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Abstract

The article presents the conception of positiorpogiticians, based on a three-stage
approach to political branding. The main assumptisnthat a politician’'s image is
conceptualized as consisting of a node (e.g. hbrsoname) in memory to which a variety of
associations are linked. These associations mushded with other rival candidates as well
as with an ideal candidate — understood as a madel standard of comparison while
developing detailed marketing strategies. The fitage of branding, candidates’ positioning,
focuses on such affinity between political obje@s.the second stage mutual relationships
between particular elements (positive and negateenmon and distinctive), of which a
politician’s image consists, are defined. The théedel of political branding links the results
of positioning to voters’ decisions. This conceptis presented in relations to Polish

presidential candidates in the 2005 election.

Politicians are in the business of selling hopepéwmple. This hope is related to
convincing people that it is this particular pali&n or political party that guarantees, as Lloyd
(2005) puts it, successful management of natioralrity, social stability and economic
growth on behalf of the electorate. From this pectipe the major challenge to the political
marketing is to connect a politician's words, awdi@nd vision into a realistic transformation
of the electorate's dreams and aspirations (Newt&84).

The political arena is very diverse. It consistggodups of various interests, likings,
preferences, and lifestyles. More efficient and cegsful political campaigns need to
accommodate this diversity by creating strateg@svirious market segments. There are
issue-oriented voters but there are also voteftsanted by the candidate's personal charm.
The politicians often face a difficult task thehey have to build a voting coalition based on
and reflecting a certain compromise among vari@esas groups. This requires a lot of skill

on the part of the candidate in creating a cogaitivap of different opinions, emotions, or
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interests. Then the candidate has to assign thgmart@ular groups and refer to such a map
while constructing his information messages in prtie establish the foundations of the
agreement between various voter groups and thedzed

A successful political campaign should then utilike knowledge of the structure of
the political brand (e.g. candidate, party) in orttedevelop competitive advantage and win
support of as many voter segments as possiblepaper will then first focus on the issues
related to political branding and show the diffeaes between this process and consumer
branding. Then it will present the positioning oblipcal objects using the method of
multidimensional scaling and based on the affiligtween them as well as its extended
framework of Tversky's (1977) contrast model of gamty. Their application valued will be
tested against voter decision forecasts in thesRqliesidential elections in 2005.

Political Branding

A brand is a multidimensional construct, involvititge blending of functional and
emotional values to match consumers’ performanckepasychosocial needs. A brand can be
defined as “a name, term, sign, symbol, or desigrtombination of them which is intended
to identify the goods and services of one sellegroup of sellers and to differentiate them
from those of competitors” (Kotler, 1991, p.442neof the goals of branding is to make a
brand unique on dimensions that are both relevastwaelcomed by consumers. Success in a
market depends on effective brand differentiatimsed on the identification, internalization
and communication of unique brand values that asth Ipertinent to and desired by
consumers (de Chernatony, 2001). Therefore, injgortant then to understand the content
and structure of brand knowledge because theyanfla what comes to mind when a
consumer thinks about a brand. Consumer brand laugel relates to the cognitive
representation of the brand. Consistent with alwaatve network memory model, brand
knowledge is conceptualized as consisting of adrasde in memory to which a variety of
associations are linked (Keller, 1993; 2003).

One of the prevailing conceptualizations of memsiycture in psychology is the
associative network memory model developed by Aswie1983). According to it, semantic
memory or knowledge consists of a set of nodes larks. Nodes are stored pieces of
information connected by links that vary in strdngh spreading activation process from
node to node determines the extent of retrievat@mory. A node becomes a potential source
of activation for other nodes either when exterimérmation is being encoded or when

internal information is retrieved from long-term mery. Activation can spread from this



node to other linked nodes in memory. When thevatitin of another node exceeds some
threshold level, the information contained in tmatde is recalled. Thus, the strength of
association between the activated node and alledinkodes determines the extent of
spreading activation and the particular informattbat can be retrieved from memory (in
reference to a person’s memory see e.g. Hasti®arid 1986; Srull and Wyer, 1989)

The brand knowledge encoded in memory has two chamensions: brand awareness
and brand image (Keller, 1993). Brand awarenesslased to the strength of the brand node
or trace in memory, as reflected by consumers’itghtib identify the brand under different
conditions. It plays an important role in consurdecision-making because it increases the
likelihood that the brand will be a member of tlomsideration set for purchase. Furthermore,
brand awareness affects consumer choice also mending the formation and strength of
brand associations in the brand image. Thereforescassary condition for the creation of a
brand image is that a brand node be establishetemory, and the nature of that brand node
affect how easily different kinds of informationnchecome attached to the brand in memory.

