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Abstract: Political and electoral marketing as well, they are realities of the marketing penetration into areas of the social and political life. These areas characteristics lead to a permanent adaptation of the classical marketing instrumentation for better suiting the needs. Thus, studying electorate and political communication, is a need in every electoral marketing step. At the same time, the contemporary society political organization complexity and diversity impose a new approach of the electoral product, of the elective offer. In this sense, the electoral product contains the set of elements (projects, symbols, notoriety, images, the politician personality, charisma etc) matching the set of society needs at a given moment and that is unique in the competitive electoral market like the market in democratic conditions. 
Keywords: electoral marketing, elective offer, politician, politician personality, politician image.


Marketing practicability in politics started to be visible through elective marketing. During the elective campaigns the elective offers are permanently adapted, more and more persuasive and tactical, to the elective demand, previously studied by parties and their candidates. Any elective step starts with elective and politic situation study. Studying the electorate is very important, using marketing instrumentation where the central place is occupied by the survey. Elective marketing methods use surveys about vote intentions and about individual or group grade debates. Descriptive and explicative statistical data, segmentation or the conjunct measures are often combined with sham models in strategic decision making. Multidimensional analysis serves to know subjects’ preferences and perceptions, and mathematical models contribute to identify and to evaluate strategic opportunities and strategic communication, all these used to facilitate the access on the politics market. Based on these elements there can be identified a “campaign strategy dominated especially by positioning and strategic communication. Company’s management is difficult also because of the organisation foundation and functioning, because of the funds collection and candidate agenda and communication operations handling.” (Gerstlé, 2002)


Lindon (1988) says that candidate positioning is part of its image, made of its character distinctive traits and that position the candidate regarding the other candidates. This “simplified representation” can be strategically handled by the candidate, if in campaign communication, when politic orientation and his prevailing personal qualities are presented, are taken into account electors needs and expectations. An efficient combination must associate modesty, attraction, credibility and originality.  Positioning is rectified by studying candidate image, interests and electorate aspirations and the other competitors placing. Inside a campaign, the strategy is besides studying the elective market:” precisely and pointedly establishing the company’s objectives, in a realistic way; choosing the elective targets to direction the candidate (party) communication efforts, choosing the leader (the leader objective) of the campaign, including selecting the tone, the tools, the major themes and the communication vectors that can be used or attached function of the available resources”. (Brătucu, 1998)

Studying the elective campaign strategies of the present politicians, we can compare the political actor with a political offer, built up according to the profile and the elective market requirements. The politician becomes in this way a positive “character” that must implement itself in the collective memory of the elective body. The objective of the political subject memorizing can be realized but because of the fixation in some visibility angles of the “offer” in that political space. Starting from now, we can talk about a “new” character projected by the political actor- one that completes or skyjacks, or destroys by veiling some reprehensible qualities. The new projected character can be defined as a political image, as some authors said (Teodorescu, 2005) or as a public image (Peru, 2004) of the politician. The final goal of this new image is to increase the degree of “commercializing” the political actor on the elective market.  

A narrow study of the present politicians images along the electorate impose bringing to analyze the elements that define the politician personality, his unique qualities that make him a political leader, individual aspects of his personality projected in the public image and in all the symbolic elements from the political field that individualize him. In these conditions, the elective offer issue can be a matter of political psychology, political sociology and political sciences.

Defining product is one of the most controversial problems of the elective marketing and one of the reasons for this discipline to fight for recognition is that specialists cannot agree about what do they sell or buy in this field.

Some economists (Cocean, 2007) agree that the product offers by a party or candidate is represented by implementing some projects (investments or legislative) after earning power. These projects can be communicated to electorate during the campaign in which case we have the elective product, or they can be imposed by the environment evolution during the period when the party holds the power in which case we have the political product.

Once established the nature of the elective product or service, the second question is if it is a unitary service or it’s more a services package. We incline to the second opinion, agreeing that in this package there are basic services and also complementary services. The major difference between them is the existence or non-existence of a popular treaty for their implementation, expressed by vote during the elective process.

The basic service offered by the party/candidate is implementing a set of projects well identified and communiqué to the electorate before elections, during the period when the party or the candidate is at the power. For electors to vote informed, all these projects are mixed in the elective offer, presented during the campaign. This offer is very wide, all over the potential interest areas. But this must be understood simply as literature about the basic service. The veritable elective product consists in its application after the elections. By election, the elector negotiates not only a basic service but the complementary services package. We can see them as mandatory because they are included in the political offer of the candidates and constitute an essential element in the oath that all candidates make at the investiture. 

