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ABSTRACT

Politics and marketing have always played a very important role in each other’s lives; we might like to call it “The politics of marketing” or “The marketing of politics”, either way it is easily understandable and visible to even the most nonobservant of eyes that without marketing politics cannot survive and vice versa as the case may be.
Throughout history we can find immaculate examples of politicians using their inner marketer to come up with ingenious ways of making sure that not only their voice is heard but it ends up being the stimulus for decision making, the decision of power, control, countries, states and millions of lives. Whether it is the reverend Pd. Jawaharlal Nehru or the outspoken Indra Gandhi or the veteran of words Atal Bihari Vajpayee right down to the free spirited Barack Obama all have been able to somehow transform themselves into figurative organizations riding on the back of their niche marketing strategies, running their oppositions to the ground trampled underfoot.
But with the advent and emergence of Internet everything kind of changed forever, the 2012 US presidential elections are a perfect example of that, Barack Obama used the power of the internet and Social media in order to establish a massive communication campaign in order to reach out to his voters and it worked for him splendidly as he was reelected as the president of the USA. Taking cue from this, Indian political parties have now started to focus on getting a first mover advantage on the internet realm as more than 50% of Indian population is under the age of 25 and is increasingly falling in line for the technological revolution, conquering the online marketing space kind of makes sense!
The purpose of this study is to find out the effectiveness of political marketing campaigns with a special focus on the internet and new age media campaigns used by various political parties in India.      
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1. INTRODUCTION
Politics and marketing have always been deeply interrelated, political parties and politicians over the years have used many discrete marketing tactics to establish a communication with their vote banks whether it be conduct huge rallies to visiting villages in their private helicopters to conducting massive rath yatras all these techniques aimed at accounting for the voters that decide the fate of politicians.
These techniques which have been prevalent for so many years have now started to evolve with the advent of the internet revolution, earlier political campaigns were no less than fanfares involving huge investments from the political parties which led to a basic assumption of money expended is directly proportional to votes accounted. But now everything has changed the internet has created an equal opportunity platform for politicians from all parties whether small or big.
Barack Obama effectively used online tools to rally supporters, campaign, defend attacks and communicate with constituents. In India, the forthcoming general assembly elections have seen many local politicians follow Obama's footsteps, and the Internet is poised to play a larger role in these elections—to be held in five phases on Apr. 16, 23 and 30, as well as  May 7 and 13.
With nearly 700 million people eligible to cast their votes, political parties are busy wooing first-time voters and the country's tech-savvy middle class. Indian politicians have turned to YouTube, Facebook, Orkut, podcasts, live chats, Twitter and other Web 2.0 tools, to reach out to the electorate. Bharatiya Janata Party's (BJP) octogenarian prime ministerial candidate, L. K. Advani, is reaching out to youths through live chats and his Web site. Advani is also on Facebook, Orkut and YouTube, while his colleague and Gujarat chief minister Narendra Modi, uses tools such as podcasts, Twitter, Google SMS and widgets.
Several parties including left-wing Communist Party of India (Marxist), as well as politicians such as Advani and V. K. Malhotra, have created dedicated Web sites for their election campaign. Supporters have also created groups on social networking sites such as Facebook and Orkut, to rally voters. Ruling party Indian National Congress' youth wing leader, Rahul Gandhi, for instance, currently has over 3,000 supporters on Facebook. Several politicians are also on Twitter, including Congress' S. M. Krishna and BJP's V K Malhotra.
The country's largest opposition party, BJP is undoubtedly the most active on cyberspace, and has banner ads—spouting "Advani for PM" messages—running on a plethora of Web sites. 
Local politicians are "trying to ape Obama". The U.S. president raised half US$500 million online during his 21-month campaign for the White House, dramatically ushering in a new digital era in presidential funds-raising. While "In the U.S., Internet penetration rate is nearly 80 percent. In India, there're only around 60 million Internet users, making up less than 6 percent of the total population. "So can it be said that cyberspace is not a tool for the masses. Though the number of Internet users may have grown, it is still not very effective. While political parties are using the medium, they are not relying solely on the Internet.
The Internet, however, provides a way to appeal to the youth. Over half of India's 1.15 billion population is younger than 25 years, and 50 million new voters are estimated to have entered the electorate since 2004. Many first-time voters are likely to be connected via Internet and mobile phones. 
Using the Internet as leverage is a strategy also used by a host of NGOs and non-profit organizations, such as the Association for Democratic Reforms (ADR), Janaagraha Centre for Citizenship and Democracy and Public Interest Foundation, These entities have used the Web, alongside traditional media including radio and television, to launch initiatives geared toward raising awareness among the electorate. For instance, Janaagraha and Tata Tea's Jaago Re! One Billion Votes is a nation-wide campaign to urge Indian citizens, especially the youth, to register to vote. Jaago Re also has an active social media presence with over 16,000 members on Facebook and 13,000 members on Orkut. Similarly, National Election Watch (NEW) is a nationwide campaign comprising more than 1,200 NGOs and other citizen-led organizations, working on electoral reforms to improve democracy and governance in India.
Some organizations are also helping the electorate better know their candidates. According to figures released by the ADR, 222 candidates—or 16 percent of 1,425 candidates—running in the election's first phase have criminal records. Several of these organizations are active on social networking Web sites, where the Public Interest Foundation's No Criminals in Politics campaign, for instance, has over 5,000 supporters on Facebook.
While amidst all this it is still unclear whether this investment in the web 2.0 revolution will help the political parties to efficiently communicate with the voters, it is certain that its presence in the everyday life of people has certainly open new mediums for communication between political parties and their potential vote bank.
A recent study that claims 160 of the Lok Sabha's 543 seats are poised to be highly impacted by social media1[footnoteRef:1] has been dismissed by many sceptics. But some politicians are taking a closer look. [1:  IRIS knowledge foundation and IAMAI. “Social Media &
Lok Sabha Elections: A study finds that Facebook users may be the new
votebank Indian politicians have to now worry about.”. 2013.] 

