
Political Marketing and Management 
Online Conference 2021 

 
Tuesday 31 August - Friday 3 September 2021  

(NZST, UTC +12) 
via Zoom 

 
 

 
 
 
 

Report 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

By Associate Professor Jennifer Lees-Marshment and  
Dr Edward Elder, University of Auckland 



Page | 2 
 

Table of Contents 
 

1: About p.3 

   

2: Registrations p.5 

 2.1: Number of Registrations p.5 

 2.2: Registries’ Countries p.5 

 2.3: Registries’ Institutions p.6 

 2.4: Registries’ Positions p.9 

 2.5: Registries’ Interests p.10 

   

3: Post-Conference Survey and Feedback p.11 

 3.1: Survey Results p.11 

 3.2: Survey Comments p.12 

   

4: Conference Overview and Sessions p.14 

 4.1: Conference Overview p.14 

 4.2: Political HR and Political Offices p.15 

 4.3: Political Marketing and Management in the United Kingdom p.19 

 4.4: Political Marketing and Management in New Zealand –  

      The Impact of Crisis on Political Marketing 
p.23 

 4.5: Political Marketing and Management in Ghana p.29 

 4.6: Political Marketing and Management in the United States p.33 

 4.7: Political Marketing and Management in Australia p.38 

 4.8: Political Management - Building the Field and a New Routledge Handbook p.41 

 4.9: Political Marketing and Management in Canada p.45 

 4.10: Coffee Chats and PhD Chats p.49 

   

5: Lessons Learnt About Organising Events Online p.50 

   

6: Organisers and Support p.53  



Page | 3 
 

1: About 
The Political Marketing and Management Online Conference 2021 was a free four-
day conference that took place over Zoom across multiple time zones.  
 

Sample Global Time Zone 

US Canada  Ghana UK  Australia NZ 

PDT EDT ADT  GMT BST  AEST NZST 

Los Angeles 

Seattle 

Boston 

Atlanta 

Toronto 

Ottawa 

Saint John 

Halifax 
 

Accra 

Kumasi 

London 

Edinburgh 
 

Canberra 

Melbourne 

Auckland 

Wellington 

Monday 30 August  Monday 30 August  Tuesday 31 August 

12:00pm 3:00pm 3:00pm 4:00pm  7:00pm 8:00pm  5:00am 7:00am 

1:00pm 4:00pm 4:00pm 5:00pm  8:00pm 9:00pm  6:00am 8:00am 

 
Yellow = Normal working hours        Green = Evening        Blue = Early morning        Red = Optimum time zone 

 
The aims of the conference were to: 
1) Enable academics and graduate students in political marketing to connect when 

opportunities to do so have been so constrained during the COVID-19 
pandemic;  

2) Stimulate new interest and research in political management, as this will be the 
first global conference focused on the topic; 

3) Involve new parts of the world, such as Africa;  
4) Create a model for online events that can be used in the future. 
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The focus of the conference was on participant engagement and interaction rather 
than traditional presentations, and it included sessions dedicated to: 

- Agenda Setting - leaders in the field highlighted areas of future research; 

- Round the World - country experts led discussions on a specific country; 

- Informal Coffee & PhD Chats – for general networking and advice sharing. 
 

Sample Timetable: Conference Day One 
Session Details Time(s) Date(s) 

1. Coffee Chat 
Come online with refreshments to 
connect and chat informally. 

NZST:  
AEST: 

7:30am-8:00am 
5:30am-6:00am 

Tuesday 
31 August 

PDT: 
EDT: 
ADT: 
GMT: 
BST: 

12:30pm-2:00pm 
3:30pm-4:00pm 
4:30pm-5:00pm 
7:30pm-8:00pm 
8:30pm-9:00pm 

Monday  
30 August 

2. Agenda Setting - 
Political HR and 
Political Offices 

Associate Professor Paul Wilson 
Political Management 
Carlton University 
 
Chaired by Associate Professor 
Jennifer Lees-Marshment 

NZST:  
AEST: 

8:00am-9:30am 
6:00am-7:30am 

Tuesday 
31 August 

PDT: 
EDT: 
ADT: 
GMT: 
BST: 

1:00pm-3:30pm 
4:00pm-5:30pm 
5:00pm-6:30pm 
8:00pm-9:30pm 

9:00pm-10:30pm 

Monday 
30 August 

 Break    

3. Coffee Chat 
Come online with refreshments to 
connect and chat informally. 

NZST:  
AEST: 
PDT: 
EDT: 
ADT: 
GMT: 
BST: 

6:30pm-7:00pm 
4:30pm-5:00pm 
1:30am-3:00am 
4:30am-5:00am 
5:30am-6:00am 
8:30am-9:00am 

9:30am-10:00am 

Tuesday  
31 August 

4. Round the World – 
Political Marketing 
and Management 
in the UK 

Associate Professor Jenny Lloyd 
Warwick Business School 
University of Warwick 
 
Dr Robin Pettitt 
Independent Researcher 
 
Professor Phil Harris 
Business Research Institute 
University of Chester 
 
Chaired by Dr Edward Elder 

NZST:  
AEST: 
PDT: 
EDT: 
ADT: 
GMT: 
BST: 

7:00pm-8:30pm 
5:00pm-6:30pm 
2:00am-4:30am 
5:00am-6:30am 
6:00am-7:30am 

9:00am-10:30am 
10:00am-11:30am 

Tuesday 
31 August 

     

5. PhD Chat 
PhD students connecting and 
sharing experiences and advice. 

NZST:  
AEST: 
PDT: 
EDT: 
ADT: 
GMT: 
BST: 

9:00pm-9:30pm 
7:00pm-7:30pm 
4:00am-4:30am 
7:00am-7:30am 
8:00am-8:30am 

11:00am-11:30am 
12:00am-12:30am 

Tuesday 
31 August 

 
CLICK HERE TO OPEN THE CONFERENCE WEBSITE 

 
CLICK HERE TO WATCH THE CONFERENCE ON YOUTUBE 

https://politicalmanagement.wordpress.com/political-marketing-and-management-online-conference-2021/
https://www.youtube.com/watch?v=-nlv9jMywp4&list=PLBDaWkUUmdIgHeKUn8ghdu7Ic0QjP1Fbo
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2: Registrations 
 

2.1: Number of Registrations: 123 

 

2.2: Registrants’ Countries 
Conference registrations came from 34 countries across Europe, North America, 
South America, Africa, Asia, and Oceania. 
 

