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	Marketing is a set of activities designed to mediate and optimize any interaction that has to do with exchange. This set of practices had been adapted to satisfy political needs of Western countries nearly 75 years ago whereas Russian political marketing is at best only 28 years old. However, the practical needs and political competition had caused it to develop very rapidly. The party United Russia has reached supermajority a matter of several years after its creation and successfully maintains its position: its approval rating is still rising with roughly a half of Russian citizens supporting the party. Thus, there arised a research problem to identify the main features of efficient political marketing that are exemplified by United Russia's political activity.
To tackle this problem we have set several objectives, namely, to describe the essence of political marketing, its effectiveness and significance; to consider marketing activities of the party United Russia in general and at the moment; to evaluate efficacy of political marketing of United Russia and to propose measures to improve it.
The methods employed to fulfill the objectives corresponded to the nature of a research-oriented thesis, namely, a case study. We used a conceptual framework of modern political marketing discourse. A number of theoretical models developed by different scholars were used. Comparative and statistical methods were also employed. The majority of publications used were quite recent which ensures topicality of our research.
In conclusion, we have evaluated the efficacy of specific political marketing techniques employed by United Russia. Several suggestions as to how its marketing activity can be improved had been identified.
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Introduction
We live in an information-dense world where the power of the mind has become a major force, along with the power to manipulate it. Having conquered the world of objects humanity reaches beyond, into the realms of its own psyche. There were many factors contributing to this change, one of the most important being a major paradigm shift in  market which had switched from a producer-oriented mode to a customer-oriented one. Оnce people learned to manufacture products effectively in large volumes they realized that manufacturing goods had sense only if there was someone willing to buy them. If the 19th century had a word, it would be "manufacturing", yet, it turned to "consumption" in the latter half of the 20th century. Politics, being one of the main things people "consume", had also been changed in a most profound way: political process today becomes more and more about playing mind games and influencing people. 

Consequently, the above-mentioned factors had made politics into a very sophisticated and complicated sphere. Besides, being a highly competitive environment the world of politics is, it's quite predictable that it started to employ marketing strategies in order to gain and maintain voters' support. It goes without saying that nowadays it takes a group of trained professionals to get one's footing in the political world. Whole research teams that study voters' behavior patterns and political marketing techniques have emerged alongside with political consultancies. 

Political consulting is an integral part of politics and campaigning. Seeing that political activity is now mostly about managing the information flow, the foremost purpose of political consulting is to ensure, at the very least, the politician's presence in it, and at best, to present him in the most favourable light possible. PR communicates certain political image to different segments of voters which causes them to accept or decline a political offer. The question of how to make the process more efficient is virtually the ultimate problem of political marketing.

Russian political marketing is quite young and therefore provides rich ground for conducting scientific research. The fact that Russian political marketing is less than three decades old might seem somewhat unusual for such big and powerful country from the perspective of the less experienced onlookers. However, it is only logical given Russia's communist totalitarian past. For as long as 70 years that USSR existed the political landscape was shaped according to one main principle, which was, to rephrase J. R. R. Tolkien for the sake of our argument, "One party to rule them all". The voters didn't have any choice in one-party system but to comply with the established ideology or at least make it appear so. 

With the fall of Soviet regime, the development of democratization process in Russia and introduction of multipartism there has risen a practical need to develop political marketing techniques. Unfortunately, the theoretical groundwork hadn't been lain by that time so the Russian political leaders had to borrow some of the Western political marketing practices of that time. At first, Russian political parties were weak but gradually and steadily they learned how to promote their political offering. The most prominent example of successful political marketing implementation in Russia presents the party “United Russia”. In a matter of six years since its foundation it has reached supermajority. Therefore, it holds scientific interest for political market researchers to look into specific marketing techniques that had been employed by the party, to analyze its positioning strategy and evaluate the efficacy of the party's political marketing activity overall.
1.1
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Research Problem and Questions
In the modern era, marketing is involved in all spheres of social life including politics. The  parties that implement marketing techniques most efficiently are the ones who gain voters' popularity fairly quickly and manage to maintain it at a high level. We believe that the key indicator of successful political marketing implementation is a party's approval rate.

According to official statistics of Russian Public Opinion Foundation, United Russia's approval rate gradually increased throughout the last years. The party's approval indicators stand as follows:

September 2011 — 40.8 % (POF 2011);

June 2016 — 45.1 % (POF 2016);

November 2017 — 50 % (POF 2017).

The most recent POF statistics from November, 2017 indicates that an average approval rate of “United Russia” from March 5, 2017 to November 12, 2017 is 48.27 % (Figure 1). A high support rate signifies efficient marketing strategy by analyzingwhich we can tackle the following research problem: What factors contribute to the efficacy of political marketing?

