"ZHENG ZHI YING XIAO XUE DAO LUN

- =
www.fudanpress.com.cn a@fﬂﬁké‘é tHH R 3t



U
Ll

ANBUOXUE |
NOEHIXUEXITILIE

B 16 ok & wrmat




EHEMEE (CIP ) 837

BOREH~ /B0 &, NG E. — L. R B KM R ,2008. 5
(REM¥ - BURERI)
ISBN 978-7-309-05959-5

1. B

I. O#---@Fh-- M. BUR%E-BIE V. DO

A [ R A B 4578 CIP B~ (2008 ) 55 031502 5

HENESR
BAEE fh M F

HA & 1T

fﬁﬁk ¥ wipgat T EAEE 579 2 #R4 200433
86-21-65642857 (| TR BA&)

86-21-65100562( FfAiTHy)  86-21-65109143 ( SMEHEW )

fupnet@ fudanpress. com  http;//www. fudanpress. com

RERE

E
a0
p

BRET A

EE

a

oI &FHIHI
5 ERH

i ARICEREN R

787 x960  1/16

20.75

339 -

2008 4F 5 A5 — S — IR EIAI
1—5 100 '

= Jdo

[

ISBN 978-7-309-05959-5/D - 365
32.00 T

A BN SR RV, 3 [ B LR AR R A TR R
R A R



5 H § %

5 H M %




A4, 197584, ILREA. EEX
EEEFRPORMBEL . EFEE L, FEH
FREPRXEREIS . EEBUAE . BUREHY.
22 BRI A K T [ SR A8 BE RN PSR AT R
HREE CEER¥E: EEESHRGEE
M) (AFREbETHEN\ETESts
FHEERFROREFEL -SL) | (2R
HESREER) . (A5 EmEg 5L
), (PEERXFRLHR) . B,
e (R ) . (MRLFSEE) © (B
B2ARD) © ARTAEERD) |« (EPRBUART)
SRR RIEI0OLHE .

PN, 195954F, TIPEHA, BHAEL,
BRI R K FELEARPOEEN TR, B
ZRSH5EEMMERNMIEEBUGER, &
HMNERERENEE K E RSN K,
FIREZEHEELG RIS RS EE,
€ CERE#HFT ) (Journal of Global
Marketing, 1988 ) b AFRBN “BURBEMXS
WBINE SR e AFk
BOhTEusEHAERR R, HEE (B
EBERFHT) (Journal of Political Marketing)
MEE (ALHEFHH) WREZ—,




AHRPEAMSE AL e, AL
BRBOABHFIESE, BPSHE rBUAEH
EREBEM . BUABHFROFREATER
B GRI —TTHOBEUER, RBUAYE . B
% B ITEE RIS EE ERL A R
¥, EMBREER &, BHEER TR
ER. ABERY. EERMRERTTBIGERF
RBRCSRIHAN L, XEOAE 857 B E R L A
BB IRRIAT T REMME, B TREHED
Br. BFRAR. RIEHLR) . BRI IESE ST
MIBUAERMTHESE, fEVUEEAS B, XHE2EEH
BB FBUATE . EERENAE #EIE S BN
B RERHEAT TR, T T BURE MR
HRBUAMBURF K RINEW, 2—FBA—E
FAFE RS

A-BEERIE N E N A FBERBUAYE . Atk
FHERBEGE, TBOER. BT, WENGE
FEMREW L b, walfRRITA R
A BN LAEARBESE




o}
|

b A 2 E A b AR TE A PN I LR RO b SR AT & 1
AEH(BUABHESIEF . RAERAEMEETIE AEREILNE ]
A, 8 A A SRR AR — RO R R A TR B AR B AR
8. HEFXSHER, RARAFRERE AT,

BEEEE =, W RASSEIE LU, RAESN S TAE M+ R4 X E PR EUR S
SRR R — S R P B R W AR B TN BUE T
£5.

IMELFE R R MM AL E OB BZAMIE BRI, A R
“foe SR B I 5 B B 0 LA, SR B A D0 D SR B R s R e
T BN X S SR BUAE

IEEMBERPE, X —F— A RE T —BE LR X EZ
MR Ko BRI RS R A BUA B S TE S i RA A
5 25 G 0 JE BRI P B P T BOATE 3, SR AR R A BOE L BURE
BOYEE B BRI 25 BT AT AR R AT RV BEBUIA T Bl RIS B
ISR T BOAIAS RS2 AR R B A BOATT SR H N, LUBE R
ANRFE PR T E .

RIFTAB: R JFSR AEERR, RERRE—F BIRE
W7, fmre AR % IEE.

