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ABSTRACT: Political marketing is an essential field due to its role in shaping the function of
democratic participation. It also has the function of increasing the level of conscious citizenship by
encouraging the interest and participation of voters in democratic processes. It helps to create the desired
public image for political candidates and parties and creates an identity in line with the values and
aspirations of voters. In this respect, it is essential to analyse political marketing phases, which are
becoming increasingly important in the literature. When the status of political marketing, which is a new
field compared to traditional marketing discipline, is analysed both in international publications and in
Turkey, it is seen that the number of publications is insufficient. There needs to be a comparative
bibliometric analysis of international literature and Turkey among the existing publications. This study
aims to provide a general map of foreign and domestic literature on the concept. The study analysed
1,150 publications in the Web of Science database by bibliometric analysis method. Only 14 studies
from Tirkiye have been included in these 40 years (1983-2023). "VVOSviewer" software was used for
data visualisation. The Dergipark database was used for Turkish literature. Since the Dergipark database
does not support visualisation software, the researcher manually scanned and classified the publications.
The study will serve as a summary guide for those who want to conduct research in the field of political
marketing. The comparison of foreign and domestic literature is one of the essential aspects of the study.
Insights were tried to be provided by looking at the volume and impact of the data. As a result of the
analyses, research trends, the issues that have been studied so far and the recommended issues are also
mentioned.
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OZ: Siyasal pazarlama, demokratik katilimin islevini sekillendirmedeki rolii nedeniyle énemli bir
alandir. Se¢gmenlerin demokratik siireclere ilgi ve katilimini tesvik ederek bilingli vatandaslik diizeyini
artirma iglevine de sahiptir. Siyasi adaylar ve partiler i¢in arzu edilen kamu imajmnin yaratilmasina
yardimei olur ve segmenlerin degerleri ve istekleri dogrultusunda bir kimlik olusturur. Bu baglamda,
literatiirde giderek 6nem kazanan siyasal pazarlama evrelerini analiz etmek 6nemlidir.

Geleneksel pazarlama disiplinine gore yeni bir alan olan siyasal pazarlamanin hem uluslararasi
yaymlardaki hem de Tiirkiye'deki durumu incelendiginde yayin sayisinin yetersiz oldugu goriilmektedir.
Mevcut yayinlar arasinda uluslararas literatiir ve Tirkiye i¢in karsilastirmali bir bibliyometrik analize
ihtiya¢ duyulmaktadir. Bu ¢aligma, kavramla ilgili yabanci ve yerli literatiiriin genel bir haritasim
¢ikarmayr amaglamaktadir. Calismada Web of Science veri tabaninda yer alan 1.150 yayin
bibliyometrik analiz yontemi ile incelenmistir. Bu 40 y1l (1983-2023) igerisinde Tiirkiye’den sadece 14
calismaya yer verilmistir. Veri gorsellestirme i¢in "VOSviewer" yazilimi kullanilmistir. Tiirkge literatiir
icin Dergipark veri tabani kullanilmistir. Dergipark veri tabani gorsellestirme yazilimini desteklemedigi
i¢in arastirmaci yayinlari manuel olarak taramis ve siniflandirmistir. Calisma, politik pazarlama alaninda
aragtirma yapmak isteyenler i¢in Ozet bir rehber niteligi tasiyacaktir. Yabanci ve yerli literatiiriin
karsilastirilmasi ¢alismanin temel unsurlarindan biridir. Verilerin hacmine ve etkisine bakilarak i¢gorii
saglanmaya c¢alisilmistir. Analizler sonucunda arastirma trendleri, bugiine kadar c¢alisilmis konular ve
Onerilen konulara da deginilmistir.
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GENISLETILMIiS OZET

Literatiir taramasi

Siyasal pazarlama, demokrasinin katilim fonksiyonunu sekillendirmedeki 6nemli rolii sebebiyle cagdas
toplumlarda biiyiik 6nem tasimaktadir (Lilleker, 2015; Henneberg, Scammell ve O'Shaughnessy, 2009).
Siyasal pazarlama, siyasal iletisim, halkla iliskiler ve propaganda calismalarindan her gecen giin
ayrigmaktadir. Yapilan c¢alismalar s6z konusu kavramlar ile siyasi pazarlamanin farklarini ortaya
koymaktadir. Siyasi adaylar ve partiler igin istenen kamusal imajlarin olusturulmasina ve yansitilmasina
yardimc1 olarak segmenlerin degerleri ve istekleriyle uyumlu, iliskilendirilebilir bir kimlik olusturur. Bu
sebeple siyasal pazarlama kavraminin, ge¢misten bugiine kadar gecirdigi evrelerinin literatiirdeki
izdiigiimiinii ¢ikarmak 6nemlidir.