This research aims at finding how political parties are utilizing the web 2.0 revolution and what do they expect from this new tech savvy population, which until recently was only a peripheral vision phenomenon. Also the study explores the difference in the psychology of the population with access to these mediums and that of the one without access to such mediums. The study shows that voters rely on various types of social media websites and not so much on direct party websites for information regarding the political scenario. The study also shows that voters have more actively turned into evangelists, their political preferences and thoughts being shared with friends, colleagues and people in their social network. As a result of this transition political parties that utilize these tools are in a much better position to effectively communicate with their potential voters.
Another inference that ought to be derived from this study is that as a consumer ponders upon its options while making a purchase decision for goods and services, and narrows down his array of options to a select brands based on a collective knowledge acquired by him in time and through that of his peer groups, in a similar manner a voter of the digital age ponders and evaluates upon his options of available candidates based on the knowledge gathered from different sources. And pan ultimately makes a decision. With the introduction of the concept of rejection, this study is a derivative work that shows voters have, over the years transformed into figurative consumers and political parties have to operate in the same manner as organizations to woe them.  
This study primarily encompasses the young urban voter who has just entered the age group eligible for voting i.e. people of the age of 18 to 25, primarily centered in Delhi, this range has been kept because of the fact that people from the age range of 18-22 will be voting for the first time in the next general elections and those of the age group of 22-25 have only been presented with one prior chance to vote for their government also the fact that the recent events of prevailing civil unrest and dubious administrative activities and the uprising protests against them have shown the vast capabilities and reach that the social media channel possesses.
1.1 Objectives
· To find out how political marketing techniques have changed over the years with the advent of social media and new age media marketing channels.
· To find out that whether the voter has turned into a figurative consumer and the political parties into organizations.
· To study how political parties are using social media as a communication channel.
· To find out how WEB 2.0 has changed the psychology of the Indian voters.
· To study how social media is being used as a tool for political activism. 

1.2 Scope of the study
This study tries to understand how social media is affecting the political scenario primarily in India, while general examples in the global context have been cited in the research sparingly and also if the voters are effected by social media then how political parties should plan to leverage this. The concentration of the research is kept on the young urban community with access to social media. It would also try to generalize the results of some of the already established researches to the Indian scenario. It provides the insight into the voter’s thinking which could be useful to the political parties, in sense, that it would provide them with the expectations of the voters from political parties which they should fulfil through social media.
It will not be comparing social media with other channels or various social networking sites with one another. It is just a description of the voter’s psychology at a particular point of time. But here I would like to point out that more emphasis is given on studying voter behavior at Facebook as more number of Indians and world population are members of Facebook than of Twitter. Doing this also makes the results more comprehensive as most of the members of Twitter are also on Facebook. 
 
This research is not indicative of the political environment prevailing in the nation and does not include the technical aspects of political sciences involved in an election campaign. Although the contemporary methods of political marketing are discussed, the primary emphasis has been kept on the effects of social media on Indian politics and the coming general assembly elections. 
1.3 History of social media
From the first e-mail to the domination of Facebook, social media has come a long way. Being connected to the world around us has never been so easy and accessible than it is today. After the internet made it possible to reach people around globe with merely a click of a button, social networking exploded into one of the biggest industries of our time. Here’s a chronologically organized look at the past 30 years or so of social media history, from Usenet to AIM to Friendster and beyond.
· 1971: After MIT demonstrated the Compatible Time-Sharing System (CTSS) in 1961, which allowed multiple users to log into the IBM 7094 from remote dial-up terminals, and to store files online on disk. The first "real" email was sent in late 1971 by Ray Tomlinson using ARPANET.
· 1978: Bulletin Board Systems (BBS) were used to exchange data over phone lines with users. First copies of early net browsers were distributed through USENET.
·  1994: One of the web’s first social networking site, Geocities, was founded. The concept was for users to create their own websites.
· 1995: THEGLOBE.com gave the users freedom to personalize their online experiences by publishing their own content and interacting with others with similar interests. It posted a record IPO which fell from $850 million to barely $4 million in less than 3 years.
· 1997: AOL Instant Messenger was launched which popularized instant messaging.
· 1997: SIXDEGREES.com was launched which allowed profile creation and listing friends.
· 2000: Fuelled for years by growing internet, The .com Bubble busted, sending the stock market crashing and web entrepreneurs back to the drawing boards. 
· 2002: Friendster was launched which pioneered the online connections of real-world friends. Its user base grew to 3 million users in just the first three months, i.e. 1 in every 126 internet users at the time.
· 2003: Myspace was launched which was first conceived as a Friendster clone. It was created by an internet marketing firm and was hastily coded in just 10 days and by 2006 it had grown to be the most popular social network in the world. In the following years many more social networking sites were launched. Among them were Tribe.net, Linkedin, Classmates.com, Jaiku, Netlog etc.
· 2004: Facebook was launched originally as a way of connecting U.S. college students. It was first launched at Harvard College, more than half of the 19,500 students signed up within first month. 
· 2006: Twitter was launched.
· 2008: Facebook overtook Myspace as the leading social networking site in monthly unique visitors. Both sites are vastly more popular than the original Friendster.
· 2011: Facebook is leading the race; it has more than 600 million active users in the world and soon will pass 700 million users in this year itself. Twitter has more than 200 million.

