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Abstract 

 

The present paper provides a literature review on voting models and attempts to 

present branding as a voting theory model as an integrating model of the other generally 

accepted models. 

 There are no infallible voting models that people use in order to guide their electoral 

choice. The decision model actually differs with each person and can change in time, even if 

for the same person, and can turn into a model that represents a combination of all other 

models.  
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Introduction 

Scamell (2007), Smith and French (2009) 

speak about the sociological, rational, 

psychological and cultural benefits that a brand 

provides to voters, as the latter identify such 

benefits in the partnership between them and the 

political environment; political brands create a 

political brand community, get involved in the 

cultural identity and the construction of national 

brands, provide functional and economic benefits, 

since the parties and their candidates should meet 

their promises and projects through their long term 

planning.  

 

Methodology 

The research methodology employed here 

may subscribe to the positivist paradigm of the 

epistemology of social sciences research, since the 

positivist approach is to explain reality (Thiétard et 

coll., 2007).  

According to the classical system used for 

classifying scientific research, the present study 

that we are advancing can be included in the 

category of applicative research, as it is meant to 

create a theoretical explanation, starting from 

theoretical social phenomena.  

The fundamental idea of positivism is that 

reality, and social reality implicitly, is an objective 

dimension outside the individual and must be 

evaluated as such, based on objective procedures 

and beyond subjective connections or influences 

exerted by the actions of the researchers and their 

subjects (Zaiț, Spalanzani, 2006). 

The research hypotheses used:  

1. The brand components can be found 

either directly or indirectly as 

explanatory elements used in voting 

theories in a sociological, 

psychological or economic paradigm 

(research method: literature review) 

(8 hypotheses) H1:H8. They refer to 

the following brand components: 

brand values (way of thinking, 

lifestyle) – H1; innovation – H2; 

differentiation – H3; positioning – 

H4; segmentation – H5; adaptability – 

H6; sustainability, history – H7; 

awareness – H8. 

2. The brand is defined by its 

components (research methods: 

literature review and previous 

empirical research conducted by the 

author) 

Each of the two hypotheses will be 

understood as a conjecture that will be used in 

devising an inference that will enable us to 

conclude that the branding management approach 

is one that integrates the voting decision of the 

citizens.  

 

The brand and its components  

The definition of the political brand will 

be mainly understood as: The brand is the 

perception of the public in particular, and of 

society in general on a 

trademark/place/person/idea at a certain moment. 

The trademark perception is related to goods and 

services in general and particularly to those 

categories of goods-services that trademark is 

applied to (Ghiuță, 2010, 2011). The political 

brand is the image of a politician or of a party as 

perceived by the voters at a certain moment. 

(Ghiuță, 2011).  

The relationship between the models of 

the different paradigms that have so far been raised 

to the statute of Voting theories and the political 

brand will be identified indirectly, since certain 

brand components can be found under different 

names in existing models.  

The definition of the brand through its 

components I have realised in previous papers 

(2009, 2010, 2011) and we will also further present 

summarising tables related to the presence of the 

brand components in politics: Table 1, Table2. 

 

3. Categories of voting models 

There are operational behavioural models that can 

be divided into large categories, among which: 

Table 3.  

Ion Drăgan suggested five models of voting 

behaviour that have been identified throughout the 

transition Romania is undergoing towards a 

democratic society (apud Teodorescu, Gherasim-

Proca, 2006): Table 4 

 

4. The rational model  

The rational model has two views for the 

social-psychological determinants of the voting 

behaviour: the cognitive and the utilitarian 

paradigm.  

a) The cognitive paradigm refers to the 

access to information and to the personality 

structure of the voter. Some of the important means 

used in this approach are rational messages and 

persuasion. The surveys conducted in Romania 

have shown that (by INSOMAR) there are 

significant differences between the urban and the 

rural voting behaviour, and these differences might 

be explained by the ease of access to information.  