In order to successfully address the stated problem we need to identify the main research question of this project. We formulate this question in the following way:

What are the main features of efficient political marketing that are exemplified by United Russia's political activity?
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Figure 1. Public Opinion Foundation's evaluation of United Russia's approval rate in 2017 (POF 2017).

In addition to the main question we pose two subquestions: "What are the specific political marketing techniques that had been employed by United Russia and "To what extent had the implementation of these marketing techniques been efficient?" In order to answer them we'll conduct a case study focusing on United Russia's political marketing.
1.2
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Research Aims and Objectives
The subject of this research is political marketing. The object of the study is the political party United Russia. Therefore, the aim of this work is to study political marketing and its effectiveness on the example of the party United Russia. 

We set the following three objectives of the study:

· to describe the essence of political marketing, its effectiveness and significance at the present stage;

· to consider marketing activities of the party United Russia in general and at the moment;

· to evaluate efficacy of political marketing of United Russia and to propose measures to improve it.

The first research objective deals with the necessity to understand the essence of political marketing and its significance at the present stage of political market development. Gaining insights into the nature of this phenomenon and its main aspects will provide us with theoretical framework for the further analysis of the specific case of political marketing implementation. We'll elaborate on the role of different constituents of political marketing including the aspect of political communication and PR. The factors contributing to political marketing efficacy will be analyzed in reliance on different perspectives of the scholars.

The second objective is to overview political activity of the party United Russia with a view to analyze its marketing efficiency further on in the study. By collecting factual data on the party's marketing activities we'll be able to build a whole picture of United Russia's marketing strategy. We'll be able to identify specific political marketing tools employed by the party which will give us the answer to the first subquestion of the research. In our view, it is important to collect data on the party's activity both in the past and in present which will help us track changes in the party's political marketing and therefore help us gain insight into how United Russia adjusts to the demands of Russian political market.

The third objective is to examine the effectiveness of political marketing of the party United Russia and to make some suggestions as to how it can be improved. Fulfilling the third objective will give us an opportunity to answer the primary research question, that is, to identify the main features of efficient political marketing that are exemplified by United Russia's political activity, which in turn, would not only fulfill our own research goals but to contribute a wide political marketing discourse of today.
1.3
Research Approach and Methodology
As the topic of political marketing is quite new, the thesis will be exploratory in nature. Therefore, the desk research will be applied. The rationale behind the choice of this research approach is based on the following considerations. Even though our course hasn't covered this particular type of marketing we had chosen this topic due to the personal and professional interest. As our first degree is сlosely linked to the study of politics we assume it would provide an analytical prospective on the topic that interlinks politics and marketing. However, due to the Russians' mentality, political preferences still remain more of a personal issue for many. It is due to this feature of Russian mentality that we couldn't consider conducting any surveys openly. We believe that under such circumstances they would not provide us with a clear picture as for the citizens' interpretation of United Russia's political activity and its efficacy. Thus, the results of our analysis would not have been precise and unequivocal. This explains delimitation of our research. 
To conduct our case study we employ a wide array of research methods ranging from description to complex analysis techniques. The theoretical foundation of the thesis employs conceptual framework of modern political marketing discourse. A number of theoretical models were used including Lees-Marshment's typology of market orientation of political parties, Newman's political marketing model etc. When describing the party's political activity we used comparative methods to consider it within the wider context of Russian political market. Quantitative methods were also employed to assess the efficacy of United Russia's marketing activity and analyze how it relates to others.
The theoretical background of this thesis is constructed on a number of books, research papers, links, articles, newspapers, magazines etc., most of which had been published in the recent years. A number of Russian sources were analyzed in order to provide an inside perspective on the topic.
2
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What is Political Marketing?
In 2013 the American Marketing Association approved the following definition: "marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large". Starting off as a mechanism for distributing goods and services, marketing has grown into a scientifically organized system of different entities, research centers and markets that center around customer's needs. 
The scholars have provided numerous definitions of political marketing including those given by O'Cass, Butler and Collins, Kavanagh, Savigny, Maarek, Wring, Newman, Osuagwu, Menon and others. For example, Savigny (2011) defines political marketing as the application of marketing principles and practices to the theory and practice of politics. O'Cass (2001, 137) interprets the notion of political marketing as the process of analysis, implementation, planning and election that aim at developing and maintaining a mutually beneficial relationship between political subjects and the voters with the view to achieve desirable political objectives. Maarek (2011) focuses on the communicational aspect defining it as a policy of political communication, a large-scale strategy that includes designing, rationalizing and conveying political communication.
One of the most common approaches to defining political marketing is by using marketing mix. In this regard, Fahed Salim Khatib defines political marketing as the political organization's use of environmental analysis and opinion research with the aim of creating and promoting a competitive offering to satisfy the electorate in exchange for its votes (2012, 4).

