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CHELIU®UKA BEPBAJIM3ALIMN KOHUENTA «POLITICAL MARKETING»
B COBPEMEHHOM AHTJIMUCKOM S3bIKE

AHHOTANMUSIL. B cmamve obcyscoaromes 0coOEHHOCMU MEPMUHOIOSUHECKOU 8epOanu3ayuu MeiCOUCYUnIuHapHo20
anenoszviunoeo konyenma «political marketing», naxooswezocs na cmoike mapxemunea u nonumuxu. Paccmompenue nonu-
MUYECKUX KOHYENMO8 U UX 6HYMPEHHe CIMPYKNYpPbl OMHOCUMCS K YUCTY BANCHEUWUX HANPAGTICHUI NOTUMUYECKOU JTUH-
28UCIMUKU U NPeOnoiazaen 8blOeNeHue COCMABTSIOWUX YPOGHEI KOHYenma 1 OmHoueHuti mexcoy numu. Hccredosanue cno-
0006 epbanuzayuU KOHYenma OCHOBbIBAEMC sl HA NPUSHAHUU MO20 (DAKMA, YUMo A3bIK GbIAGIAE U 00bEKMUBUPYem mo, KaK
MUP YEUOEH U NOHSM 4eNOBEUECKUM PA3YMOM U KAK OH KAMe2opusoean cosHanuem. s KOHyenmos, (YHKYUOHUPYIOWUX 8
chepe Hayku, HAUOOMBLUWLYIO 3HAYUMOCHIL Npuobpemaem NOHAMUUHO-UHPOPMAYUOHHBIL KOMNOHEHM, NPeoCmasIeHHblll
MEPMUHAMU U MEPMUHOTOSUYECKUMU CLOBOCOYEMAHUAMU.

Tonumuueckutl mMapkemuxe npoOMuUEONOCMAGNAEMcs MAPKemMuH2y, KOmopwlill npumeHsemcs 6 Ousnece (commercial
marketing, business marketing), u ¢ mo oice epems cpasnusaemesn ¢ num. Konyenm political marketing npeocmaensiem unme-
pec ceoell MHO2OMEPHOCIBIO, U €20 KOCHUMUGHAs UHMepnpemayls 0daem 803MONCHOCHb 0CO3HAMb NPEeOCMABIeHUs. AH2N0-
CAKCOHCKO20 HMHOCA O PAYUOHATUAYUL DIIEKMOPAILHO20 NPOYECCd 68 PAMKAX COBPEMEHHOU PbIHOYHOU CUCTEeMbL IKOHOMU-
Ku. H3yuenue KOHYenmos u ux CmpyKkniypbl nomo2aem 2nyooice NOHsMb CYMb SA6IEHUI OKPYICAOUE20 MUpPA U UCCLe008aNb
Matiibl NO3HAHUSA U OCMBICIEHUS MUPA HAPOOaMU.
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Monutnyeckan cdepa ABNSETCA 0OBLEKTOM marketing, HaxogsLlerocs Ha CTblke MapKeTuH-
NPUCTanbHOO BHUMaHWS CreumanvicToB pasnmy- ra u NONUTUKWN, B aHrMoA3blYHbIX Npodeccro-
HbIX HayyHbIX AvcumnnuH. B nocnegHee Bpems HanbHbIX  M3gaHusax. W3ydyeHue  koHuenTa
BO3POC WHTEPEC IMMHIBUCTOB K MOMUTUYECKUM political marketing npegcrtaBnsaeT cywecTBeH-
KOMMYHMKaLMAM, S3bIKy MONUTUKK, NOMUTUYECKON HbI MHTEpec Kak AN nonuTUYEeCKOW NUHIBUC-
mMeTadope M MOMNUTUYECKON pUTOpPUKE, NpeaBbl- TUKW, TaK U NS 3KOHOMWYECKON NMUHIBUCTUKM,
BOpPHBIM arMTaumMOHHBIM TEKCTaM, NEKCUYECKUM U KOTOpas B HacTosillee BpeMs TakkKe aKTMBHO
CTUMUCTMYECKUM OCOBEHHOCTAM  MHayrypaLoH- pasBuBaeTCs.

HbIX peyel, akCMONMOrM4EeCKMM acrnektam nonuTu- 3a nocnegHee gecatuneTvie BO3poOC MHTe-
yeckux TekctoB. Mo cnosam A. I'. YyamHoea, no- pec K MonuTuyeckomy MapkeTtuHry B EBpone,
nitnyeckasa cdepa SABMSETCA BaOXKHOW 4aCTbiO CoeagunHeHHbix LTatax n Bo Bcem mupe. Mbi
HauMOHarnbHOM KynbTypbl, @ A3blKOBas KapTuHa obpallaemcsa K UCCNeaoBaHMIO MeXaucuunnm-
NnonuMTMYECKoro Mupa npegcraBnseTr  cobon HapHoro koHuenTa political marketing, koTopbin
CMOXHOEe OObeaVMHEHNE MEHTamnbHbIX E€4UHUL BblpakaeT CTpemIIeHne MOMUTUKOB rapaHTUpo-
(Hanpumep, KOHLENTOB, CTEpPeoTMNOoB, CLeHapu- BaHHO BbIUIPbIBaTb Ha MONIMTUYECKON apeHe,
€B, KOHUeNTyarbHbIX MOren, LEeHHOCTEN u ap.) ucnonb3dya PR-TexHonormv n JOCTUXEHUST CO-
[YyamHos 2009: 35]. BPEMEHHOro MapkeTuHra. B ueHTpe nonutude-

[MepcnekTuBHbIE Hay4YHbIE HanpaBfeHUs B CKOTO MapKeTuHra nexuT ugest opueHTaumm Ha
nocnegHve rodbl CO30alOTCs B MeXOUcuunnum- PbIHOK, MoAYepKMBatoLLias, 4YTO MapTusiM cre-
HapHOW 30HE COMPUKOCHOBEHWUS] HECKOJTbKMX AyeT NoHMMaThb 3anpockl obLecTsa n pearmpo-
obnacten 3HaHus. NogobHbIM obpasom cdop- BaTb Ha HUX.

