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ABSTRACT
Marketing activity is an organizational function that plans and carries out creation of 
ideas, goods and services, determines price, defines and carries out promotion in order 
to achieve exchange that would satisfy needs of individuals and organizations. The fact 
is that politicians and political parties on the market act identically as business subjects. 
Like business subjects, political subjects are also directed towards the market, in other 
words, to potential voters. Political marketing as a specific term and a branch of marketing 
is not present enough as a scientific discipline. It is necessary to emphasize that there is 
an insignificant number of research and available works that study the influence of political 
marketing. This paper presents research results whose goal was to determine the influence 
of political marketing in digital environment on voters regarding their education. 
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INTRODUCTION

A multi-party system yields competition of political parties on the “political 
market”. Politicians and political parties behave on the political market identically 
to business subjects. Based on research, wishes and needs of the market, they 
shape the product they offer. Definitions of political marketing vary, but most 
include political organizations and their relationship with the market or towards the 
market. Identically to business subjects, political subjects are turned to market, i.e. 
potential voters. The most prominent specificity of political marketing is that the 
product bought by the consumer is not tangible. The product represents ideas of 
candidates or political subjects. Profit, on the other hand, represents being elected 
to serve a public function, where political subjects can implement their ideas. The 
market, or political public, chooses a political option based on ideas and ideology 
of candidates. There are no differences between the process of forming political 
subjects’ products and business subjects’ products.  

In both cases, the process begins by market research, creating a product, adapting 
it to the market and influencing the market in order for the product to be accepted. 
According to the aforementioned, political market yields the need for marketing 
activity. According to Šiber, political marketing is not a special scientific discipline 
because it is difficult to unambiguously determine the topic of research, certain 
methods, as well as integral theoretical concepts. The term marketing Kotler 
defines as “a human activity directed towards satisfying needs and wishes through 
the process of exchange” (Meler, 2002). Most authors agree that there is no right 
definition of marketing. Marketing activity is based on mutual satisfaction of 
business subjects and their consumers. Each marketing activity is an organizational 
function that plans and implements creating ideas, goods and services, determines 
the price, defines and implements advertising in order to achieve the exchange 
satisfying to both individuals and organizations.  

Political communication has always existed in order to suit the most important 
needs of any shape of governing. In order to come to power, as well as to exercise 
it, or to account for their actions, political subjects must communicate their 
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political work. The most complete definition of political marketing is “a collection of 
techniques used to create a specific picture of the candidate among his electorate, 
to promote his person with each voter individually, to single him out from his rivals 
and to gain the maximum number of votes using the lowest level of resources, 
optimizing a number of votes necessary to reach during a campaign” (Bongrand, 
1997). Based on the aforementioned, a conclusion arises that political programs, 
platforms and other political documents as new tools of political communication 
have to exist. Marketing experts had to adapt their activities to political market. 
Furthermore, due to development of information and communication technology 
solutions, they had to change manner and action of marketing. Marketing of the 
21st century is digital marketing based on computerization and approach to the 
target market 24 hours per day. 

Political marketing in digital environment is based on the relationship with users 
via network and is qualified for new technologies and IT educated population. Its 
greatest advantage is efficient communication with a large number of potential 
voters. This paper analyzes the influence of political marketing in digital 
environment regarding voters’ education. Research sample consisted of IV and 
VIII electoral unit during campaign for Croatian Parliament in 2016. Research was 
conducted using a questionnaire among potential voters. The aforementioned 
units were chosen due to their differences; IV being a primarily rural unit and VIII 
being a primarily urban electoral unit. Research was conducted while creating a 
PhD thesis (Stilin, 2018). The paper is based on a primary research. Methods of 
analysis, questionnaire, compilation and synthesis were used. For the purpose of 
the research, the hypothesis was set: 

Political marketing in digital environment influences educated voters more, due 
to the assumption that they spend more time analyzing economic and political 
situation and invest more energy in defining and analyzing political programs in 
order to choose the better option on the elections. 

The research contributes better understanding of application of e-marketing 
in election campaigns. The results can be used in order to improve political 
e-marketing, as well as a framework for further study. 
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POLITICAL MARKETING IN DIGITAL ENVIRONMENT

The development of market economy brought strengthening of competition among 
participants in the economy. With such strong competition, success of business 
is achieved by those business subjects that in some way succeeded to have 
competitive advantage over the competition. In such management conditions, 
extremely important is the role of marketing concept. Meler (2005) states that, 
from the aspect of marketing, the basic goal of business subjects is satisfying 
consumers’ needs. All other goals should be developed purely to support the 
aforementioned goal. Therefore, Kotler defines marketing as an art of finding, 
developing and achieving profit from various opportunities. Marketing opportunity 
as such represents the area of needs and interests of buyers, where there is a high 
possibility that a company can make profit, satisfying thereby certain needs. Each 
marketing concept has to be based on focusing on the market, orienting towards 
consumers, coordinated marketing and product profit. 