The term "political marketing" was coined by Kelly in 1956 to describe persuasive political practices (Wring 1997), since then the phrase has been commonly used in political discourse, especially, in the last two decades. Historically, D. Eisenhower, the 34th president of the USA, was the first to put political marketing into practice during the election campaign of 1952 (Maarek 2011, 7). In Europe political marketing was first introduced in France during presidential campaign in 1965.

Extensive research into political marketing has led to the emergence of a separate cross-disciplinary field of study that draws upon the knowledge base of several sciences, including politics, management marketing, theory of communication, sociology etc. However, some scholars argue that as a discipline, political marketing still needs to elaborate on its basic terminology and research tools.

The concept of marketing, when applied to politics, can be viewed as the means of integration of different group and individual interests in order to achieve common good. Thus, the political market constitutes a mechanism for the cooperation of different forces which allows to fulfill common ideals and values within a given societal context via applying the mechanism of political supply and demand. When talking about politics as a market, the following elements can be singled out: exchange, liberty of contract, political competition and political power.

The nature of the exchange relationship established between a political subject and voters had been characterized by Basting (2008, 70-73). He describes the following features of this relationship:
— the operational framework has a legal foundation and is in conformity with election regulations;
— the transaction time (i.e., voting) is fixed: political demand and offer meet only once during the ballot time;
— the non-binding nature of political service: voters are not in a position to make political entities observe their promises;
— political product cannot be chosen individually, it is a decision made by the majority. Thus, there is no guarantee that a citizen will get a political product he votes for;
— it is only during electoral campaign that the provider of political services can communicate his offer and influence the consumer;
— prior to election the political offer is virtually immaterial and exists in the form of promise.

Political marketing adopted many of the techniques of сommercial marketing such as market intelligence (including surveys, focus groups, polls, citizen consultations, receiving informal feedback etc.) and marketing communications (target marketing, direct mail, direct dialogue). The employment of these tools helps parties to define voters' preferences, make more informed and responsive political decisions, position themselves and shape their image accordingly.

Many analogies can be drawn between commercial and political marketing. First of all, speaking in terms of marketing, the following parallels emerge: a politician — a service provider, a voter — a customer, a set of political ideas and declared goals — a product, voting —  purchasing, votes — money, political system — a marketplace, political activity — business. There are multiple intersections between business and politics: from consuming political product, to adapting managerial models to politics, to the application of commercial and corporate mindset to politics. 
As Alex Marland (2003) points out, many have fallen victim to literalism when it comes to interpreting the concept. The claims about promoting politicians the same way аs soap or toothpaste seem to be not only outdated and oversimplified, but somewhat comical. The selling concept may still be applied by small and underfunded campaigns, but more progressive and mature campaign teams market their candidate the way service providers do to promote their services. 

To undermine the oversimplified interpretation of the concept of political marketing we have compared it to the economic market and found several critical differences. Firstly, as opposed to that of economic market, the actions of political market participants are driven by people's values, can be ideologically tinged and hold social significance. Political decisions are made with a view to increase public welfare, not to increase economical gain. Unfortunately, personal responsibility is not as much accountable for on political market as it is on economic one, this is often due to collective decision-making done by a political party as one solid entity. During electioneering, consumers of political market can only give their vote once to the candidate of their choice, whereas consumers of goods can easily buy several similar products from different sellers if they need to. When conducting politics, one is supposed to relinquish one's interests for the public weal,  but in economics that is not usually the case.

Just like Marland, many political marketing scholars point to the narrowness of the research done by their peers who rely on the analogy between economic and political marketing too much. The marketing concept in politics needs to be reexamined, the researchers have to draw upon alternative marketing theories and bring their studies to multidisciplinary level (Henneberg 2007, 11).

We believe that the in-depth approach referred to by Henneberg was realized by Jennifer Lees-Marshment who developed the concept of comprehensive political marketing (2003). Some of the key principles of CPM include application of marketing to all of the activities realized by political entity, not just communication; using a whole conceptual frame of marketing and not just its separate techniques and adapting marketing theory to suit the needs of conducting political activity and analyzing it. 

According to Jennifer Lees-Marshment (2001a), political entities can take different marketing stance or orientation within political "market place". According to political parties' priorities she classifies them into product-oriented (focusing on political ideas / ideological system), sales-oriented (advertising and communication techniques) and market-oriented parties (voter's demands).

The implementation of political marketing process includes the following stages:

Stage #1: the use of opinion research and environmental analysis. This stage is about evaluating political market condition and identifying market opportunities. Political marketing agents study expectation of different population groups. This in turn gives an opportunity to anticipate their reactions to certain political decisions made by political entities. 