Rural voters have the tendency of 

remaining in a stability oriented state of mind (thus 

they feel more protected), since they do not have 

access to multiple and different sources of 

information or don’t have the habit of being 

informed. Nevertheless, the same TV show or the 

same speech does not generate identical feelings or 

attitudes with all voters: “Each particular individual 

defines the electoral circumstances, the way he 

perceives and interprets the political facts and the 

actions of the parties competing for office.” 
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(Teodorescu, Gherasim- Proca, 2006); thus, we 

cannot generalise these attitudes based on the level 

of information alone.  

b) The utilitarian paradigm, based on 

the homo oeconomicus model, entails that the voter 

behaviour is not affected by decisions based on 

chance or luck, but on “strategic calculations” in 

order to increase the advantages for themselves. It’s 

not the community or the state that is at the centre 

of society and this analysis, but the individual.  

This paradigm was developed by Downs 

(1957) and afterwards by several American 

researchers. This approach is also of two types. The 

first type, the spatial model of voting (Downs), 

according to which the voters are trying to 

maximise the utility of the vote depending on their 

proximity to the candidates’ position towards the 

consequences of the election. The individual will 

vote for the candidate that is closest to his 

perception in relation to the consequences of the 

elections (what should the chosen candidate do 

during the elections).  

This approach to the utilitarian paradigm 

also has a more sophisticated version that takes into 

account each candidate’s ability to perform and do 

things according to the promises he had made 

during the campaign. Therefore, the individual will 

vote for the candidate that is the most likely to 

change things and stir them in the direction he, the 

citizen, believes is right [Hudry (2003), Boursin 

(2004), Engelen (2006)]. 

If we transfer this paradigm into a 

branding approach, the model will first consider the 

candidate’s positioning, mentality and 

differentiation in relation to the stakes of the 

elections, and the individual will vote for that 

politician that is closest to his own positioning and 

mentality.  For the sophisticated version, the voter 

will also take into account the adaptability and the 

sustainability of the candidate (their past), the 

candidate’s positioning during his lifetime and his 

political career (not just his positioning in relation 

to the consequences of the elections) and his 

mentality during his life and his political career 

(not just during the electoral campaign); in 

sociological terms, these elements stand for the 

candidate’s credibility and power.  

The median voter model 

Kenneth Arrow, winner of the Nobel 

Prize, argued in his papers (particularly in Social 

Choice and Individual Values) on the general 

impossibility theorem, according to which no 

voting system is satisfying and the ranking of 

individual preferences into community-wide 

preferences is impossible. The median voter 

theorem emerged from this theory and was based 

on the role of median opinion in society, which is 

not led by the average, but by the median opinion. 

The median is the viewpoint (between the two 

extremes) to which voters mostly adhere. If the 

extreme values (the radicals) have a greater 

influence on the outcome when calculating the 

average, all the values have the same weight for the 

median (it is the same during elections, as all votes 

have the same value) [Monjardet (2003), Hudry 

(2003), Boursin (2004)]. 

b’) The second type of utilitarian 

approach, that was illustrated in the work of 

Morris Fiorina, Gerald H. Kramer, Michael Lewis 

Beck and others, is based on the central hypothesis 

of responsibility and takes into account economic 

variables such as the rate of unemployment, the 

economic growth rate and the rate of inflation 

(apud Farvaque, Paty, 2009). Candidates who are 

currently in office are responsible for the state of 

the economy and, if it goes well, the vote of the 

electors will be in their favour and, if not, it will go 

to their opponents [Karl Popper also devised the 

principle of irrefutability in relation to this subject: 

all leaders are good until they are not re-elected 

anymore: “[Democracy] is not an ideal that 

expresses and defines the freedom of the people. 

First of all, it is a method that enables nations to 

avoid tyranny and revoke weak leaders (…)”]. The 

main sanction for a winning candidate is that of not 

being re-elected again, as was the case of Valéry 

Giscard d’Estaing in France, in 1981. 

Following Downs’s diagram, Robert 

Kramer (1971) supposed that voters are rational, 

selfish, oriented towards future gains and 

influenced by the economic development of the 

country. They adopt the following rule: reward the 

candidate in office should the economic 

circumstances be favourable. But what are the 

factors that make the economy seem to be 

flourishing? Kramer has shown that the 

augmentation of the income per capita had a 

positive effect on the outcome of the presidential 

elections taking place between 1896 and 1964 in 

the United States of America. However, the 

findings of the same research have revealed that 

inflation and unemployment have had an 

insignificant influence or even none at all on the 

elections (apud Farvaque, Paty, 2009).  