With a focus on the market, target groups are chosen, towards which business 
subjects direct their business activities, and whose needs will have to be fulfilled. 
Buyers/consumers have to be in the focus of all activities of a certain business 
subject. The main goal of marketing is exchange of goods between manufacturers 
and consumers in a way that consumers’ needs are fully fulfilled. Therefore, 
marketing functions begin with identifying the needs of consumers and end with 
fulfilling them. The most important function of marketing is marketing information. 
It serves to identify needs, wishes and demand of consumers, after which they are 
analyzed in order to reach certain decisions. An important function of marketing 
is market planning. Its goal is to achieve marketing goals of entrepreneurship: 
increasing market presence, dominance on the market and increase in market 
share. 

In conclusion, marketing is a human activity directed towards fulfilling needs and 
wishes through the process of exchange. The goal of marketing is achieving profit 
by business subjects, while the goal is fulfilling needs from the consumers’ point 
of view.  Political marketing is a specialized branch of marketing. The term political 
marketing refers to those political subjects who realized the importance, effect and 
techniques of regular marketing. Political parties and individuals conduct research 
in order to identify concerns of citizens, change their attitudes, meet their needs 
and effectively present them with products they offer. Political marketing studies 
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relationships between products of political organization and market demands. 
Certainly, political marketing is not only using marketing techniques in politics. 
It includes market research, informing the voters, and selling oneself, as well 
as deciding what to offer to the public. Strategic process of political marketing 
consists of the following phases: market research, designing a political product, 
adaptation of the product, implementation, communication, campaign, elections, 
realizing the program (product delivery) and continuing market orientation. It is 
necessary to emphasize that, regardless of the outcome of the elections, political 
subjects have to continue leading the marketing process actively. Concerning the 
results accomplished, it is necessary to analyze political programs and marketing 
activities. 

Political marketing is a complex strategic process that yields long-term success. 
Such action brings authenticity to political subjects, as well as credibility, which 
results in an increase in number of the votes cast in elections. In relation to 
business entities that aim to make a profit, the goal of political action is to win 
political power in elections. There is no great difference between marketing of 
business subjects and marketing of political subjects. In order to compare the two 
terms, it is necessary to explain basic terms in traditional and political marketing. 
The term product in political marketing represents ideas of candidates or political 
program of parties, while profit represents winning the elections and coming to 
power. Therefore, people’s votes are similar to money that business subjects 
receive upon delivery of the product or service. Voters choose certain political 
subjects in order to increase their satisfaction, i.e. to choose leadership of their 
state or local community. 

A large difference between traditional and political marketing is that political 
marketing counts on great emotional involvement of voters in comparison to 
consumers. Unlike business marketing that is directed towards realization of a 
certain, specific product that fulfills one or more human needs, the result of political 
marketing is change of overall or most part of social conditions, from financial 
conditions, education, healthcare, pension insurance to international position of 
the country and foreign affairs (Šiber, 2000). Politicians and political parties have 
great responsibility towards voters and citizens. As stated, political marketing 
is a long-term process. Participants of political marketing are: political subjects 
(political parties, public organizations, pressure groups, terrorist organizations, 
government…), media and citizens. Certainly, only those participants who have 
election goals participate in campaigns actively. 
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Marketing in digital environment is cornerstone of 21st century economy. IT 
society of the 21st century is based on knowledge, innovation, information and 
entrepreneurship. Internet is the basic “human need”. The most prominent 
advantages of the Internet are quick communication regardless of participants’ 
distance, increased effectiveness, time saving, and effective way of presentation 
of products, services and needs. However, the biggest advantage of e-business 
is that using e-marketing can increase sales and scope of sales program, as well 
as decrease expenses related to inquiries and demands of consumers. Business 
subjects who do not implement e-business lag behind the competition and 
cannot stay on the market long-term. Marketing in digital environment should be 
perceived as support to overall marketing. In the 21st century e-marketing has great 
importance in business subjects’ marketing activities. Electronic marketing is a 
way of accomplishing marketing activities of a company with intense application of 
IT technology (Panian, 2000). With the development of mobile devices, e-marketing 
has an opportunity to communicate with potential consumers at any given time. 
The aforementioned opportunity was recognized by leaders and specialists for 
political marketing. 