Stage #2: developing political strategy (a system of specific methods of influencing voters). The second stage involves developing specific techniques designed tо exert political influence. Drawing upon the information about the voters' expectations the agents now develop a specific program elaborating on political goals and methods. They calculate probable results and allocate specific targeted groups who are most likely to support the candidate.
Stage #3: political advertising and promoting political program, candidate, blueprint for reform, etc. During this stage political marketing agents engage in all types of promoting activity that aims to raise voters' interest to the goals that where set by political entity during the previous stage.

The constitutive elements of political marketing are identified in political marketing literature in different ways. For example, Firmansah states that the process of political marketing has only two elements, namely, voters segmentation and marketing programs (Ediraras 2013, 585). The latter is about positioning a political product called 4Ps (product, promotion, price and place) and the former is done with the view to evaluate the voters' level across different categories so that "the packaging" is done according to political product categories (Ediraras 2013, 585).

Having studied the body of literature, we have determined six political marketing constituents. Although the presented model comprises of six elements, it should not be confused with Kotler & Kotler's model of candidate's marketing map which has the same number of constituents. Our model stands as follows:
1. Setting the goals of the political campaign. The goals need to specify what needs to be changed regarding the issues that the campaign addresses in a realistic manner and concrete terms.

2.  Conducting environmental analysis and opinion research. Politically relevant data obtained by this research should include information on approximate number of the party's supporters and opposers and socio-demographic characteristics of these groups, as well as some qualitative information on topical social problems, electoral preferences and the level of trust.

3. Political market segmentation, as a process of identifying groupings of voters with a view to find the right approach to the targeted groups with political message that would appeal to them the most. Some of the most important criteria for voter segmentation are demographic characteristics, employment status, income level and the time voters take to make their decision (Cwalina et al. 2011). Having identified the segments of voters, political marketing agent has to evaluate the candidate's position among different groups of electorate. It should be noted that as a political campaign progresses the groups that are targeted might change (Newman 1993). 

4. Positioning, i.e., a marketing tool that revolves around main political ideas promoted by a candidate and is essential to building political strategy (Newman 1993). Positioning is carried out in several steps. The first step involves weighing the candidate's strengths and weaknesses and articulating his political vision. The next step requires conducting competition research so as to define strengths and weaknesses of the candidate's opposition. He then must target specific segments of voters he chose to direct his appeals. Positioning results in establishing political image.

5. Image-building, as a process of creating specific cognitive representation of political subject both rationally and  on unconscious level. Jeziński (2004) singles out main types of political images, including expert, an ordinary man, hero, eccentric idol, father, clown, cool cat etc.

6. Managing political communication. This aspect includes choosing certain types of media (TV, radio, social media), canvassing, i.e. personal meetings with the voters on the street, advertising, creating a slogan, etc.

As we see, some of the elements of political marketing coincide with the elements of conducting political campaign, namely, the personalization of politics, the politician's image, the role of public relations and the scientificization of politics (Harris 2001).

Cwalina et al. (2011) have analyzed several approaches, theories and models that interpret the concept of political marketing, including those provided by Niffenegger (marketing mix model), Reid (marketing political product based on specificity of a multi-stage voting decision process), Kotler & Kotler (candidate's marketing map), Lees-Marshment (comprehensive political marketing), Harri (modern political marketing), etc. In our view, the most comprehensive and all-encompassing is political marketing model developed by B.I.Newman. It highlights both connection and distinction between economic and political marketing, as well as internal and external forces influencing them. We provide the representation of Newman's model in the Figure 2.
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Figure 2. The model of political marketing as defined by Newman (Cwalina et al. 2011, 47)
There exist no unified classification of political marketing. Barysheva et al. (2017) present the following typology:

1. Depending on the toolset and methodology there can be conversion, stimulational and developing political marketing;

2. Based on the nature of political impact there distinguish offensive, defensive, expectant, sustaining and opposing political marketing.

It is a common misconception that political marketing is done solely during election campaings. Nowadays political marketing techniques are employed not only during electioneering but also well into governance. This helps to retain the electorate's loyalty and also to attract new voters. Today we can talk about the so called "permanent campaigns", a long-term process that is designed to guarantee a continued governance (Smith & Hirst 2001). 

Some of the tools employed by political marketing received a fair amount of criticism. The critics claim that it puts too much emphasis on outward image and trappings rather than ideological underpinnings of party's platform. Others associate it with propaganda, persuasive and manipulative techniques, exaggeration of certain aspects and roorback. 
2.2
Mass Media as a Tool of Political Marketing
Mass media is one of the most potent forces in shaping public's opinion and thus has become a powerful tool in political marketing campaigns. In some sense it became "the fourth estate" (the other three being legislative, judicial and executive powers) (Cwalina et al. 2011). Mass media has evolved from being merely a channel of communication to becoming an autonomous power center, a game-changer, a major actor in the process of campaigning (Entman 2007, 166).
The term mass media is defined as the main means of mass communication regarded collectively. Two main types of mass media are singled out by scholars: mainstream media and new or alternative media. Mainstream media is mass media that influences a large number of people and is reflective of prevailing currents of thought, influence, or activity. It may be contrasted with alternative media which may contain content discordant with prevailing views.
Many researchers see the link or even attribute the increase of marketing in politics to extensive media and communications strategies (Scammell 2016). Mass media space serves as a battlefield for the dominance on the political market. It is a well-known fact that a significant amount of parties' election campaign budget is spent specifically on the media coverage.