Algeria Greece Philippines 
Argentina Hungary Poland 
Australia India Portugal 
Belgium Indonesia Romania 

Cameroon Iran Serbia 
Canada Japan Slovakia 
Czechia Kenya Spain 

Denmark Malaysia Tunisia 
Egypt Morocco Ukraine 
France Nigeria United Kingdom 

Germany New Zealand United States 
Ghana   

 
 

 
 

  Registrants’ Countries  
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2.3: Registrants’ Institutions 
Conference registrations came from 31 academic institutions and 14 non-academic 
institutions across 31 countries across Europe, North America, South America, 
Africa, Asia, and Oceania.1  
 

Academic Insinuations 
 

Algeria 

University of Tlemcen 

 

Australia 

Australian National University 

University of Canberra 

University of Western Australia 

 

Belgium 

University of Antwerp 

 

Cameroon 

University of Buea 

 

Canada 

Carleton University 

Memorial University 

St. Thomas University 

Université du Québec à Trois-Rivières 

University of Waterloo 

 

Czechia 

Charles University 

Palacky University Olomouc 

 

Greece 

Aristotle University of Thessaloniki 

 

Denmark 

Aarhus University 

 

Egypt 

Helwan University 

 

France 

Sorbonne Nouvelle University 

 

Germany 

University of Münster 

 

Ghana 

Ghana Institute of Journalism 

Ghana Institute of Management and 
Public Administration 

Griffith University 

Tamale Technical University 

University of Education Winneba 

University of Energy and Natural 
Resources 

University of Ghana 

University of Professional Studies, 
Accra 

 

Hungary 

MTA Társadalomtudományi 
Kutatóközpont 

 

                                                           
1 Registries from Argentina, Philippines, and Spain did not note their institution. The University 
of South Africa registry was residing in the United Kingdom. 
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India 

Agra Collage of Management and 
Technology 

Indian Institute of Management 
Ahmedabad 

Xavier Institute of Management 

 

Indonesia 

Rome Business School 

Universitas Syiah Kuala 

University of Indonesia 

 

Iran 

University of Tehran 

 

Japan 

University of Tsukuba 

 

Kenya 

Technical University of Mombasa 

 

Malaysia 

International Islamic University 

University of Putra 

 

Morocco 

Chouaib Doukkali University 

 

Nigeria 

Veritas University 

 

New Zealand 

University of Auckland 

University of Otago 

Victoria University of Wellington 

 

 

Poland 

University of Lodz 

 

Portugal 

University of Évora 

 

Serbia 

University in Belgrade 

 

South Africa 

University of South Africa 

 

Tunisia 

Manouba University 

 

Ukraine 

International Business Institute 

 

United Kingdom 

Bournemouth University 

City University of London 

Loughborough University 

University of Chester 

University of Leicester 

University of Salford 

University of Stirling 

University of Warwick 

University of Westminster 

 

United States 

Emerson College 

George Washington University 

Millsaps College 

Suffolk University 

Syracuse University 

University of Georgia 
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Non-Academic Institutions 
 

Ghana Indonesia 
Activa Insurance Ghana Ltd Yayasan Partisipasi Muda 

BDAC Ghana Ltd  
BMW Romania 

Fidelity Bank Ghana Limited The Political Rating Agency 
GCB Bank Ltd  

Kingsway United Kingdom 
Kintampo Municipal Assembly Unleashing Potential 

Local Government Services of Ghana  
Media 7  
Mining  

Social Security and National Insurance Trust  
 
 

 
 
  Academic Institutions  Non-Academic Institutions  Both  
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2.4: Registrants’ Positions 
 

Registrations came from a range of stages in academia and practice. 

 

 
 
 
 

Midcareer/Senior 
Academics

24%

Early Career 
Researchers

8%

PhD Students
23%

Non-PhD 
Postgraduate 

Students
11%

Undergraduate 
Students

11%

Political 
Practitioners

6%

Others
17%
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2.5: Registrants’ Interests 
Registrants highlighted their interest in a number of fields of political marketing and 
management, politics more broadly, as well as business, including the following: 

 
Big Data 

Business Administration, Marketing 
and Management 

Campaigns and Elections 

Consumer Citizenship 

Corporate Social Responsibility 

Crisis Management 

Development Studies 

Disinformation, Misinformation and 
Propaganda 

Ecofeminism 

Green Marketing 

Human Rights 

Ideology 

Journalism 

Lobbying 

Local Government 

Manufacturing Consent 

Organisational Change 

Political Advertising 

Political Branding 

Political Communication 

 

Political Consumerism  

Political Economy 

Political Leadership 

Political Management 

Political Market Research and Public 
Opinion 

Political Marketing 

Political Parties 

Political Psychology 

Political Public Relations 

Political Segmentation and Targeting 

Political Strategy 

Politics and Government 

Professionalism of Politicians 

Public Affairs Management 

Service Marketing 

Social Media and Digital Marketing 

Social Movements, Advocacy and 
Interest Groups 

Tribal Marketing 

Voter Behaviour and Political 
Participation 
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3: Post-Conference Survey and Feedback 
 

3.1: Survey Results 
Below are the results of the Post-Conference Survey. There were 27 responses to 
the survey (n=27), except for the question directed at PhD students, which had 10 
responses from PhD students (n=10). 

 
The conference allowed me to connect 

with academics, graduate students, 
and/or practitioners in political 
marketing, management, and/or 

related fields. 

The conference stimulated my interest 
and/or helped my research in political 

marketing, management, and/or related 
fields. 

  
  
The conference gave me perspectives 

and understanding about political 
marketing, management, and/or 
related fields outside of my own 

country/countries of focus. 
The conference model can be used for 

future online events. 

  

Strongly 
agree, 74%

Agree, 26%

Strongly 
agree, 81%

Agree, 
19%

Strongly 
agree, 78%

Agree, 
22%

Strongly 
agree, 78%

Agree, 
22%
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As a PhD student, the conference gave 
me a chance to connect with fellow 
PhD students and learn from their 

experiences and advice.2 

How many sessions did you attend 
during over the 4-day conference? 

 

 
 

 
3.2: Survey Feedback 

Below is a sample of some of the positive feedback received about the conference 
based on the  
 
Survey question: “Was there anything in particular you liked about the conference?”: 
 
Overall benefits 

- “The conference model as participant-centered and not speaker-centered.” 