Political marketing in digital environment is based on widespread media, i.e. 
on e-marketing. As stated, the Internet has changed all areas of social life. 
Development of technology influenced the creation of new shapes of political 
communication. Basic advantage of political marketing in digital environment is 
that it can, at any given time, transfer large amount of information to each corner 
of the world. Nowadays political action cannot be realized without: web-site, social 
networks profiles, and other techniques of Internet presence. New digital channels 
of communication enable political subjects to get closer to voters, while voters 
have a more direct contact with them. Furthermore, potential voters can analyze 
political programs and ask questions. Internet has become ideal for performing 
tasks relevant for campaign success (Tomić, 2014):

Organization of pre-election campaign – simple use that enables effective and quick 
communication, flow of information and material. It enables sending advertising 
material, invitations, coordination of tasks... It increases efficiency of political work 
and perfects the process of preparation. 

Mobilization of members – Internet is good for mobilization of party members and 
voters, recruiting volunteers and sending messages as to why their engagement is 
important and relevant for campaign success. 
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Raising money for campaigns – Internet is used for raising donations for pre-election 
campaign. The aforementioned mostly refers to the United States of America. In 
the Republic of Croatia pre-election campaigns are funded by the party’s budget, 
donations, memberships...

Information resources for media and voters – political parties and candidates use 
their Internet presentation largely for their media action. Using the Internet, they 
prepare press releases and other media. Using web pages of political subjects, 
they publish comprehensive information as archive material. 

Segmenting voters by beliefs – Internet enables market segmentations, that is, 
communication with potential voters. Political subjects create content that attracts 
their politically like-minded people. The goal is to attract users and make them 
interested in the political program, which can result with a vote on the elections. 

Political e-marketing promotes and protects democracy. According to market 
research, more than three million Croatians are online each day, while every third 
citizen is active user of some social network. The aforementioned data uncover 
potential and explain why political marketing transferred to a digital platform. 

Political subjects cannot only use traditional or e-marketing; they have to use all 
available channels of communication. Marketing in digital environment should 
be understood as expansion of traditional marketing. Through e-marketing tools 
political subjects inform the public, encourage participation in politics and create a 
possibility of cooperation in decision making. Internet has changed political market 
competition. Experts of political marketing through paid advertisements on popular 
web portals, social networks and applications promote their ideas and candidates. 
Internet users cannot avoid being a part of campaigns. Communication through 
digital environment enables quick content creation available to a large audience in 
a couple of clicks. During the campaign, messages of political subjects are present 
on websites, search engines, e-mail, social networks, and advertisements. Social 
networks have become a basis of communication. Primary activities that political 
subjects perform on social networks are: market research, product development, 
creating and verifying ideas, improving consumer relationship, increase in 
candidate’s or political party’s credibility, increase in web traffic on own pages…
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In conclusion, the significance of marketing in digital environment for political 
parties is incredible. Owing to IT technology on which social networks and digital 
business are based, political subjects are constantly present on social networks, 
which enables uninterrupted communication to influential participants of interest, 
which is crucial for reaching their goals: winning the elections. The paper presents 
results of research on the influence of political marketing in digital environment 
with regard to voters’ education.

RESEARCH ON THE INFLUENCE OF POLITICAL MARKETING IN DIGITAL 
ENVIRONMENT WITH REGARD TO EDUCATION 

People and their knowledge and skills are recognized as a cornerstone of 
economic development. Creativity and capability of highly educated people is 
a key to success of numerous enterprises, which is especially significant in IT 
industry, software development, and designer activities. “As knowledge is in 
global economy a deciding factor, strategic factor of development, individuals, 
companies and states that invest in it, use it and adequately evaluate become 
global winners. And vice versa, all those who marginalize it fall back and lose “the 
race” (Dragičević, 2002). Nowadays, modern business conditions, where natural 
resources on which economic growth and development were based are mostly 
depleted, world economic philosophy is turned towards exploitation of knowledge 
as economic resource. The role of knowledge as economic resource is in modern 
economic conditions inevitable. 

Knowledge as such gets a whole new dimension and is observed as a central driving 
force of economic growth. Processes of globalization, as well as technological 
and technical achievements of modern technologies make knowledge a necessity, 
as well as the need valuable for combining and creating strategies crucial for 
economic prosperity of community, country as an individual, union and finally the 
overall system. The role of educational institutions is important, since they enable 
transferring necessary knowledge and creation and implementation of new ideas 
into products and services. The quality of institutions has to be on a satisfying 
level in order for it to serve economic prosperity of a certain community, region or 
some other significant economic unit. Certainly, knowledge and education are not 
synonymous.  
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The goal of this paper is to research the influence of political marketing in digital 
environment with regard to voters’ education. The hypothesis is set:  

Political marketing in digital environment influences educated voters more due to 
the assumption that they invest more time in analysis of political and economic 
situation. Such voters invest more energy in defining and analyzing political 
programs with the goal of choosing a better option on the elections. 