MUpoBanacb HOBasi Hay4YHO-NpakTuyeckas aAuc- Mop koHuentom, Bcneg 3a E. C. KyGpsi-
uunnvHa «lonnTUYecknin MapkeTUHry, KoTopas KOBOW, Mbl MOHMMAaEM OMEPATUBHYIO COAepXa-
ncnonb3yeT JOCTUXKEHMS TaKMX HayK, Kak nonu- TENbHY €OVHULY NamATW, MEHTanbHOro Jek-
TONOMMsi, MCUXOMOIWs, COLMONOrus, AgemMorpa- CVKOHA, KOHLEeNTyanbHOW CUCTEMbI MO3ra, CBO-
dovs n ap. el KapTuMHbl MUpa, OTPaXXEHHOW B 4enoBeve-

Llenbto HacTosilen crtatbu sIBASIETCA aHa- ckonm  ncuxuke  [Kybpskosa  1996:  90].
nn3 pes3ynbTaToB TepMUHoMorMdeckon Bepba- HO. C. CTenaHoOB TpakTyeT KOHLUENT Kak CymMMy
nnM3auunM  aHrmosA3bIYHOrO  KoHuenTta  political npeacTaBneHnn, MOHATUA, 3HaHWWA, accouma-
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UM, NepexmBaHu, KOTOpble COMpoBOXAAKT
CcnoBo wnn noHstue. KoHuentbl — npegmeT
3MOLMK, cUMnNaTUiA U aHTUNaTUKW, CTOMKHOBE-
HWUIA 1 NpOTUBOBOpPCTBA.

IMockonbKy KOHLUENT — 3TO MbICNUTENbHAs
n HeHabniogaemas kateropusi, To 3T0 Aaet
Gonblon npocTtop Ans ee TonkoeaHus. [lo
mMHeHuto  E. C. KybpsakoBol, uccnepnosaHue
cnocoboB BepbanusaumMm KoHUenTa OCHOBbIBa-
eTcsl Ha yTBEepXOEHUM, YTO s3blK BbISABMASET U
OOGBbEKTUBUPYET TO, KaK YBUAEH W MOHAT MUP
YernoBeYeCKNUM pa3yMOM, Kak OH MpernoMIieH u
kaTeropu3oBaH co3HaHueM [KyGpsikoBa 1997:
37—38]. bonblUMHCTBO MUccnegoBaTenen npea-
naraeT paccmaTtpuBaTb CreyoLmne KOMMOHEH-
Tbl CTPYKTYpbl KOHLENTOB: 0b6pa3Ho-nepuen-
TUBHbIA, NOHATUAHO-MHOPMALIMOHHBIN N LIEH-
HOCTHO-MHTEPNPETALMNOHHbIN. [INns KOHUEenToB.,
PYHKUMOHMpPYOLWNX B cdepe Hayku, Hanmbonb-
WY 3HA4YMMOCTb MpUoOpeTaeT MNOHATUNHO-
WH(OPMALIMOHHBIA  KOMMOHEHT, MpeacTaBneH-
HblA TEPMUHAMN U TEPMUHOMOMMYECKUMWN CIO-
BOCOYETaHUSIMN.

V3yyeHne KOHLIENTOB M UX CTPYKTypbl MOMO-
raet rnybxe NoHATb CyTb SABMEHWIN OKPY>KatoLLEro
MMpa 1 UccnenoBaTh TalHbl MO3HAHWUSA U OCMbIC-
nenvsa mupa Hapogamu. MNoatomy A. . YyguHos
CYMTAET, YTO PACCMOTPEHNE OTAENbHbIX NONUTU-
YEeCKMX KOHLENTOB OTHOCUTCH K YMUCIY BadKHEW-
WKMX HanpasneHnn MNONUTUYMECKON TMHIBUCTUKN
[HyounHos, Bygaes 2007: 91].

Mo mHeHuo H. H. bonabipeBa, KoHUeENTy-
anbHas MHopMaLns, KOTOPYHO KOAUPYET A3bIK,
ABNAEeTCA Havbonee CyLleCTBEHHON, N MMEHHO
KOHUEeNT onpegensieT CeMaHTUKy SA3blKOBbIX
eOMHWL, UCMOMb3yeMblX Of1 ero BblpaXeHus
[Bongbipe 2001: 26]. Mo H. H. Bonabipesy,
BbISIBIIEHWE BHYTPEHHEW CTPYKTYPbl MPOCTbIX U
CMOXHbIX MEHTamnbHbIX OOBLEKTOB NEXWUT B OC-
HOBe BCeX BMOOB W TUMOB KOHLENTyarbHOro
aHanusa v npegnonaraeT BblOeNeHne HeKoTo-
pbiX COCTaBASAIOLINX N ONpegerieHHbIX OTHOLLEe-
HUA mexay Humn [Bongbipes 2010; 34].

KoHuenT political marketing npeacraBnsaet
cobon pesynbTaT TBOPYECKOrO CUHTE3a TEeOo-
puvn, cTpatermm v npaktuku. B TonkoBom crno-
Bape TEPMWHOB MapKeTuHra noaumuyeckul
MapKkemuHe onpegensieTca cneaywowmm obpa-
3oM: «Marketing designed to influence con-
sumers about political issues, particular candi-
dates for public office, or public issues. Alt-
hough political marketing uses many of the
same techniques that other forms of marketing
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do, it is actually used to promote a concept or
an idea, rather than a specific product or ser-
vice, and to motivate people to vote for that
idea» [DMT 2000: 425].

OeduHnuns AmepukaHCKOM MapKeTUHro-
BoW accouunauum (AMA) akueHTUpyeT, YTo Ha-
3HayeHne NOMUTUYECKOrO MapKETUHra 3akuio-
YyaeTcsl B TOM, 4TOObl BO3OEWCTBOBAaTb Ha Le-
neson anekrtopar: «...to influence target audi-
ences to vote for a particular person, party, or
proposition. Attempts by an individual or organ-
ization only to educate or change attitudes are
not political marketing» [marketingpower.com].
CornacHo peduHuummn «TonkoBoro cnosaps
npaBuUTENbLCTBA M NONUTUKN BenmkobputaHumy,
«Political marketing concerns the way in which
business organisations seek to gain a market
advantage by carefully tailoring their product to
popular requirements and promoting it in such a
way as to maximise sales. Political marketing is
about the way in which political bodies adapt
and employ business-marketing concepts and
techniques in order to help them fulfil their ob-
jectivesy» [Watt 2007: 196].

MonuTnyecknn  MapKeTUHr  NPOTMBOMOC-
TaBNAEeTCA MapKeTUHry, KOTOPbIN NPUMEHSAETCS
B 6GusHece (commercial marketing, business
marketing) u B TO Xe Bpemsi CpaBHMBaeTCs C
HUM. Hanpumep:

e Political marketing has developed in
parallel with commercial marketing through
the course of the 20th century, with the
commercial world of marketing informing the
worlds of political and referendum marketing,
and vice versa [bokus.com].

