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Abstract

This paper presents a comprehensive conceptual model for political branding, developed
through a systematic literature review of 57 scholarly publications published between 2015
and 2025. Anchored in the Theory of Planned Behaviour, Social Identity Theory, and Self-
Congruity Theory, the proposed conceptual model integrates independent variables (brand
identity, brand image, brand trust, political communication channels, and political
candidates), mediating variables (brand attachment and self-image congruence), and
dependent variables (voter intention, political participation, and electoral success). The study
responds to growing scholarly and practical interest in how political branding shapes voter
perceptions and behaviours, particularly amid declining support for dominant parties across
different countries. Employing PRISMA guidelines, the systematic literature review identifies
thematic themes and sub-themes across global political contexts. It synthesises them into a
contemporary conceptual model that captures the multidimensional nature of political
branding. The proposed conceptual model offers strategic insights for political parties,
candidates, and campaign managers to better understand and influence voter behaviour. The
study concludes by proposing future empirical testing of the model to validate the
relationships among its variables and enhance its practical utility in diverse electoral
environments.
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Introduction and background

The political environment in which political parties operate is intricate, hence the need to
build a political brand to appeal to voters (Van Wyk & Du Plessis, 2023). This assertion is
consistent with the view expressed by Susila et al. (2020) that political parties and their
candidates must formulate contemporary branding strategies to communicate effectively and
disseminate a coherent message that attracts potential voters. Susila et al. (2020) further
proclaim that a political brand is not just a logo but rather a myriad of other important,
valuable factors to voters. For example, a candidate's ability to communicate their policies
effectively, their public image, and their alignment with voter values all contribute significantly
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to how the brand is perceived in the political arena. The reference to politics and branding
makes it pertinent to provide contextual definitions of complementary concepts, namely
political marketing and political branding. Political marketing is the “application of marketing
concepts in the political context to build a positive image for candidates or political parties”
(Suleman et al., 2025:1288). Zerkowska-Balas et al. (2024:338) define political branding as
an “associative network of interconnected political information and attitudes, composed of
experiences, feelings, images, issues, sentiments, or symbols, that reflect the general
sentiment surrounding various parties”. Perannagari and Chakrabarti (2020) argue that
political parties need to adopt political branding and marketing techniques to achieve their
objectives and differentiate themselves from their competitors. This could assist political
parties and individual politicians in building and establishing their brands and creating
positive perceptions about themselves in the voters’ minds. In this study, political branding,
which is the outcome of political marketing, is the focal construct in subsequent discussions.
According to Mulinda (2021), it is imperative for political parties to embrace that branding and
advertising are not confined to traditional businesses and therefore, voters are synonymous
with consumers. This latter is amplified by Shahid et al. (2024), who state that political parties
and voters should be managed as brands and treated as consumers, respectively. The
political branding discipline is becoming a focus of research due to its influence on how
voters perceive political parties and, by extension, politicians (Rini et al., 2025). However,
there is still a need for more research on political branding, particularly in a different context
(Shahid et al., 2024). For instance, political parties who have lost the majority votes in
elections such as the African National Congress (ANC), Botswana Democratic Party (BDP),
New Patriotic Party (NPP), Janata Party, Nieuw-Vlaamse Alliantie (N-VA), and National Rally
(RN) from South Africa, Botswana, Ghana, India, Belgium, and France respectively, need to
be embrace political branding, its importance and how they can adopt its principles to arrest
the decline in votes in the subsequent elections and negative perceptions about the party
and individual politicians associated with the concerned political party.