1.4 Organization profiles.
[image: ][image: ]
Facebook is a social utility that helps people communicate more efficiently with their friends, family and co-workers. The company develops technologies that facilitate the sharing of information through the social graph, the digital mapping of people's real-world social connections. Anyone can sign up for Facebook and interact with the people they know in a trusted environment. 
Facebook was founded by Mark Zuckerberg with his college roommates and fellow computer science students, Eduardo Saverin, Dustin Moskovitz and Chris Hughes, at Harvard College on 4th Feb 2004. The website's membership was initially limited by the founders to Harvard students, but was expanded to other colleges in the Boston area, the Ivy League, and Stanford University. It gradually added support for students at various other universities before opening to high school students, and, finally, to anyone aged 13 and over.
	It is headquartered in Palo Alto, California US serving more than 600 million people worldwide. Its 2010 estimated revenues were US$2 billion and employs more than 2000 people worldwide at its various offices in US, India, Hong Kong, UK, Japan, Australia, Singapore and more.


[image: File:Twitter 2010 logo.svg] 
Twitter is a website, owned and operated by Twitter Inc., which offers a social networking and microblogging service, enabling its users to send and read messages called tweets. Tweets are text-based posts of up to 140 characters displayed on the user's profile page.
The website is based in San Francisco, California. Twitter also has servers and offices in San Antonio, Texas; and Boston, Massachusetts. Twitter, Inc. was originally incorporated in California, but as of 2007 is incorporated in the jurisdiction of Delaware.
Twitter was produced in March 2006 by Jack Dorsey and launched in July. Since then Twitter has gained popularity worldwide and is estimated to have 200 million users, generating 65 million tweets a day and handling over 800,000 search queries per day. It is sometimes described as the "SMS of the Internet".

[image: http://smartfish.co.in/wp-content/uploads/2012/10/indian-national-congress-logo1.jpg]Indian National Congress____________________________________
The Indian National Congress (abbreviated INC, and commonly known as the Congress) is one of the two major political parties in India, the other being the Bharatiya Janata Party (BJP). 
It is the largest and one of the oldest democratically-operating political parties in the world. The party's modern liberal platform is largely considered centre-left wing in the Indian political spectrum as contrasted to the right-wing socio-religious ultra-nationalist-based Bharatiya Janata Party. 
Founded in 1885 by members of the occultist movement Theosophical Society—Allan Octavian Hume, Dadabhai Naoroji, Dinshaw Wacha, Womesh Chandra Bonnerjee, Surendranath Banerjee, Monomohun Ghose, Mahadev Govind Ranade and William Wedderburn—the Indian National Congress became a pivotal participant in the Indian Independence Movement, with over 15 million members and over 70 million participants in its struggle against British colonial rule in India. After independence in 1947, it became the nation's dominant political party, led by the Nehru-Gandhi family for the most part; major challenges for party leadership have only recently formed.
In the 2009 general elections, the Congress emerged as the single largest party in the Lok Sabha, with 206 of its candidates getting elected to the 543-member house. Consequently it, as a member of a coalition of political organisations called the United Progressive Alliance (UPA), was able to gain a majority and form the government.
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The Bharatiya Janata Party (abreviated BJP) is one of the two major parties in the Indian political system, the other being the Indian National Congress. Established in 1980, it is India's second largest political party in terms of representation in the parliament and in the various state assemblies.
The Bharatiya Janata Party designates its official ideology and central philosophy to be "integral humanism", based upon a 1965 book by Deendayal Upadhyaya. The party advocates Hindu nationalism and social conservatism, self-reliance as outlined by the Swadeshi movement and a foreign policy centred on key nationalist principles. The party's platform is generally considered to the right-wing of the Indian political spectrum.
The BJP led the national government along with a coalition of parties of the NDA from 1998 to 2004, with Atal Bihari Vajpayee as Prime Minister, thus making it the first non-Congress government to last a full term in office. Since its election defeat in the 2004 general elections, the BJP has been pivotal amongst the opposition parties in parliament.


