliamentary campaign in the Czech Republic. 
 
Selling Damaged Goods: marketing strategies for rebuilding confidence in political parties 
 
Esteban Manteca (National Autonomous University, Mexico) Email: 
emanteca@docencia.fca.unam.mx  
 
During the last few years, a wave of dissatisfaction with political parties has spread around the 
globe. The rise of several extreme movements have as one of their banners their profound disgust 
with political parties. However, political parties are still the only way of accession to power, and a 
centerpiece of a functional democracy. The paper will explore the Mexican case, drawing in a 
comparative perspective with other countries in Latin America. In order to generate debate and 
comparison of strategies in different parts of the world for political parties to regain the citizens' 
confidence. 
 
 
 
The battle for interpretation: Stories told by Czech political parties 
 
Otto Eibl (Masaryk University, Czech Republic) Email: eibl@fss.muni.cz  
 
The paper is based upon an analysis of campaign communication in the Czech Republic in 2017. The 
majority of the main political parties in the Czech Republic are experiencing difficult times. They are 
constantly under (rhetorical) attack from new and extreme political organisations; they are often 
accused of being corrupt, clientelistic and inefficient. Furthermore, the polls show that a substantial 
share of voters is likely to vote against them. The question is what do the "new" parties do better 
than their "traditional" counterparts. Thus, the analysis looks for differences (if there are any) 
between the communication of "traditional" and "new" (or populist - as defined by Cas Mudde in 
2004) parties. It focuses on questions surrounding the stories and counterstories that are told in the 
current campaign and what frames and linguistic means are used by parties to reach out to the 
voters. The research is based mainly on data from social networks, television debates, interviews 
and TV advertising spots. The results of the analysis, with data collection currently underway, will 
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help to understand at least some of the ongoing changes in the Czech party system and contribute 
to wider explanations of how populists undermine more traditional political organisations. 
 
Re-branding the Austrian People's Party: From a Volkspartei to a “movement” 
 
Uta Russmann (University of Vienna) Email: uta.russmann@fh-wien.ac.at 
 
In May 2017 the Austrian foreign minister Sebastian Kurz of the conservative ÖVP (Austrian People‘s 
Party) became the new party leader and their top candidate for the 2017 national elections, in which 
he succeeded on October 15th. With the „takeover“ of the party in May the re-branding of the ÖVP 
from a Volkspartei to a “movement” followed. In his first press statement on May, 14th Kurz 
announced: “We are starting a new movement”. The name was changed from ÖVP to „Liste 
Sebastian Kurz – Die neue Volkspartei“ (List Sebastian Kurz – The new People’s Party), the political 
color from black to turquoise. Kurz only agreed to lead the party after it agreed to most of his 
demands such as transforming the party to a list of candidates and pick them himself and set its 
policies.  
Moreover, for the first time (at least in the second republic after WWII) the conservatives ran an 
election campaign with emphasizing only one issue - that of migration. To examine the re-branding 
of the ÖVP from a Volkspartei to a “movement” I will conduct semi-structured interviews with the 
party (starting October 23rd) to examine its new communication and marketing strategies and 
practices as well as structural changes, the new general strategy and ideas behind it. The 
presentation will also consider how the new Chancellor Kurz continues with this change after the 
elections.  
 
Branding America 
 
Kenneth Cosgrove (Suffolk University, Mass: US) kcosgrove@suffolk.edu 
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