TepMuHbl nonumuyYeckasi KOMMYHUKaUUs,
nonumuyecKkuli MapkemuHe W ronaumuyeckas
peknama (political communication, political
marketing, political advetrtising) HaxogsaTcs
Opyr ¢ ApyroM B rMMNO-rMNepoOHUMUYECKNX OT-
HoweHuax. TepmuH political communication
npegcrtaensdetr cobow rMnepoHuM, Torga Kak
TepMmuH political marketing siBnaetca rmnoHu-
MoMm. Cnegywowmn spyc uepapxmyeckux ce-
MaHTMYECKMX OTHOLLUEHUA COCTaBnAsieT napa
TepmmnHoB  political marketing wn  political
advertising, npyyem B 3TOM Criyyae rmnepoHu-
Mom siBnsaetca political marketing, a rvnonHm-
MOM — TepMuH political advertising: political
communication — political marketing — political
advertising.

OcHOBHbIE CyOBEKTLI MONUTUYECKOTO Mapke-
TUHra CXeMaTu4YHO NPeaCTaBIiEHbl HA PUCYHKE.
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OueBnaHO, YTO B penpe3eHTaLmMn KoHLenTa
political marketing cnegyet oxugate Bepbanu-
30BaHHOrO MPUCYTCTBUSI BCEX TpPeX CyOBbeKToB
nonuMTUYecKkoro MapkeTuHra. [Ona uenem Ha-
CTOSILLEro MccrefoBaHusl akTyanoHa Bepbanu-
3auMsa  KoHuUenTa creunanucTamu, KoTopble
OCYLLECTBNSIIOT pa3BUTUE TEXHOMOMMIN MONUTK-
YEeCKOro MapKeTuHra.

Mpn aHanu3e matepuana Hamu Obinu OTO-
GpaHbl 1 KnaccMUUMpoBaHbl TEPMUHBI, TEPMU-
HOMorMyeckne CroBOCOYETaHUS!, BbICKa3bIBaHMS,
TEKCTbl, aKkcnnuumpylowme koHuent  political
marketing B aHIMUACKNX 1 aMEPUKAHCKMX UCTOM-
HuKax. B pesynbtaTte 6a30BOr0 ceMaHTUYECKOro
CErMEeHTMPOBaHNS BbINK PaCCMOTPEHBI OCHOBHbIE
CEMaHTUYECKNE YPOBHMW, COCTaBNSAOLIME CTPYK-
TYpy OaHHOro KoHuenta. [Ina aHanusa B JaHHOWM
cTaTbe Hamu Gbinu OTOOpaHbl crneayowme ae-
cATb ypoBHen koHuenTta Political marketing: his-
torical level, theoretical level, territorial level, stra-
tegic level, functional level, practical level, politi-
cal-legislative level, psychological level, axiologi-
cal level, metaphorical level.

1. Historical level

Bnepsbie TepmuH «political marketing» 6bin
npumeHeH B 1956 r. nonutonorom CTeHnun
Kennn B paboTte, NOCBSLLEHHONW aHanNu3y npo-
deccnoHanmnsaumm mn3dupaTenbHbIX KammnaHun
B CWA. Mo cnosam Maprapet Ckammenn u3
JIOHOOHCKOM WIKOMbl 3KOHOMMUKW, B Hay4HbIN
obuxop cnosocoyeTaHune «political marketing»
ObINO BBEAEHO rpynnown yyeHbix n3 Benvkobpu-
TaHun, MepmanHun n CLUA, koTopble nonbiTa-
MUCb YKPENUTbL €ro Kak OTYETNUBY CybancLm-
NMAVHY, NPOBOASA PerynsipHbie KOHdepeHuMn u
nybnukys cooTBeTCTBYOLWME CcTaTbn [Scammel
1999: 718].

Wctopust 1 9BOMOLUMSA  «MONUTUYECKOTO
mapkeTuHra» (evolution of political marketing)
SKCMMMUMPYETCA B MHOFOYUCIIEHHBIX HAaYYHbIX
CTaTbsIX, MOHOrpausx M CnNpaBOYHbIX MaTe-
pvanax u npencraBreHa, Hanpvumep, creagyo-
WwmMmn crioBocodeTanusimu:  political marketing
evolution, political marketing history, history of
campaign advertising, history and evolution of
online campaigns, historical origins of presiden-
tial campaign marketing n ap. Hanpuwmep:

e |t is generally accepted that political mar-
keting started to become a cornerstone of
political campaigns when, in the 1952 pres-

Puc.
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idential election, the American Republican
Party hired a first-rate marketing consultant,
Thomas Rosser Reeves Jr., who managed
Dwight D. Eisenhower's successful trans-
formation from an army general to a civilian
commander in chief [communicationency-
clopedia.com].

e If political marketing in practice is about
the art of persuasion then it could be ar-
gued that this goes back to the days of Aris-
totle [Savigny 2009: 801].

2. Theoretical level

Pa3BuTne Hay4yHOM Teopuu MONUTUYECKOTO
mapkeTuHra (political marketing theory) npuso-
OuT, BO-NepBbIX, K CO30aHNI0 Hay4HbIX Kraccu-
dumKaumn 1 Mogenemn, NOUCKy Sr1IEMEHTOB CTpa-
Termn n TakTuku, paspaboTke MPUHLUMNOB U Me-
TOOOB ONSA MPUMEHEeHMs B MpakTuke usbupa-
TenbHbIX KamnaHunm wu T.n. TeopeTnyeckme
NPVHUUMbBI NONUTUYECKOrO MapkeTuHra sepba-
NM3yIOTCA B TEKCTax pasfvyHbIMU CIOBOCOYE-
TaHUAMM: electoral  political marketing,
governmental political marketing, international
political marketing, political marketing methods,
three-stage model of evolution, secondary level
of the general political marketing model, third
level model of international political choice
behaviour, Lees-Marshment’s Theory of Com-
prehensive Political Marketing n ap. Hanpumep:

e For the first time in publication, the paper
establishes a theoretical model which
provides a framework of the three aspects
of political marketing, that is electoral
political marketing (EPM), governmental
political marketing (GPM) and
international political marketing (IPM)
[onlinelibrary.wiley.com].

e Our innovative cultural adaptation model
of political marketing transcends lan-
guage and culture and after millions of mul-
tilingual voter and donor direct contacts, our
experience has taught us that it works any-
where [tasapolitical.com].