Siyasi pazarlama, pazarlama ilkelerinin siyasi kampanyalara, adaylara ve partilere stratejik olarak
uygulanmasini igermektedir. Bu, belirli segmen kesimlerinde yanki uyandiran mesajlart uyarlamak icin
kamuoyu goriislerinin, toplumsal dinamiklerin ve kiiltiirel unsurlarin analizini kapsamaktadir. Ticari
pazarlama (Kotler ve Roberto, 1986) ile benzerlikler tasisa da, siyasi pazarlama, bilgilendirilmis
vatandaglig1 tesvik etmek, segmen katilimim artirmak ve demokratik sdylemi zenginlestirmek gibi daha
genis bir hedefe sahiptir.

Siyasal pazarlamanin temel bilesenleri, béliimlendirme ve hedefleme, konumlandirma ve markalasma,
mesaj gelistirme, medya ve iletisim stratejisi olarak sayilabilir. Boliimlendirme yani segmentasyon
calismalarinda ayrica hedefleme ¢alismalarinda, ticari pazarlamaya benzer sekilde, siyasi pazarlamacilar
da se¢cmenleri demografik, sosyoekonomik statii ve psikografik 6zelliklere gore analiz etmektedir. Bu
segmentasyon, Kkisisellestirilmis kampanya stratejilerini kolaylastirir. Ozellikle internetin ve sosyal
medyanin gelismesi ile birlikte soz konusu programlarin algoritmalari, kisilerin begenilerine,
paylasimlarina ve diger tepkilerine gore kisisellestirmis mesaj iiretme konusunda yetkindir.
Konumlandirma ve markalagsma c¢alismalarinda siyasi partiler, liderler, adaylar veya kampanya
yoneticileri, benzersiz degerlerini ve politika Onerilerini vurgulayarak kendilerini se¢gmenlerin zihninde
konumlandirmaktadir. Bu markalagma ¢aligmalari, onlari rakiplerinden ayiran tanimlanabilir bir kimlik
olusturmaktadir. Mesaj gelistirme calismalari, siyasal pazarlama c¢aligsmalarinin 6nemli bir asamasidir.
Se¢menlerin kaygilart ve istekleriyle uyumlu, ilgi ¢ekici mesajlar hazirlamak siyasi pazarlamanin
Oziinde yatmaktadir. Etkili mesajlar segmenle duygusal baglar kurmakta ve se¢gmen sadakatini tesvik
etmektedir. Siyasal pazarlama ile ilgili teorik literatiir (Henneberg, Scammell ve O'Shaughnessy, 2009)
veya onceki ¢alismalarda tespit edilmis bulgular (Lock ve Harris, 1996), giinden giine degismektedir.
Kiresellesmenin etkileri ile birlikte diinyadaki demokrasi anlayisi degigsmektedir. Ayni zamanda
internetten ve sosyal medyadan siirekli bilgi alma 6zgiirliigli olan se¢gmenin tutum ve tavirlar
degisebilmekte, aidiyet ve sadakat konusunda esnek davranabilmektedir. Omriiniin sonuna kadar ya da
uzun siireli bir siyasi partiye veya adaya bagli olma aligkanliklar terk edilmektedir. Medya ve iletisim
stratejisi caligmalar1 da 6nemli bir alandir. Clinkii her ne kadar konvansiyonel medya izlenme oranlari
diismiis olsa da 6zellikle TV halen en etkili iletisim kanallarindan birisidir (Stoll, 2023). Ayrica yapilan
calismalar, segmenlerin sosyal medya haberlerinden sliphelendiklerini ancak TV yayinlarina giiven
duyduklarin1 gostermektedir (Torres, Pifla, Southwell ve Garcia-Baza, 2023). Sosyal medyada
dogrulanmamis haberlerin, montajlanmis goriintii ve fotograflarin ¢oklugu bu sorunlarn
derinlestirmektedir.