Brand image means then perceptions of brand asctefl by the brand associations
held in consumer memory. Brand associations arettier informational nodes linked to the
brand node in memory and contain the meaning obthed for consumers (Keller, 1993).
These associations differ according to how favgrdbky are evaluated. The success of a
marketing program is reflected in the creation a¥drable brand associations, that is,
consumers believe the brand has attributes anditsetiat satisfy their needs and wants such
that a positive overall brand attitude is formed.

It seems then that also in the case of politicatketaone may assume that political
brands have an associative structure charactefsticognitive schemata and are subject to
the psychological laws of categorization (see Owealand Falkowski, in press; Cwalina,
Falkowski and Newman, 2008). However, one shoufderaber that politics deals with a
person (or group of individuals — party), not aduct (O’Shaughnessy, 1987). In other words,
political marketing is mainly concerned with peopled their relationship with each other,
whereas mainstream marketing is often concerneld pébple’s interaction with products.
Therefore, attitude and impression formation inerefce to political brands has also a
number of characteristics distinguishing it froomsomer brands. The results of a series of
experiments conducted by Hampson, John and Gold(E9§6) suggest that category
membership is more fuzzy with persons than in t@ain of natural objects. It means that
for instance the category “politician” is more blka or less unequivocal than the category

“soft drink.” There are many more features a pabin is characterized by and the



associations with them are less predictable thasetlwith the category of products. Then
Menon and Johar (1997) demonstrated that judgmeelsted to nonsocial product

experiences trigger processes that are differah fthose established for social stimuli.
Product experiences are inherently less ambigubas tpersonal experiences, thereby
entailing more concrete and less self-referent ggsiong. Judgments of social stimuli (e.g.
person, party) are likely to depend on inferredstiazt information (e.g. traits), whereas
judgments of nonsocial stimuli (e.g. products) kkely to depend on concrete attributes.
Thus, in turn, leads to the manifestation of pwsiti effects (tendency to recall positive

experiences from past rather than negative onegersonal but not product experiences.
Menon and Johar (1997) suggest then that consueserarchers need to be cautious in
applying person memory literature to product memodFpe results of Lastovicka and

Bonfield’s resarch (1982) suggest that althoughsoarer is likely to hold attitudes towards

stands on familiar social and political issuesituates are less likely to be held towards
familiar branded products. According to them thason for it is the fact that, in general,

consumer products are less involving than socsales.

The above differences suggest that identifyingtjgali brands with consumer brands
may lead to errors if marketing knowledge is diyeetpplied for politics. It does not mean,
though, that there are no similarities betweeneh®g concepts but that they stress the
specificity of human reactions to political objees opposed to consumer goods. Bearing
these limitations in minds one may assume — ashden@atony and White (2002) stress — that
a political party or candidate can consider itselfa brand, to be developed to offer societal
and emotional values to an electorate as partsofjipeal (see Smith, 2001). Therefore,
political candidates can build their brands effeslly in a way which strikes the appropriate
balance between the ideological (voter-driving) pogulist (voter-driven) strategies (Reeves,
de Chernatony and Carrigan, 2006). These two dimess as Henneberg (2006)
demonstrates, constitute the specific strategitupes political party or candidate holds and
their behavior on the political marketplace: th&atienship builder (high in market-driving
and high in market-driven), the convinced ideolbgikigh/low), the tactical populist
(low/high), and the political lightweight (low/low)

In the case of the political brand one can alstingjgish its two basic aspects: brand
awareness and brand image (see Cwalina and Falkowskpress). Their marketing
importance is analogous to the consumer marketetery particularly with image — one has
to redefine it. Establishing identity of politicdbrand involves creating its salience.

Developing deep, broad political brand awarenessildhensure identification of the brand



with the voter and an association with specificevateeds. For instance, the category “Party
P” brings to mind, in the first place, its leadeddeads to forming particular, often different
attitudes toward the party; it will not happenhétleader is not accessible in memory (see e.g.
Schwarz and Bless, 1992). Then, the category “Pghiesidential candidate in 2005” is
associated mainly with the candidate who wins taetens then.

A politician’s image consists of how people pereehim based on his characteristics,
leadership potential, and surrounding messagedwane conveyed through the mass media and
by word-of-mouth in everyday communication withefrds and family. The term “candidate
image” means creating a particular type of reprediem for a particular purpose (e.g.
voting), which, by evoking associations, provides bbject with additional values (e.g. socio-
psychological, ethical or personality) and thustdbuates to the emotional reception of the
object (Cwalina, Falkowski and Kaid, 2000; Cwaliriegalkowski and Newman, in press;
Falkowski and Cwalina, 1999). The values by whisl tonstructed object is enriched may
never be reflected in his “real” features — it i®egh if they have a certain meaning for the
receiver. However, in order for such an image todtiable and for the candidate to be efficient
in his actions he needs a balanced personalitpeatdrical skills.