- “It was a unique opportunity to share views and ideas with colleagues around the 
world.” 

- “Connecting with fellow academics really helped stimulate my enthusiasm for 
research again.” 

 
Participative nature 

- “Short presentations followed by chat rooms, and the use of the Jamboard.” 

- “Informal exchanges with other participants.” 

- “I like how scholars discussed different case studies specific to their respective 
countries showing growing interest in political marketing research.” 

- “The supportive and open discussions. Sessions were well moderated.” 

- “The informal character and the small group discussions.” 
 
 

                                                           
2 Counting PhD candidate answers only. 

Strongly 
agree, 
30%

Agree, 
50%

Neutral, 
20%

One-Three, 
44%

Four-Six, 
30%

Seven-Nine, 
15%

Ten-Twelve, 
7%

Thirteen+, 
4%



Page | 13 
 

Global outlook 

- “Being able to interact with other scholars and students from across the world.” 

- “Pan continental nature of conference and community of scholars and students.” 

- “Great to hear perspectives from around the world!” 

- “I like the sharing of experiences from different countries.” 

- “I enjoyed the diverse cross-section of scholars and presenters from various 
geographic regions.” 

- “It was nice to hear how political marketing is being practiced beyond just in the 
U.S.” 

 
Content 

- “Developing the sense of urgency for politicians to take training sessions as 
frequently as possible.” 

- “The emergence of new thoughts in the field of the management issues.” 

-  “Friendly atmosphere.” 

- “The conference brought a different perspective to the understanding of politics, 
politicians and the voter.”  

- “Learning about theory and research applied by the speakers in a practical 
context.” 

- “I really enjoyed hearing all the presentations and learning about different 
perspectives.” 

 
Networking  

- “I especially enjoyed the breakout room discussions, particularly the "random" 
assignments. We were able to talk to and meet people whom we might not 
regularly approach at a F2F conference.” 

- “The small units of discussion and the Jamboard.” 

- “Everybody was normal and opened to communication, and I appreciate [the] 
opportunity to connect with professors [whose] books I am using for my PHD 
thesis.” 

- “Everyone was very nice and I really liked the coffee chats we had.” 
 
Speakers 

- “The calibre of the people who presented was great. Experienced academics.” 

- “Yes, the speakers were very experienced on the subject and broadened the scope 
of the conversation.” 

- “I enjoyed the diverse cross-section of scholars.” 
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4: Conference Overview and Sessions 
 

4.1: Conference Overview 
 
Overall themes discussed at the conference included: 

- The rise of new and unusual covert attack tools. 

- The rise in negative partisanship, where people vote against products/parties and 
dis-affinity has become stronger than affinity. 

- The decline in importance of the political product offered and the corresponding 
rise in importance of the leadership brand personality. 

- The rise in identity-based political branding and problems from marketing or 
communicating to different target markets at the same time. 

- How it is hard for opposition parties to get traction when media and public focus 
is on governing leaders during crises. 

- The increased importance of maintaining an adaptive strategy during a crisis. 

- The gap in research around how to manage staff and volunteers in elected office. 

- The need for clear definitions and terms for political management in order to 
facilitate growth in the field. 

- How COVID-19 changes almost every aspect of election campaigning. 

- The similarity in unique forms of attack seen in well-established and newer 
democracies. 
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4.2: Political HR and Political Offices 
 

Speaker: 
Associate Professor Paul Wilson, Political Management, Carlton University 

 
Attendance: 30 Website Watch it on YouTube 

 

 
 

Associate Professor Paul Wilson 
Political Management, Carlton University 

Watch it on YouTube: Part 1 | Part 2 
Associate Professor Paul Wilson discussed 
how the management of political offices is 
a huge issue and under researched, how 
there is a very pressured environment in 
political offices, with reports of mental 
health issues, and lots of HR challenges, as 
reviews of parliamentary workplaces have 
shown. Associate Professor Wilson made 
the case for why we need to do more research into the staffer jobs – job titles, job 
descriptions, rules, customs – as well as discuss training for them, staffer 
performance, and career instability. 

 
 

https://politicalmanagement.wordpress.com/political-marketing-and-management-online-conference-2021/political-hr-and-political-offices/
https://www.youtube.com/watch?v=-nlv9jMywp4&list=PLBDaWkUUmdIgouiajWENxde2BhBJTB29b
https://www.youtube.com/watch?v=poLk8IeuMGI
https://www.youtube.com/watch?v=V9mNrgmCu2o
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Breakout Room and Group Discussion 
Discussions also noted the need to think about managing volunteers who are not 
paid, but play very important roles; about who does the political management and 
how is that distinctive to the public sector staff; and that one of the differences 
between politics and business is that business organisations are top-down, whereas 
political organisations are also bottom up. Discussions also looked at how to manage 
media and communications, the basics of campaign management of staff, political 
resources and mobilisation, and the challenges of using political management - such 
as attitudes against change, as well as improvement and organisational development. 
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4.3: Political Marketing and Management in the United Kingdom 
 

Speakers: 
Associate Professor Jenny Lloyd, Warwick Business School, University of Warwick 

Dr Robin Pettitt, Independent Researcher 

Professor Phil Harris, Business Research Institute, University of Chester 

 
Attendance: 18 Website Watch it on YouTube 

 

 
 

Themes discussed by the speakers included: 

- The rise of negative partisanship. How voters are voting against, rather than for, 
political products. 

- That party leaders’ personal brand personality is now more important than the 
parties’ product offerings. 

- How governing politicians are assumed by the public to be competent, whereas 
opposition parties struggle in this regard - maybe due to COVID-19 crisis and 
the focus on the Prime Minster. 

- That campaigning during lockdowns, especially virtual campaigning, is hard given 
the social aspect is often a key motivator for volunteers. Parties thus trialled 
volunteers sitting together in an online room doing phone banking. 

- How there is a real need for more research into how parties manage their 
volunteers. The non-profit sector was more advanced than political parties in this 
respect, as they were given much more formal training and orientation. 

- That there is also a need to research how to manage resources. 

- How lobbying has to be seen as a long-term activity, building relationships over 
time, instead of just responding to new developments. 