2. LITERATURE REVIEW

2.1 Political marketing
Classifying political marketing is not an easy endeavor. The field is interdisciplinary, tangling "communication, political science, history, psychology, sociology," and management science. Moloney suggests that from the 1980s onwards, a number of marketing concepts and terms were transferred to politics, "e.g. positioning, product, targeting, service delivery", and to these can be added image crafting, selling, branding, product design and segmentation, which are now part of a discourse describing the behavior of political entities.
Processes and instances of political marketing
Political marketing consists of a number of processes. It starts by gathering market intelligence and designing a preliminary product before targeting and adjusting messages to specific consumer segments. A political entity has to engage in medium and long-term communication to maintain a market orientation and to deliver upon its promises.
There are several proponents of political marketing. Simply put, it may 1) be used by political actors to achieve their objectives, 2) addressed by non-politicians to political actors, or 3) consist of media discourse about political actors. There is a "substantial degree of mutual interdependence" between the three. A concept introduced by Lees-Marshment, 'Comprehensive Political Marketing,' applies political marketing, previously confined to party politics, to all instances of political behavior: "interest groups, policy, the public sector, the media, parliament and local government as well as parties and elections". This concept bodes well since nonparty groups have increasingly been seeking to drive public opinion and advancing their goals.
Techniques of political marketing
Political marketing utilizes several social science tools, predominantly focus groups, surveys and polls to test voters' attitudes towards campaign material in advance. Focus group research, the most important of the techniques, requires a limited number of people to discuss political ideas together in a room.
Political marketing reaches out to individual political consumers using innovative means, such as computerized databases, direct emails, telemarketing as well as social networks on the web. Specific tools used for macro campaigning are advertising, pseudo-events, media appearances, and websites; tools used for micro campaigning are "direct mail, canvassing, community events, street advertising, e-newsletters, and social networking".

2.2 Role of mass-media and mixed-media
Political organization can be placed as the political market arena and as political actors. While the mass media and electorates has been widely recognized by political parties and candidates as the strategic political market arena. In modern democracy, especially among the developing countries, the telestrial television industries have been playing prominent rules as medium and arena of political market. Therefore, for over the effort for having the best the mediated-political marketing strategy has been developed by each parties and candidate during campaign and election for getting the majority of the votes of electorates.
Nevertheless, for few years the Internet and social media features have been using largely as new tools of political marketing. It is possible for candidate to develop various types of the Internet and social media features usage to build their political parties brand and personal branding of their candidates. According to Lilleker (2005:10), political party brand relates to the three sphere that are: 1) the history, traditions and ethos of parties; 2) core concepts and constraints of parties; and 3) communication pattern of parties. Emphasizing the political party brand will be relevant if the parties take prominent role during campaign and election and the election system will put the parties as a choice for the voters which lead for the party-centered campaign. However, the situation will be different if the candidate-centered campaign. The personal political branding of candidates will be more important rather than political party branding. Therefore, the mass media, the Internet and social media as medium or arena of political marketing will be employed for marketing the candidates rather than parties.
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(Source: N. Ahmed, From Mass Mediated-Political Marketing to Mixed Mediated-Political Marketing, PFA conference, march 2013.)
Fig 2.1: Political market arena.

In developing countries, the television industries still remain the prominent medium of political marketing. Both parties and candidates will need more money to funding their campaign in the commercial/private broadcasting. For the alternative solution, both parties and candidates have tried to employ the Internet and social media as tools of political marketing. The development feature of Web 2.0 and the various type of social media which is used by parties and candidates become interesting to analyze the types of interaction and pattern of communication therein. As mentioned by Rice dan Haythornthwaite (2006) there are three types of interaction in the Internet, that are: 1) the access to the Internet; 2) communication involvement with the Internet  3) communication and interaction with and by the Internet.
Figure 2.2 will describe the pattern of the Internet and social media usage as the medium or arena of political marketing. By modifying the proposed-model of the social media usage by Adi dan Lilleker (2012), the Internet and social media can be generated as political marketing arena as a tool for listening, processes of engaging, creating the political message and sharing and integrating values and information to political market and repeating the political message, political product or mention the personal branding of candidates and parties. The political communication processes using the Internet and social media features perform the interconnecting stage which reflect the degree and types of the tendency of political communication performances. A pattern of communication model was made by Lilleker (2011), to address the dynamic of web campaign. Lilleker (2011) proposed the four tendencies of web campaign model that are: 1) informing; 2) engaging; 3) persuading; and 4) mobilising and interacting. By modifying the Adi and Lilleker (2012) and Lilleker (2011), the pattern of the Internet and social features media usage as the medium or arena of political marketing can be drawn by figure bellow.


