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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 

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

Aspect With Special 
Focus to Youth Voters

Subhajit Bhattacharya
Management Development Institute Murshidabad, India

Rohit Vishal Kumar
International Management Institute Bhubaneswar, India

Anindya Dutta
Bengal Institute of Business Studies, India



289

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

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 

Figure 1. Kapferer’s brand-identity prism



 

 

14 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/exploring-kapferers-brand-identity-prism-

applicability-in-indian-political-marketing-aspect-with-special-focus-to-youth-

voters/213711

Related Content

Application of CRM 2.0 in Spanish Public Administration: Identifying Practical Results
Daniel Pérez-González, Pedro Solana-González, Pedro Soto-Acosta, Simona Popaand Sara Trigueros-

Preciado (2015). Marketing and Consumer Behavior: Concepts, Methodologies, Tools, and Applications

(pp. 1228-1246).

www.irma-international.org/chapter/application-of-crm-20-in-spanish-public-administration/123005

Promoting Wine on the Internet: An Exploratory Study of the Portuguese Wine Blog Community
J. Freitas Santos (2011). International Journal of Online Marketing (pp. 48-63).

www.irma-international.org/article/promoting-wine-internet/60394

Demystifying Neuromarketing: A Bibliometric Analysis Using VOSviewer
Ajay Chandeland Tejbir Kaur (2022). Developing Relationships, Personalization, and Data Herald in

Marketing 5.0 (pp. 256-283).

www.irma-international.org/chapter/demystifying-neuromarketing/306108

Immersion and Perceived Value: The Strategic Variables For Commercial Websites
Ahmed Anis Charfi (2014). International Journal of Online Marketing (pp. 17-35).

www.irma-international.org/article/immersion-and-perceived-value/127059

Wanna Be a Friend on Social Media?: Effect of Communication Style on Consumers
Ayegül Sakaya Güngör, Dursun Yenerand Mertcan Taçolu (2021). International Journal of Online

Marketing (pp. 64-79).

www.irma-international.org/article/wanna-be-a-friend-on-social-media/282485

http://www.igi-global.com/chapter/exploring-kapferers-brand-identity-prism-applicability-in-indian-political-marketing-aspect-with-special-focus-to-youth-voters/213711
http://www.igi-global.com/chapter/exploring-kapferers-brand-identity-prism-applicability-in-indian-political-marketing-aspect-with-special-focus-to-youth-voters/213711
http://www.igi-global.com/chapter/exploring-kapferers-brand-identity-prism-applicability-in-indian-political-marketing-aspect-with-special-focus-to-youth-voters/213711
http://www.irma-international.org/chapter/application-of-crm-20-in-spanish-public-administration/123005
http://www.irma-international.org/article/promoting-wine-internet/60394
http://www.irma-international.org/chapter/demystifying-neuromarketing/306108
http://www.irma-international.org/article/immersion-and-perceived-value/127059
http://www.irma-international.org/article/wanna-be-a-friend-on-social-media/282485