The most important issue about any image is sekpdtiose features that will lay
foundations for further actions. Such charactasstnclude personality features which can
refer to people’s beliefs connected with human meafespecially integrity and competence)
or be a consequence of social demand in a givenembai time and particular socio-political
situation when the campaign is conducted (Cwalimd Fealkowski, 2007). They are the core
around which peripheral features are placed. They less relevant for the voters but
important for the “psychological realism” of candid image (Cwalina, Falkowski and
Newman, 2008). Furthermore, an important elemerfoohing a candidate’s image is the
array of issues that he should address. For exaraséed on data from U.S. senatorial race,
Schoenwald (1987) stated that an improved votergpdion on the devotes-time-to-education
candidate attribute can translate into a bettedingaon caring about the little guy, caring
about children, caring about state problems, aridgbgenerally more humane (see also
Peterson, 2005).

Voter segmentation and candidate positioning
The major challenge for marketing campaign is thedidates’ realization that they
are not in a position to appeal to all voters adrgypersuasion. This means that the candidate

must break down the electorate into segments oupgngs and then create a campaign



platform that appeals to these targets. The proafedwiding the whole electorate into many
different groups is called voter segmentation (Bajnl999; Baines, Worcester, Jarrett and
Mortimore, 2003). The goal of segmentation is tcognize and assess voter needs or
characteristics, which become the foundation fdinde the profile of the voters in order to
plan efficient communication with them. In other rds, marketing planning aims at
identification and creation of competitive advamrtagnd, in the case of politics, its goal is to
determine how to generate and retain public sugpogarty/candidate policies and programs
(Baines, Harris and Lewis, 2002).

After identifying voting segments, one needs tardethe candidate’s position in each
of them in the multi-level process of positionittigis a process of establishing and managing
the images, perceptions, and associations thatdhsumer applies to product based on the
values and beliefs associated with it. It refersrating the optimal location in the minds of
existing and potential customers so that they tluhkhe brand in the “right way” (Keller,
1999). Every product has some sort of position etiver intended or not — which are based
upon consumer perceptions, which, in turn, may ay mot reflect reality. A position is
effectively built by communicating a consistent sege to consumers about the product and
where it fits into the market. Brand positioningju@ed thoughtful analysis of competitors
and consumers to determine the desired image ®rbthnd to maximize its chances for
success.

In political marketing candidate (political brangisitioning consists in assessing the
candidate’s and his opponents’ strengths and weakseand the opportunities a particular
campaign offers (Kotler and Kotler, 1999). The ledgments here include: 1) creating an
image of the candidate emphasizing his particubaisgnality features and 2) his developing
and presenting a position on the country’s econ@ndtsocial issues. These elements may be
used for positioning politicians, as Smith (2005fpit: via policies on issuesr via image
and emotional positioningr based on the model of “political triangle” posed by przez
Worcester and Baines (2004). According to him, kie¢ to understanding the decision-
making process of voters, especially those who tiifpat”, is an unambiguous analysis of
the three interacting aspects and their relativpontance: voters’ attitudes to the parties
(party image), their leaders (candidate image) #air policies on the issues facing the

country.



Multidimensional Scaling Techniques in Positioningolitical Objects

Although a number of different approaches and nulugies for political brand
positioning are possible, the method used mostnofte it is multidimensional scaling
techniques (MDS). While MDS techniques can opeomiea variety of types of data (e.g.
similarities, dissimilarities, distances or proxii@s) they have a common set of objectives.
They are to produce a representation of the relships between objects (e.g. brands), and/or
between variables (e.g. brand attributes), and¢orden evaluators of the objects or variables
(e.g. voters or consumers) (Hooley, 1980). Theticglahips discovered are used to build a
picture of brand images in the minds of consumetefé and an indication of particular
individual product requirements. MDS techniqueskdeerepresent these relationships in the
geometrical relations among points in the spat@hfiguration (Shepard, 1961; Wilkes,
1977). A spatial representation has a number palciidvantages (Doyle, 1975). First, the
attributes most significant to consumers can bérgyed. Second, brands may be evaluated
along these attribute dimensions and their relagtrengths and weaknesses considered.
Third, the extent of competition between brands lmarseen together with the nature of their
similarities and differences. Fourth, preferred ippmss in the perceptual space may be
suggested and opportunities for new brands and @ronal strategy communicated.

Frequently a brand space is assumed to be addquateount for important aspects of
the respondents’ perceptions. However, it may adlsdude the differences in their
preferences. They are taken into account by consgleach respondent’s ideal brand (e.g.
ideal presidential candidate) to have unique locain the common brand space, and by
recognizing that different respondents may weigimeshsions uniquely (Johnson, 1971).
Including such a point of maximum preference intighaonfiguration of political brands also
provides information about the relationships betwt® actual political object and the ideal
one. The closer a given candidate (or party) getsuch a point, the more preferred he is.
Such a map of preferences can also be of veryipahcise, since it allows one to precisely
define the strategy of re-positioning a given bsatalbring it closer to voters’ expectations.