Bo-BTOpLIX, TEOPETUYECKUA YPOBEHDL KOHLLEM-
Ta political marketing cogepxut pasHoobpasHbie
SKCMIMULMPOBAHHbIE Hay4yHble AeduHMUMK Tep-
MVHOB, KaK B TEKCTaxX cTaTten M MOHorpaduin, Tak
1 B TOMKOBbIX crioBapsix. Hanpumep:

e Political marketing research is interdisci-
plinary and research in this area is broad,
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focusing on, for instance, how marketing
may create value for the political consum-
er; how it can increase citizens’ engage-
ment with the political process in demo-
cratic societies around the world; and how
advances in marketing theory may have an
impact on political communication and
discourse [academyofmarketing.org].

B-TpeTbux, Hay4Hble MOHOrpadumn n ctaTbh
B crneuManunanpoBaHHbIX XypHanax («Journal of
Political Marketing», «Political studies», «Amer-
ican Journal of Political Science», «Journal of
Nonprofit & Public Sector Marketing», «Journal
of Marketing Analytics») copepxat Gonbluoe
KONUYecTBO  (PYHKLIMOHMPYIOLLUX  TPEXKOMMO-
HEHTHbIX U YETbIPEXKOMMOHEHTHBIX CIOBOCOYE-
TaHWI, BKIIOYaLWNX B cebA TepMuHONormye-
CKU KOMMNOHeHT political marketing n cooTHo-
CUMbIX C pasBUTMEM TEOPETUYECKMX KOHLen-
uui: political marketing practice, political mar-
keting topics, political marketing literature, polit-
ical marketing management, political marketing
revolution, political marketing effectiveness,
political marketing engagement, political rela-
tionship marketing, political marketing mana-
gement, political marketing techniques wu gp.
Hanpuwmep:

e While the political marketing literature
draws attention to political actors and vot-
ers, clearly they do not operate in this min-
imally defined context. Moreover, given the
prescriptive nature of some of the political
marketing literature, this might suggest a
one-way relationship where marketers are
able to influence politicians and politicians
simply able to influence the electorate
[Savigny 2009: 808].

[Byx3anemeHTHbIN TEPMUHONOrMYECKNI
KOMMoHeHT political marketing BcTpevaeTcs B
MHOFOKOMMOHEHTHbIX TEPMWHONIOMMYECKNX CrOo-
BOCOYETAHUAX WM TEPMUHOMOrMYECKUX Kna-
cTtepax: international political marketing re-
search, political marketing research agenda,
political marketing planning process, political
campaign marketing sector, a cost-effective
political campaign marketing strategy, political
social media marketing strategy, key political
marketing decision makers n gp. Hanpumep:

e Political marketing planning process
aims to determine how to generate and re-
tain public support for party policies and
programmes [Baines, Harris 2002: 7].

3. Territorial level

TepputopuarnbHbli  YPOBEHb BOCMPUATUA
NOMNTUYECKOrO MapKETUHra Ha YPOBHE Pa3HbIX
CTpaH M KOHTWHEHTOB OOycrnoBnvMBaeT (yHK-
LUMOHMPOBaHME B TEKCTax MHOMOYMCIEHHbIX
MHOFOKOMMOHEHTHbIX CyOCTaHTUBHBIX CIOBOCO-
YyeTaHUM C [MaBHbIMWM COCTaBMALWMUMUN 3re-
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MeHTamu political marketing. OuddepeHuna-
UMsi MONUTMYECKOro MapKeTUHra Ha 30HarbHble
COoCTaBnsALLNe aKTyanuanpyet COLMOKYNbTYp-
Hyl0 cneumdurKky HauMoHanbHbIX u3bupaTtenb-
HbIX KaMMaHWA.

Mpn knaccudmkauum BbiCkasbiBaHWN Obinu
oTOOpaHbl NMpMMeEpbl, BKOYaloLLme YykaszaHus
Ha OOWMpHYO reorpacuio LENCTBUS MOMUTU-
Yyeckoro MapkeTuHra. Tak, B 4acTHOCTW, CIOBO-
coyeTaHus international political marketing,
global political marketing, political marketing in
the United States, local political marketing, po-
litical marketing in the Greek context, European
style of political marketing n nogo6Hble Bepba-
Nn3yT TeppuTopuarnbHbIl YPOBEHb KOHLEeNTa
political marketing, onpegensss NPoOCTPaHCTBO
pa3BepTbiBalOLLENCA MONUTMYECKON 6GopbObl.
Hanpuwmep:

e The practice of International Political
Marketing can be seen increasingly in the
foreign relations of independent states
[onlinelibrary.wiley.com].

e Global political marketing is a compre-
hensive analysis of why, how and with what
affect parties use political marketing in a
range of political systems — presidential,
parliamentary, two and multi-party, and es-
tablished and emerging democracies
[onlinelibrary.wiley.com].

4. Strategic level

Moa cTparterven NONUTUYECKOrO MapKeTUH-
ra noHMMaroTcsa TexHonorum yoexaexums: «Polit-
ical marketing strategy, generally, is a series of
persuasional techniques deployed in competi-
tive situations to construct and reinforce a polit-
ical entity’s image, products and persons»
[Osuagwu 2008: 800]. B BbiGopke TEPMUHOMO-
MYeCcKnX CNoOBOCOYETaHWIA U KnacTepoBs BCTpe-
yatTcsa cnegyowme eguHuupl: political market-
ing strategy, political social media marketing
strategy, a cost-effective political campaign
marketing strategy, strategic components asso-
ciated with political marketing campaigns, a
marketing planning model for political parties,
marketing planning for political parties nT. a.
Hanpumep:

e Political marketing strategy, specifically,
seeks to describe how political entities and
persons attempt to market their pro-
grammes, policies, persons and ideas to
the relevant publics, while being sensitive to
the realities of the political environment
[Osuagwu 2008: 800].

Crtpaternyeckmii aHanmM3 Heobxogum Ha
nonnTn4eckon apeHe. M3 knaccuveckom Kom-
MEpYEeCKo Teopun MapKeTMHra B MonuTuye-
CKUA MapKeTWHI 3auMCTBYEeTCS uaes O noro-
XEHUM NapTui UNKn KaHauaaToB, KoTopble 060-
3HavyatoTca  kak  market leader, market
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challenger, market nicher. Tak, Hanpumep,
Market leaders should permanently defend
their position. To gain the voters’ attention and
trust a market leader should be creative, friend-
ly and reputable. Btopoi no nonynspHoctu y
anekTopaTta KaHauaaT OOJBKEH WUCMonb3oBaTb
arpeccuBHble 1 aTakylowme ctpaternm: A chal-
lenger’s performance depends on using vari-
ous attack strategies to improve and maintain
its position over a long period of time. In com-
petitive terms, the challenger’s role is to ,de-
pose the leader, by using active strategies that
Lequire an aggressive approach” [Butler, Col-
lins 1996: 40].