 

https://politicalmanagement.wordpress.com/political-marketing-and-management-online-conference-2021/political-marketing-and-management-in-the-united-kingdom/
https://www.youtube.com/watch?v=_7NpNed16NM&list=PLBDaWkUUmdIhLAsZ3hrUuqbSv6Azjl7et
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Associate Professor Jenny Lloyd  
Warwick Business School, University of Warwick 

Watch it on YouTube  
Associate Professor Jenny Lloyd 
discussed the decline of Labour’s “red 
wall” in Northern England, the role of 
Brexit in the change in UK politics, the 
lack of clarity in Labour’s position on 
Brexit, the growth of negative 
partisanship, and the role of 
competence in UK politics.  
  

Dr Robin Pettitt  
Independent Researcher 

Watch it on YouTube 
Dr Robin Pettitt discussed campaigning 
in the COVID-19 era, including how we 
need to think more about remote 
campaigning: Is it temporal or longer 
lasting? and; How do campaigns 
managing volunteers in such a context? 
At the moment, Dr Pettitt pointed out, 
there are a lack of prescriptions around 
this topic. 

 
Professor Phil Harris 

Business Research Institute, University of Chester 
Watch it on YouTube  

Professor Phil Harris discussed how 
effective lobbying is a longer-term 
activity; How, “good lobbying is like 
growing asparagus. You wish you had 
started three years ago.”; How last-
minute lobbying is crisis management. 
Professor Harris also focused on the 
rise in nationalism among the four UK 
countries in the COVID-19 era, and 
how Labour has struggled to provide a clear position on nationalism. Professor 
Harris also talked about the rise of health politics, lobbying, and campaigning. 
 

 
 
 

https://www.youtube.com/watch?v=ayhiYfkbPmY
https://www.youtube.com/watch?v=InBuONjBqpM
https://www.youtube.com/watch?v=L8iUeXZZW44
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Breakout Room and Group Discussion 
Discussion covered how voters are changing, how opposition parties are struggling 
to be considered by voters, and how leaders have more power in a crisis such as 
COVID-19. 
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4.4: Political Marketing and Management in New Zealand –  
The Impact of Crisis on Political Marketing 

 
Speakers: 

Dr Edward Elder, Dr Salma Usman Malik, Luna Zhao, and Associate Professor 
Jennifer Lees-Marshment, University of Auckland 

 
Attendance: 19 Website Watch it on YouTube 

 

 
 
Themes discussed by the speakers included: 

- How competent management of a crisis can yield significant dividends for the 
Government. 

- That crises make it harder for the Opposition to devise a strategically beneficial 
position, especially if the Government has an effective and popular crisis 
management strategy. 

- How the current low youth voter turnout is a self-fulfilling prophecy. If political 
parties put more effort into targeting younger people, we would see more youth 
voting 

- That targeting, for example, Chinese New Zealanders can send conflicting or 
mixed messages to other target groups in broader voting population.  

 
 
 
 

https://politicalmanagement.wordpress.com/political-marketing-and-management-online-conference-2021/political-marketing-and-management-in-new-zealand/
https://www.youtube.com/watch?v=ww3i5XilkcA&list=PLBDaWkUUmdIhOHCuEzXAW6BWXjiir2MaQ
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- Lessons from the 2020 New Zealand General Election suggest the following 
areas of research in political marketing and management in a crisis need further 
attention: 

- Strategic adaptability: Crisis changes what voters want and need, making 
previous political market research obsolete. This makes strategic planning 
difficult. So, how can political strategy become more adaptive? 

- Competing against the incumbent: How can an opposition party, and an 
opposition leader in particular, effectively promote an alternative product 
and vision when the incumbent government and governing leader are 
taking action on salient issues that are supported by a large majority of the 
public? 

- Policy versus leaders: The party leader’s personal brand appears to be 
more important than the policy product now. Will this remain true in a 
post-COVID world, or is it a temporary trend attributable to the growth 
in focus on governing leaders that a crisis brings? 

- Communication in government: How can governments use strategic 
communication during a crisis? Showing competence becomes easier, but 
how can they also show relatability? 

- Democratic targeting: Can targeting be used to increase participation 
among demographic groups, such as the young and ethnic minorities? 
Does this get lost in a crisis, when the focus is on trying to bring unity 
across the country more broadly? 

- Gendered communication: How can women in leadership effectively 
communicate the qualities expected of governing leaders when the public 
have been conditioned to decode male-oriented cues of leadership as the 
norm? 

- How can non-breakaway minor parties outside of Parliament utilise the 
tools of political marketing without the budget or attention given to 
breakaway minor parties with sitting MPs? 

 
 
 
 
Note: The topics and content discussed by the 
speakers in this session can be found in the book 
Political Marketing and Management in the 2020 
New Zealand General Election, which can be found 
here.

https://link.springer.com/book/10.1007/978-3-030-77333-5
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Dr Edward Elder  
Faculty of Arts, University of Auckland 

Watch it on YouTube | See the Presentation Slides  
Dr Edward Elder discussed the 
context leading into the 2020 New 
Zealand General Election. How the 
Labour Government and Prime 
Minister Jacinda Ardern utilised their 
successful COVID-19 mitigation 
strategy and a cohesive cross-platform 
communication strategy to focus 
attention on their success in this area, 
camouflage their lack of delivery in a number of other areas, and present Ardern 
responsive, relatable, and competent. Dr Elder outlined how National, on the other 
hand, were unable to maintain their brand of economic competence and stability. In 
all, Dr Elder outlined how crises lead to: strategy needing to be more adaptive and 
focused; established brands becoming fragile and; delivery becoming narrower and 
short-sighted.  
  