Yontem

Calismada siyasal pazarlamanin yukarida sayilan 6zelliklerini icerdigi varsayilan yayinlarin incelenmesi
diistiniilmistiir. Siyasal pazarlamanin hem uluslararas1 yayinlardaki hem de Tiirkiye’deki durumu
incelendiginde yayin sayisinin diger disiplinlerdeki konulara gore yeterli olmadigi sdylenebilir. Mevcut
yaymlar icinde uluslararasi literatiir ve Tiirkiye kiyaslamali bibliyometrik analizine rastlanilmamistir.
Yiiksek lisans tezlerinin bibliyometrik analizinin bir kez yapildig1 goriilmiistiir.

Alandaki s6z konusu eksikligi gidermek adina yapilan ¢calismanin amaci, siyasal pazarlama kavrami ile
ilgili yabanci ve yerli literatiire ait ¢aligmalarin genel bir haritasin ortaya koymaktir. Calismada Web of
Science veri tabaninda bulunan ¢aligmalar bibliyometrik analiz yontemi ile mercek altina alinmustir.
1984-2023 yillar1 arasinda (erken goriiniim yayinlar dahil) 1.150 adet ¢alismaya rastlanmis, tamami
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analize dahil edilmistir. 75 iilke icerisinde ABD (259 calisma) ve Ingiltere (204) calisma ile gdze
carpmaktadir. Yaklasik 40 yillik zaman diliminde iilkemizden sadece 14 ¢alisma yer bulmustur. Analiz
sonuclarinin veri gorsellestirilmesi agsamasinda “VOSviewer” adli yazilim kullanilmastir.

Tiirkge literatlir icin Dergipark veritabani esas almmustir. Dergipark gorsellestirme yazilimlarim
desteklemedigi i¢in s6z konusu makaleler manuel olarak taranmis ve arastirmaci tarafindan
siniflandiriimastir.

Bibliyometrik analizler i¢in 6ngoriilen bazi adimlar vardir. Yapilan ¢aligmalar kiigiik farklardan da
olugsa hemen hemen izlenen adimlar benzerdir. Aragtirmanin kapsaminin belirlenmesi bibliyometrik
analizin birinci adimi olarak diisiiniilmektedir. Sonraki asama, veri tabani se¢imi ve anahtar kelimelerin
belirlenmesini igermektedir. Ugiincii asama, verilerin elde edilmesini ve filtrelenmesini icermektedir.
Bu calismada 1.150 c¢aligmanin tamami analize dahil edilmis, herhangi bir filtreleme islemi
yapilmamustir.

Bulgular ve tartisma

Web of Science veri tabanindaki ilk calisma 1984 yilina aittir. Yaklasik 40 yillik zaman diliminde diger
bilim dallarina ve disiplinlere gore ¢aligmalarin az oldugu sdylenebilir. 2005 yilinda galismalarda bir
anda artis oldugu gozlenmektedir. 2020 yilindan sonra caligmalarin sayisindaki diislis ise dikkat
cekicidir. Political marketing anahtar kelimeli Web of Science veri tabanindaki calismalar 74 farkli
kategoride listelenmistir.

Yine DergiPark veritabanindaki ¢aligmalar politik pazarlama ve siyasal pazarlama anahtar kelimeleri
kullanilarak alinmis, sadece miikerrer olanlar analiz dis1 tutulmustur. Bir sonraki adim verilerin analiz
asamasidir. Bu asamada atif analizi, ortak atif analizi ve bibliyografik baglant1 analizi gibi bibliyometrik
teknikler kullanilarak veriler analiz edilmektedir. Buradaki amag, literatiirdeki bosluklar1 belirlemektir.
Son agama, elde edilen sonuglarin tartisilmasini icermektedir. Bu asamada bibliyometrik analizden elde
edilen bulgular temel alinarak sonuglar sunulmustur.