[image: ]
(Source: N. Ahmed, From Mass Mediated-Political Marketing to Mixed Mediated-Political Marketing, PFA conference, march 2013.)
Fig 2.2: The Pattern of the Internet and Social Media Usage as the Medium or Arena of Political Marketing

In developing countries, such as Indonesia, the rise of the Internet and social media features usage during the campaign and election has been existing with the traditional model of political communication. In addition, the mass media, especially television broadcasting as the medium and arena of political communication remain to be used as the main medium and arena of political communication among the parties and candidates. Even though in the three locus of political communication will produce different character, however, it is possible for political marketer of parties and candidates for crafting the mixed-mediated political communication model. The figure 3 bellow will sketch on how the mixed-mediated political marketing can be developed by party or candidates campaign organization. Based on the mixed mediated political marketing, there are three elements: 1) the Internet and social media based political marketing of candidates; 2) the mass mediated-political marketing of candidates which is included the free mass media publication and the paid mass media publication and political advertising; and 3) the traditional model political marketing of candidates which is included the direct selling and door to door campaign and word of mouth.


[image: ]
(Source: N. Ahmed, From Mass Mediated-Political Marketing to Mixed Mediated-Political Marketing, PFA conference, march 2013.)
Fig 2.3: Mixed Mediated-Political Marketing Model


Each candidates can start their political marketing program by the Internet and social media-based political marketing and traditional political marketing. Furthermore, they should enable to generate a strategy in order to stimulate and to obtain the free publication of the commercial/private mass media. If their political marketing activities can be crafting as public interest mainstreaming issues which produces various kind of newsworthy based on human interest or another social, cultural or political issues, the commercial/private mass media will be interested to cover their political marketing activities. While implementing both traditional political marketing activities and the Internet and social media based political marketing of candidates, the chief campaign strategies of political marketer of candidates should enable to predict and generate the news values of the candidates activities based on the private/commercial media logic. By developing the insight view of political journalist or infotainment producer of television broadcasting, the chief strategist political marketer of candidates should enable packaging all of campaign activities based on thematic events and framed-issues which fulfill the public interest and met with the demand of the mass media logic. If they fail to do this, the paid mass media publication and buying space for political advertising of the candidate can be the alternative ways. However, the rest strategy will need spending more campaign finances. Therefore, the mixed-mediated political communication can be alternative way to form the effective political marketing model of candidates and parties, if they have not huge campaign finances.

2.3 WOM and Social media marketing
Word-of-Mouth (WOM) communication strategies have always been appealing because they combine the prospect of overcoming consumer resistance with significantly lower costs and fast delivery – especially through technology such as the Internet. WOM also has a much stronger impact on new customer acquisition than traditional forms of marketing (Trusov et al 2008). The earliest study on the effectiveness of WOM is survey-based (Katz and Lazarsfeld 1955, as quoted in Trusov et al 2008). The authors found that WOM was seven times more effective than print advertising in influencing consumers to switch brands. Since the 1960s, word of mouth has been the subject of more than 70 marketing studies (Money et al 1998, as cited in Trusov et al, 2008). Researchers have examined the conditions under which consumers are likely to rely on others’ opinions to make a purchase decision; the motivations for different people to spread the word about a product, and the variation in strength of influence people have on their peers in WOM communications. Consumer influence over other consumers has been demonstrated in scholarly research concerning social and communication networks, opinion leadership, source credibility, uses and gratifications, and diffusion of innovations (Phelps et al 2004).
WOM marketing is a particularly prominent feature on the Internet. The Internet provides numerous venues for consumers to share their views, preferences, or experiences with others as well as opportunities for firms to take advantage of WOM marketing. One of the fastest growing areas of the World Wide Web is the space of so-called social networking sites (e.g., Facebook, MySpace, Friendster, Xanga) or Social Media. The Social Media is a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, which allows the creation and exchange of user-generated content (Kaplan, Andreas, Haenlein, 2010). These sites rely upon user-generated content to attract and retain visitors, obtaining revenue primarily from the sale of online display advertising. They also accumulate user information that may be valuable for targeted marketing purposes.
The proliferation of social-networks on the Internet, has allowed companies to collect information about social-network users and their social relationships. Social networks like MySpace, Facebook, and Orkut allow us to determine who is acquainted with whom, how frequently they interact online, what interests they have in common, etc. Users are spending increasing amounts of time on social network websites.















Social Media is:

(Source: Social Media Marketing, SEOP Inc)
Fig 2.4: Various characteristics of Social Media.