Ray Fair (1978) has found that a 1% rate 

of economic growth increases the number of votes 

in favour of the candidate whose party is in office 

by 1%, whether the candidate is a republican or a 

democrat. Lewis-Beck (1988) has shown that in the 

US and Western Europe, the economic variables 

influence voters more than the evolution of their 

own income (Farvaque, Paty, 2009). [Fair also 

suggested a regression model in order to forecast 

votes for the two American parties that have 

independent dichotomous variables (whether the 

party is in power, whether it is in power for more 

than one   term, whether the US are waging any 

wars) and other scale variables (increased income 

per capita, inflation).] Figure 1.  
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Another standpoint, but in terms of the 

prospective vote, is the influence of the competence 

of candidates in office, as illustrated in the works of 

Rogoff and Sibert (1988) through the winner’s 

contribution; Le Duff and Orange (1996), through 

the budget or monetary policies; Bartolini and 

Drazen (1997), through the liberalization of the 

capital account; Hess and Orphanides (1995), 

through the possibility of being able to wage a war 

(apud Farvaque, Paty, 2009).   

A study on community welfare from a 

retrospective standpoint has been conducted by 

professors Le Duff and Orange who have suggested 

the image of the entrepreneur-Mayor for the large 

cities of France. The study was based on a 

comparison between an enterprise and a city. For 

the private entrepreneur, the sanction is financial 

failure, while for the public decision maker, it’s an 

electoral sanction: “This hypothesis – irrefutability 

– is adopted in this study. It emphasizes electoral 

failure as a collective sanction given by the voters 

to the Mayor that should account for his poor past 

management” (Le Duff, Orange, 1996).  

The paper written by Le Duff and Orange 

also directly shows the influence of the Mayor’s 

and his party’s brand on his image during elections: 

“Three images that represent the city’s identity are 

at play in the decisive moment of voting: the 

running Mayor’s personal image (the Mayor’s 

brand),the image of his project for the city 

(perceptual positioning, party’s brand) and the 

image perceived by the voters about their city and 

its subsequent development (the electors’ needs 

and wants, their mentality)”. And they immediately 

mention segmentation: “The electoral risk then 

arises from the incompatibility of the three images. 

If the three images almost overlap, giving the city a 

strong identity, the risk is rather low; if all three are 

divergent, then failure is a certainty”; the image 

perceived by the electors about their city and what 

it could become is not the same for all citizens. The 

Mayor must select a sufficient part of the voters 

upon whom he can overlap the first two images.  

The previous analysis is particularly 

directed at the retrospective standpoint; but the 

utilitarian theory also includes other aspects. It also 

mentions the prospective vote (expected future 

performance), egotropic voting (the voter’s 

economic status) and sociotropic voting (the 

economic circumstances of the community where 

the elections take place: country, region, city). 

From the researcher’s standpoint, one weakness of 

this theory is that all voting types are possible at the 

same time during elections (“the presence of two 

alternative hypotheses [retrospective versus 

prospective] should not exclude the presence of the 

voters with a mixed behaviour”) (Farvaque, Paty, 

2009).  

Green and Shapiro (1995) have further 

criticised the model, as they believed it was too 

simplifying. Herbet Simon has introduced another 

concept, that of limited rationality. This concept 

entails that the citizens’ information and their 

ability to interpret such information are limited, and 

thus, they are unable to make the right choice. The 

approach of public opinion subscribes to the same 

standpoint (Paul Sniderman, 1998), emphasizing 

the idea that the voter will fill his information gaps 

through cognitive and heuristic methods (apud 

Mayer, 2007). This line of thought reinforces the 

role of emotions and affections. The candidate’s 

attitude in terms of the stakes of the elections are 

deduced, and deduction is influenced by social, 

ethnical and professional groups that the voter feels 

close to. He will vote for the candidate that will 

favour the group he is a part of.  

An unexpected aspect is the influence of 

emotions on the rationality of political choices. 