Problem statement

Various political branding studies in different contexts have been conducted, and diverse
findings have been reported. For instance, Susila et al. (2020) found that in Indonesia,
political branding factors attributed to voting behaviour/political participation are symbolic
communication, political trust, and brand message. In this study, the authors recommended
that a model to gain an in-depth comprehension of the underlying factors behind the
identified attributes (i.e. communication channels, political brand trust, and brand message)
should be developed. In another Indonesian study conducted by Rini et al. (2025), it was
found that political brand experience, brand attachment, brand communities, brand resilience
and brand advocacy influence the voter’s relationship with a politician or political party. These
authors recommended that an investigation into other political branding constructs (e.g.
celebrity politicians and/or celebrity endorsement) in a different political context should be
undertaken. In studies conducted in China and Pakistan, the use of social media as a
platform to convey political messages to potential voters by political parties in developing
democracies needs to be investigated further (Younus et al., 2024). In the context of Spain
and Indonesia, the reputation of the political candidate and the use of celebrities, who are not
politicians, but public figures or people known or familiar to the public/voters, is influential on
how voters behave towards political parties (Gémez et al., 2024; Setiawan et al., 2024).
Existing literature on political branding highlights significant gaps in understanding the
comprehensive influence of political branding on voter behaviour and election outcomes.
Recent studies, such as those by Chaihanchanchai and Anantachart (2024), emphasise the
need for an integrated framework that includes factors like partisan identification and
perceived political efficacy. Additionally, Ferreira and van Eyk (2023) acknowledge the
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limitations of their model, particularly its omission of contemporary variables like social media
communication channels. Furthermore, findings from Pich et al. (2020) demonstrate that
brand image plays a critical role in electoral success in the UK, underscoring the necessity
for a more adaptive political branding model suited to the modern political landscape.
Therefore, this paper seeks to address these gaps by developing a contemporary conceptual
model of political branding applicable across diverse national contexts.

Research objectives

Based on the problem statement, the primary objective of this study is to develop a
comprehensive contemporary political branding conceptual model by exploring existing and
traditional political branding models and frameworks. The development of this
comprehensive model is important for political parties and individual politicians, considering
the changing political landscape and voter behaviour in various countries. In relation to the
primary objective, the following secondary objectives will be explored.

e To establish a theoretical foundation for the study, ensuring that all arguments and
findings are grounded in relevant academic frameworks.

e To provide a comprehensive explanation of the methodology employed in the research,
detailing the steps and techniques used to gather and synthesise data.

¢ To thoroughly review existing literature on political branding by identifying key concepts in
this field.

e To develop a proposed conceptual model that illustrates the relationships and dynamics
within the realm of political branding, offering insights for future research and practical
applications.

Theoretical underpinning

This study is underpinned by an integrated framework combining the Theory of Planned
Behaviour (TPB) (Ajzen, 1991), Social Identity Theory (SIT) (Tajfel & Turner, 1979), and Self-
Congruity Theory (Sirgy, 1986), to explain the psychological, social, and identity-related
mechanisms through which political branding affects voter behaviour and electoral
participation. The Theory of Planned Behaviour posits that individual behaviour is driven by
behavioural intention, which is determined by attitude toward the behaviour, subjective
norms, and perceived behavioural control (Ajzen, 1991; Fishbein & Ajzen, 2010). In the
political domain, voting intention and political participation are influenced by voters’ attitudes
toward the candidate or party (e.g., through brand image, trust, or emotional appeal)
(Madinga et al., 2019.), social pressures or normative beliefs (e.g., media, peers, community)
(Chaihanchanchanchai & Anantachart, 2024), and perceptions of access or efficacy (e.g.,
ability to vote or engage) (Rini et al., 2025). TPB thus serves as a foundational framework to
connect branding variables to behaviour via psychological intention formation.

Building on the social dimension of voter behaviour, Social Identity Theory explains how
individuals derive part of their self-concept from membership in social groups (Tajfel &
Turner, 1979; Hogg & Abrams, 1988). Political parties and movements often serve as
powerful identity markers, especially in polarised or ideologically divided societies. When
voters perceive a political party as representative of their in-group identity, it enhances
emotional loyalty, brand attachment and ultimately, political engagement (Huddy et al., 2015).
The third theoretical pillar, Self-Congruity Theory (Sirgy, 1986), posits that individuals are
more likely to support brands that align with their own self-image. In political branding, this
means that when a candidate or party is perceived to align with a voter’s actual self, ideal
self, or social self, it leads to stronger emotional attachment and intention to vote (Malar, et
al., 2011; Bosnjak & Brand, 2008). Together, these theories provide a multidimensional and
integrative framework for understanding the relationships between political branding
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variables and voter behaviour. The following section details the methodology used to conduct
this study.