Тhe instrumentarium оf political communication means include such types of media as television, radio, newspapers, internet etc. Historically, the first type of political mass media tools were printed media such as magazines, journals, and newspapers. Politicians employed newspaper advertising techniques since the 19th century (Lees-Marshment 2001b).

The second type of media (if taken in chronological order) is broadcast media which includes radio and television. Radio has been used for the purposes of gaining voters' attention since the first half of the 20th century. The times of radio dominance are long gone now with the onset of new digital era and its technologies. However, we must give radio a credit for the continued importance in disseminating political information. 

The invention of television has led to the emergence of political TV advertising. The first presidential candidate to rely primarily on TV ads was Dwight Eisenhower (Newman 2002). The dominance of the television as a mass medium has lead to a major shift in the ways the politics was conducted, especially, considering the possibility of engaging the ideologically neutral segment of potential voters in the political discourse.

Alternative media differ from established or dominant types of media in terms of their content and the way they are produced and distributed. They include weblogs and social media. Internet technologies and social media provide politicians with plethora of digital  tools enabling the public to engage in political life. Social media is exceptionally potent political communication tool in terms of getting instant feedback from the voters which allows politicians to evaluate the effectiveness and to fine-tune their political marketing.

However, there is also a downside to going digital for politicians. Even a tiniest mistake of politician, a funny slip of the tongue, can be instantly recorded and downloaded to Youtube, then replicated and shared on social media and ultimately, growing viral. For example, a minor loss of memory by Rick Perry in 2012 which had been taped and posted on Youtube has lead to his withdrawal of candidacy (Maarek 2014).

In the Figure 3 we present the findings of Тоm Rosenstiel and Amy Mitchell  who conducted a study designed to estimate the popularity of different types of media among the US voters and its dynamics over a 12-year period. 
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Figure 3. Line chart representing campaign news sources in the US (Pew Research Center, 2012)

Interestingly, the voters perceive non-paid media, such as television and newspapers, to be more valuable as sources of information than political advertising and the internet sources (O'Cass 2002). Соntrary to this are the findings of Kim & Johnson (2009) who studied credibility of different sources of political information in South Korea. They found that independent online newspapers turned out to be more credible than either traditional media or other internet sources.

Terry Flew singles out three main stages of the development of politics / media relationship (2016), they are as follows (Figure 4): 
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Figure 4. The stages of the politics / media relationship (Flew 2016)

For the ost part, the Flew's model corresponds to the three stages of the development of political communication described by Blumer and Kavanagh (1999, 215) which include the "golden age", the television age and the third age of political communication. The "golden age" stage had lasted for two decades after World War II. The key aspect of this first stage was about permanent identification of political subjects. The issues concerning the party's strengths and weaknesses along with how they compare to those of other parties were discussed at length. Political discourse was centered around ideological foundations and claims.

The television era began at around 1960s when the political parties had lost control over the information received by the voters. Viewers gained access to a highly detailed information on different political parties which has lead to the growing of ideologically neutral segment of voters. The onset of television era had allowed for parties to reach the groups of citizens that were previously not engaged in political life whatsoever and had made their votes desirable for those competing for power.

Finally, the third age of political communication is characterized by multiplicity of the media channels. The authors provide us with a peculiar metaphor: a media system is a hydra with multiple heads always hungry for food (ibid.). The third era is about extensive spread of information via as many channels as possible. This lead to the rise of such phenomenon as a hypermedia campaign which Howard (2006) defines as a political organization that adopts digital technologies in an innovative way and changes its structure in accordance with the new communication practices. One of the main responsibilities of a party leader in this context becomes coordinating political communication. At the same time, in order to increase a party's popularity politicians rely more and more on populism, that is, simplistic political discourse and assertive policy designed to maximize the voters' support.

Maarek (2014) also studied the ways in which media involvement in political communication have changed over the years. He claims that their interaction had gone in the steps of commercial marketing: from mass marketing relying mostly on TV and press, to "direct marketing" done with the help of mailing, phoning and surveys, to marketing one-on-one with the rise of Internet and blogging.