Dr Salma Usman Malik  
Politics and International Relations, University of Auckland 

Watch it on YouTube  
Dr Salma Usman Malik discussed the 
role of youth-targeted communication in 
the 2020 New Zealand General 
Election, with particualr focus on the 
online communication of Green Party 
MP and Auckland Central candidate 
Chlöe Swarbrick as well as ACT New 
Zealand Co-Leader Brooke van Velden. 
Dr Malik noted how political parties and 

candidates should: develop content that is simple, short, visual, and explicitly 
tailored; use relatable candidates; use humour; use interactive and two-way 
communication; use message repetition and; use party members as ‘individual 
knowledge disseminators’ - which Dr Malik argued Swarbrick did more effectively 
than van Veldon.  
 

https://www.youtube.com/watch?v=yC93yN0B7kU
https://politicalmanagement.files.wordpress.com/2021/11/edward-elder.pdf
https://www.youtube.com/watch?v=JRgXWrGvDE8
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Luna Zhao 
Politics and International Relations, University of Auckland 

Watch it on YouTube | See the Presentation Slides  
Luna Zhao discussed the targeting of 
Chinese New Zealanders by New 
Zealand political parties. In order to do 
this effectivelty, Mrs Zhao noted how 
political parties and candidates should: 
understand the Chinese community 
through formal or informal market 
intelligence; design and alter their 
political product in response to the 
needs of the Chinese community; build an emotional bond with Chinese voters by 
demonstrating a concern for the community, and; develop a long-term relationship 
with the Chinese community through targeted communication. Mrs Zhao noted 
how the National Party’s strategic effectiveness in targetting of Chinese New 
Zealanders had deminished in recent times, in part due to the retirment of a key 
Chinese MP and the inability to create a long-term connection due to the changes in 
National’s leadership. Mrs Zhao also noted how Labour had attempted to target 
Chinese New Zealanders in 2020, but it was directionless and limited to translating 
the established English language communciation, with no real destinctive product 
offered. 
 

Associate Professor Jennifer Lees-Marshment 
Politics and International Relations, University of Auckland 

Watch it on YouTube  
Associate Professor Jennifer Lees-
Marshment wrapped up the discussion 
by noting the lessons for political 
marketing and managing during a crisis, 
including how crises change the political 
market, its’ demands and views, while 
making it more volatile. Associate 
Professor Lees-Marshment thus noted 
that political parties need to continually 
refresh their market research to understand voters’ rapidly evolving priorities and 
adapt their strategy to suit. Associate Professor Lees-Marshment also highlighted 
how a crisis puts public focus on the government - giving the government space to 
improve their brand – while making it hard for the opposition to be seen or create 
interest in a new political product, and how a crisis takes attention away from a 
government’s delivery failures, as managing the crisis becomes the key delivery issue.  

 
 

https://www.youtube.com/watch?v=cJqvLC2-r7k
https://politicalmanagement.files.wordpress.com/2021/11/luna-zhao.pdf
https://www.youtube.com/watch?v=RDicYbu_slM
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Breakout Room and Group Discussion 
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4.5: Political Marketing and Management in Ghana 
 

Speakers: 
Joyce Manyo, Politics and International Relations, University of Auckland 

Dr Kobby Mensah, Business School, University of Ghana 

 
Attendance: 25 Website Watch it on YouTube 

 

 
 
Themes discussed by the speakers included: 

- How branding is used by political parties in government and opposition. 

- The way political parties in power are trying to market their delivery and highlight 
the delivery process. 

- How the COVID-19 pandemic accelerated the adoption of social media by 
political parties and candidates for campaigning. 

- However, social media has also become a tool for opposition research, where 
politicians who change their position on an issue are being called out for it with 
evidence from their Twitter/social media accounts. 

- That supporters are creating social media content for or against political parties, 
raising issues of party control and management. 

- The role of covert attacks: people without a formal connection to a political party 
are being used by parties to attack their opponents, with careful use of part of a 
candidate’s name that makes it hard to respond to. 

 
 

https://politicalmanagement.wordpress.com/political-marketing-and-management-online-conference-2021/political-marketing-and-management-in-ghana/
https://www.youtube.com/watch?v=z9Tvs1ahIWg&list=PLBDaWkUUmdIgVHRJzLCC8jxCM2M7UqezY
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Joyce Manyo 
Politics and International Relations, University of Auckland 

Watch it on YouTube  
Joyce Manyo discussed how branding is 
used by political parties in government 
and opposition and the way political 
parties in power are trying to market 
their delivery and highlight the delivery 
process. 
 

 
 

Dr Kobby Mensah 
Business School, University of Ghana 

Watch it on YouTube  
Dr Kobby Mensah discussed the rise in the 
use of social media by political parties and 
candidates when campaigning, content 
appropriation, how greater access to more 
information through social media has 
made it easier to hold canddiates 
accountable for changes in position, while 
asking the question: How do political 

parties and canddiates control their campaigns moving forward? 
 

Breakout Room and Group Discussion 

 
 
 

https://www.youtube.com/watch?v=BTnkg0mn450
https://www.youtube.com/watch?v=CeQtqf1eeNM
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4.6: Political Marketing and Management in the United States 
 

Speakers: 
Professor Todd L. Belt, Graduate School of Political Management,  

George Washington University 

Associate Professor Vincent Raynauld, Communication Studies, Emerson College 

Professor Ken Cosgrove, Political Science & Legal Studies, Suffolk University 

 
Attendance: 26 Website Watch it on YouTube 

 

 
 
Themes discussed by the speakers included: 

- The increased homogeneity within, but less similarity between, the two major 
political parties - with fewer conservative Democrats and liberal Republicans in 
elected office. 

- The increased number of ‘false candidates’ - people paid to say they are running 
when they have no intention of winning in order split the vote. 

- The increased individualism of the American public, with a growing focus on 
identity; Identify and politics is merging. 

- The resulting identity-based political branding which showcases traits to appeal 
to individualism. But these have to be crafted very carefully. 

- How Republication candidates who distanced themselves from Trump did better 
in the 2020 elections. 

- The rise in negative partisanship, including in 2020 presidential election voting 
choices, the rise in polarisation, the declining exposure to alternative views, and 
the growth in in political bubbles - both online and geographically. 

https://politicalmanagement.wordpress.com/political-marketing-and-management-online-conference-2021/political-marketing-and-management-in-the-united-states/
https://www.youtube.com/watch?v=y7Hbr7mcXA0&list=PLBDaWkUUmdIjQfG1BeZy19p6HeKOkL_Sk
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Professor Todd L. Belt 
Graduate School of Political Management, George Washington University 

Watch it on YouTube  
Professor Todd L. Belt discussed the 
increase in homogeneity within - and 
less similarity between - the Democratic 
and Repubican parties, the growth in 
negative partisanship, and the rise of 
illiberal tendencies. Professor Belt also 
talked about how the Trump campaign 
held an edge over the Biden campaign 
in 2020 due to their willingness to 
remain “on the ground” during the COVID-19 pandemic, the way that big data is 
changing political messaging online, the questions this raises around data security, 
and how COVID-19 gave an edge to lobbyists. 
 