Methodology

A research methodology outlines the methods and processes used to gather and analyse
data related to a specific study. Researchers utilise the methodology to plan their studies
effectively, ensuring they can employ appropriate research techniques to achieve their
objectives (Taherdoost, 2021). The methodology describes the 'how' of a research study. It
details the systematic approach a researcher takes to ensure accurate and reliable findings
that address the study's aim and objectives (Snyder, 2019). The study adopted the
interpretivist research paradigm, as it aims to create new theory rather than prove existing
theories (Alharahsheh & Pius, 2020). The study is, therefore, qualitative and employs
inductive reasoning as it explores existing literature to identify trends or themes and
construct a proposed conceptual model (Myers, 2008). The study aims to construct a
comprehensive contemporary conceptual model on political branding. This will be achieved
by conducting a systematic literature review (SLR). Systematic literature reviews are
considered reliable tools in scientific research because they synthesise results from multiple
secondary studies using strategies that minimise bias and random errors (Owens, 2021). The
Preferred Reporting ltems for Systematic reviews and Meta-Analyses (PRISMA) is a
reporting guideline designed to address poor reporting of systematic reviews, and it
promotes transparency (Page & Moher, 2017). Xiao and Watson (2019) prescribe the
following steps in conducting a systematic literature review. Step 1: Formulate the problem;
Step 2: Develop a review protocol; Step 3: Search the literature; Step 4: Screen for inclusion;
Step 5: Assess quality; Step 6: Extract data; Step 7: Analyse and synthesise data; Step 8:
Report findings.

Step 1 was completed in the problem statement of this paper by identifying the need for a
comprehensive contemporary conceptual model on political branding. The review protocol for
this study included the identification of the initial inclusion criteria and the databases that
would be used in the search strategy. Furthermore, the quality assessment criteria for the
screening and the data extraction criteria were identified. This protocol will be discussed in
the following steps. Step 3 involved the process of searching for relevant literature. Three
databases were identified: Web of Science, ScienceDirect and JSTOR. Keywords used to
generate results were political branding, party brand, candidate brand, voter behaviour,
political participation and voting preference. The range was set to include only results from
publications in English, published between 2015 and 2025, specifically focusing on journal
articles and conference proceedings. The rationale for the 10-year timeframe was to get the
most recent publications on the topic. These searches resulted in a total of 400 publications.
A reference manager program, EndNote, was then used to remove duplicates. This resulted
in a total of 180 publications. The remaining 180 publications were then scrutinised according
to their titles. During this process, publications with a corporate or commercial branding focus
were eliminated. This reduced the number of publications to 96. Step 4 involved a more
detailed analysis of the publications. Each publication was then examined based on its
abstract. Publications that solely focused on one aspect of political branding were then
removed. This process eliminated 19 publications, resulting in a total of 77 publications. Step
5 involved assessing the quality of the publications, which entailed reading the full text
version. This process presented some challenges, as 12 publications were not open access
and could not be reviewed in totality. After eliminating these 12 publications, 65 publications
were left. After assessing the full text versions 8 were eliminated due to academic rigour and
methodological concerns. After the quality assessment process, 57 publications conducted in
sixteen countries were retained for further analysis. Steps 6 and 7 were effectively
consolidated into a cohesive process involving thematic analysis, which entailed extracting




01/2025 International Business Conference | IBC

pertinent information and synthesising data into identifiable themes and sub-themes.
Through this thematic framework, it became evident that political branding is constructed on
a multifaceted system comprising of brand positioning elements (independent variables),
voter behaviour (dependent variables) and variables that mediate. One researcher was
responsible for conducting the systematic literature review by creating themes and sub-
themes. The coding sheet and the conceptual model were sent to the other researchers for
verification. The components will be explored in greater detail in the forthcoming literature
review section. Finally, Step 8 focuses on reporting the findings. Figure 1 displays the
PRISMA flowchart in the collection of publications for the study.
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Figure 1: PRISMA flowchart for systematic literature review of this study (source: authors)

The culmination of this research effort will be the presentation of the proposed contemporary
conceptual model of political branding, which will follow the literature review.