In political objects positioning it is important wefine the number and names of
particular dimensions, which will help to understaroter preferences better, i.e. to specify
the criteria of candidate perception and judgmEat.candidate and party positioning on the
voter market the obtained spaces were most oftemdimensional, with the following
attributes: liberal-conservative vs. anti-pro adstmation (U.S. presidential election in 1968;
Johnson, 1971), Republican (pro-Nixon) vs. Demacrgiro-McGovern) (U.S. presidential

election in 1972; Shikiar, 1976), liberal-consematvs. passive-active leadership (U.S.



presidential election in 2000; Fiedler and Maxw@00), values (left-right) vs. interests
(liberal-prosocial) (Polish parliamentary election1997;Zukowski, 1997) and left-right vs.
libertarian-authoritarian (UK general election i805; Smith, 2005). However, the results
were also more complex. In the research on theepgon of twenty prominent American
politicians conducted in 1971, Sherman and Rosg)l8btained seven dimensions: hawk-
dove vs. power within party vs. acceptability assiential candidate vs. representativeness
and lack of prejudice vs. liberal-conservative witparty vs. attractiveness vs. Wallace. In
turn, Forgas, Kagan and Frey (1977) in a cross#allresearch on cognitive representation
of political personalities conducted in Great Britand West Germany defined the following
three-dimensional spaces: in British sample — igalifpotency vs. evaluation vs. intelligence
and in German sample — conservatism vs. evaluatsonpolitical potency. In the study
conducted four weeks before the first free elestiom Hungary in 1990, Forgas, Laszlo,
Siklaki and Moylan (1995) there were the followidignensions: evaluation vs. conservatism

vs. rural-urban.

Methods of Measuring the Similarities between Olgec

MDS techniques can operate on a variety of diffetgpes of data; the type of data
used most frequently is data pointing to the sintiés (in more or less general dimensions)
between some objects. There are several widelypsetenethods of measuring similarity,
including the following: classification, substitoiti, scaling, judgment of relationship,
semantic differential and associations (Miller, 196zalay and Bryson, 1974, Osgood, Suci
and Tannenbaum, 1957). Grouping or classificationsists in asking the subject to group
objects as they seem to fit together. Usually thgexts receive cards, each carrying different
word (object), and are asked to sort the cardsgnboip of similar objects. The substitution
method is based on the rationale that diverse gbimevhich a particular word (object) can
be used, closely depend on its meaning (categdhg .greater the variety of context in which
a word can be used, the broader its meaning. The than two words can be used in the
same contexts, the more similar their meanings. duigects receive sentence with one or
more words printed in capital letters, e.g. “Jomit8 is a PRESIDENTIAL CANDIDATE.”
Their task is to substitute the capitalized phnagid others from a given list. In similarity
scaling or judgments task, subjects are askeddsept their judgment on a measuring scale
(e.g. 5-, 7-point), deciding to what extent patacuobjects are similar. This task is done
separately for every object pair. In judgment datienship the choice objects are presented

in a circular arrangement and the subjects areuictstd to consider the object in the center in



relation to objects surrounding it, placing 1 attez object most closely related etc. Semantic
differential is the most popular and widely usedthmd designed to empirical study of
similarity of objects. The core idea is to desculbgect by asking subjects to rate it on a set of
scales. They are marked by polar adjectives (eagddpad) and each scale is divided into
seven units representing intensity grades.

Associative overlap technique is a non-directimalgic technique. It was developed
by Szalay and his colleagues (Szalay and Bryson3;18974; Szlay and Deese, 1978). This
measure is based on verbal associations and ieesgs the degree of similarity between
objects (words, persons, groups) based on the nuohlsémilar responses (associations) they
elicit in common. The data collection relied on tise of continued verbal association task. In
this task, the stimulus objects are presented parate pages and each subject generates as
many response words as she or he can in one miferteal associations collected in this way
provide empirical data necessary for the assessmiemiasic units (nodes) of cognitive
organization. This procedure was among others usedthe following measurement:
psychosocial distance towards American Blacks anutéd (Szalay and Bryson, 1973),
subjective meanings of culture between American@hiciese (Chow, Inn and Szalay, 1987),
cultural and ideological belief systems of Amerigalianians, Koreans, Lebanese and other
overseas groups (Szalay, 1984), and also in corrstgeearch on consumer goods (Kleine
and Kernan, 1988; 1991).