Associate Professor Vincent Raynauld 
Communication Studies, Emerson College 

Watch it on YouTube | See the Presentation Slides   
Associate Professor Vincent Raynauld 
discussed the increased role of identity 
and self-expression as an influence on 
politics – an individualised version of 
identity, the way that politicians 
perform identity traits – identify 
ownership - to position themselves 
with public, the diversification of the 

media landscape, as well as the rise of populism. 
 

Professor Ken Cosgrove 
Political Science & Legal Studies, Suffolk University 

Watch it on YouTube  
Professor Ken Cosgrove discussed the 
importance of geography in the 
American political context, the 
importance of message dicipline, as well 
as the problems created by political 
bubbles. Professor Cosgrove also talked 
about how former President Donald 
Trump is a ‘lifestyle brand’, but how 
Trump’s brand is also too narrowly 
targeted to be successful in the places - and among the demographics - that matter, 
as well as the damage terms such as ‘socialism’ and ‘defund the police’ caused 
Democratic candidates during the 2020 campaign. 

https://www.youtube.com/watch?v=khfBjd7xo3c
https://www.youtube.com/watch?v=JOT6Yk2dbtA
https://politicalmanagement.files.wordpress.com/2021/11/vincent-raynauld.pdf
https://www.youtube.com/watch?v=x8hG-RYpCKU
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Breakout Room and Group Discussion 
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4.7: Political Marketing and Management in Australia 
 

Speakers: 
Dr Stephen Dann and Dr Andrew Hughes,  

College of Business & Economics, Australian National University 

Associate Professor Caroline Fisher, Journalism, The University of Canberra 

 
Attendance: 13 Website Watch it on YouTube 

 

 
 
Themes discussed by the speakers included: 

- The lack of political strategy, or policy products, with a greater focus on 
leadership instead. 

- How political products lack value and policy, with issue responses focused more 
on differentiation and increased emphasis on the leader and their brand. 

- How this could lead to political products based more on hating others. 

- How the Prime Minister and Premiers directly communicate with the public, 
bypassing the media, especially during a crisis. How the COVID-19 pandemic 
places emphasis on the governing leader, given the repeated press conferences 
live streamed directly to the consumer. 

- The high levels of communication and the micromanagement of communication. 
How this might be effective political management, but leads to 
ethical/democratic implications, and may backfire as it conveys arrogance. 

- That digital marketing is more about strategy than technique, as seen through 
TikTok. 

- That political branding is discussed and managed, but not altered. How personal 
brands still dominant, perhaps seen when the Nationals replaced Michael 
McCormack with Barnaby Joyce as leader. 

- How the influence of stakeholder groups is growing as a way to intervene in 
brands. 

- That digital and social media will become the key reasons why regulation starts 
to be treated more seriously in political marketing. 

- Service and relationship paradigms are more dominant and embraced by parties. 

- How people need to learn from the alt-right about ‘shit posting’ and ‘negging’. 

- How we could see an increase in voter dissatisfaction – if there is no product, 
you can’t deliver it and create voter satisfaction. 

https://politicalmanagement.wordpress.com/political-marketing-and-management-online-conference-2021/political-marketing-and-management-in-australia/
https://www.youtube.com/watch?v=PYAQMZHc3jM&list=PLBDaWkUUmdIgRGhZJDbX6l4lHAcgrA77A
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Dr Stephen Dann 
College of Business & Economics, Australian National University 

Watch it on YouTube  
Dr Stephen Dann argued that political 
marketing is dead. Dr Dann discussed 
how how political strategies and products 
have been replaced by an empahsis on 
leadership, the growth of negative 
partisanship and how parties are playing 
into this, how the Labor product in 
particualr is unclear, and how people are 
running for office to get into office – or based on haritage - rather than to actually 
do something positive for society. 
 

Associate Professor Caroline Fisher  
Journalism, The University of Canberra 

Watch it on YouTube  
Associate Professor Caroline Fisher 
discussed the relationship between 
elected officials and the media. In doing 
so, Associate Professor Fisher 
highlgihted how the Prime Minister and 
State Premiers directly communicate 
with the public, bypassing the media, 
especially during a crisis, and how high 
levels of micromanaged communication 

might be strategically effective, but lead to ethical and democratic implications.  
 

Dr Andrew Hughes 
College of Business & Economics, Australian National University 

Watch it on YouTube  
Dr Andrew Hughes discussed digital 
campaigning, including: how digital 
media is more about strategy than 
technique;  how user geernated content 
will become more influential in 
campaigns; how there is still an over-
emphasis on the message as product; 
how issue responses are becoming more 
about differentiation than policy; how 
personal brands are still dominant, and; how we need to learn from the alt-right 
about the value of ‘shit posting’ and ‘negging’. 

 
 

https://www.youtube.com/watch?v=t-I657PNm88
https://www.youtube.com/watch?v=LWpTxxnk32Y
https://www.youtube.com/watch?v=Rx1Q3xweLnA
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Breakout Room and Group Discussion 
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4.8: Political Management - Building the Field and a New 
Routledge Handbook 

 
Speakers: 

Associate Professor Jennifer Lees-Marshment,  
Politics and International Relations, University of Auckland 

Associate Professor Andre Turcotte,  
School of Journalism and Communication, Carleton University 

 
Attendance: 25 Website Watch it on YouTube 

 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

https://politicalmanagement.wordpress.com/political-marketing-and-management-online-conference-2021/political-management-building-the-field-and-a-new-routledge-handbook/
https://www.youtube.com/watch?v=ZzsguhLgwUc&list=PLBDaWkUUmdIimDllJ-cplAOytblgMBG7H
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Associate Professor Jennifer Lees-Marshment 
Politics and International Relations, University of Auckland 

Watch it on YouTube | See the Presentation Slides  
While the field of political marketing is 
about what political actors should do, 
Associate Professor Jennifer Lees-
Marshment summarised the field of 
political managmenet as being about how 
you actually do it. Associate Professor 
Lees-Marshment then outlined the five 
core areas of political management: 
Political planning; politicial organising; 
political HR; political leadership, political reviewing. Associate Professor Lees-
Marshment also introduced the new book project: The Routledge Handbook of 
Applied Political Management. 
 