Mo MHenmo H. H. UbinapknHon, coumans-
Hble OTHOLUEHMS NOAPa3aensalTcs Ha OTHOLLEe-
HWUs1 KoornepaumMn U KOHQIMKTa, KOTopble SBMS-
I0TCS OBYMSI HEOTHEMIIEMbBIMWU CTOPOHAMM XKMN3-
HM obllecTBa U cUCTEMbl OOLLECTBEHHbIX OT-
HoweHun. KOHMNUKTHbIE OTHOLIEHMS npea-
CTaBnalOT cOOOM CTOMKHOBEHME KOHKYPUPYIO-
LUMX CTOPOH C LENbl0 OCYLLECTBIIEHUS] CBOUX
MHTEPECOB, NPUBOAsLLIEE K TOMY, YTO peanusa-
LUMsi UHTEPECOB OOHOWM M3 CTOPOH OKa3blBaeTCH
noa yrposon [UbinapkuHa 2012: 11]. Monutu-
YecKkne napTtun B nepuoa I/I36I/IpaTeJ'IbeIX KaM-
naHmmn HaxogdaTcA B coumanbHbIX OTHOLUEHUAX
KOHNUKTa, NockonbKy, no cnosam A. . Yyau-
HOBa, «B MONMUTMYECKOM cdepe Lenbio sSBnseT-
cs1 6opbba 3a BnacTb» [UyauHos 2009: 29].

5. Functional level

OkcneptaMmy  MOMUTUYECKOrO MapKeTuHra
paccmMaTpuBalOTCs €ro OTAerbHbIE 3fEMEHTLI.
Mpn atom, B 4aCTHOCTW, pasnuUyHbIMKU aBTOpa-
MU BbIAENAOTCA pasnuyHble dyHkumn: product
function, distribution function, result function,
information function, financial function, cost
function, communication function, news man-
agement function, fund raising function, parallel
campaign management function, internal cohe-
sion management functions. Hanpumep:

e Information function: the political market-
ing should provide the voters with the
needed information for their decision. Par-
ty’s and candidate’s history, intentions and
programmes should be made public
[gb3group.com].

e Distribution function: delivering the right
message to the right target market is cru-
cial. The marketers have to make sure that
the message suits the distribution channel
and the target audience [gb3group.com].
OpHom 13 BegyLmnx oyHKLMI NONNTUYECKO-

ro MapKeTuHra sIBnsieTcsl KOMMYHWUKALMOHHas.
MonuTuyeckass KOMMYHUKauus B NyGnu4Howm
NOMUTUYECKON [OEeATENbHOCTM MpeacTaBnseT
cobon dopMy ocyLlecTBreHnss npodeccmo-
HanbHOM M OOLLECTBEHHOW OeATeNbHOCTU Mo-
NNTUYECKUX NMOEPOB N aKTUBUCTOB, U Hambo-
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nee ApPKMN NpuMep Takon AesaTenbHOCTU — 3TO
npeaBblbopHas arvtauusa [MyanHos 2009: 30].

6. Practical level

TexHonorum u MeTodbl NOMUTUYECKOrO
MapKeTUHra, CXOA4Hble BO MHOMOM C aHaroruy-
HbIMWU TEXHONOrMAMU KOMMEPYECKOro Mapke-
TUHra, NpPeaoCTaBnsAT OOLUMPHBIA MapKeTUH-
roBbIi MHCTPYMeHTapuin. [lpakTnyeckui ypo-
BeHb koHuenTa political marketing Bep6anuay-
eTcsa B NyGrnMUMCTUYECKUX U Hay4YHbIX TEKCTax,
MOCBALLEHHbIX pe3ynbTaTtam u3bupaTtenbHbIX
KamnaHui, pasHoobpasHbIMKM  CNoBOCOYETa-
Huamu: demographic research, tactics, tools
and techniques, prior electoral data, powerful
targeting weapon, social media tools, propa-
ganda, political marketing messages, political
marketing tools, political branding, presidential
election staffs, political and public affairs cam-
paigns, segmentation of the voting market,
segmentation of relevant voting groups, federal
election campaigns, voter group targeting, tar-
geted campaign message. Hanpumep:

e Technological developments, refinement
of marketing strategies, advice from in-
ternational strategists, and greater availabil-
ity of information about voters’ lifestyle
choices and consumer trends have meant
that, in practice, voters are now segmented
into much smaller groups, leading to a
much more specific individualized refining
of the targeted campaign message
[Savigny 2009: 807].

e There are many different types of polls that
candidates rely upon, including benchmark
surveys, trial heat surveys, tracking
polls, cross-sectional and panel surveys,
and exit polls [Asher 1993].
lMonuTnyeckoe cosHaHWe OTAENbHOMO Ye-

rfioBeka, coumMyma uUnu Hauum B LENOM B 3HaYu-
TENbHOM CTEeneHn OonpenensieTcss CUCTEMOWN
LEHHOCTEN, XXM3HEHHbLIX MNPUOPUTETOB U CTe-
peoTtunos. MpakTika NoANTUYECKOro MapKeTuH-
ra mcnonb3yet 0COBEHHOCTM MacCOBOro Co3Ha-
HUS1 ONS OKa3aHUSA BNUSHMS Ha NONMUTUYECKue
HacTpoeHusi B obLlecTBe.

7. Political-legislative level

locynapcTBo 3akoHogaTeNnbHO perynupyet
nposegeHne usbvpaTtenbHbIX KamnaHum, ycTta-
HaBIMBaET CPOKW, OrPaHWYEHWs, perfamMmeHTbl
n 1. n. MNMonntnyeckas peknama (political advertis-
ing), KOTOpasi ABMSAETCS COCTABHOM YaCTbO MO~
TUYECKOM KOMMYHUKALMW, XapaKTepuayeTcs Tewm,
YTO MEHbLUE PErynMpyeTcs Mo CpaBHEHWMIO C
Kommepyeckon. Kpome Toro, kaHaugatam pas-
pellaeTcsa KpUTUKOBaTb ApPYr Apyra v BbiaABUratb
KOHTPapryMeHThbl, YTO SABMSIETCA HELOoMyCTUMbIM
Ons genoBon peknambl. Hanpumep:
e The Information Commissioner’s Office
issued guidelines on political marketing in



MonuTtnyeckasa nuHremcTuka 2 (52)'2015

March warning that it must follow the same
strictures as commercial activity, especially
with regard to data permissions [marketing
week.co.uk].

e Political advertisers are not subject to
comparable voluntary guidelines. First
Amendment protections make it virtually
impossible to impose involuntary restraints
on the content of political advertising
[stanford.edu].