One of the research goals is better understanding of marketing in digital environment 
implementation. Experts for political marketing can, based on the results, perform 
their election campaigns and adapt their programs to voters based on levels of 
education. Moreover, the results can serve as basis for further research.  

Research was conducted using a questionnaire distributed among potential 
voters. Promocija plus from Zagreb used CATI system during political campaign 
for parliamentary elections in August 2016 to administer the questionnaire to a 
representative sample of participants in the political process in IV and VIII electoral 
unit. As mentioned in the introduction, the results of research conducted by the 
author (Stilin) are used, who implemented a part of the research in his PhD thesis 
“Political marketing in digital environment”. Primary goal of the questionnaire was 
to research on a sample of Internet users their voting intentions, as well as tracking 
the campaigns for two electoral units. The units mentioned are chosen due to their 
differences; IV being a primarily rural unit and VIII being a primarily urban unit.   

IV electoral unit, chosen as a primarily rural, includes: Virovitica – Podravina and 
Osijek – Baranja County, while VIII electoral unit, chosen as a primarily urban, 
includes: Istra county and western part of Primorje – Gorski Kotar county (cities 
and municipalities: Baška, Cres, Crikvenica, Dobrinj, Kostrena, Kraljevica, Krk, 
Lovran, Mali Lošinj, Malinska – Dubašnica, Matulji, Mošćenička Draga, Omišalj, 
Opatija, Punat, Rab, Rijeka, Vrbnik). Sample is defined as stratified. The process 
of stratification was conducted on a county basis and the size of settlement for 
individual electoral unit. Electoral unit IV encompassed 703 participants, while 
electoral unit VIII encompassed 700 participants.

Table 1 and Table 2 show level of education of participants in IV and VIII electoral 
unit. 
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Table 1 – Level of education in IV electoral unit

 TOTAL
 N %
Elementary school 35 5,0%
Unfinished high school 2 0,3%
Finished high school 416 59,2%
Unfinished university 7 1,0%
Finished university or college 224 31,9%
Magister’s degree or PhD 18 2,6%
I do not know 1 0,1%
Sample (N) 703 100,0%

Created by the author based on the research

Table 1 shows research sample of 703 participants from the IV electoral unit. 
The most participants finished high school (59,2 %). Participants with finished 
university or college follow, in percentage of 31,9% and participants with finished 
elementary school (5,3%). The table shows that respondents who stated that they 
did not finish university can be added to respondents with finished high school, 
while respondents with unfinished high school can be added to respondents with 
finished elementary school.
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Table 2 – Level of education in VIII electoral unit

 TOTAL 
 N %
Elementary school 13 1,9%
Unfinished high school 5 0,7%
Finished high school 342 48,9%
Unfinished university 4 0,6%
Finished university or college 302 43,1%
Magister’s degree or PhD 32 4,6%
I do not know 1 0,1%
I do not want to say 1 0,1%
Sample (N) 700 100,0%

Created by the author based on the research

Table 2 shows research sample of 700 respondents. Most of them finished high 
school (48,9%), followed by respondents with university or college in percentage 
of 43,1% and respondents with elementary school (1,9%). The table shows 
that respondents who stated that they did not finish university can be added to 
respondents with finished high school, while respondents who did not finish high 
school can be added to respondents who finished elementary school. The analysis 
of frequency of Internet usage follows. The answers given were: I am online all day, 
several times per day, once a day, once in three days, once a week and less than 
once a week.  
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Table 3 – Frequency of Internet usage in IV electoral unit

Distribution of responses within each subgroup of 
respondents (row)
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EDUCATION
Primary 73,0% 37
Secondary 79,2% 423
Higher 88,4% 241

SOCIAL NETWORKS
Users 88,5% 489
Non-users 66,7% 213

TOTAL 81,9% 702

Created by the author based on the research

Table 3 shows that respondents with higher education spend more time online 
than those with secondary education. Furthermore, respondents who finished high 
school spend more time online than those with finished elementary school. From 
the total number of respondents who answered the questions, 489 of them use 
social networks daily, while 213 out of 702 do not use social networks. 
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Table 4 – Frequency of Internet usage in VIII electoral unit

Distribution of responses within each subgroup of 
respondents (row)
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EDUCATION
Primary 66,7% 18
Secondary 84,0% 344
Higher 89,2% 333