BB, AR EEL RIS K R R R A R A
—ERN K KA. HERLHR EBT T RN BA 2 2w AL i
BHLM 3700 K, LA ASLIE 8000 £ A, IR PLX L BrAMER “H
YRR 1l 25 DA K 3 [ A 6 o 4515 A 1 B 5 TR U AR R B Y S TSI
VB T T LA AR R — R L A BUR T3 R B AR A fe ik
WA BOAS & RBUA B AN E A AR RE TS RAGERS R
A A SRR LB R



BUAB#HETE

AT LA, VA B A R BOA R T v 5 L Al IR, R BH SOR SR
FEAERATE . AHRBAAEE B B, X BOA B #H#T BIEHT R BUS
a2, 7E 7S 7 B R RIRGE S . BUTE PG {1 4 W A
& A T “BUOR 58" AT A IE AR SR 2

M, BATIETE AT A T LM, LA, SR BUR B Y
MEREUR S RAM B ES, IA, THSBIR— T BOAERY, UFEN
RN TR R A, REXN A B EARNFNERNLRKE
HERBRE

WACBUA B HE ) —PER R, BRI L7 A Hr 2R BT
R REEE RS, WA T AZGE S Mt S 3. s 118E 5B
HREA AR,

A b HEEEARAREIFF » RANVT.

43

2008 %1 A 278 FTH4E



it R 4% EBUR E 2% — HEA TR M-S, RESER ZER
fE AT PUE R B . FBUA E M BV BUA R Bt AR SR B ) RBURA
BiRBE TR, BURBIAE S F ot a0 R BB BRI 73 A F R
B B B 04 e BRI, SR R 4 AR 4 SR R M 3 L T B IR RN BLSE
(9T , 30 ot YR VRT3 B 4 1 A1 LAARAS 524 1 AR RN RGBT B2

75 SR 26 h B S TR — B O BE RATT, EAE 3R % 8RB — B
BREBESHE . HBNNTMITAROSSZRAEERMERIER
FRIRBIE K. BEREEAR AR TR 2R A RIS A REIE.
AR, R E, MITAEBLE 24 /MR F RRIE D . X R &R, BUR IR
EHNEFE SN SRR T EENRETE. ERE N2
AR R T 1 S 150 TR 450l AT G 0 XU 2 R LB b U B
HE, PENASENFE THRECEEHMERER, A ERRESA
E A RMHAMERN A RETEE.

FEHERDPREL G BURA X EEHRAR ENEREERR
HIVERT. BOAESSIARK RS ENRME T —RH TR, B EHNE
R G R A E . ERRTY S0 R R AR BB BUA B &
R, W GBI R, AR T 2k B 48 I B P KR R OR AR
B3 & AN R A FBOE A BRI

B 26 A DR A AR s B A A B 3 B L 400 X 23 AR BRI T
BB, XAREHIRA THBAE R TAL SR T AR . BOAE B A BUR A
SF A F LA E A A A AR A TS L 5 R AR5
7. PENSSEIELENRANER, REATEANRE. W5 -
A AT ERSSENTN RAR THVG R F 2 5 E 27 BOR A8 4, B
HEREN TR T RAR.

QIR — A B B R T B T RARFIBUR i 5.3 B i AR 4



BUREH¥FIE

BOAEH T LA AR E £ 56 TBUOE KOS AR &, DR X #
HE.

W2 KR PO FEL S A% TR B R RE BOA B AT A 5 RARKIXT ih
WRTHENL. BUABEHETENEREBORTUSNTEN XL THES
PR AFEFTRANE RE W, EBUS . BE MUY RIS 3 {118 H
BRI BUR B EAR SRR b AL PRI BOR & 85 7 BUF (LAt S 2 5
SR T B A

AN SR B 1 X R BOA BOA T A5 2) B 2 B9 4797 » X 48 T2 (1 o E0KE
BN . RIS ANTRA BT, SRR AR & R, B 8
PREFEIA SRR S TR . A 1A S BOAE #1E B3 RMBUT A
HRMEM. RBEBUSEH TAREH . BETEAERES ERRE
L YN

X RT 21 NP I A XA B T 0GB e MR AR
B BUFBEHABUANR . BERER =T E M. B REME L5 5l
TEBIR 2 B 207 E A IRGR B0 256, IS FH L BN BUR B H BT
BAEER ., fER—3 IR, XA RS E RO ARG BE L BEGEH
(OBHEE & RR AR A . 20 4 THG JHLAA 0T S A B0 S RL T 1R kP s B
MR Wi 1. B A BY T B S BUN R TE 4 R BUa WS
AL