Sonugc ve oneriler

Calismanin, siyasal pazarlama alaninda arastirma yapmak isteyenler i¢in 6zet rehber niteliginde olacag:
disiiniilmektedir. Ayrica hem yabanct hem de yerli literatiiriin karsilagtirilmig olmasi ¢aligmanin 6nemli
yanlarindan birisidir. Calisma sonucunda verilerin hacmi ve etkisine bakilarak iggoriiler saglanmaya
calisilmistir. Yapilan analizler neticesinde arastirma egilimleri, bugiine kadar calisilan ve ¢alisilmasi
Onerilen konulara da temas edilmistir.

Sonug olarak, siyasal pazarlamanin demokratik katilimin sekillenmesindeki rolii géz Oniinde
bulunduruldugunda, bu alanda yapilan arastirmalarin artmasi ve ¢esitlenmesi biiyiik onem tasimaktadir.
Bu calisma, literatiirdeki boslugu doldurarak, siyasal pazarlama alanindaki mevcut bilgi birikimine
katkida bulunmay1 hedeflemektedir.
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Introduction

Democracy is the best form of government known at the last point in human history. The participation
of the public in political processes, the ability to intervene in politics not only from election to election
but also at all times with the developing technology, and the existence of mechanisms that can make
elected officials resign are the positive aspects of democracy. On the other hand, the possibility of
manipulation of elections, the options of candidates and political parties with higher financial power to
influence voters, and the use of this power in their favour by those who hold power in political parties
can be counted among the handicaps of democracy.

While democracy is realised through elections, the methods and techniques for presenting promises to
voters, convincing them and gaining votes have changed daily. These are constantly changing and
developing, from street speeches to radio speeches, from print media to television in traditional media.
Finally, with the introduction of the internet and social media, democratic processes have moved to a
different point.

The methods used in reaching out to voters have also changed, and political science has collaborated
with many disciplines, such as psychology, sociology, anthropology, law and economics. Recently,
political science has started to use the techniques and tools of the marketing discipline, and thus, the
concept of political marketing has entered the literature.

Political marketing is a new field in the ever-evolving environment of democracy, where ideas are
debated, rigorously adapted, tested, and strategically disseminated. In an era characterised by rapidly
changing means of communication, political marketing practices have emerged as an influential force
shaping the destinies of societies and the outcomes of elections. The impact of traditional election
campaigns and activities is gradually decreasing. From the days of square speeches and one-to-one
contact with voters, we have moved to the era of live internet broadcasts. Political parties and candidates
must navigate a complex and dynamic network of digital platforms, traditional media, and interpersonal
connections to attract and win the attention of increasingly discerning voters. There needs to be more
than just winning the voters in question; it is necessary to retain their votes until the next election. The
decline in brand loyalty seen in marketing practices is also the case in politics. VVoters do not stick to a
party or a candidate fixedly and may experience an axis shift according to promises and policies.

The impact of political marketing is not limited to campaign periods and election results; it extends far
beyond casting votes. The tactics used in this field influence how voters perceive leaders, parties or
candidates, how policies are framed and how public discourse is shaped. It has the potential to polarise
or unite, instil hope or instil fear, and raise public awareness on critical issues.

In this sense, political marketing is an increasingly important field of study. It would not be correct to
perceive the framework of political marketing only as persuading voters. Political marketing should
have a style that distinguishes it from political communication and propaganda. This means that political
marketing should be social welfare orientated, unifying rather than dividing individuals, and protecting
the main principles of democracy. Political marketing should be integral to democratic processes by
raising its status as an assistant among other disciplines and disciplines to a higher level. Ethical
concerns increase as the lines between political discourses and marketing techniques and tactics become
more intertwined. Political marketing should also work on issues that eliminate these ethical concerns.

This study aims to provide a general mapping of the studies conducted to reveal the multifaceted world
of political marketing mentioned above. It also includes a comparison of the issues addressed in both
international literature and Turkish publications.

Literature review

Before defining the concept of political marketing, it is helpful to determine its foundations and
application principles. When considered separately, politics and marketing disciplines can be perceived
as very different fields.
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Lees-Marshment (2001) states that political marketing has a broad scope and offers new analytical tools
to explain the behaviour of political organisations. He also uses the metaphor of marriage to clarify the
subject. Accordingly, political marketing is a marriage between politics and marketing. It is based on
product, sales and other marketing concepts and techniques, such as market intelligence and adapts them
to the traditional principles of political science to achieve better results.