Literature overview

This section provides a theoretical overview of the independent variables: brand identity,
brand image, brand trust, political communication channels, and political candidates; the
mediating variables, namely brand attachment and self-image congruence; and the
dependent variables, including voter intention, political participation, and electoral success.

Political brand identity

Brand identity can be created and managed through both tangible and intangible
touchpoints such as symbols, logos, signage, celebrity endorsement, storytelling, ideology,
brand values, goals, heritage culture feelings, and attitudes (Ferreira & van Eyk, 2022; Flight
& Coker, 2022; GrbeSa & Salaj, 2023; Pitch et al., 2020; Shahid et al., 2024; van Wyk & Du
Plessis 2023; Williams et al., 2024). Studies by Fadli et al. (2025) found that political
imagery has a significant impact on voter preference and that the images and symbols
candidates create through various marketing strategies effectively draw voters’ attention.
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Research by Williams et al. (2024), which specifically examined the role of logos, showed
that symbolism can play a crucial part in shaping political outcomes. Furthermore, political
ideology plays a crucial role in shaping a candidate's personal brand or “brandidate”
personality development. As a result, political branding is vital for conveying a candidate's
ideological stances (Harrison et al., 2024; Slipetska, 2021).

The use of celebrity endorsements has also become a key aspect of modern politics, with
evidence suggesting they can be effective in influencing voter intention (Madinga et al., 2019
Grbesa & Salaj, 2023). The latter supports a prior study by Veer, Becirovic & Martin (2010)
who found that use of celebrity endorsers is effective in influencing low politically salient
voters.

In an effort to operationalise the political brand identity network, Pich and Dean (2015)
emphasise the importance of culture in exploring brand identity. The authors contextualise
the culture of political brands and leaders to include heritage, values, and perspectives. In
the South African context, the study by van Wyk and du Plessis (2023) further concluded that
storytelling helped the political brand’s history and heritage to reduce uncertainty among
most political consumers. Although Pich et al. (2024) recognise the uncertainty among
voters and the challenges faced by parties in distinguishing brands, they highlight the
importance of positioning themselves based on the party's values.

Political brand image

Brand image is defined as the perception of a brand, which is described as a brand
association in consumers' memories (Cristea & Munteanu, 2022). A strong image is linked to
the company’s long history and the widespread adoption of its products, posing a threat to
competitors. This image relates to how consumers interpret signals from the product,
including the brand's service and communication. In a political context, perceived quality and
cognitive associations (Farhan & Ahmad, 2016; Diniso, 2023; Propheto et al., 2020; Rini et
al., 2025) were found to have a strong association with how voters perceive political parties.
Research suggests that a candidate's perceived quality has a significant influence on voting
decisions (Tsiotsou, 2005). Moreover, the perceived quality of a candidate is found to
positively affect voter loyalty (Bastian et al., 2019). Studies on the perspectives of young
voters in Indonesia indicate that brands emerge through social disruption (Susila et al.,
2020). In our daily lives, we instinctively try to align what we say and do with how we feel and
present ourselves. This consistency, known as the congruency principle, is essential in social
interactions. In politics, this principle shapes how voters evaluate both politicians’
personalities and their political preferences, emphasising traits they deem important and that
resonate with their own values. Essentially, it influences how voters perceive politicians as
like themselves, while the self-image individuals cultivate and uphold acts as a guiding light
to navigate the complexities of the political landscape (Chaihanchanai & Anantachart, 2024).