The results of the comparative research conduayefzalay and Bryson (1974) and
related to the six methods of measuring similabgyween objects described above, suggest
that all of them except semantic differential powvisimilar results. Semantic differential is
rather used for measuring attitudes toward objedt®reas all the others refer to structural,

associative similarity between them.

Associative Affinity and Dominance Indexes

Using continued verbal association task for pditabjects seems to be the most valid
methods for meeting the structure and judgment aitigal as well as consumer brands
criteria (Keller, 1993); it also operationalizes mmy structure and is thus compatible with
Anderson’s associative network memory model (198&3)rthermore, it allows one to
calculate intra-object dominance scores and inbggad associative affinity index and their
application for positioning politicians.

Data produced by the continued association tapkines preparation prior to analysis.

Its result is a list, for each stimulus object (doand), of associations, and their dominance



scores. Szalay and Deese (1978, see also Szal@rgswh, 1973) assumed that the power of
the recalled association is proportional to theusege in which it is mentioned. If it is
recalled as first, then it is more characteristiciieates a stronger and more accessible node
in memory) for a given object than if it was reedllas second, third or the following. The
fundamental problems relates then to the charatiteiof this diminishing function of the
power of association. Based on a number of stuslzeday and Deese (1978) detrmined that
the scores for the following associations shouldabgigned in the following way: 6 to the
first response produced by a subject, 5 to thergboesponse, 4 to the third response, 3 to the
fourth through seventh responses, 2 to the eighdmanth response, and 1 to each subsequent
response. Dominance scores for common responsesadbr of the objects are then summed
across subjects.

The next step in the data analysis is calculatitey-object associative affinity indexes
for each pair of the objects. Affinity refers taettegree to which persons see relations of any
sort between any two stimuli and is thus analogouseaning similarity. Kleine and Kernan
(1988), developing the operationalization modelppsed by Szalay and Deese (1978),
suggested that affinity index is the amount of amibetween two response lists (i.e. the
number of meaning elements two objects have in cominCalculation of this index involves
then summing dominance scores across overlappemgeesits across stimuli (objects). This
total is then divided by the sum of the total doamoe scores of the objects being compared.
The resulting index value is the proportion of toenbined total dominance scores accounted
for by the affinity relations. The index has a tregiw range of zero to one and increases in
value as inter-object affinity increases.

A detailed procedure of using associative affinitglexes in politicians’ positioning
will be presented on the basis of a study of P@igsidential election in 2005.

Candidates’ Positioning: Polish Presidential Electin in 2005

The empirical research was conducted in June RO@Warsaw and in two surrounding
small towns, according to the procedure of contihuerbal association task. Subjects were
asked to generate as many response words (assps)adis they could do in one minute for
six political objects: four Polish presidential datates in 2005 roku — Andrzej Lepper (leader
of populist, agrarian part$elf Defensge Wiodzimierz Cimoszewicz (candidate of left-wing
Democratic Left Alliance he withdrew from the elections during the campgigLech

Kaczyski (candidate of right-wing.aw and Justicethe current president), Donald Tusk
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(leader of liberal partyCivic Platform), Aleksander Kwgéniewski (left-wing politician)
stepping down from office, and ideal Polish prestd# candidate (IC).

Furthermore, the subjects filled out a questiomnaicluding questions about their
sociological profile (gender, age, education, pla€diving, occupation), ideological self-
identification (left-wing — center — right-wing) drthe degree of their interest in politics (very
interested-not interested at all). They were aldeed to specify the moment of making their
political decision (before campaign, during campam in last minute) and specify the
candidate they voted for during the first roundpoésidential elections in 2005 and in the
second round (Kaczgki vs. Tusk vs. nonvoting).

Seventy adults (34 women and 36 men) between 2%e82s (M=36, SD=14,4)
participated in the study. Half of the responddrad a higher education, and half of them had
either secondary or vocational or elementary edutaMost of them declared their interest
in politics (n=50) and no one stated that he ordilenot care about it. As far as ideological
orientation are concerned, 61,4% defined it asrstn80% as right-wing and 8,6% as right-
wing. Furthermore, 60% of the respondents statatitttey had made the decision about who
to support long before the beginning of the campaigd 20% each — that either during the
campaign or in the last moment.

The positioning of these six political objects vpesformed separately for twaopriori
established voters’ segments: those with and withmher education.

Inter-candidate Associative Affinity Index

On the basis of the associations generated bydsgondents for each of the six
political objects, dominance scores were calculdbes, separately for the characteristics
mentioned for each of thermable 1 presents a sample list of associationghegevith their

dominance scores for Lech Kaéski among voters with higher education.