In this way, the basic service is about implementing a set of projects meant to solve well known problems at the election moment, projects that are immediately approved by the electorate. For any politician is impossible to foresee in his offer all the measures that must be taken in all 4 years of his power – per se, the vote it’s not only the agreement in implementing only those projects in the elective offer but the citizen agreement about the politician to take other decisions as well, necessary during its mandate. In these conditions, the complementary services are about implementing some projects at a given moment in the future, for anticipating and to handle crisis, impossible to forecast at the elections moment. Complementary services are equivalent to a warrant for taking those measures, unknown yet, imposed for treating problems. 

Drafting a conclusion in this moment about the elective offer is too early. We meet elective campaigns situations (especially centred on the candidate personality) where politician is more important than its proposed projects in the case he wins elections. The candidate has his own personality, his own ideas, values, his own image and is not always done with sending carefully planned messages. There are moments during the campaign when, because of the interactions with the electors, the competitors or the media, the candidate must prove his political judgement. In these moments he offers clarifications, promises in addition or belie some messages- all these creation acts, modifying the initial offer projects. It must be a „minimum compatibility” between offer and person, between project and the one who is going to implement it. In this manner, the elective offer strike it reach with elements like politician personality and public image, his credibility in front of the electorate, his notoriety, charisma, political symbolism and his social representation. All these are elements of the political sociology and psychology. Whatsoever the politician role in the elective campaign (candidate, leader or only party member) his psycho-sociological characteristics hallmark the elective offer. In this way, elective marketing role is to undeceive and to include in the elective offer that politician type that better suits the electorate demand, previously well studied. There is no need to modify the elective offer components, wanted by the electorate to suit the politician psycho-sociological structure but it’s imposed to identify the compatible politician with these components. 

As a psychological individuality, the personality notion is like the unfaithfulness of the human existence, by qualitative determinations sequence in the human existence order: “human”- “individual”-“person” – “personality”. Difficulties in personality understanding arise from this projections superposition concerning the ontological human nature: morale, psychological, physical, metaphysical, esthetical etc. Briefly, the political personality it’s not the product sold by the marketing techniques, not even the political character that function in the political institutions. For a formal definition of the personality, an efficient method is to consider all the basic characteristics included. Consequent with these premises, Allport, the American psychologist gives the following definitions for personality: „the unique configuration taken during an individual history by its systems responsible for its behaviour” (Allport, 1937). The same author, in later papers, gives a sharper definition to the same concept: “personality is the dynamic organization of one individual in the psycho-physical systems determining its particular adjustments in his environment” (Allport, 1962). From these definitions can be drafted the following personality characteristics:

1. Personality is unique, particular to one individual, even if he has common characteristics like the others; 

2. It’s not only a sum, a set of functions, but an organization, an integration; an integrative tendency that define the notion of organizational centre; 

3. Personality is temporal, because it’s always of one individual that lives in the history;

4. Being not a stimulus, not an exclusive reaction to a given medium, personality is an intermediate variable, asserting oneself as a style, as behaviour;

5. In each individual the generic data and the acquired elements interfere in a unique manner, specific to its own personality. The interference of the native data with the environment where the individual evolves, their common action on him creates a complex history that is personality.  

Therefore, for personology, the personality concept is, essentially, historical; for him, personality is history, never fully defined or concluded. The “personal life” issue can be examined only in an evolutional perspective. Because of that, personality studies tend to examine the behaviour, motivation, central fixations dynamic factors, briefly, the inherent aspects of the personality. 

The difference between personality and character has a great importance in studying political leaders’ typologies. This distinction must be unambiguous done, because it is often confused personality and character. For characterology, the character is the personality centre, an invariant, a fundamental structure for a “nature”. If for this science, the character is not only a personality aspect, its expressive aspect, for the researchers personality is built up with some fundamental features that grouped, form types in a finite number, where any individual can be framed. 

As a psychical structure of the personality, the character is based on a fundamental spiritual quality that determines all the other manifestations. Different predilections have own physiological-anatomical basis, that they are sides of some unitary psychic structure. Character is determined firs of all by feelings and will, without any relation with their content and orientation. Human character is made of native treats and acquired treats and it’s born under life influence and under the human will of refraining from natural manifestations and of conduct managing.  The character expresses moral human physiognomy, his beliefs and his leading principles. For each character, the capacity of refraining, of blocking signals and primary needs it is essential. A man of character has an honest nature and has the self-control capacity. There are obvious relations between character, temperament and the physical state of the individual. 

Kretschemer says that character is “the assembly of all reaction possibilities, affective and voluntary of the individual, as they were formed during all his life. As a consequence, they result from the native predispositions and from all the exogenous factors: somatic influence, psychic education, medium, traces left by experiences” (Kretschmer, 1930). Essentially, the character is reduced to constitution and temperament notions. “Character” notion osculate with the “constitution notion” as regard to hereditary part of the psychic qualities. Kretschmer says that physical constitution has a fundamental role because it determines a character or another, aptitudes, temper and human behaviour. Kretschmer says that physic constitution is the set of individual abilities based on heredity. 