Political brand trust

Supporter groups' militant actions during the 2014 and 2019 elections intensified societal
polarisation in Indonesia, making voters vulnerable, apathetic, pessimistic, and sceptical.
Instead of fostering resilience against harmful information, these actions deepen divisions
through negative election experiences. Strong emotional bonds with leaders or group
members often lead to hostility and hatred toward competitors or those perceived as 'other'.
(Rini et al., 2025). Political parties are, more than ever, adopting the concepts and strategies
of brand management to make their political offerings attractive, appealing, trustworthy, and
distinct (Ferreira & van Eyk, 2022). It therefore comes as no surprise that research in various
political contexts shows that trust is the key binding force in strengthening the relationship
between political parties, leaders, and voters (Ekaputri et al., 2025; Thanh et al., 2021). The
emotional connection consumers develop with brands through their involvement in political
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causes can be so strong that it leads to feelings of attachment, resulting in the formation of
an affective bond and the brand becoming an integral part of oneself, thus establishing a
“cognitive link” between the two (Park et al., 2010). It is therefore important for political
parties and their leaders to maintain consistency (Harrison et al., 2023).

Political communication channels

Traditional media, including TV, radio, and print, have a significant influence on audiences,
particularly older audiences. Political marketing must recognise how these outlets shape
perceptions, as they are a key part of the information landscape. (Masinde et al., 2024;
Younus et al., 2024). However, social media usage in political branding has grown more
prominent, especially since the early 2000s. During that time, Barack Obama effectively
utilised social media as a key strategy to secure election victories in the U.S. He enhanced
his campaign by strategically leveraging social media platforms (Masinde et al., 2024). In
acknowledging that social media offers a more accessible way to reach voters and
encourages politicians to engage with them directly (Hamid et al., 2022; Hadziahmetovic et
al., 2021), the Pakistan Tehreek-e-Insaf (PTI) used virtual rallies and WhatsApp to engage
supporters and bypass restrictions as it campaigns for the upcoming elections (Younus et al.,
2024).

Social media offers a more accessible way to reach voters and encourages politicians to
engage with them directly (Hamid et al., 2022; Hadziahmetovic et al., 2021). Additionally,
social media helps politicians enhance their personal brands by interacting with constituents
and gaining insights into their beliefs and values. This allows politicians to customise
messages and develop narratives that effectively resonate with their audience (Masinde et
al., 2024). As political campaigns become highly visual, with many platforms such as
YouTube, Instagram, and Snapchat utilised by candidates (Towner & Mufioz, 2022), online
video platforms like TikTok are increasingly turning into spaces for political discussion,
providing a unique opportunity for political actors to (re)connect with young people (Cervi &
Marin-Lladd, 2021). For example, in Spain, studies indicate that TikTok tends to be more
effective when parties and political figures use styles, stories, and setups inspired by
spectacle and entertainment in their communication strategies. (Cervi & Marin-Llado, 2021).
Several researchers have highlighted the importance of analysing the strategies and tactics
used by political actors in their digital marketing. Subsequent studies have confirmed that
parties effectively leverage social media, messaging apps, and other digital tools to engage
voters, rally support, and raise funds, thereby boosting their support (Ferreira et al., 2015;
Wu et al., 2020; Younus et al., 2024).