Today's audience exerts more power over media content than in the past. This is due to more participatory nature of the overall communications landscape propelled by networking, wide spread of social media and ample opportunities to engage in public speech. Moreover, the public can easily withdraw any unpopular political decision made by some party or the government by using digital media and online petition websites (Maarek 2014).

We believe freedom of the media to be an integral part of proper functioning of democracy. However, in actuality, mass media are often related to some kind of centralized organization.   Broadcasting of radio and TV programs as well as issuing newspapers inarguably depends on some capital and might be influenced by the source of this funding (Schudson 2002). 

The patterns of framing mediated communication intended at persuading the audience to support this or that seeker of political power became known as a media bias (Entman 2007). Three main types of media biases are distinguished, namely, gatekeeping bias, statement bias and coverage bias (D'Alessio & Allen 2000, 135). 

Gatekeeping bias is realized with the help of editors or formally organized groups who select and reorganize political information to be presented to the public, or sometimes limit it. Some of the modern forms of gatekeeping include moderating blogs and chats on the Internet and using search engines as gamekeepers of public communication. The consequence of gatekeeping is presenting   the pieces of information and editing it in such a way that would most likely to appeal to the voters.

As D'Alessio and Allen (2000, 141) point out, coverage bias refers to quantitative features of coverage and can be measured in the inches of newspaper and magazine columns or number of appearances on television and on other media. It is the most easily assessible bias. The statement bias can be observed when journalists or other edia agents express their own attitude towards this or that political fact. This bias can take many forms, yet, it all boils down to presenting politicians or parties in favourable or unfavourable light.

Cwalina et al. (2011) distinguish three main media effects, i.e., the ways in which media can influence voters: agenda-setting, framing and priming. Agenda-setting factor reflects the relationship between the topics highlighted in the media sources and their salience in the minds of the voters. The issues that get the most coverage are typically regarded by citizens as being more important. However, simply getting media coverage does not guarantee the success of promulgating certain issues. It depends on overall political context and public concern, as well as the party's ability to adopt media agenda to its priorities.

Priming refers to altering standards by which people make political judgments (ibid.). This media effect actually has a neurobiological explanation: when taking decision people commonly apply the information that is most accessible in their memory and tend to discard other aspects that they don't find topical. Thus, by calling voters' attention to some political issues while ignoring the others it is possible to plant certain memory that would be most easily reachable in the moment of making political decision or voting.

Finally, media framing can be defined as the process of selecting and assembling pieces of information in a certain way so as to promote their specific interpretation (Entman 2007). In practice, framing is done with a help of small alterations to presenting the information, for example, by different word choice. Semenko and Valkenburg (2000, 98) single out the following types of media framing: conflict frame, morality frame, human interest frame, responsibility frame, economic consequences frame.

One of the most prominent media industry trends nowadays is a shift towards making news and current affairs programs more entertaining. Today's media environment is full with entertainment content which also influences campaign messaging strategies. Jacque Gerstle (2002) points out that more and more entertaining and cultural content is used to express political purposes.  On one hand we believe that this trend may lead to trivializing of the ways of presenting political information, but on the other hand it helps to bring in more viewers and attract a non-political part of the audience.

Particular attention should be given to the phenomenon of political parallelism which reflects the links between media organizations and political tendencies (Hallin & Mancini 2004). It's important to know that more often than not there exist some organizational connections between media and political parties. Journalists and other media personnel might be involved with political parties in several ways, such as being former or current political actors, having political affiliations as a way of career advancement, journalists' distinct political orientations and allegiances being reflected in media.
2.3
PR in Politics
According to PRSA (Public Relations Society of America) definition, public relations is a strategic process of communication that facilitates building mutually beneficial relations between different organizations and their publics.

Despite a crucial role public relations play in political management and communication there aren't so many definitions of political PR in academic literature. Among the few, three definitions have claimed our attention, namely, the ones given by Astrid Zipfel, Brian McNair and Strömbäck & Kiousis. 

Zipfel (2008) defines political PR as a number of strategic communication activities carried out by political process participants in order to fulfill informative and persuasive goals to suit one's political interests. However, this definition views political PR as one-way communication process and doesn't account for many other factors influencing political communication (Schweickart & Neil 2016). We believe that political PR is a two-way process that includes informing public as to what's happening on political arena as well as giving politicians an insight into public opinion. Thus, PR in politics is not unidirectional but rather bidirectional. 

McNair (2003) points out that PR in politics is a term that refers to information management and media tactics aimed at generating positive publicity and eliminating negative one. It worth noting that McNair's definition doesn't fully present more broad modern understanding of political PR which integrates the views of other research areas (Tomić & Grbavac 2016). 

According to Strömbäck & Kiousis (2011), political PR is a managing process in which political entities build good reputation and maintain efficient relations with the target public by employing certain communication techniques in order to achieve political goals. We believe that this last interpretation is the most comprehensive one and reflects the concept of political PR in all its complexity.