SOCIAL NETWORKS
Users 89,4% 426
Non-users 80,8% 271

TOTAL 86,1% 697

Created by the author based on the research

Table 4 shows that respondents in VIII electoral unit with finished higher education 
spend more time online in comparison to respondents with finished high school. 
Furthermore, respondents with secondary education spend more time online than 
those with elementary education. From the total number of respondents, 426 of 
them use social networks daily, while 271 out of 697 do not use social networks. It 
is interesting that respondents with secondary education in VIII electoral unit spend 
more time online than those in IV electoral unit. 
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Table 5 – Influence of political marketing in digital environment in IV electoral unit

Distribution of responses within each subgroup of 
respondents (row)
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EDUCATION
Elementary 8,1 91,89 37
Secondary 11,58 88,41 423
Higher 27,65 72,34 241

SOCIAL NETWORKS
Users 9,21 90,78 489
Non-users / / 213

TOTAL 702

Created by the author based on the research

Table 5 shows the influence of political marketing in digital environment in IV 
electoral unit. It is interesting that the influence of marketing on Croatian voters is 
very low. Somewhat bigger is the influence on highly educated respondents, but 
less than 30%, which raises the question of return on investment
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Table 6 - Influence of political marketing in digital environment in VIII electoral unit

Distribution of responses within each subgroup of 
respondents (row)
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EDUCATION
Elementary 16,66 83,33 18
Secondary 14,82 85,18 344
Higher 23,12 76,88 333

SOCIAL NETWORKS
Users 11,5 88,5 426
Non-users / 271

TOTAL 697

Created by the author based on the research

Table 6 shows the influence of political marketing in digital environment in VIII 
electoral unit. There is no significant difference in comparison to voters from IV 
electoral unit. The influence of political marketing in digital environment is very low 
and, at the overall level, regardless of education, can be reduced to less than 20%.

Result analysis supports the hypothesis: “Political marketing in digital environment 
influences educated voters more due to the assumption that they invest more 
time in analysis of political and economic situation. Such voters invest more 
energy in defining and analyzing political programs with the goal of choosing a 
better option on the elections”. Regardless of the fact that the aforementioned 
percentage is relatively low, such result conceals great opportunities for additional 
profit and investment in political marketing in digital environment. In most cities 
voters with higher education are at leading positions. They express their attitudes 
in daily conversations, and in most cases their environment mimics them. The 
aforementioned result creates an opportunity for political parties and marketing 
experts to improve final product of e-marketing and focus on more educated voters 
on the digital platform.
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CONCLUSION

Basic trait of marketing is market and consumer orientation. With the development 
of the digital way of doing business, marketing is also developing. It is defined as a 
process that ensures product or service sales in a way that fulfills consumers’ needs, 
i.e. to inform them on what they need. From the business subject’s point of view, 
goal of marketing is profit, while from the consumer’s point of view, goal is fulfillment 
of needs. Planning marketing activities refers to a process that determines future 
market events and defines actions in order to reach marketing goals. The paper 
emphasizes that there is no great difference between political parties and business 
subjects. Political subjects are turned to voters, while business subjects are turned 
to potential consumers. Basic terms of political marketing are: product – ideas of 
candidates or political subjects and candidates themselves, market – electorate/
political public, consumer – citizen/voter, emphasizing differences – competition 
among people and ideas, sales – organizing and presenting candidates’ knowledge 
and ideas thereby ensuring votes and profit – being elected to a public office.

Political marketing in digital environment refers to using e-marketing techniques 
in political marketing. Internet, i.e. development of technology, changed political 
campaigns and activities. Potential voters can at any given moment analyze 
candidates and compare their programs. The biggest competitive advantage of 
political marketing in digital environment is mobility and data availability. Greatest 
part of digital marketing is social networks. Experts for political marketing use paid 
ads on popular websites, social networks and applications to promote their ideas 
and candidates.  

Research was conducted among voters of IV and VIII electoral unit during the 
campaign for Croatian Parliament in 2016. It is necessary to emphasize that two 
units mentioned were chosen due to their differences; IV being a primarily rural unit 
and VIII being a primarily urban unit. Furthermore, research was conducted only 
during the campaign and does not reflect upon how social networks and political 
marketing in digital environment affect voters’ decision making long-term. Results 
show that the influence of political marketing in digital environment is higher on 
voters with higher education. However, the influence is relatively low. The reason 
for that are young people who lack interest in politics. Political parties that lead 
a continuing marketing strategy with focus on voters younger than forty with 
high level of education have great potential for long-term victory on the Croatian 
political scene. 
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