Marcus (2002) starts from the hypothesis of the 

researchers from Michigan, according to whom the 

vote is decided based on party identification, but a 

possible concern (defined as a crisis situation: war, 

high unemployment) changes the voting 

preferences and turns the elections into a more 

critical and more rational choice.  

The rational vote can be rooted 

emotionally. This is the case of the unexpected vote 

when the two candidates reach scores very close to 

50% in the second round, and the winner only has a 

few extra votes. Moreover, this unexpected vote 

may be due to some of the voters’ affinity for the 

candidate that ranked second in opinion polls and 

to the first candidate’s failure to mobilize his 

voters.  Thus, throughout a campaign, there are 

repeated reactions of the voters to polls that 

eventually lead to equal percentages for the two 

candidates. This unexpected voting has been 

identified by Galam in Mexico (2006), Italy (2006) 

and Germany (2005) (Galam, 2007). 

There are several analogies between the 

economy, management and elections. The present 

research subscribes to one of these analogies and a 

transposition of the brand from the real economy 

into the political realm. “The comparison between 

the democratic process and the free market is very 

tempting. Both are based on the act of choosing, 

which in turn is organised in attitudes, values, 

behaviours and interests.” (Teodorescu, Gherasim-

Proca, 2006).  

The relationship between the economy 

and elections has also been illustrated by Joseph 

Schumpeter: “competition never truly lacks in the 

business environment, but it can hardly be 

considered perfect. Similarly, there is always some 

competition, even though just potential, in political 

life, for the people’s loyalty.” (Schumpeter, 1975 

apud Teodorescu, Gherasim-Proca, 2006). 

c) “Tactical” voting vs. “honest” voting  

Another issue for the researchers of 

rational choice is the honesty of the vote. Does the 
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individual vote for the candidate/party that ranks 

first in his preferences (honest vote)? 

If the voter is influenced by the 

candidate’s ability to put his programme into 

practice, we must underline the fact that the voter is 

actually influenced by the candidate’s possibility to 

put his programme forward. Here we are talking 

about probability, about the chance he has to 

actually win the elections. When the preferred 

candidate has a low probability of winning, and, 

implicitly, of carrying out his programme, the 

elector’s vote is sometimes assigned to another 

candidate who, even though is not among his 

preferences, has a chance to win.   

And here we’re referring to strategic 

voting. Strategic voting stands for the vote cast by 

the individual in relation to the others’ choices. On 

the contrary, for an honest vote, the individual 

makes the decision depending on his preferences 

alone, regardless of the other voters’ preferences.  

Moulin (1986), Degan and Marlo’s (2004) 

research has shown that in the two-party system, 

the honest vote explains the outcome of the 

elections. On the contrary, in the multi-party 

system, Blais (2003) and Farvaque, Paty (2009) 

have identified the presence of the strategic vote or 

of the reverse vote for the presidential elections of 

2000 and 2007 in France. The strategic or tactical 

vote favours larger parties and their candidates.  

 

5.  Conclusions 

There is no voting behaviour model or 

explanatory model that can be applied at all times 

for any election (generally accepted). The group 

analysis and trend analysis are very useful methods 

to be applied in order to understand the principle of 

social choice, but the individual approach is needed 

in order to explain the phenomena that influence 

the voter’s mind, or that “black box” (systems 

where it is impossible to observe internal 

functioning directly) (Lindon, Weil, 1976). We 

need a psychological, sociological and economic 

approach in order to better understand and explain 

the behaviour of individuals who have the freedom 

to vote. We opt for the individualistic analysis, as it 

is more closely related to the voter’s choice.  

The justification for the vote cast is not 

to be found in the theory of axiological rationality 

or that of instrumental rationality alone; the 

explanation for the vote can be found in both 

these theories. One argument that supports this is 

the fact that the theory of instrumental rationality 

will mostly account for rational choices, while the 

theory of axiological rationality will account for 

emotional choices.  

We illustrate the possibility that 

management sciences could explain, influence 

and predict the voters’ behaviour. This outcome 

could also be motivated through the approach we 

have used, since the marketing/branding 

management approach also integrates a social 

approach, a psychological, an economic and even 

a mathematical approach as well.  