Table 1. Associations and Dominance Scores for etz yaski

Associations for Lech Kaczyski Dominance scores

characteristic sayings 84

not good looking 77
unprofessional 52
honest 43
believing Christian 41

twin 38
ill-mannered 37
intolerant 36

‘duck’ 19

11



disagreeable 19

backward 18
bossy 14
conservative 12
obstinate 12
full of complexes 12
fierce 12
envious 11
spud 10
superiority complex 10
revengeful 10
speech impediment 10
nervous 9
introvert 9
huffy 8
Total dominance score 926

The next step was to calculate inter-object assioei affinity indexes for each object
pair following the procedure developed by Kleinel &ernan (1988). The affinity index for
each pair of stimulus politicians among voters withher and lower education separately is

presented in Table 2 and 3, accordingly.

Table 2. Inter-politicians Affinity Index Values amg Voters with Higher Education

Lepper Cimoszewicz Kaczyiski Tusk Kwdniewski Ideal Candidate

Lepper 866

Cimoszewicz 0,163 528

Kaczynski 0,049 0,072 926

Tusk 0,007 0,171 0,080 764

Kwasniewski 0,189 0,511 0,109 0,287 800

Ideal Candidate 0,067 0,414 0,201 0,341 0,552 951

Note: Main diagonal values are the total dominasumes for a particular politician

Table 3. Inter-politicians Affinity Index Values amg Voters with Lower Education

Lepper Cimoszewicz Kaczyiski Tusk Kwdniewski Ideal Candidate

Lepper 645

Cimoszewicz 0,226 473

Kaczynski 0,214 0,189 608

Tusk 0,141 0,241 0,203 556

Kwasniewski 0,173 0,339 0,196 0,244 566

Ideal Candidate 0,228 0,440 0,422 0,390 0,354 721

Note: Main diagonal values are the total dominasues for a particular politician

These indices were the input data to multidimeradisnaling program MINISSA.
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Candidates’ Positioning: Multidimensional ScalingrBcedure
In both groups two-dimensional spaces were obdaiingher education: Guttman-
Lingoes’s alienation=0,001; Kruskal's stress=0,000&s educated: Guttman-Lingoes’s

alienation=0,03; Kruskal's stress=0,02). They aesgnted by Figures 1 and 2.

Figure 1. Positioning of Politicians among VoteigwHigher Education

liberalism
96 96
92 92
88 88
80 80
76 76
® . Tusk imoszewicz s
32 * E ] * 32
28 L] 28
pragmatism - populism
4 O . v
R Ideal Kwasnigwski Do
Lepper :z
52 -52
56 56
60 60
88+ A k v g8
e Kaczynski
-96 * ¥ -96
100 [} 100
conservatism

Figure 2. Positioning of Politicians among Voteighw.ower Education

13



right-wing

N Kaczyaski D

40 [ ] : 4;

36 36

32 32

28 28

En 2

conciliato- — - radicalism

riness sk 3
e -16

B » s

a2 Ideal :

Lepper ‘&

o L . e

w o Kwasniewski B

A s

Cimoszewicy

©100 -90 -80 -70 -60 -50 -40 -30 -20 -10 10 20 30 40 50 60 70 80 90 100

left-wing

As expected, perceptual maps of Polish presideeliggtion market in 2005 among
voters with and without higher education are ddfdr It means, that each of these groups
perceives the political scene and the actors timedéferent categories. This is mainly related
to the complexity of these categories resultingjristance, from the knowledge and the set of
concepts that voters with different levels of ediorapossess as well as their socio-economic
status (see Baines al, 2003; Conover and Feldman, 1984).

In the case of voters with higher education teee@ption of particular candidates and
preferences towards them (the distance from thal idandidate) is detrmined by latent
dimensions, which can be defined as: liberalismorfemic and social/moral ) vs.
conservatism (attachment to tradition and religivaties) and pragmatism-populism. The
ideal candidate is perceived as a rather liberdlpgagmatic politician.

Voters with lower education understand the elec8oene in more general and less
precise categories: left-wing vs. right-wing (posthmunism resentment) and
conciliatoriness vs. radicalism. It seems thathis ttase the dimensions reflect to a large
extent media frames related to covering politicargs and not a more detailed analysis of
the meaning of these descriptive categories (seeahd Schlesinger, 2005). In this group the
ideal candidate is defined as a rather left-wing) @@nciliatory politician.

Using the MDS technique for the positioning of ipalans in Polish presidential
elections in 2005 provides important directions wbdeveloping political strategies for

particular real candidates. From this perspectmagr tgoal should be such re-positioning that
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would bring them closer to the point correspondmthe ideal candidate. Then, depending on
the voter segment (with or without higher educgtithe point of maxiumum preference is
defined differently.