Ons  pasHbIXx LWTaTOB
npoBegeHns  BbIGopoB
nuyatoTes. Hanpumep:

e Every year, the California Department of
Transportation removes political cam-
paign signs from road for violating the de-
partment's political sign regulations
[goarticles.com].

CneupnanbHble nccnegoBaHusl, kak oTMeYa-
eT A. Tl YyguHoB, nokasbiBaeT, YTO arpeccus-
HOCTb MOMUTUYECKOWN KOMMYHUKaLUuMn  pe3Ko
BO3pacTaeT B Mepuofbl, Korga nonuTu4eckoe
peweHne [OOJIKHblI NMPUHATL LUUPOKNE MaccChl
rpaxagaH. BmecTte ¢ TeM arpeccnBHOCTb 3ameT-
HO CHMWXaeTcCd, Korga nofimtnyeckne CconepHuKn
BbIHY>KOEHbl AeCTBOBaTb COBMECTHO [YyanHoB
2009: 53].

CWA npaBuna
HecKonbko  pas-

8. Psychological level

MNoBeneH4eckne ocobeHHOCTM U Mpeanou-
TEeHUS n3buparenen n KOHKYPUPYOLNX NapTum,
MCUXonormyeckme 4YepTbl CamMuX KaHOWOATOB,
UX CunbHble U criabble CTOPOHbI aHanNU3npyoT-
CSl U KOPPEKTMPYIOTCA B COOTBETCTBMM C Liens-
MU unsbumpaTtenbHon cTtpatern. 1o MHeHuto
9KCMEepTOB, Ha3Ha4YeHMeM MONUTUYECKOro map-
KETUHra sBNAETCS BO34EWCTBUE HA WHAUBU-
ayymos: Political marketing is designed to in-
fluence individuals about political candidates,
political issues, and campaigns [Lees-
Marchment 2001]. Ha npaktuke nogobHoe BO3-
OencTBue ocyLlecTBhiseTcda nyTem nonuMTuye-
ckon peknambl. Hanpumep:

e Political advertising in electoral cam-
paigns is, ultimately, aimed at persuading
voters to do what the person paying for the
advertisements wants them to do—that is,
to vote for a particular candidate, which
means not voting for any other candidates
[Berger 2011: 112].

Bepbanusaunsi Ncuxonorm4eckoro YpoBHS
koHuenTa political marketing npvBoautT K wmc-
MoMnb30BaHMI0 B TEKCTax TakuX CroBOcoYeTa-
HWiA, kak behavior of political parties, candi-
date’s strengths and weaknesses, electoral be-
havior, voting behaviour, party positioning and
voter group targeting, political choice behaviour,
tactical voting behaviour, elite-level political be-
haviour, image, voters’ interaction with parties
and candidates, political public relations, voter
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profiling u T. . MNMo3nunoHNpoBaHne nonuTUYe-
CKMX MapTMh W  KaHOugatoB B yMe
nsbuparenen, cosgaHme HeobxoaMMoro MMma-
Xa SBMSeTCA K4YeBbIM 3reMeHTOM paboThbl
MapkeTonoros. Hanpumep:

e Parties also need to maintain and enhance
their image and policies outside the election
cycle, if they are to succeed in the current
political climate [Baines, Harris 2002: 7].

B pesynbTate adhdekTnBHOM paboTbl Nonu-
TUYECKMX MapKeTOroroB anekTopart 4yBCTBYET
NonNoXuUTenbHOEe AMOLIMOHAbHOE COCTOSTHUE:!

e \We want candidates who reassure us, who
give us hope, who are compassionate
toward the poor and disadvantaged, who
make us feel proud about where we live
and about America. We like to feel that our
candidates are like us and aware of people
like us, even though they may be quite far
removed — in distance and socioeconomic
status — from us [Berger 2011: 120].
CnepnyeT OTMETUTb, YTO CTOPOHHWUKKU OMMo-

UMM akUeHTUPYIKT HeratuBHble acneKkTbl WH-
dopmaumm, a CTOPOHHWKN NapTUM BNacTu, Ha-
npoTuMB, CTPEMATCA NpuBiedb BHMMaHWE K No-
3UTUBHBIM CODBLITUAM W npeacTtaBnuTb UX Kak
pesynbTaT nNPaBUNbHON MOMUTUKN  PYKOBO-
actea. «Cutyaumen BnageeT TOT, KTO nydwle
MOXET ee UHTEepnpeTupoBaTb B CBOMX MHTepe-
cax» [UyanHos 2009: 66].

9. Axiological level

OUEHOYHOCTb KaK KaTeropusi M cnocoobl
BblPa)XEHUSA OLIEHKM B SA3bIKE LLUMPOKO U3y4aloT-
ca B pabotax nocnegHux net. OUeHO4YHbIN Xa-
pakTep CEeMaHTMKM 3Ha4YUTENbHOro KonuMyecTsa
06LLEeCTBEHHO-NMONUTUYECKNX TEPMUHOB HE noAd-
nexut comHeHuto. Mo cnoesam H. H. Bonabipesa,
OLEHOYHasi KaTeropmsauma npencraenseT cobom
pesynbTaTr nepecevyeHns OBYX KOHLENTyanbHbIX
CUCTEM, OTpaXkaroLLMX hr3ndeckyto 1 ngeanbHyro
CTOPOHY BOCMPUATMSA YENIOBEKOM OKPYKatoLLEero
mupa. [Mpn OLEHOYHOW KaTeropusaumm TOYKOW
oTCyeTa ABNAETCA YerioBek M ero wkana LeHHo-
cten [bongbipes 2002: 21].

OueHouHbIM  ypoBeHb koHuenTa political
marketing BKNHOYAET HECKONbKO COCTaBNsAtO-
wux. Tak, Hanpumep, Mo pesynbTaTam KaKgoun
aMneKToparibHOM KamMnaHuM NPOBOAMTCS OLEHKa
NOMyYeHHbIX pe3ynbTaToB U MX COOTBETCTBUE
HaMeYeHHbIM CTpaTeryaM, nnaHam n oXuaaHu-
aMm. B nutepatype aHanunsupyoTca adeKkTmB-
Hbl€ MOSMIUTUYECKME KaMMaHUM WU MPUYMHBI KX
ycnexa. CoOOTBETCTBYHOLUME TEPMUHOMOTNYE-
CKME CrOBOCOYETaHMS 3KCMMMUUPYIOT OLEHKU
pasHbix TunoB: successful online political mar-
keting, unique component of political market-
ing, effective political marketing, powerful po-
litical marketing campaigns, successful mar-
keting strategy. Hanpumep:
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e The most successful online political
marketing campaigns are run by political
organizations that understand the power of
engagement and the need to meet their
target audience on a variety of levels
[politicalwebscience.com].