Other keys in understanding political personalities are represented by psychology and cultural philosophy. One of these is Ch. Roback psycho-ethical theory. In his paper “Character psychology” he considers character as a personality aspect, next to intelligence, temper, organic structure etc. Roback says that temper is about the affective side of the personality, but the character is not only this. Animals and human also, they have numerous instincts; just this is his character. Inhibiting instincts is determined by the stable psycho-physical inclination of inhibiting instinctive impulses according to the regulator principle. (Frigioiu, 2004).

The most important characteristics of the political personality that are not found at scientists or man of culture are: power instinct, love for risk, courage, fighter instinct, recovering capacity, patience, dissimulation and domination desire.  An important element of the individual personality is the leader-ism notion. Leader-ism and humanity have the same evolutionist curve. Leader-ism as a social and political phenomenon is universal and inevitable. An important role in the social leader-ism is the political leader-ism which is one of the fundamental notions in political sciences. In the second decade of XX century, more ideologists – Burns, Fiedler, Le Bon, Lewin, Tuker– they have been generally tempted in approaches and summarization of the validity criterions and of the political leader promotion, imposed in a community by strong behaviour and power and a mobilizing energy.

Even if the strategic advantage of the political power is visible, bringing real benefits, an unanimous accepted definition for leader-ism does not exist. According to the sociology dictionary, „leader” is the person who exerts power and a strong influence within some social groups of different measures- societies, nations, communities, organisations, small groups etc. The leader defining attribute is exerting the leading function and taking decisions. In sociology there is a difference between the formal leader- the person who institutionally runs and the informal leader, respectively the person who has the greatest influence within the group(Peru, 2004).  

Some leading forms exist in all groups. The central attribute of the management is the social influence (Burn, 2004, Chemers, 2001). The leader is the person who has the greatest impact on group behaviour and considerations. He or she is the one who initiates the action, gives orders, take decisions, generates disputes between group members, encourages, serve as a model and he is in the foreground in group activities.  


In democratic systems, with more parties, differentiating the elective offers is made also by the public image of the politicians. The elective competition stipulate the identification of some public images for the party leaders, able to amplify the elective public credibility and sympathy effect towards them and their promoted programmes, the „hard core” voters appearance in the context of free and transparent elections.

In the multilevel approach of the political leader, a particular role is the virtues set research for the political leader, in their historic dynamics and their degree of harmonization to the contemporary political society demands. The study about the political leader virtues, made by P.Lenain (1991) and the scientific essay “Social Psychology or the “gods making machine” “(1997) made by the sociologist S. Moscovici, in the given context these are incontestable values. 

Political leader legitimacy and authority as favourable base for strengthening the political image is the research object for lots of scientists, among which M. Weber stands out because of the content, he made the distinction between traditional authority, charisma and rational-legal of the political leader. Weber (1971) introduced the term “charisma” in the political sociology vocabulary, wherewith is described the extraordinary quality of some individual, gifted with “superhuman” forces and judged, because of them, as a leader.

The modern elective marketing identifies new fields of elaborating and handling political leader image that bring into the foreground theoretical and psychological aspects of the symbolist and political mythology, as inherent elements of the strategic image able to synthesize the rational with the affective. Recent studies of some adjacent phenomenon’s of the political sphere, as speculating and customizing politics of the elective programme and parties options, the political leader image is launched, giving him the quality of elective offer and political communication central element. The word power in the launched messages is the research field for political communication ambiguity and complexity. In the modern theory of the interaction between word and politic, a value study is M.Edelman (1999) paper “Politic and using symbols”, and he considers that a successful politician must be identified by his language and his political speech style. The language used by the politicians in the elective elections express their actual interests and the myths also, making them to have influence and to “open the doors”. The problem is if the political actor uses his own language or he is advised to use a special one during the campaign, able to bring on more votes.  There are situations when the politician shows his real identity, against relaxation, the electorate observing that the political leader voted is not nearly the one in reality. In such a wide and complex perspective, the elective offer can’t be judged only as a service package that in a future implementation are conditioned by power gaining.  Ultimately all political actors, parties or candidates offer service packages for the same needs. Differentiation is made by ideology, own views toward social needs and not the last, by compatibility between social needs and the psycho-sociological structure of the politicians who promote that elective offer. 

In conclusion, we can say that the elective offer is the customized simulation of the future public power modelling of some community with voting rights accordant with the target segment needs. The politician, by its psycho-sociological structure, hallmarks the drafting, communicating and implementing process of that elective offer. 
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