Candidates’ Positioning: Contrast Model of Simildyi

The analysis of associations on which inter-cartdidessociative affinity index is
based shows that the index does not include tred@nee, since common features may be
both positive (and only positive when a real poi#n is compared with an ideal candidate)
and negative. In this way the results of positigmeflect certain perceptual latent dimensions
that are common for all the politicians but do meflect signs of particular attributes
associated with images of particular politiciansarkéting strategies developed on the basis
of this, by operating in these dimensions, do dlowaone to manage a politician’s image
more precisely by highlighting positive featurehai®ed with the ideal candidate) and
eliminating unwanted associations (decreasingmisaiity with the ideal candidate). It seems
necessary therefore to develop and supplement iguag based on inter-candidate
associative affinity and with other elements alswluding the valence of particular
associations.

Such a development is possible based on Tverskydrast model of similarity
(1977). According to him, a similarity between twbjects does not depend only on their
common featuredut also ordistinctive featureswhich are characteristic only for each of the
compared objects. Therefore, this similarity inse=a with addition of common features
and/or deletion of distinctive features (i.e. featuthat belong to one object but not to the
other). A schematic illustration of the contrastdabof similarity in reference to real and

ideal political candidates is presented by Figure 3

Figure 3. A graphical illustration of the relatibetween ideal and real candidates

15



Ideal Candidate

Common features
(always positive)

IC - RC

A

E Real
! Candidate
1

RC - IC

(always
positive)

(positive or negative)

Distinctive features

An ideal candidate (IC) is characterized exclusiviey positive features. From the
marketing perspective his image is a model anddstahof comparison for each of the
politicians running in the elections (RC’s). Thenef, their strategic goal is to form their
image in such a way that it overlaps the most whthideal candidate. In this case common
features are always positive and it is them thatcancial for forming voter preferences. In
turn, the area defining the differences betweeridbal and real politicians may include both
positive and negative features. They reduce thalaitg between these two objects.
However, one should emphasise that in this casdiypsnd negative features perform
different functions in building a candidate’s ima@egative features are always unfavorable
and reduce the probability one voting for a patécyolitician, whereas positive features, as
peripheral characteristics of his image, seem talent. For the voter they can constitute
additional reasons why to support the politiciaeeCwalina, Falkowski and Newman, 2008;
Rahn, Krosnick and Breuning, 1994).

The contrast model of similarity shows then thabider to increase one’s similarity to
the ideal candidate, each real politician shoujddrbroaden the area they share by addition
of common features and/or by reducing the areaudhicy distinctive features by, above all,
removing certain negative associations. The folimviformula expresses the similarity
formed in such a way (Tversky, 1997):

s(RC,IC) = F(RCn IC,RC-IC,IC - RC)

The similarity of real candidate (RC) to ideal caade (IC) is a functiorF of three
argumentsRC n IC, the features that are common to both RC anRIC— IC the features
that belong to RC but not to IGC — RG the features that belong to IC but not to RC.

According to the contrast model of similarity onancpredict that the larger the

distance between real and ideal candidates, the nmegative features and the fewer positive
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features are associated with the first ones. To tl@s hypothesis, all the associations
generated by the respondents were divided intdipesind negative ones, separately for each
subject and each politician. Then, the means o Ibgbes of features and an indicator of
general positive associations/positivity of asstimies was calculated for each of the
candidates by dividing the average number of pasgissociations by the average number of
negative associations.. If the value of the indicas higher than “1” it means positive
perception of a politician, if it is lower than “* negative perception and if it is equal to “1”
— neutral. Then the correlation between these @tdis and the distances of particular
politicians from the ideal candidate was calculatessed on the results of MDS. The analysis
was performed across all subjects.

The obtained Spearman’s rho correlation coefficiequaled —0.86 (p<0.01). As
predicted, its value and sign suggest that the enigine’s positive association with the
candidate as related to negative associations,stioeter the distance between the real
candidate and ideal candidate. Furthermore, negassociations increase this distance
significantly (rho=0.66, p<0.05), and positive ofegg those objects closer to one anothery
(rho=-0.93, p<0.001).

It confirms the fact that political branding canrm only limited to searching for
general similarity dimensions between a particutandidate’s image and the a ideal
candidate but that it has to be developed by metaild valence association analyses on

which the image is based.

Positive and Negative Associations as a Predictafr¥oters’ Decisions

The contrast model of similarity shows that pafacupolitical candidates can be
compared not only against the ideal candidate kg against each other. In this way,
negative associations related to one politician siamultaneously reduce preferences toward
him and strengthen the support for his rival. It metuas a political candidate’s image should
be referred to (at least) two standards of comgarigleal candidate and main competitor.