Political marketing

As in other fields of social sciences, many definitions have been made for political marketing. Polat
(2015) categorised these definitions according to their differences and adopted four approaches. These
are the content approach, process approach, marketing-oriented approach and strategic approach. An
example defined according to the content approach is found in the study conducted by Butler and Collins
(1994). According to this approach, political marketing is marketing ideas and opinions about public or
political issues or specific candidates. In general, political marketing is designed to influence the votes
of voters. Unlike conventional marketing, concepts are presented instead of products or services.
However, political marketing uses most of the techniques used in product marketing, such as paid
advertising, direct mail and publicity.

The most important technological development that accelerates political marketing activities is mass
media. Campus (2010) mentions the effect of television, which brings political activities, propaganda
and promises to the voter's home, on personalising politics. With the advancement of technology, the
influence of traditional mass media, as well as the internet and social media, on political marketing
continues to increase. For example, Obama extensively used web 2.0 technologies and social media
during his 2008 US Presidential Election campaign. Research shows that Obama's campaign created a
large virtual organisation across the US and mobilised a base of more than five million volunteers
(Cogburn and Espinoza-Vasquez, 2011).

Internet and social media have advantages and disadvantages compared to traditional and mass media.
There is a high possibility of manipulating voters and consumers through the Internet and social media.
However, it can be said that the Internet and social media are essential for political parties and candidates
who cannot afford the cost of traditional media to make their voices heard and participate in democratic
processes. Ridge-Newman and Mitchell (2016) emphasise in their study that citizens cannot intervene
in the mainstream media and that the participation of society in public debates through the Internet and
social media is essential for democracy.

Black and Veloutsou (2017) argue that political campaigns often recruit large numbers of volunteers or
activists from the public, who act as working consumers and proactively build the brand, partly by
utilising marketing resources.

In terms of political marketing, consumers, i.e., voters, directly derive value from the political process.
They spend time or effort to obtain this value and vote. In this context, voters, active party supporters
and current party members can be considered consumers. On the other hand, even if they do not actively
participate in elections or even vote, all citizens are technically within the scope of political marketing.
Due to the nature of political processes, all citizens are affected by state and government policies.
Therefore, successful political marketing has to address specific target audiences and the needs of all
stakeholders and society at large when in office. This means the entire community has a stake in the
political process (Hughes and Dann, 2009).

As in the marketing mix, the political marketing mix consists of four elements. Tan (2002) states that
the political marketing mix aims to influence the political behaviour in general and voting behaviour in
particular of the electorate that political parties determine as the target audience. Here, the product is the
political party leader, political idea or political party. The price is the voting behaviour of the voters.
Promotion is all communication activities for the target electorate to vote. Distribution is considered as
the representation points of political parties.
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Bibliometric analysis of political marketing studies

Bibliometric analysis visualises the data by mapping the field of study using mathematical and statistical
methods. These can be elements such as authors, journals, and keywords in the research field, as well
as the field's intellectual, conceptual, and social structure (Simsir, 2021).

A bibliometric analysis of studies published in political marketing will contribute to a better
understanding of this field. A quantitative assessment of research outputs and scholarly activities in
political marketing allows researchers, policymakers, and practitioners to measure the volume and
evolution of the literature in this field over time. By identifying trends and patterns in publication
frequency, bibliometric analysis helps to track the development of major themes, emerging topics and
shifts in research focus.

Bibliometric analysis also allows the assessment of the influence and impact of specific articles and
authors through citation analysis. By analysing citation patterns, researchers will be able to distinguish
which studies significantly impact political marketing.

The most important contribution of bibliometric analysis in the field of political marketing is to identify
gaps in the existing literature and to identify areas and topics that need further research in the field of
political marketing.

Bibliometric analysis provides a panoramic view of political marketing research, enabling the
identification of trends, influential names, influential studies, networks of collaboration and knowledge

gaps.