Kpome TOro, oueHke noaBepraeTcs Takke
YHUKaNbHOCTb 3eKTOparnbHbIX MPOEKTOB, a
Takke paccmaTtpuBaeTcs UX (hMHaAHCOBas CTO-
poHa. Hanpuwmep:

e The million dollar political marketing
campaigns sometimes push more citizens
away than they gather [politicalweb
science.com].

[anee, KOHCanNTUHroBble (PUPMbI, BbIMNOSI-
HsiloLLMEe 3aKa3bl N0 opraHusauun usbuparenb-
HbIX KamMnaHuWh, pPeKnamMupyloT pesynbTaTbl
cBoeli  paboTbl B MO3UTUBHbLIX  TOHax.
Hanpuwmep:

e Some of the greatest commercial strategies
for social engagement can be applied to
generate powerful political marketing cam-
paigns [politicalwebscience.com].

MoMUMO NoONOXUTENbHbIX OLIeHOK, nonntu-
yeckumn MapKeTuHr nony4vyaetr un Kputnyeckoe
OTHOLLEHME uUccrnegoBaTenen.

e Political marketing has become a flourish-
ing business and some think that the status
of consumer-citizens it attaches to people
minimizes their ability to make correct
political decisions [gh3group.com].

W, HakoHel, MopasbHO-amu4yeckasi cmopo-
Ha nonutudeckoro mapketuHra (ethics of
political marketing) paccmaTtpuBaeTcsi kak 00-
LLeCTBOM, Tak U nonutukamu. Tak, Hanpumep,
KpUTUKYyeTCs cama uaes «npofdasaTb kKaHAuaa-
TOB Kak oBcsiHble xnonbs» (The idea that you
can merchandise candidates for high office like
breakfast cereal is the ultimate indignity to the
democratic process (Democratic candidate Adlai
Stevenson, Speech at the Democratic National
Convention, 1956 [quotes.dictionary.com])).
C ofHOM CTOPOHbI, Ha 3aKOHO4ATENTbHOM YPOBHE
Pasnu4HbIX LUITAaTOB MPOUCXOAUT PErynnpoBaHue
MONMUTUYECKOW peKrambl, C APYrod CTOPOHbI,
npodeccroHarnbl U3 MMpa KOMMEPYECKON pekna-
Mbl TaKKe OenatoT MOoMbITKM BO3AENCTBOBAaTbL Ha
3TUYHOCTb Mpouecca n3bmpaTenbHbIX KaMmnaHui.
Hanpuwmep:

e The Texas Election Law requires certain
disclosures and notices on political adver-
tising. The law also prohibits certain types
of misrepresentation in political advertis-
ing and campaign communications [eth-
ics.state.tx.us].

e The current state of political advertising
has aroused considerable concern within
the world of commercial advertising. Ma-
jor advertising firms and professional asso-
ciations have widely deplored the lack of

accountability of political advertisers and

their unwillingness to adhere to a code of

ethics [stanford.edul].

Mapagokcbl nonutudeckon atukm (political
ethics) M MHorouucneHHble MoparnbHble Ou-
NeMMbl BbI3bIBAKT K XU3HW cneuuanbHble Uc-
CcrnefoBaHWs, paccMmaTtpvBaloliMe nonutuye-
CKYylID XM3Hb W €ee pasfnuyHble acnekTbl, TOM
ynucne u 3TUKY NPaKTMKM NOMUTUYECKOrO Mapke-
TuHra (Ethics of Political Marketing Practices):

e Across the centuries significant moral di-
lemmas arise more frequently within the
political arena than they do anywhere
else. Power seems to invite its practitioners
to do what would be unthinkable to them in
ordinary life [jstor.org].

Hanuyne oueHO4YHOro KOMMOHEHTa B CTPYK-
Type KkoHuenta political marketing Ha coBpe-
MEHHOM 3Tane ero passuTUs 0OyCrnoBNeHO ps-
OOM  (paKTopoB, a WMEHHO: MoparnbHO-
3TUYECKMM, UAEOMNOMMYECKUM U KOMMEPYECKMM.
Mpn 3TOM cnegyeT NOAYEPKHYTb, YTO BaXHeW-
UMM OCHOBAHMEM OLEHOYHOCTM B CTPYKType
KoHuenTa political marketing saBnsetca ero Tec-
Helllee COMPMKOCHOBEHME C peanusamMu Mnonu-
Tnyeckom xun3Hu. Kak otmevaet A. IN. YyanHos,
OTpaXKeHne NpOLEeCCOB U U3MEHEHWUI coumarb-
HOW >XM3HWU B A3blke MONUTMKU He BecnpucTpa-
CTHO — OHO MOYTK MOCTOSAHHO OLIEHOYHO [Yy-
auHoB 2009: 113].

10. Metaphaorical level

MeTtadopuyeckme obpasbl UrpatoT BaXKHYHO
pofib B pasBuUTUM MONUTUYECKON cuTyaumm [Hy-
ovHoB, bypaes 2007: 97]. O6nacTb NONUTUKK
cama no cebe m3obunyet metadopamu, KOTO-
pble aKTMBHO WCCreaylTcs KOrHUTMBUCTaMMU.
XnecTkne 3anomuHarowmecs dpasbl, KOTOpble
MFHOBEHHO CTaHOBSATCS MOMNyNSPHbIMKU LuTaTa-
MKW, BeCbMa XapakTepHbl AN MNOMUTUYECKON
putopuku. MunutapHas metadopa B NONUTUKE
ABNAETCA Knaccukon. B monmutuyeckom mapke-
THre obpasHbi A3blKk U MeTadopbl UCNOb3Y-
eTCsA B peKnaMHbIX NpogyKTax Ans 3aKkasqmKoB-
nonutukoB  (political — advertising,  political
communication in election campaigns). Cam
NONUTMYECKUA MAPKETVHI CPaBHMBAETCH C Cyn-
PYy>KeCTBOM, KaHAMAATbl PeKnaMupyroTcd no-
[OBHO Mbiny, napTuio pecnybrvkaHueB ymno-
pobnaT dytbonuctam, a pemMokpatoB —
Wwaxmartumcram u 1. . Hanpumep:

e For Lees-Marshment (2001) political mar-
keting is the outcome of the marriage be-
tween marketing and politics and, empiri-
cally, it represents the permeation of the
political arena by marketing“ [Lees-
Marshment 2001].

e Kotler and Levy (1969) argued that market-
ing is not something that is confined to
business practice, but ,political contests
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remind us that candidates are marketed

as well as soap “[Savigny 2009: 802].

e |f politics were like high school, Republi-
cans would be the football stars and
Democrats would be chess club captains
[news.wustl.edu].