Hierarchical logit regression was performed to tés$ hypothesis. The dependent
variable was the support during the second roungredidential elections in Poland in 2005
for Kaczyaski vs. Tusk (0 vs.1). Before the analysis was cotetl, all the independent
variables were rescaled on a 0-1 range and sortiewf were introduced to the equation as a
dummy variables (see Cohen, 1968). In the first ehoonly control variables were
introduced: gender (0 — man, 1 — woman), age, eiducéD — lower, 1 — higher), interest in

politics, left-wing ideological self-identificatiorfl — left-wing, O — the others), centrist
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ideological self-identification (1 — centrist, tke others), pre-campaign voting decision (1 —
pre-campaign, 0 — the others), last minute votiagision (1 — last minute, 0 — the others).
The following variables were introduced in the setstep: positive and negative associations
related to Kaczyiski and Tusk. The obtained results are presentédlate 4.

Table 4. Predictors of voting decision (Kaagki vs. Tusk). Hierarchical logit regression

results

Model 1 Model 2
Gender (woman) .09 (.08) 18" (.08)
Age —.04 (.28) —12 (.26)
Education (higher) 20" (.10) 10 (.12)
Interest in politics -.05(.11) -.03 (.10)
Left-wing ideological self-idetification 54°(.19) 57°(.17)
Center ideological self-identification 56°(.11) .51°(.10)
Pre-campaign decision —.24%(.11) -17%(.11)
Last minute decision —-.25(.14) -.15(.14)
Kaczyaski — possitive associations 83" (.37)
Kaczyaski — negative associations 41" (.20)
Tusk — possitive associations .31%(.20)
Tusk — negative associations —.15 (.48)
X2 (Afnoqer=7; Afnoger=11) 47.52; p<.001 55.20; p<.001
pseudo-R .60 .65

Note Coefficients are logit estimates. Bolded coefits are significant at;p=0.1;" p<0,05:° p<0,01. Standard
errors appear in parentheses coefficient estimates

Introducing positive and negative associationsexes for Kaczfski and Tusk
increased significantly the accounted for variamfethe respondents’ voting decisions
(pseudo-F=0,6 and pseudo=0,65, ks, 49717.51, p<0.01; see Cohen, 1968).

With both models important predictors of voting fbusk were to be left-wing and
centrist voters’ ideological self-identificationsnch making a decision in the course of
campaign, but not in the very last moment befoweas finished. Furthermore, after adding
up the variables related to the associations witbkTand Kaczfyski, the important predictor
of preferences for Tusk, which was higher educatlmecame unsignificant and what did
become significant was the voters’ gender. He viiengmore support by women.

The associations related to both politicians hisb aignificant influence on the

voting. The support for Tusk was increasing astp@sassociations with him were increasing
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and negative associations with Kangki were increasing. It would decrease when Kasky
evoked positive reactions of the voters.

This analysis supplemented, to some extent, shdtseof positioning candidates based
on inter-candidate associative affinity index arahtcast model of similarity which were
presented above. It provides directions about penmarketing strategies based both on the
voters’ characteristics and their way of undersitagnthe election scene and the perception of
politicians’ image. These conclusions are valid bmth positive and negative campaigns,

whose goal is to weaken the image of the competitor

Final Remarks

The presented conception of positioning politicimbased on a three-stage approach
to political branding. Its main assumption is tlapolitician’s image is conceptualized as
consisting of a node (e.g. her or his name) in mgrtm which a variety of associations are
linked. These associations may be shared with athal candidates as well as with ideal
candidate — which is understood as a model andiatdrnof comparison while developing
detailed marketing campaigns. The first stage ahting, candidates’ positioning, focuses on
such common features perceived in various votemsetg. Its results allow one to prepare an
outline of a campaign, but in order to prepareasssful campaign one needs to define more
precisely the mutual relationships between paudic@dlements (positive and negative) of
which a politician’s image consists.

Such additional information may be obtained basedantrast model of similarity.
According to the model, this similarity between exdig increases with addition of common
features and/or deletion of distinctive features. fieatures that belong to one object but not to
the other). The model allows one to define mutedhtionships between the perception of
particular politicians and their reference to aealdcandidate and suggests that political
branding cannot only be limited to seeking gensnalilarity dimensions between the image
of a particular candidate and the ideal candidatémust be supplemented by more detailed
association valence analyses that the image islb@seThe third stage of political branding
is the need to relate it to voters’ decisions. Ksato it, it is possible to define the relative
power of particular voter preference indicators dadelop a strategy that will include them.

The results of the presented analyses show thatnbt only the strengthening of
politicians’ positive features but also neutralgithe negative ones that contributes to his
higher expected quality. One should remember, hewdhat creating the candidate image is

“translating” the characteristics into behavioratthlustrate them or are perceived as if they
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did. In politics, an image is created through thee wf visual impressions that are
communicated by the candidate’s physical preseneéja appearances, and experiences and
record as a political leader as that informationni®grated in the minds of citizens. A
candidate's image is also affected by endorsenwnisghly visible people in the country

who support him.
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