Political candidate

The relationship between political leaders and voters has become more complex in
modern society (Farhan & Omar, 2023). Political issues like policies and ideologies are
complex and require effort, so voters often depend on perceptions of a leader’s personality or
candidate image. For familiarity and popularity, a candidate should be well known, mentally
clear, and accessible to voters (Chaihanchanai & Anantachart, 2024). To fulfil leadership
responsibilities, politicians must possess exceptional qualities that set them apart from the
average person in the population. Such qualities include credibility, communication skills,
charisma, integrity, homophily, and attraction (Aichholzer & Willmann, 2020; Ferreira & van
Eyk, 2022; Shahid et al., 2024; Setiawan et al., 2024). They also expect their leaders to
diligently fulfil their manifestos and pre-election promises, relying on them to be dependable,
predictable, and trustworthy (Aichholzer & Willmann, 2020). When creating a brand identity
and defining its position, the values and heritage of the political organisation are mirrored in
its culture, along with the ideals promoted by candidates and leaders. Personal opinions and
beliefs should align with the party’s national values (Shahid et al., 2024). Considering recent
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elections around the world, personal branding is likely to still significantly influence voters'
selection of candidates, particularly due to Donald Trump’s lasting cultural and political
impact (Harrison et al., 2023). Managing a politician’s physical features in political marketing
has become a crucial strategic tool for shaping impressions and motivating voters to act
quickly (Gutiérrez-Rodriguez, Villarreal et al., 2023; Lees-Marshment et al., 2019).

Brand attachment

Political brand attachment is a concept introduced to explain the emotional bonds formed
through interactions between voters and political candidates during the election process
(including campaigning days and the voting system) and after the election (Rine et al., 2025).
The emotional bond consumers form with brands through political causes can be so strong
that it fosters attachment and a sense of deeper commitment, making the brand part of
oneself and creating a “cognitive link". (Ferreira & van Eyk, 2022; Park et al., 2010; Setiawan
et al., 2024), especially when voters feel strongly supported on a particular issue (Pich et al.,
2020). Studies have shown that a relationship exists between voters’ strong emotional and
motivational connections with political brands, which are essential for maintaining current
voters and attracting new ones (Rini et al., 2025; Shahid et al., 2024).

Self-image congruence

When individuals are confident in their political abilities, they might feel more motivated to
support their side in partisan conflicts. Although political confidence is generally regarded as
fostering political participation, Stapleton and Wolak (2024) discovered that this self-
assurance can also foster adversarial and partisan political negativity. Individuals who doubt
their political efficacy are more likely to accept loyalties to those with differing viewpoints
(Zogaj et al., 2021). The effects are connected to each individual's confidence and control in
politics (Stapleton & Wolak, 2024). Self-image encompasses the perception, consistency,
reliability, and credibility of the corporate brand, as reflected by the candidate's actions at the
constituency level. (Shahid et al., 2024). A study by Chaihanchanai and Anantachart (2024),
involving a sample of 465 Bangkok voters, reveals that personal political brand traits have a
significant positive impact on self-image congruence, which subsequently boosts voting
intention. A further study by Zogaj et al. (2021) demonstrates that ideal self-congruence and
functional congruence have a positive impact on loyalty, whereas actual self-congruence
does not. Additionally, the findings suggest that issue involvement enhances (or diminishes)
the influence of actual self-congruence (or ideal self-congruence) on loyalty (Zogaj et al.,
2021).

Voter intension

Understanding voter behaviour is a complex undertaking (Alhaimer, 2023). Parties need to
deliberately establish a foundation for long-term relationships and offer resources to guide
decision-making (Ferreira & van Eyk, 2022). Voters’ interactions with political brands have a
positive effect on their current and future engagement and trust in the political party
(Banerjee, 2024; Chaihanchanai & Anantachart, 2024; Rini et al., 2025), leading voters to
stay loyal and are more likely to vote again for the same politician in future elections (Rini et
al., 2025). A study by Au (2025) acknowledges that when voters perceive switching to a less
acceptable brand as the only option after a preferred brand's transgressions, it diminishes
the likelihood of switching. This situation can result in more unfavourable outcomes.

While Sumerta et al. (2024) indicated that political branding highlighting charismatic and
ethical qualities can enhance voter preferences, a study in Kuwait found that, while voters
from different demographic groups tended to favour certain attributes, differences still existed
in several areas. This indicates that socio-cultural factors do impact voter behaviour and
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preferences (Alhaimer, 2023). Since political ideology significantly influences voter
perceptions of candidate brands across multiple elections, campaign participants such as
candidates, party operatives, and political consultants should monitor political issues to
assess their long-term effects on the parties' relationships with voters (Harrison et al., 2024).
Effective political branding requires clearly defining the candidate's political position,
emphasising relevant issues, and showcasing personal qualities. Maintaining a consistent
image helps foster a sense of psychological closeness with voters and influences their voting
choice intentions (Fadli et al., 2025).