Facebook has more than 600 million active users in the world and Twitter has more than 200 million (IWS 2011). Over 57% of the active users log on to Facebook on any given day (Lou Kerner 2011). An average user has 130 friends on Facebook (Facebook stats). The reach of Facebook is not limited to only developed countries or its place of origin only, although the highest number of Facebook users in the world is still in US: 154,971,340 users with a population penetration rate of 49.5% (IWS March 2011). Wherever the internet has reached, social media has also gone there. About 70% of the Facebook users are outside US. Total users of Facebook in the world are 664,032,460 (IWS March2011) with a World penetration rate of 9.6%. In India the penetration level of internet is not much deep because of the unavailability of infrastructure but still the usage figures are quite impressive. India has 23,042,800 users (IWS March 2011) of Facebook with a penetration rate of 1.9% where the total population penetration rate of Broadband in India is only 0.98% (TRAI Feb 2011) and Internet penetration rate is around 8.5% (IWS 2010). India has the 5th largest user base of Facebook in the world growing at a rate of 193.9% annually (Nick Burcher 2011). 
Twitter is the ninth most popular website in the world (Alexa 2011). The site has been online for more than eleven years. It is 7th most visited site in US and 8th most visited site in India. 28% of the visitors of Twitter are from US, which are the highest, followed by Japan and then India at 6.5%. If we compare Twitter with Facebook, we find that Twitter has much less number of members, possibly because of the reduced functionality in comparison with Facebook. Twitter’s communication is based on textual statements not exceeding 140 characters. Also Twitter does not share the demographic data, and very less data is available through the private researches that have been done. Hence for most of the time in this research, we would focus on Facebook. 
Considering the fact that the single most powerful impetus to buy is often someone else’s advocacy (Edelman 2010), marketers just cannot ignore this huge pile of consumers amassed at these websites. Various companies are using Facebook and Twitter to reach to their consumers in a more interactive and effective way. New product information, offers, information on brand all are being provided by them on these sites. Companies maintain the fan pages on these websites which could be targeted at local consumers or at a global level. MTV, Pizza Hut, Cadbury, Sony, Samsung, Reebok, Delhi Police are just some of the names that are using Facebook/Twitter in India to effectively reach to its consumers and provide them benefits in various forms.

2.4 Social media marketing
(Brauer, M. and Bourhis, R. Y., EJSP 2006) state that one of the key components in successful social media marketing implementation is building "social authority". Social authority is developed when an individual or organization establishes themselves as an "expert" in their given field or area, thereby becoming an influencer in that field or area.
	It is through this process of "building social authority" that social media becomes effective. That is why one of the foundational concepts in social media has become that you cannot completely control your message through social media but rather you can simply begin to participate in the "conversation" in the hopes that you can become a relevant influence in that conversation.
	However, this conversation participation must be cleverly executed because while people are resistant to marketing in general, they are even more resistant to direct or overt marketing through social media platforms. This may seem counter-intuitive but is the main reason building social authority with credibility is so important. A marketer can generally not expect people to be receptive to a marketing message in and of itself. In the Edleman Trust Barometer report in 2008, the majority (58%) of the respondents reported they most trusted company or product information coming from "people like me" inferred to be information from someone they trusted. In the 2010 Trust Report, the majority switched to 64% preferring their information from industry experts and academics. This loss of trust, and the accompanying turn towards experts and authorities, seems to be coinciding with the rise of social media and networks (Brent Leary 2010).
	Thus, using social media as a form of marketing has taken on whole new challenges. As the 2010 Trust Study indicates, it is most effective if marketing efforts through social media revolve around the genuine building of authority. Someone performing a "marketing" role within a company must honestly convince people of their genuine intentions, knowledge, and expertise in a specific area or industry through providing valuable and accurate information on an on-going basis without a marketing angle overtly associated. If this can be done, trust with, and of, the recipient of that information – and that message itself – begins to develop naturally. This person or organization becomes a thought leader and value provider - setting themselves up as a trusted "advisor" instead of marketer. "Top of mind awareness" develops and the consumer naturally begins to gravitate to the products and/or offerings of the authority/influencer.
	As a result of social media – and the direct or indirect influence of social media marketers – today, consumers are as likely – or more likely – to make buying decisions based on what they read and see in platforms we call "social" but only if presented by someone they have come to trust. Additionally, reports have shown organizations have been able to bring back dissatisfied customers and stakeholders through social media channels (Shanon Bryant 2011). This is why a purposeful and carefully designed social media strategy has become an integral part of any complete and directed marketing plan but must also be designed using newer "authority building" techniques (Brent Leary 2010).
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Fig 2.5: Social Media ROI pyramid

2.5 Branding @ Social mediaStrong relationship / High share of category expenditure

Weak relationship / Low share of category expenditure

(Source: BrandDynamics, Millward Brown)
Fig 2.6: BrandDynamicsTM Pyramid
According to the model given in Fig. brand building follows a sequential series of steps, each contingent upon successfully accomplishing the preceding one. At the lowest level it‘s all about letting the customer know about the presence of the brand.  “Relevance” level deals with offering something relevant to the customer, i.e. your brand should be able to answer the customer’s question- “Does it offer me something?” At “Performance” level, delivery is taken care of. “Advantage” deals with offering something different and better than others. “Bonded” consumers, those at the top, build stronger relationships with the brand and spend more on it than those at lower levels. More consumers, however, will be found at the lower levels. The challenge for marketers is to develop activities and programs that help the consumers move up the pyramid. And that is exactly how social media is helping companies do in a very effective and efficient way. It has made easier for the marketers to reach the consumers either directly or with the help of their primary groups.
(MillwardBrown, WPP, 2011) Changes in shopping behavior touched most sectors as consumers emerged from the recession more sceptical and savvy and more empowered by digital technology to search for the best prices and most trusted reviews, even on mobile devices while standing in store aisles. These developments influenced the ways brands communicated with consumers, increasing investment in social media, as “engaging” replaced “targeting” in the marketing lexicon.
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Source: www.indiatoday.in
Fig 2.7: Internet activity.
With Facebook sites, YouTube videos and mobile apps, brands attempted to cultivate the long-term loyalty of “Millennials,” now in their teens and twenties. At the same time, brands worked to retain the parent generation of relatively wealthy “Boomer” customers, the oldest of whom turn 65 this year.
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Fig. 2.8 Twitter popularity index.