MonWTUKM HEOOHOKPATHO CpPaBHUBAOTCHA C
aKkTepamu, UrparoLwumMmn ponu:

e Political marketing, as practice, has been
a method through which political actors
have responded to, and played a role in
reconstituting this changing environment
[Savigny 2009: 813].

MonuTuYecknii MapkeTUHr CpaBHMUBAETCS C
WHCTPYMEHTOM periMmnHra, C HEKUM TpaHC-
NOpPTHBLIM MexaHu3amom. Hanpumep:

e Political marketing can be understood as
an instrument that frames political cam-
paigns in the eyes of voters. Positioning
is the vehicle which allows the candidate
to convey his image to voters in the best
light possible [Baines, Harris 2002: 7, 12].

B nybnukaumax BcTpevaroTcs nonynspusu-
poBaHHbIEe onpegeneHna nonnTu4eckoro mMap-
KETWHra, KOTopble NOXoXWn B GonbLuen cTeneHu
Ha peknamHble nosyHru: «Political Marketing:
Sending the best message to the best voter at
the best price» — unu «kpbinatble pasbly B
ero nonb3y: «The government’s policies are like
cornflakes — if they are not marketed they will
not sell».

Monutnyeckaa peknama cogepkuT 60rb-
LOe KOMWYECTBO arntauuoHHbIX MeTadop u
ABNSAETCA WHCTPYMEHTOM, KOTOPbIN NO3BONSAET
nonnTMkaMm B3biBaTb K OOMbLUOMY KONMUYECTBY
anonuTU4HbIX nogen. Crnegyet OTMETUTb, O4-
Hako, 4YTO MeTadopbl, BCTPOEHHbIE B NONUTU-
YECKyl pekrnamy, OTHOCATCA K KOHUenTy
political advertising, a He political marketing, un
TpebyoT oTAenbHOro aHanmsa B OyayLumx wmc-
crnegoBaHusX.

MoaBoasa ntorm HacTosiwen paboTbl, He0b-
XOAMMO MOAYEPKHYTb, YTO U3yYEeHNEe SKOHOMMU-
YECKMX W MOSIMTUYECKMX KOHLIENTOB, B OTNNYME
OT aHanusa JUHIBOKYIbTYPONOrMYECKUX KOH-
LEenToB, MMEET He CTOMb MPOOOIMKUTENBHYHO
uctopuio. Kak npegcraensercs, HambonbLImm
NpenaTCTBMEM Ha NyTu yrnybneHua B KoHuUen-
TOChepy SKOHOMUKM, HANpUMeEp, SBMSIETCA He-
006X0AMMOCTb PacCMOTPEHUS TEPMMUHOMOIMYe-
ckon 0a3bl, koTOpas CcocTaBnseT O0nbLyto
YacTb BepOanv3oBaHHON KOHLENTyanbHOW WH-
dopmaumn. [Kncenesa, PocaHosa 2013: 57].
UTO KacaeTcs KOHLENTOB MEXANCUMMITMHAPHBIX
crneuunanbHOCTEW, Kak, Hanpumep, wuccneno-
BaHHOro Hamu koHuenta political marketing, To
OHM 06nagaltT CIOXHOW CTPYKTYpOW, U UX
MeHTanbHasi npupoga npeacraBnsaeTca bonee
ONdy3HON M NOOBMKHOM, YEM Y «YUCTbIX»
9KOHOMWYECKMX UNN MOMUTUYECKUX KOHLIENTOB.
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HOCKOHbe KOHUEeNnTbl BHYTPEHHEe OpraHn3oBa-
Hbl MO NonesoMy npuHUMNy, MexgucuunimnHap-
HOCTb KOHLenTa co3gaeT CUMHEeprnro 3Ha4YnMMbIX
CMbICIOB, 3aKpernJjieHHbIX B A3blKOBOM CO3Ha-
HUN N KOMMYHUKaTUBHOM NnoBeneHUN.

KoHuenT political marketing npegcrasnsiet
nHTEepecC CBOEN MHOIOMEpPHOCTbIO, N €ro KOrHu-
TUBHaA WHTepnpetauua [aet BO3MOXHOCTb
OCO3HaTb npencrtaBleHnAa aHrmoCcakCoOHCKOro
9THOCa O paunoHanmzauunn 3neKkTopalibHOro
npouecca B pamkKax COBPEMEHHOW PbIHOYHOW
CNUCTEMblI 3KOHOMUKN. ,D,J'Iﬂ fanbHenwmnx ncene-
,EI,OBaHI/II7I HaM npeactaBnAaAeTCA akTyallbHbIM
obcyxaeHre KoHuenToB political communica-
tion n political advetrtising, koTopble CcBA3aHbI C
KoHuenTom political marketing pogo-snaosbiMu
OTHOLWWEeHNAMN N TakKkKe OTHOCATCA K MeXauc-
UMNIMHapPHbIM KOHUEeNnTaMm.
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SPECIFIC FEATURES OF VERBALIZATION OF THE CONCEPT “POLITICAL MARKETING”
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ABSTRACT. The article discusses the specific features of terminological verbalization of the interdisciplinary English-
language concept “political marketing”, belonging both to marketing and politics. Discussion of political concepts and their
internal structure is among the most important areas of political linguistics and involves the identification of the component
levels of the concept and the establishment of relationships between them. The study of concept verbalization methods in the
article is based on the recognition of the fact that language identifies and objectifies how the world is seen and understood by
the human mind, and how it is categorized by human consciousness. For the concepts, functioning in the sphere of science,
the informative conceptual component, made up by terms and terminological phrases, is the most important.

Political marketing is opposed to marketing, which is used in business (commercial marketing, business marketing), and
at the same time is compared with it. The concept of political marketing is of interest due to its multidimensionality, and its
cognitive interpretation gives an opportunity to understand the views of the Anglo-Saxon ethnos on rationalization of the
electoral process in the framework of the modern market economy. The study of concepts and their structure could provide
an insight into the essence of world phenomena and help to explore the mysteries of cognition and understanding of the
world by the humankind.
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