Political participation

Political marketing involves a wide-ranging scientific approach, utilising various strategies
and channels to shape public opinion and voter behaviour (Gaynor & Gimpel, 2021; Younus
et al.,, 2024). Political volunteers may act as brand advocates or frontline supporters,
consistently promoting the political brand by sharing important information through traditional
or digital channels. Such information includes the party's vision, mission, and programme
promises, with potential voters (Younus et al., 2024). A political candidate's strong and
consistent performance has a significant influence on public voluntarism, which tends to
increase notably during Indonesia's presidential elections (Rini et al., 2025). In Pakistan, a
strong and statistically significant relationship was identified between political engagement
and political human brand association (Fahad & Rashid, 2024). Recognising the importance
of engaging with constituents to increase participation, Pakistan Tehreek-e-Insaf (PTI) is
using virtual rallies to gather support for upcoming elections, aiming to overcome restrictions
on physical gatherings in Pakistan and media access in Pakistan (Younus et al., 2024).

Electoral success

The study by Pich and Dean (2015) suggests that well-managed, consistent ranking
strategies can enhance the parties' appeal, potentially leading to an increase in voter
support. Electoral success is increasingly driven by voter identity, and future success may
depend on understanding and adapting to this shift in voter behaviour and party strategy
(Algara & Bea, 2024). Voters tend to see a party more favourably when its representatives
or candidates are actively involved, directly engaging with voters through various activities. A
positive brand perception, built on meaningful interaction and transparency, boosts reputation
and improves chances in elections (Rine et al., 2025). Voters assess a candidate's
performance by considering if they seem capable of addressing their specific fears, values,
and expectations, which makes effective brand management crucial in political success
(Algara & Bae, 2024; Chaihanchanchancahai & Anantachart, 2024; Harrison et al., 2024;
Shahid et al., 2024). Electoral success is also shaped by how effectively political candidates
promote authentic community participation and involvement (Rini et al., 2025).

Findings

The proposed conceptual model, based on the systematic literature review described in
the methodology, is presented in Figure 2.
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Independent Variables (Brand Positioning Elements) Mediating Variables Dependent Viariables (Voter Behaviour)

Brand identity
Brand Symbolism
Celebrity Endorsement

Voting intension
Storytelling Likelihood to Vote
Brand Culture Voting Preference
Brand Values Endorsement Intention

Political ideclogy Brand attachment Allegiance
Emotional Connection
Brand image Sense of Belonging
Perceived Quality Association
Social Image Enduring Commitment
Cognitive Associations
Brand Trust . A
stvorness Pocs Paication
Consistency
Integrity Volunteering o
Campaign Contribution
Transparency - Campaign Engagement
Emotional Security P -
Political Communication Channels
Traditional Media Usage Self-lmage Congruence
Social Media Engagement Actual/ldeal Self-Congruence
Interpersonal Communication Social Self-Congruence
Online Video Platforms Self-Brand Connection
Podcasts
Mobile Applications
Website and Online Portals Electoral Success
Rallies/Public Events Candidate Evaluation

Party Evaluation
Voter Evaluation
Electoral Outcomes

Political Candidate
Credibility

Charisma
Competence
Leadership Ability
Integrity

Homophily
Communication Skills

Figure 2: Proposed conceptual model (source: authors)

As per Figure 2, it is evident that political branding is constructed on a multifaceted
architecture comprising brand positioning elements (independent variables), voter behaviour
(dependent variables) and mediating variables. The architecture of political branding,
particularly in relation to the proposed conceptual model, is defined as the strategic
arrangement of various brand elements such as identity, image, trust, and communication,
utilised to effectively position political parties or candidates within the cognitive frameworks of
voters. This architecture of political branding is envisaged as a meticulous configuration of
brand-related elements that collectively influence voter perceptions, attitudes and behaviours
towards a political entity.