The ultimate goal of political PR is to establish efficient and functional relations between political entities on one side, and the general public on the other. The tasks of political PR correspond with that of any PR-campaign and include: 1) establishing relations with the target public in order to change its voting behavior; 2) creating, managing and sustaining a political image that promotes trust and matches public interest; 3) ensuring the party's leading position among its rivals; 4) spreading the political influence by bringing in some of the most famous and successful people; 5) maintaining a certain microclimate within an organization.

Historically, political PR emerged from the corporate PR which first developed in the US at the beginning of the 20th century. Corporate PR was first applied to politics in 1917 when US President Wilson established a Public Information Committee to direct public opinion about World War I. The Democratic Party formed a PR office in 1928 and the Republicans did so in 1932. The first political PR consultancy was found in 1933 in Lod Angeles by Leone Baxter and Clem Whittaker. By the 1970s the numbers of such consultancies have reached hundreds in the US, the UK and other democratic countries and continue to be on the rise (McNair 2017).

Modern political PR activities rely on the knowledge base of other fields such as communication theory, media theory, social and political sciences, journalism practice, etc. Bruce I. Newman (1999) points out that the most pivotal part of political PR is the process of creating political image which has become extremely important in modern democracies. The techniques employed in promotional campaigns are designed specifically to build a certain image in the voters' mind by evoking  emotional and cognitive response. In order to gain electoral advantage the parties draw the image on the most favorable sides of their policies and politicians. Besides image-building, they also employ other PR techniques such as media relations, photo opportunities, sloganizing, event management, etc.

According to McNair (2003), there are four types of activities in political PR:
— media management;
— image management;
— information management;
— internal communications of the political organization.

Let us focus on each type of political PR activity. Media management is a spectrum of practices designed to influence and manipulate media organizations employed by political actors in their pursuit of certain political goals. Media management is done by so called spin doctors who maximize positive press coverage and minimize a negative one. According to Tomić & Grbavac, the most common techniques of media management are soundbite, pseudo-events and spin (2016). We discuss the issue of media management more extensively in the subchapter dedicated to media and politics.

Image management is an integral part of political PR. It relates to creating a suitable for political purposes personal image of a politician or a corporate image of some organization (Tomić & Grbavac 2016).  Even the tiniest details are relevant when it comes to image management. McNair (2003) states that nowadays political image is shaped not only by what the political figure or entity says and does but also by how it does it. For example, the style of political speech delivery affects public opinion just as much as the contents of speech. 

The importance of political image has become especially crucial after the World War II which is associated with the popularity of TV. According to Michael Cockerell, Harold Macmillan was the first British prime-minister to successfully create a positive political image on television as he was the first to use tele-prompter which made his speech sound more natural compared to Winston Churchill (Cockerell 1989). When talking about more modern examples of positive political image-building, Margaret Thatcher comes to mind. She took lessons to improve pronunciation and chose her suits with great consideration. 

Numerous studies have been conducted to understand the peculiarities of voters' perception of the nonverbal image of candidates. Mattes et al. (2010, 41) have presented test subjects with pictures of politicians and asked them to evaluate their competence, deceitfulness, threat and attractiveness based solely on the picture. Then researchers compared these results to actual election outcomes. Quite predictably, they found positive correlation between perceived level of competence and high number of votes, as well as a link between election failure and giving physical impression of threat. Surprisingly, the study suggests that attractiveness is associated with being incompetent and can bring a politician's rating down.

Information management is a set of activities that aim to control the information flow from the political entities to the public. In democratic societies political information is freely given to the public whereas in totalitarian systems it tends to be suppressed, censored and manufactured. Some of the most common information management activities include: selective release of information, release of false information, advance leaks of information, embargoes, information overload, photo opportunities, news  blackouts and censorship (McNamara 2005).

Finally, internal communications management refers to the information flow within a political organization (Tomić & Grbavac 2016). It's crucial for the party to keep its members in the loop as for the current issues, to promote cooperative decision making and to coordinate political actions.

Lilleker and Jackson (2010) argue that political PR orientates not only to voters but also to stakeholders, other political entities and sources of civic and economic power. Party's media coverage also depends on some larger forces than the work of the party's PR unit such as journalists' agenda and the attitudes and political orientation adopted by the media owners.

Political PR is realized through the following stages:

1. Initial stage of information flow formation;

2. Information flow segmentation and manipulation;

3. Establishing informational partnership, providing preferred media channels with information.

Political PR techniques implementation has а number of positive effects on political life. First of all, political PR reflects democratic values of the society as each voter has a well-informed choice. Secondly, PR techniques facilitate politicians' understanding of voters' requirements and help them build and popularize their image not by means of to talitarian coercion but on the basis of fair competition. And thirdly, PR methods make political race during election campaign more transparent and visible to public. 