Methodology

Some sources on conducting bibliometric analyses only summarise the relevant steps, while others
elaborate on the steps in question. Ruiz-Real et al. (2018) listed the steps as defining search criteria,
keywords and periods, selecting the database, adjusting and improving the search criteria, fully
exporting the results, analysing the information and discussing the results. Oztiirk (2021) detailed these
steps in his study. In the first stage, the purpose of the research, questions such as what are the expected
results of the research and what will the scope and focus of the research are expected to be answered.
The second stage is creating the data set related to the relevant literature. Here, the data set is selected,
the initial search process is conducted, and the data set file. The third stage is the analysis and
visualisation stage. Here, determining the appropriate bibliometric analysis techniques, the appropriate
computer package program for analysis, and the appropriate computer package program for visualisation
and displaying the analysis results. The fourth and final stage is interpreting the analysis results and
findings. This stage includes whether the research questions have been answered, new findings, and
suggestions for future studies.

Although the steps are similar, this study was guided by the stages put forward by Oztiirk (2021).
Accordingly, in the first stage, the study's primary purpose was determined. The aim is to reveal the
studies at the international publication level in the field of political marketing, which is a relatively new
field, and to determine the studies' common points and impact levels. In addition to this aim, it aims to
analyse the Turkish literature publications and compare them with international publications. The scope
and focus of the research is to make a general view of the field and to make a mapping in terms of
authors, citations, concepts and keywords.

In the second stage, the Web of Science database for international publications and the DergiPark
database for Turkish publications were selected as databases. Due to the possibility of duplicate indexing
of publications, only Web of Science was included, and databases such as Scopus and Google Scholar
were excluded. In addition, DergiPark was preferred because it is the most extensive database in Turkish
literature. At this stage, "political marketing" was preferred as a keyword in the Web of Science
database. Due to their Turkish usage, the keywords "political marketing" and "politics marketing" were
used in the Dergipark database. A total of 58 studies were identified for the keyword “political
marketing", and 34 studies were identified for the keyword "political marketing". The analyses were
carried out with 88 studies due to eliminating the second of four duplicate studies among 92. Since a
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comprehensive scanning was aimed, no filtering process was performed, and all studies were included
in the scope of the research. During data visualisations with the VOSviewer program, the researcher
determined the criteria according to the structure of each analysis. For example, the best visually
possible options were tried and applied, such as a minimum of 20 citations and at least ten publishing
countries.

In the third stage, it was decided to conduct co-author, author citation, and keyword analysis. In addition,
it was decided to present the studies in the Turkish literature in descriptive form. The VOSviewer (2023)
package programme was preferred for analysis and visualisation; version 1.6.19 was used, as it is free
of charge and practical to use. The results of the analyses were presented with screenshots of the same
package programme.

In the fourth stage, the data, tables and graphs were interpreted, the study's contribution to the field was
stated, and suggestions for future researchers were presented. Data extraction from both databases was
carried out on 21 August 2023. Similar criteria for graphing or visualising the data in the Web of Science
database were also applied to the DergiPark database. Frequent analysis identified keywords, and those
with less than three repetitions were not included in the graph table. Again, due to the large number of
authors, authors with less than two studies were not included in the graph table, and the researcher
created the graphs according to these criteria.

Findings and discussion
The findings of the study were analysed in two parts. In the first part, the findings of the Web of Science
database and in the second part, the findings of the DergiPark database are given.

Web of science database

When the keyword political marketing was typed, 1,150 studies were found in the Web of Science
database. The studies started in 1984. In 2023, studies published in the early view were also included.
Year-based numbers are shown in Table 1.

Table 1: 1984 - 2023 number of studies carried out between the years

Years Quantity Years Quantity Years Quantity Years Quantity
1984 1 2000 4 2008 42 2016 61
1987 2 2001 1 2009 53 2017 84
1989 1 2002 7 2010 57 2018 73
1990 1 2003 1 2011 81 2019 76
1991 1 2004 2 2012 61 2020 82
1992 3 2005 49 2013 58 2021 59
1996 1 2006 29 2014 77 2022 49
1999 1 2007 42 2015 60 2023 31

Source: Created by the researcher based on Web of Science data.

The distribution trend is given in Chart 1 for easy visualisation of the increases and decreases in the
number of studies by years.
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Chart 1: 1984 - 2023 distribution curve of studies conducted between the years
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Source: Created by the researcher based on Web of Science data.

As seen in Table 1 and Chart 1, the first study in the database belongs to 1984. There are fewer studies
than other disciplines in about 40 years (1984-2023). In 2005, it was observed that there was a sudden
increase in studies. After 2020, the decrease in the number of studies is striking.