Associate Professor Andre Turcotte 
School of Journalism and Communication, Carleton University 

Watch it on YouTube 
Associate Professor Andre Turcotte 
discussed how it is important to define 
what political management is, as we 
have done for political marketing, and 
how it is distinctive from political 
science and public administration. 
Associate Professor Turcotte made the 
case for why we need to make clear that 
it is about the nuts and bolts of political 

life, and how ‘political management is more important than public administration’ 
to getting things done. Associate Professor Turcotte also argued that we also need 
to give examples of why political management is different to other areas and provide 
a reading list to show a path to a discipline - that it needs to be applied, but we also 
need new theories and concepts, and to establish new terms and terminology. 
 
 
 

 
 
 

https://www.youtube.com/watch?v=SXo8HigpXlg
https://politicalmanagement.files.wordpress.com/2021/11/political-management-pmm-conf-sept-2021v4.pdf
https://www.youtube.com/watch?v=3feouQfmzuo
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Breakout Room and Group Discussion 
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4.9: Political Marketing and Management in Canada 
 

Speakers: 
Professor Alex Marland, Department of Political Science, Memorial University 

Associate Professor Anna Lennox Esselment,  
Political Science, University of Waterloo 

Associate Professor Jamie Gillies,  
Department of Journalism and Communications, St. Thomas University 

 
Attendance: 26 Website Watch it on YouTube 

 

 
 
Themes discussed by the speakers included: 

- How Prime Minister Justin Trudeau’s previous success was partly built on family 
heritage and effective communication management that built a positive brand. 

- How Trudeau, thus, created high public expectations that he has underdelivered 
on. Afghanistan has also raised questions of incompetence. 

- How the beard Trudeau sported during the 2021 election campaign is perhaps 
meant to indicate more serious approach. 

- That the COVID-19 pandemic meant that public and media attention was 
focused on Trudeau; the Prime Minister got all the airtime and his popularity 
increased as a result. 

- That Trudeau failed to provide a reason for calling an early election, and as his 
support is based on ‘shifting sands’ or just media/brand management, his 
support was vulnerable. And, whilst the polls looked good for the Liberals, they 
turned in the middle of the campaign. 

- That COVID-19 means there is less informal market intelligence to supplement 
formal political market research, less real relationship building with the public 
and volunteers, physical get out the vote tactics are not possible, and leadership 
‘selfie branding’ is not possible. 

- How Conservative attacks on Trudeau have previously been ineffective, but in 
2021 they have avoided repeating this and instead focus on offering their 
alternative political product. 

https://politicalmanagement.wordpress.com/political-marketing-and-management-online-conference-2021/political-marketing-and-management-in-canada/
https://www.youtube.com/watch?v=UUGOQtqYNkY&list=PLBDaWkUUmdIiVSgdCXwSi3d3O2ikAJiYM
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Professor Alex Marland 
Department of Political Science, Memorial University 

Watch it on YouTube 
Professor Alex Marland discussed the 
importance of a party leader as 
character, the role of political dynasties, 
and how Prime Minister Justin Trudeau 
is seen to be underdelivering, but he is 
still viewed more positively than he 
might be given he is percieved as having 
his heart in the right place – in other 
words, while Trudeau might not be 
solving societal problems, he does care about them. 
 

Associate Professor Anna Lennox Esselment 
Political Science, University of Waterloo 

Watch it on YouTube  
Associate Professor Anna Lennox 
Esselment discussed how traditional 
campaign “things” still matter – how 
campaigning is harder in the COVID-19 
era in areas such as gaudging a camapign’s 
support, voluinteer recruitment and 
mobalisation, as well as GOTV efforts. 
But, Associate Professor Esselment 

contended, COVID-19 era campaigning also reinforced the growing importacne of 
digital campaigning – which is now replacing rather than reinforcing those tradtional 
campaigning methods and could potentially lower the barrier to entry for smaller 
parties. 
 

Associate Professor Jamie Gillies 
Department of Journalism and Communications, St. Thomas University 

Watch it on YouTube 
Associate Professor Jamie Gillies 
discussed how the Conservatives 
changed their strategy compared 
to 2015 and 2019 by focusing less 
on critcising Trudeau and the 
Government and instead focusing 
on what they have to offer, and 
how they were “running from 
behind” while the Liberals were 
“running on autopilot”.

https://www.youtube.com/watch?v=XRBYQS1g6Nw
https://www.youtube.com/watch?v=yH5v2CLyoMY
https://www.youtube.com/watch?v=cq9mD7junvk
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Breakout Room and Group Discussion 
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4.10: Coffee Chats and PhD Chats 
 

 
 
The conference also included six coffee chat and four PhD chat sessions over the 
four-days, scheduled to suit a range of different time zones. 
 
Coffee chats were well received, as they gave people a chance to chat informally. As 
one participant noted, ‘Everybody was normal and opened to communication, and 
I appreciate [the] opportunity to connect with professors [whose] books I am using 
for my PHD thesis.’ 
 
Those who participated in the PhD chats noted that they discussed common issues 
such as how to make progress over time, how to find interviewees, how to do 
interviews, how to frame/reframe the questions, how to answer academic questions 
in conferences, and the common troubles PhD candidates face. Students 
commented that it was nice to talk to people experiencing the same issues, especially 
in the COVID-19 era. 
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5: Lessons Learnt About  
Organising Events Online 

 
What worked to increase engagement and interaction during panels 

- The conference organisers used a format designed to maximise interaction: 

- 20-30 minutes for speakers (10-15 minutes per speaker). 

- 20-30 minutes of small group discussion in Zoom’s breakout rooms and 
using Google Jamboards to take notes. 

- 15 minutes of reporting back 1-2 key points per breakout room. 

- 15 minutes of open discussion and questions for the session speakers, 
either verbal or via Zoom’s chat function.  

- Having no more than 3 speakers - 15 minutes max per speaker and no more than 
30 minutes of speakers in total. 

- Most speakers were given 10-minute slots. However, some Post-
Conference Survey feedback suggested longer speaking times would be 
better. 

- Sending the link to the Google Jamboards to attendees via the chat function and 
telling them to click on the link before opening the breakout rooms. 

- Asking attendees to use Zoom’s raise hand function if they wanted to say 
something, as this moved them to the top left of the screen, helping the session 
chair decide who to invite to speak. 

- Having questions or comments posted in chat also kept them more succinct than 
your average conference question or comment. 