Overall, the body of political PR research is quite extensive and includes research into agenda-building process and all the parts of political communication process. 
2.4
Efficacy of Political Marketing
In the Encyclopedia of Political Communication by Kaid & Holz-Bacha (2008) political efficacy is defined a sense that one's actions can impact the political process. The efficacy of political marketing then refers to such employment of environmental analysis, voters segmentation, positioning, image-building and political communication techniques that ensure fulfilling the objectives of political entity.
Marland et al. (2011) point out that overall success of the party depends on it being successful in all aspects of campaigning, which includes:
— the earned media campaign (coverage in the news);
— the paid media campaign (political advertising);
— the local campaign which targets the activity of electoral districts;
— the direct voter campaign (contacting voters via e-mail or other media);
— the social media campaign (politician's activity on facebook, twitter, etc.).

Khatib (2012) states that the efficacy of political marketing is determined by the success of the following campaign strategies: market orientation, conducting marketing research, market segmentation and targeting, іmage-building and candidate positioning (Figure 5). The results of Khatib's findings suggest that the main factor that determines efficacy of political marketing is successful image-building (ibid.). This statement had been also supported by a study into effectiveness of political marketing done by Farkade (2014).

Khatib (2012) had also drawn some other conclusions concerning political marketing efficacy. Interestingly, some of his findings contradict with the results of the studies conducted by Lees-Marshment, Newman, and Ormrod. For example, he claims that, statistically, adopting a market-oriented strategy is of no significant relevance in regard to the efficacy of political marketing. However, we agree with the above-mentioned scholars who claim its significance. But being market-oriented should not be confused with marketing-orientedness. The latter is about superficial focus on changing advertising and message design while the former orientation focuses on making real changes in the political product offering (Marland et al. 2011).
Figure 5. Elements of successful political marketing as defined by F. S. Khatib

Furthermore, Khatib argues that conducting efficient marketing research does not positively correspond to achieving political marketing success. We find Khatib's conclusions to be rather ambiguous, counterintuitive and, to some extent, not sufficiently substantiated. However, we support his claims as for importance of positioning, image-building, market segmentation and targeting.

Farkade (2014) conducted a study into the factors that affect political marketing efficacy. His case study includes the answers of 500 respondents from Indian state of Maharashtra as for the factors that influence their political party preferences. Having compiled statistical data, he presented a list of these factors that stands as follows (from the most important to the least): 1) party's ideology; 2) the presence of the party at a state level; 3) party's past performance; 4) honesty; 5) parliamentary candidates of a party; 6) party's image; 7) general activities of the party; 8) party's economical condition; 9) ways of understanding topical problems.

Farkade (ibid.) also examined the efficacy of using different media channels and promotional tools. He came up with the following listing (starting form the most effective): 1) television; 2)  newspapers / magazines; 3) radio; 4) Internet sources; 5) posters /  hand bills; 6) booklets. However, we think that in many European countries the results would be somewhat different as to the position of the radio on the list, for clearly Internet resources would have surpassed radio in popularity.

The success of political marketing of a political subject relies heavily upon the credibility. Lees-Marshment (2011b) points out that the more credible the source seems to the people the more votes a candidate will likely receive. However, the factors causing one to perceive a political message as credible seem to depend on particular word choice and specific word cues which  demands further psychological studies. 

Another important factor is to make politicians' programs understandable by voters, that is, to make its presentation "voter-friendly". Politicians shouldn't use too complicated political terminology that would seem vague for most voters, nor should they slip into blatant populism, instead, a middle ground should be found in this respect.

In our opinion, the efficacy of political marketing lies first and foremost in the ability of the party to address specific needs of each of the voters segments. Different age groups should be targeted accordingly. For example, the older generation would be attracted to a valid and substantiated ideology of the party presented on TV or in press, while younger people might turn their attention to some elements of advertising like political party slogans and symbols and will be more likely to spend their time on social networks to get some political information. When targeting specific groups of voters political marketing agents should take into account such characteristics as age group, education, employment status, involvement in political life, "fixedness" of political judgments, decision making time, etc. so as to successfully address the expectations of each group.

Regardless of which elements of political marketing are interpreted as most important, іt's only logical that the successful implementation of each of the political marketing constituents, including goal-setting, environmental analysis, market segmentation and targeting, positioning, image-building and managing political communication, will lead to its overall efficacy. Оur analysis of the effectiveness of United Russia's political marketing will therefore focus on each of these aspects. The most prominent features of the party's marketing activities will be discussed in the next chapter with the emphasis on United Russia's advertising and political communication management techniques. Conclusion as for the efficacy of the party's political marketing in general will be structured in relation to the aforementioned constituents.
