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ABSTRACT

India demographic pattern is changing so fast with the growth of youth segment. it is true that today
youth generation of Indian are not interested in politics or in casting the votes. There may be a possible
reason the political parties are not able to understand the requirements of the Indian youth segment.
This research article is a sincere attempt to study the political brand perception and political brand
selection behaviour of Indian youth with the empirical data. RIDIT approach is being used to analyse
the empirical data. The results of this present study have depicted a deep insights of Indian political
branding aspect from the voice of the Indian youth voters’.

INTRODUCTION

Research on political marketing has established itself as a strong emerging area of distinctive marketing
research (Kotler and Levy, 1969; Luck, 1969; Kotler, 1972; Enis, 1973; Hunt, 1976; Arndt, 1978; Arndt,
1982; Hunt and Burnett, 1982; Hunt, 1983; Levy, 2002). It is true that the political parties function like

DOI: 10.4018/978-1-5225-7116-2.ch017

Copyright © 2019, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.



Exploring Kapferer’s Brand Identity Prism Applicability in Indian Political Marketing Aspect

Figure 1. Kapferer’s brand-identity prism
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a brand and the potential voter uses to choose them like they make their choices about any product brand
(Reeves et al, 2006). As per the UNFPA report (2014) India has world’s largest youth population and by
the year 2020 India is set to become the youngest country in the world. Considering the reality, it can be
said that, today Indian youth generation are not interested in politics or in casting the votes. There may
be a possible reason the political parties are not able to project themselves as effective brand (Aaker,
1991, 1996; Keller, 1993; Kapferer, 2004; Lantieri et al., 2009) which can influence, connect or engage
the youth population of modern India. The study aims to explore the Indian youth perception relating to
brand image of the political parties (Kavanagh, 1995; Kotler and Kotler, 1999; Schweiger and Adami,
1999; White and de Chernatony, 2002; Needham, 2005), which may generate interest within the potential
voters. In this present study, we have tried to apply the Kapferer’s brand identity prism (Kapferer, 2012)
to find the brand identity dimensions of Indian political parties. The current research revolves around the
major objective to identify and arrange the different elements or items of the political brand (French&
Smith, 2010; Phipps et al., 2010; Smith and French, 2009; Winther, 2015) based on importance and
priorities. The current research has also tried to identify the prevailing lacunae of the political brands in
India to generate the unique identity and brand values of the political parties (Aaker, 1996).

The outcome of this current research article has portrayed deep insights of Indian political branding
and marketing scenario from the youth voters’ opinion. This paper has intended to contribute in the area
of political branding & marketing domain in Indian context. Present article is organized as follows: first
unit deals with exploratory research with focus group discussion (FGD) relating to political branding in
connection with Kapferer’s brand identity prism and the review of the literatures on political branding
and marketing. The next unit was empirical data collection and analysis. At the last unit of the current
research article deals with results, discussions managerial implications and conclusion.

Exploratory Section for Identifying the Different Dimensions of Political Brands
Kapferer’s brand-identity prism has talked about six dimensions such as Physique, Personality, Culture,

Relationship, Reflection and Self-image. As we know that political parties functions like a brand and
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