SR » XA B SRR A0 T B A DL anfal 7 BOA B e E RN
ZHRMHMRERZHAG? K&REHDHECEERK, LEMN T
ERE MERE A2 R RBNR? EHR X X — KRR K R E 5 B R 2T
AR BARTELE (X SR — 8o, LT R BUAEHFE
LB, ABRAKIES D EEGEHEERS R,

ey e mg i+

(R mIRFET REFTHFHR
(BB ) — P tES
(HaTHFEAINGORER L%
2008 %1 A 17 8



Preface

There is a paradigm shift taking place in the political landscape of
governments all over the world. The rapid growth of the Internet and
the communication infrastructure of economies has made it possible for
political marketing to become the “tool of choice” for politicians, politi-
cal parties, interest groups and even governments themselves. Modern
political campaigning now involves advanced polling methods; the break-
down of the population into unique and highly defined segments of vot-
ers; advertising and promotional strategies that finely-tune manufactured
images of popular politicians and established political parties; and the in-
terplay between highly trained consultants and political organizations
who work together to win elections and govern successfully.

Voters who were once loyal to the same political party election after
election are now re-considering the wisdom of sticking with the same
party. Charismatic leaders who offer a new kind of leadership are win-
ning over voters from competing political parties. New sophisticated
techniques are being used to both understand and drive public opinion in
societies all over the world. Today, in China, as it exists in the U.S.,
people live in a world of 24 hour news cycles where information about
world events and government decisions are broadcast into the living
rooms of citizens on a minute-to-minute basis. Because of the constant
exposure vis-a-vis the advanced communication infrastructure globally,

the image and style of a political leader has become the most important
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ingredient for success in political office. Political leaders in China need
to understand the theoretical development of the field of political mar-
keting to be more effective in their communication strategy with citizens
of countries outside China as well as with their own citizens.

As China enters a “Post-Olympic” period, her exposure to the rest of
the world will place more importance on the role of Public Relations in
government. Political marketing offers a set of tools that can be used by
Public Relations leaders to help shape and control the image of China
that is conveyed to the rest of the world. This will call for a reliance on
well-established techniques in Political Marketing like marketing research
and polling that have historically been used in the United States and
Western European countries to craft campaign platforms and issue posi-
tions of candidates and parties running for office.

At the heart of any political system is the movement of public opin-
ion and the ability of a party and political leader to steer it in the direc-
tion they think is best for society. Political marketing machinery pro-
vides the mechanics for government officials to drive public opinion in-
ternally and externally and to increase the quality of relationships with
people all over the world. A “Chinese style” Democracy is best served by
political leaders responding to the needs and wants of its’ citizens. If a
society looks to their leaders for a direction and policies that will benefit
their lives and the lives of their children, then political marketing should
be used to educate citizens.

If we view the success of a political party around the level of interest
and interaction between a government and its’ people, then political
marketing should heighten that activity if it is used to give people more
information about a political party and its’ leaders. With the advent of
the Internet and other interactive communication vehicles, the opportu-

nity exists for leaders and a people to engage in a more spirited dialogue
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because of the use of political marketing methods. The future of political
marketing in China will be determined by the opinion leaders who will
have a tremendous influence on whether or not these methods are accept-
ed. The leaders in politics, education, and all cultural organizations will
certainly debate the usefulness of these latest technological advances as
they are used to advance the economic and social policies of the govern-
ment.

If the government relies on this new technology and is viewed by the
citizens to be doing a good job, this will only reinforce the value of these
methods. Technology has a way of creeping into societies whether or not
it is desired. So a more realistic approach will be to determine how these
methods should be used. One can only hope that the use of political mar-
keting methods will be carried out in China with integrity and scrutiny by
the both the people and the leaders. It is my strong belief that the prac-
tice of political marketing methods will lead to a stronger China on the
world stage.

Dr. Kejing Zhao and Dr. Henry Sun offer insights in their book on
political marketing and address its application in three areas: political
campaign. governing and lobbying, and international relations. Dr.
Zhao holds strong academic background in political science, while Dr.
Sun has that in marketing. Their coauthoring made an excellent team for
the research of political marketing. As an introduction, the book made a
systematic approach on the subject of political marketing covering both
theoretical development and practical application with case studies. This
book is a must read for anyone who wants to understand the full picture
of political marketing and its application for both domestic and interna-
tional political affairs. It will help to raise the attention of Chinese peo-
ple and government to the political paradigm shift around the world.

But how has this paradigm shift in politics played out in China thus



HOGEH Sk

far? Can political marketing methods be used in China in the same way as
they are used in other democracies around the world, or will they need to
be customized to the unique political and social requirements that exist in
China today? What impact will this political transformation have on
democracies in this region in the future? This book answered some of
these questions. It certainly will bring more discussions on these and oth-
er questions related to political marketing. It should be the first of many

books on the subject of political marketing in China.

Bruce I. Newman, Ph.D.

Professor of Marketing

DePaul University, Chicago, U.S. A.

Author: The Marketing of the President

Founder and Editor: Journal of Political Marketing
January 17, 2008
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