The studies in the Web of Science database with the keyword political marketing are listed in 74
categories. The fact that there are so many different categories is also worth examining. The distribution
of categories with at least ten records is shown in Chart 2.

Chart 2: Distribution of publications by category

History H 10
Education Educational Research B 10
Computer Science Interdisciplinary Applications M 10
International Relations M 11
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Information Science Library Science Wl 14
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Social Sciences Interdisciplinary . 37
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Business N 195
Communication N 205
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Source: Created by the researcher based on Web of Science data.

As can be seen in the chart, the three most studied categories are communication, business and
management.

The studies in the Web of Science database with the keyword political marketing were addressed by
1,478 authors. Since it would be difficult to show the authors in a single chart, a part of the list has been
included here to guide the researchers who will work in the field of political marketing. The fact that
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there are so many different categories is an issue worthy of further analysis. The list of authors with at
least ten studies is shown in Chart 3.

Chart 3: Distribution of publication numbers by authors

60
5 49
40
30 25 24 22
20 1414 13 13 12 12 12 12
10 10
. ARRNRNRNY
0
) A\ S
S 27 S N o §§ SN, & Sl & & &
& F & & 7 ¥ P S S
T I S S AR MU Rt )
£ & & FE TEF T
®® Q(b' CJ % @'\\ Q) \)\ NQ"L‘Q Q,QO
& Q NS &
(9 LS
) o

Source: Created by the researcher based on Web of Science data.

As can be seen in the graph, each of the authors named Lees-marshment J, Falkowski A, Cwalina W,
Newman Bl has more than 20 studies. The visualisation of this analysis with the VOSviewer package
programme is given in the figure below.

Figure 1: Distribution of publication numbers by authors
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Source: Created by the researcher with the VOSviewer package programme based on WoS data.

The studies in the Web of Science database with the keyword political marketing were submitted from
75 countries. The list of countries with at least 20 studies is shown in Chart 4.
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Chart 4: Distribution of publication numbers by country
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As can be seen in the chart, the countries with the highest number of publications are the United States
of America and the United Kingdom. There are 14 studies from Turkey in the list. The visualised
analysis of this analysis with the VOSviewer package programme is given below.

Figure 2: 1984 - 2023 Distribution of studies conducted between the years according to countries
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Source: Created by the researcher with the VOSviewer package programme based on WoS data.

Between 1984 and 2023, the places where the studies with the keyword political marketing in the Web
of Science database were published were examined, and the analysis results were visualised using the
VOSviever package program. The relevant visual is given below.
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Figure 3: 1984 - 2023 Distribution of studies conducted between the years according to the place of
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Journals publishing five or more articles were included in the analyses. Journal of Political Marketing
ranks first with 408 studies. Journal of Marketing Management ranks second with 32 studies. The
keywords used in the studies were examined, and the analysis results were visualised through the
VOSviever package programme. The relevant visualisation is given below.

Figure 4: 1984 - 2023 Keyword distribution of studies conducted between the years
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The figure for co-author analyses of publications is as follows. The co-authorship criterion was
determined during the analyses as a minimum of two. In the co-author analysis, it is seen that the most
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studies were conducted by Jennifer Lees-Marshment. The name that came next was Alex Marland. It is
observed that the authors in the co-author analysis did not conduct studies with other authors.

Figure 5: Co-author Analysis
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The analysis of the citations to the authors is given below. During the analysis, the minimum number of

citations was set as 20. In the author citation analysis, the high number of citations of Jennifer Lees-
Marshment draws attention.

Figure 6: Author citation analysis
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Source: Created by the researcher with the VOSviewer package programme based on WoS data.
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DergiPark database
Based on the keyword criteria of the research, the first study in the DergiPark database belongs to 1995.

Until 2016, it was seen that political marketing / political marketing studies did not increase much. The
studies, which increased relatively between 2016-2020, started to decline again in the following years.
The number of studies by year is given in the chart below.
Chart 5: Distribution of publication numbers by year
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Source: Source: Created by the researcher based on DergiPark data.