 
What worked for small group discussions 

- Using breakout rooms and Google Jamboards for 20-30-minute smaller group 
discussions. Less would be fine. But anything under 15 minutes would not give 
attendees the chance to introduce themselves and allow every person to 
participate or for the discussion to fully develop. 

- Having 5-6 attendees per breakout room. As with in-person conferences, people 
tend to disappear after the speakers have finished, or come in and out over the 
course of a session. Thus, 3 and potentially 4 attendees per room could finish 
with as few as 1 or 2. 

- Spreading the established academics across breakout rooms so that everyone 
meets, makes new connections, and helps with good quality discussions. 

- Note: The Post-Conference Survey feedback suggested having someone 
designated to lead the discussion in the breakout rooms to make sure 
everyone gets a chance to contribute. 
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What worked for reporting back from small group discussions 

- Creating Google Jamboards for attendees to write notes on both helped with 
recall during when reporting back during the larger session discussion that 
followed, but also provided the conference organisers with a written record after 
the conference. 

- Note: If resources allow, having an assistant in each breakout room to take 
notes on the jamboards would help. 

- Asking the groups in advance to nominate someone to report back during the 
larger session discussion that followed. 

- Asking each group speaker to report back 1-2 key points, and stop them after 3 
key points. Otherwise discussion loses momentum and you do not have time for 
general discussion at the end.  

- Discouraging the group speakers from asking the rest of their group if they 
had more to say, and to leave that for the general discussion. 

 
What worked when dealing with late entrants 

- Not letting late arrivals into the breakout rooms if they came after the speakers 
had finished. Otherwise they do not know what was said and can go off on 
tangents and derail the conversation. 

- Letting late arrivals into the general discussion at the end instead, and in the 
meantime sending a message to the waiting room to explain what will happen. 

 
What worked around organising coffee chats 

- Having two 15-minute breakout room arrangements over the 30-minute chat 
session to help increase engagement and interaction. In other words, placing 
attendees in one breakout room in the first 15 minutes, then rearranging everyone 
in the breakout rooms in the second 15 minutes. 

- However, exploring other software options that allow for more informal, 
less directed networking would be worth exploring. 

- Having coffee chats suited to different times zones to help attract people from 
across the globe, including people from 28 countries that were not focused on in 
the Round the World sessions. 

 
What worked with scheduling and time zones 

- Sending registrants individual e-invites for each conference session, so they could 
pick and choose which sessions they wanted to accept into their online calendar 
in the correct time zone for them. 

- Having individual invites for each session also meant registrants choose which 
sessions to attend around their other commitments, something less available 
when attending an in-person conference.  

- Organising most panels by country rather than theme, allowing the conference 
organisers to schedule panels to best fit a country-in-question’s time zone. 
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What didn’t work with scheduling and time zones 

- Having 30-minute or longer breaks between some sessions, as it was too long 
and lead to people leaving before the next session began. 

- But no break between sessions is too tiring for the conference organisers 

and support, since facilitating conferences online is tiring.  

- Predicting which times would lead to registrants from certain countries attending 
certain sessions. For example, the New Zealand session was scheduled to suit 
UK attendees. Yet no one from the UK attended the New Zealand session, but 
registrants from Canada and the United States did.  

 
What worked when attendance was sporadic/not continuous 

- Having the conference organisers continuously convey the themes and 
connections that have been seen and built up across sessions throughout the 
conference, as these are less obvious to attendees when most only attended some 
sessions.  

 
What worked regarding the conference support team 

- Having 2 assistants in order to manage the waiting room – including people 
coming in late, as well as setting up the breakout rooms. 

- Note: Only the assistant who organises breakout rooms can see the 
makeup of the rooms while they are being organised (including the Zoom 
host and co-hosts). 

- Asking the conference support team to log into the sessions 15 minutes early to 
discuss any points or issues before speakers and attendees arrive. 
 

What worked regarding technology 

- Having 1 Zoom link for all sessions.  

- Having the Zoom waiting room option on and only letting those who registered 
for the conference into the main conference area. 

- Note: Some people registered throughout the duration of the conference. 
So continually checking registrations helps avoid confusion about who 
should and should not be let into sessions. 
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6: Organisers and Support 
 

Conference Organisers 
Associate Professor at The University of Auckland. Author/editor of 17 books, 
Jennifer Lees-Marshment is a world expert in political marketing with additional 
research interests in political management, public input and leadership. She is editor 
of the book series Palgrave Studies in Political Marketing and Management, lead author of 
Political Marketing: Principles and Applications 3rd ed. (Routledge 2019) and author of 
Political Management: The Dance of Government and Politics (Routledge 2020): See 
www:lees-marshment.org. 
 
Dr Edward Elder is a teaching fellow and researcher at the University of Auckland. 
His research focuses on political marketing, political communication and social 
media engagement in New Zealand and the United States. His work can be found 
in books such as Marketing Leadership in Government (Palgrave 2016), Political Marketing 
and Management in the 2017 New Zealand Election (Palgrave 2018) and Political Marketing: 
Principles and Applications 3rd ed. (Routledge 2019), as well as the journals the Journal of 
Nonprofit & Public Sector Marketing, Journal of Political Marketing and Journal of Social 
Marketing. He is co-editor of the book Political Marketing and Management in the 2020 
New Zealand General Election (Palgrave 2021). 

 
Conference Support 

Dr Salma Usman Malik is an aspiring researcher from the University of 
Auckland whose research focuses on targeted online political communication and 
political knowledge of young people in New Zealand. She has also worked as a 
research assistant on projects related to political marketing and branding, and as a 
tutor. Salma is also the co-author of the chapter ‘Targeted Communication by Minor 
and Major Parties' in the book Political Marketing and Management in the 2020 New 
Zealand General Election (Palgrave 2021). 

 
Luna Zhao is a doctoral candidate at the University of Auckland whose thesis 
focuses on the strategic targeting of Chinese voters by New Zealand political parties. 
Her research interests more broadly include political marketing, New Zealand 
politics, as well as ethnic minority voting and political participation. She has also 
worked as a research assistant for projects such as Vote Compass and analysis 
around the 2020 New Zealand General Election. Luna is also the co-author of the 
chapter ‘Targeted Communication by Minor and Major Parties' in the book Political 
Marketing and Management in the 2020 New Zealand General Election (Palgrave 2021). 

http://www.lees-marshment.org/