Pich and Newman (2019) delve into the intricate ways political brand identity is structured
and managed across the different strata of political parties, highlighting the complexities
involved in presenting a cohesive message. Furthermore, Speed, Butler, and Collins (2015)
provide a comparative analysis of brand architecture, exploring the nuances between party
and leader brands, and examining the strategic alliances or distinctions between them. The
proposed conceptual model in this study contributes a more holistic and contemporary
perspective to the academic discourse surrounding political branding, ultimately enriching the
understanding of how these various elements interact and shape the political landscape. In
addition, the proposed conceptual model further advances political branding literature by
incorporating both psychological (e.g., brand attachment, self-image congruence) and
behavioural (e.g., political participation, voting intention electoral success) mechanisms.
Psychological constructs such as brand attachment and self-image congruence are
introduced as mediating variables. Ultimately, these mediating variables inform voter
behaviour outcomes.

10
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Conclusion and managerial implications

This paper’s main aim was to develop a contemporary conceptual model of political
branding by exploring existing and traditional political branding models and frameworks. With
the aid of the rigorous PRISMA technique, 57 publications from 400 publications identified
initially were used to discover independent variables (i.e. brand identity, brand image, brand
trust, political communication channels, and political candidates) mediating variables (i.e.
brand attachment and self-image congruence) and dependent variables (i.e. voter intention,
political participation, and electoral success) in different contexts. Based on this discovery, a
consolidated conceptual model was developed based on studies conducted in sixteen
different countries. The development of this conceptual model was premised on the
recommendations by various authors, who concluded that for political parties to sustain their
presence in a modern political landscape, a holistic political branding model investigating a
myriad of factors in different contexts/countries should be developed (Chaihanchanchai &
Anantachart, 2024; Gémez et al., 2024; Setiawan et al., 2024; Younus et al., 2024).

The pursuance of this study has managerial implications for various stakeholders, namely
political parties, political candidates and political campaign managers. The proposed
conceptual model provides political parties with insights into the factors that could influence
how voters make voting decisions. In other words, political parties could integrate the factors
depicted in the conceptual model when formulating their manifesto or election campaign
strategies to differentiate themselves from competitors. Political parties nominate candidates
to contest elections, and their selection should be consistent with the outlined factors.
Furthermore, it is imperative that deployed candidates are aware of the factor’s voters
consider when evaluating the candidate persuading them to vote and, by extension, the
political party. In the modern political landscape, political parties utilise marketing/public
relations agencies to develop and execute marketing/branding campaigns to position the
political party positively and to influence potential voters to vote for the concerned political
party as opposed to the opposition. This is usually done by compiling a marketing/brand
strategy in consultation with the political party. In this process, agencies could use the
elements contained in this study’s model to conceptualise marketing/brand campaigns that
will resonate with the electorate. Thus, by fostering emotional connections and aligning the
political brand with voters’ self-identity (actual, ideal, or social), campaigns can build long-
term loyalty and voter allegiance. Subsequently, political campaigns should develop
personalised messaging and interactive experiences that enhance feelings of belonging and
commitment to the political brand.

Limitations and future research

The study has presented a contemporary conceptual model of political branding. However,
it is not devoid of limitations. The model is inherently complex, involving multiple
independent, mediating and dependent variables. While this richness provides theoretical
depth, it may pose challenges for empirical testing, particularly in isolating causal
relationships and avoiding multicollinearity. Future studies could take a modular approach by
quantitatively testing the model in stages or by concentrating on specific pathways, such as
the mediating effects of brand trust or self-image congruence. Additionally, while this
conceptual model offers a solid foundation for empirical testing and theoretical development,
future research should aim to refine, validate, and contextualise the model. These
expansions will enhance its generalisability and practical application across different political
and cultural contexts.
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