3. RESEARCH METHODOLOGY
This empirical research was based on observation of the voter’s behavior. It is a descriptive study which tries to interpret the changing voter behaviour. The behaviour was analysed using questionnaire based surveys in two phases.  
Phase I consisted of a set of general questions for the purpose of acquiring an understanding and insights of the voter’s behavior. On the basis of the responses from the first phase further study was done which provided the research more credibility. 
Phase II was largely concentrated on the following topics: 
· How are the political parties approaching the use of social media? 
· What do / should they expect from it?
· How and why voters are using social media as a part of their decision making process? 
· Does it helps in improving party opinions and how?
This was accomplished by mapping the research findings (Primary Data) with some real-time examples from the area of Social Media Marketing (Secondary Data) - cases of some parties that have effectively used social media for marketing.
Secondary Data: Various marketing journals and business magazines were referred to support the primary research. Also marketing and branding strategies of various parties were studied to checking the applicability of primary research results in the industry.
Population for the study: voters who are using internet to help them in making a voting decision. Hence, the urban population of India between the ages of 18 to 25 years is the population for our study. The population above the age of 25 years has been excluded considering the fact that 85% of the internet users in India are 19-40 years old (TNN, 8th Aug 2010). Also the voting behavior of the populace Above 25 has matured in the absence of internet and hence it is assumed that internet has affected the decision making process of this group the least. Selecting only urban population means that we are satisfying the prerequisite consumer characteristics like Internet accessibility and knowledge of parties. 
Sample Size: 220 responses were received. 
Method: Online surveys using Googledocs Spreadsheets shared through Gmail and  Facebook . This ensured faster data collection and analysis, low costs and would ensure homogeneity, accuracy and quality of data as surveying the whole population is not a viable option at this point of time.
Time Frame: Phase I completed by: 20th April 2013 and Phase II by 26th April.

3.1 Preparation of Research Instrument
Research instrument is the tool through which the research is conducted. For collection of primary data a questionnaire was used. It consisted of a set of questions presented to a respondent for his or her answers. In the preparation preparing of the questionnaire, it was ensured that each question contributed to the research objectives. 
A useful method for checking a questionnaire and making sure it is accurately capturing the intended information is to pre-test among a smaller subset of target respondents. The questionnaire was pretested on a sample of 30 respondents to check for improvements in the questionnaire.
The questionnaire used in the research is given in the Annexure I. The questionnaire was designed using GoogleDocs Forms because it facilitates an easy and quick designing and distribution among the target respondents. The data collection also becomes easier through it and real-time summary of the results can be seen anytime over the internet.

3.2 Stages of the Research 
This descriptive research followed a standard set of phases, which are given in the figure below. It is important to follow the model in a timely manner to get the wanted results. The time frame for each phase has been described above. 




Problem Definition


Basic Concepts
(Political marketing, WOM, Social Media)
Literature Review


Design Questionnaire


Pilot Testing & Improvements


Data Collection


Data Analysis & Reporting



Fig 3.1: The research stages followed for this study 

3.3 Data Collection
The questionnaire was made using Googledoc Forms and was sent to the targeted respondents using e-mails and Facebook. Thus the process of data collection was completely online. This helped in easing and speeding up the process of collection of data. A total of 220 respondents filled the questionnaire. The results were downloaded as a MS Excel file for the purpose of data analysis.


4. DATA ANALYSIS

Fig 4.1: Source of political information
From Fig 4.1 it can be seen that the primary sources of political news are still television and newspapers which are the traditional media as such for this category of news but as it can also be seen that internet or social media has come up as a major source of information among the sample population, this is a justifiable because the sample population is the one which is more susceptible to these media instead of traditional media such as television.
Further, from Fig 4.2 it can be seen that the sample population is highly active in a political manner on the internet sharing politics related content such as videos, posts, status updates with people in their network. Also from the same figure it can be seen that sample population is actively taking part in politically related campaigns such as “India against corruption”, “Safety for women”, “India against reservation”.
Further research reflected on the fact that the number of followers of political leaders on SNS sites have been increasing by leaps and bounds providing them with a new platform and a massively focused communication channel to reach their audiences.






Fig 4.2: Voter activity on the internet
It is seen that not most of the people trust their friends and relatives and consult them before making a voting decision. This is the WOM publicity that affects the voting decision of the majority of the people. At first it seems that the effect of Social Media on voter decision making process is less but we also need to look at the share of WOM in it and the biggest facilitator of WOM these days is Social Media and hence its impact increases a lot.