When the keywords of the studies were analysed according to frequency, i.e. the number of repetitions,
the results were by the study's title. When frequency values were taken, the graph did not include
keyword repetitions of less than three. Accordingly, political marketing and political marketing
keywords are in the majority. While the keyword political marketing was repeated 35 times, the keyword
political marketing was repeated 28 times. The keyword voter behaviour or behaviours follows this. The
Internet and social media impact on the electorate was also seen here, and the keyword social media
ranked high. The most striking situation is that the name of a political party or the name of a political
leader is used two or fewer times in the keywords. The graph of the frequency analysis is given below.

Chart 6: Frequencies of keywords
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341



342

BAUNSOBED, 2023, 26(49-1), 329-344 Kiirsad OZKAYNAR

When the number of studies according to the authors is analysed, it is seen that Mehmet Can Demirtag
has the highest number of studies, followed by Ahmet Tan and Baris Armutgu. Other authors have two
studies. Authors with one study were not included because it would be difficult to show the chart.

Chart 7: Number of studies by authors
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Results and recommendations

Political marketing is a new field compared to other fields of study. This is also seen in the two databases
used during the study. The bibliometric analysis of political marketing articles using the data obtained
from the Web of Science and DergiPark databases provided information on trends, patterns and research
development in this dynamic field. This study aims to help researchers who will review the literature to
shed light on the authors who have contributed to the literature and thematic areas in political marketing.
The analysis revealed that there has not been a steady and significant increase in political marketing
publications over the years. Although politics is an essential agenda item in the world and Turkey, the
need for more publications is remarkable. Increasing the number of studies on this subject will be
essential in advancing the understanding of political marketing strategies, techniques, methods and their
results. Political marketing studies should be increased to cover political communication, public
relations and propaganda studies to eliminate ethical concerns. One of the reasons for the need for more
political marketing studies is that the researchers who will work on political marketing should have a
command of many disciplines and disciplines. These fields are politics, marketing, psychology,
sociology and communication.

The bibliometric analysis revealed a few prominent focus areas in political marketing research. These
themes are voter behaviour, the role of media and especially social media and technology in political
campaigns. In future studies, branding of political candidates, branding of political parties, image
building and ethical dimensions of political marketing practices will expand the scope of political
marketing.

The field of political marketing will continue to develop and adapt to the changing dynamics of politics
and communication in the coming periods. The insights gained from the study map the current state of
political marketing research and provide an infrastructure for identifying potential topics for further
research. Researchers, practitioners and policymakers will be able to utilise these findings to deepen
their understanding of effective political marketing strategies, increase voter turnout and contribute to
the informed functioning of democratic societies.
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In conclusion, the bibliometric analysis provides a comprehensive overview of political marketing
research's development, diversity and evolving themes. As political environments and communication
technologies evolve, political marketing research will continue to be instrumental in deciphering the
intricacies of effective political messaging and engagement. This study sets the stage for future research
to understand and shape the intersection of politics and marketing.

In future studies, researchers can conduct studies based on why there are few political marketing studies
in the world and Turkey. In addition, the issue of why there is a decline after 2020 in Turkey can also
be examined. Based on the keywords from bibliometric analysis, studies can be carried out on the
missing topics. There is a need for more research on political parties and political leaders in Turkey.
Regarding the international literature, Scopus or equivalent databases can be used for future bibliometric
analyses. Thus, it will be possible to compare with this study.

Updating the DergiPark database to enable bibliometric analyses and to be compatible with computer
package programs on data analysis and visualisation will facilitate researchers. It would be beneficial
for political parties, leaders, and candidates to be interested in political marketing, public relations, and
political communication. It is thought that an expanded scope of political marketing will not only be an
effort of persuasion but will reach dimensions that integrate the society, emphasise democratic values
and eliminate ethical concerns.

As in every study, this study also has limitations. The first of these limitations is the databases used. In
the study, the Web of Science database was selected for international literature and DergiPark database
was selected for Turkish literature, and the others were excluded from the scope. The most important
reason for this is the concern that the selection of multiple databases will include duplicate studies. This
would cause the data in the study to be misleading.

The study focuses only on quantitative measures and may not capture the nuanced qualitative aspects of
individual research contributions. Based on the deficiencies identified in this study in political
marketing, qualitative studies can be conducted with researchers to address the reasons for the
deficiencies.
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