Fig4.3: Trust levels of SNS posts related to politics.


Fig 4.4: Trustworthiness of information on Fan Pages
Majority of the population is seen to lack full trust in the information given on the product review websites, but even still the trust level is on the higher side. They like to confirm the information available on the websites with their friends and relatives i.e. other users or try the product themselves. This means that they trust the industry experts and professionals. Hence it becomes important for parties on social networks to build a Social Authority, as discussed in the social media marketing part.  


Fig 4.5 & 4.6: People do like to share or promote their preferred parties on Social Media but not necessarily prefer those parties which have online presence over those which don’t.
As the researcher pondered deep into the study he was already starting to realize that while social networking sites and the internet have become an indispensable part of our everyday lives it has still been unable to develop an image as a change agent in people’s minds and primary use of the internet is still as an information portal or is strictly recreational. 
But having said that after the study was complete we realized that as more and more people were starting to take part in social and political activism fueled by only WOM and unclassified, unofficial information.
So at the end of the research we concluded that a majority of sample population has started considering social media as a carrier of political change.


Fig 4.7: Social media effect on party image.

Fig 4.8: Social media as change agent.




5. FINDINGS, RECOMMENDATIONS AND LIMITATIONS

5.1 Findings
At the start of the study the thought process of the researcher was one conclusive with the fact that there is a stark contrast between the voters in the western countries and those in India but as the study carried on the he was forced to give a thought to the power of social media and its ability to transverse cultural differences and the following findings came up in the study:
· The sample population was greatly influenced by the social media as a communication channel.
· The sample population has started showing signs of digression from the classical forms of communication such as television and newspaper.
· Although internet is catching up it is still lagging as a reliable source of information when it comes to political news.
· A majority of sample population considers social media as a potential change agent.
· The image hence the social authority of the political party is effected by social media.

5.2 Recommendations
As a result of the study it is highly recommended to the political parties that for the coming general assembly elections in 2014 they should start taking social media and internet very seriously and should leverage the benefits that these new age media present.
It is also highly recommended that political communication organizations try to leverage this scenario as many of the organizations have currently been seeing doing.
There are some lessons to be taken from Obama and his 2012 presidential campaign, the campaign not only exemplified the advantage that these media provide but also the fact that there is a huge first mover advantage in this arena for whoever is able to realize the potential and leverage it.
It can be noted that internet and social media have a huge role to play in the future of Indian politics looking at the influence it has already started to show on the domain of political activism.  
To utilize social media political parties can do the following:
· Update their webpages continually with relevant information.
· Devise SNS campaigns to educate voters about their initiatives and other operations for which tools like google AdSense can be used.
· Carefully monitor heavily negative SNS activity and try to counter it by spreading positive WOM by use of advocacy.
· Ensure the presence of operatives on SNS’.

5.3 Limitations of the study
1. The scope of the study is limited to only the urban scenario. India being a hugely diverse country, the research can’t be generalized for the whole country.
2. Due to various factors like disposable income, education, infrastructure etc. social media might not be of relevance in the rural markets and hence has been kept out of scope
3. Social Media is a highly dynamic concept and hence results given might not be valid for a very long time frame.
4. Because of the time constraints the number of respondents has been kept low to efficiently and effectively manage the research.
5. Despite all care being taken, some research error might still creep in.

5.4 Further Scope 
While this study has provided some fascinating insights, there is still much to learn. In future this work can be extended to explore areas such as:
· Country-wide effects of social media on the voter behaviour.
· Relevance of Social Media for rural markets.
· How attitude to fan pages changes overtime.
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7. ANNEXURE
7.1 Websites
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Fig 7.1 AICC website, http://www.aicc.org.in/new/
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Fig 7.2: BJP website, http://www.bjp.org/
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Fig 7.3 Barack Obama’s website, http://www.barackobama.com/





7.2 Questionnaire
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25


The number of people who have actually visited a political party's website.


156


The number of people who took part in activist campaigns in physical or virtual form.


137


The number of people who share politics related infromation on SNS.













Source of Information	
Television	SNS (Internet)	Newspaper	Radio	64	67	86	3	

Trustworthiness of SNS (population % )
1 Least Trusted	2	3	4	5 Highly Trusted	4.0000000000000022E-2	0.13	0.39000000000000284	0.36000000000000032	2.0000000000000011E-2	

Is information on Fan Pages trustworthy?
Is info on Fan Pages trustworthy	Yes	No	Can't Say	0.54	0.35000000000000031	0.11	
Promotion on Social Media
Yes	No	Doesn't Matter	0.56999999999999995	0.39000000000000246	4.0000000000000022E-2	Yes No Doesn't Matter	Yes	No	Doesn't Matter	1	
Prefer online presence
Preference	can't say	yes	no	0.61	0.32	7.0000000000000007E-2	
Social Media effects Party Perception

Social Media effects party Perceprion	
Yes	No	Can't Say	0.75	0.23	0.02	

Can social media bring change!

C	
Yes	No	Can't say	56	26	18	
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