The voting behaviour can be studied 

through different paradigms, and the branding 

paradigm uses an inter-disciplinary approach 

throughout the analysis. The brand components 

can be found implicitly or explicitly in the already 

developed voting theory paradigms, as we can see 

in the below summarising table 5.  

Not all research hypotheses of the first category 

have been validated (H6 and H8 haven’t been 

validated – no reference was found to the 

adaptability and awareness components in the other 

paradigms explaining the voting decision). 

However, after stating that the brand management 

approach is a model that can be integrated in voting 

theory and that it is a model that integrates all other 

established models belonging to other paradigms, 

we have found a primary element of the branding 

approach that can be found in two of these 

paradigms: the importance of the citizens’ wants 

and needs.  

The article is a development from a part of 

a wider research, PhD Thesis The influence of 

brand on voter behavior (Ghiuță, 2011). 
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Table 1. The eight components of brands as presented in specialised professional papers 

Brand components 

 

Author mentioning this notion in relation to brands  

Brand values 

(mentality , lifestyle) 

Lewi, de Chernatony (personality), Heilbrunn 

(personality), Kapferer (cultural universe, reflex), 

Sicard (player identity), Keller (resonance), Vekoutsou 

(brand communities) 

Innovation Aaker, Heilbrunn, Lewi, Kapferer, de Chernatony, 

Fanning 

Differentiation Ries, Trout, Aaker, Keller, Kapferer, Fournier, 

Lehman 

Positioning Ries, Aaker, Trout, Keller, de Chernatony, Sicard, 

Lewi, Kapferer, Heilbrunn, Lehman 

Segmentation Lewi, Heilbrunn, Aaker 

Adaptability Kapferer, Heilbrunn (vision), Sicard (social relation), 

Christodoulides (transformation) 

History, sustainability Lewi, Sicard, Aaker, Fanning, Keller 

Awareness Lewi, Keller, Heilbrunn, Kapferer 

 

Table 2. The eight brand components in the papers of political researchers 

Suggested brand components Author mentioning this notion in relation to 

political brands 

Mentality, lifestyle Smith and French (2009), Lieb and Shah (2010) 

Innovation O’Cass (2009) 

Differentiation Smith and French (2009), Lieband Shah (2010) 

Positioning Butler and Harris (2009), Smith and French (2009), 

Lieba nd Shah (2010) 

Segmentation, targeting Butler and Harris (2009), Lieband Shah (2010) 

Adaptability Butler and Harris (2009), Scammell (2007), 

Hennenberg, Scammell and O’Shaughnessy (2009) 

History, sustainability Scammell (2007) 

Awareness Smith and French (2009) 

 

Table 3. Vote model’s categories 

Model category Observations 

Socio-demographic models The voting decision is correlated with the social and demographical 

traits of the voters (the sociological approach: Siegfried and 

Lazarsfeld’s view – University of Columbia) 

Psycho-analytical models The voting decision is correlated with the personality traits and with the 

individual’s personal experiences  

Attitude models The voting decision is correlated with the individuals’ attitudes and 

beliefs (the psycho-sociological approach, University of Michigan – 

party identification)  

 

Table 4. Characteristics of vote models 

Model Characteristics 

affective/emotional centred on the emotional motivations and stimuli that influence their choice in the 

voting decision. The party identification based on irrational reasons, blind loyalty 

for one candidate, are part of the emotional model. The emotional model best 

applies for lowly educated segments that manifest feelings of admiration for 

charismatic leaders.  

legitimist Closely related to the affective one, it relies on the continuity and stability of the 

political regime. By employing this way of thinking, the political party in power 
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will control and maintain its power throughout its mandate, since the “legitimist 

discourse of social order, as the individual’s social self-protection offer, is easier to 

perceive than the radical discourse of change” (Drăgan, 1998). 

identity-community 

oriented 

Uses notions of legitimacy and affection in order to create strong symbolical 

attitudes towards the reference community. The vote can be earned based on the 

feeling of belonging to a social, cultural or intellectual community. According to 

this model, voters employed in mainly lucrative and relatively low qualified 

professions, as well as welfare beneficiaries manifest political affinities depending 

on the social discourse; entrepreneurs, qualified professionals and intellectuals are 

altogether more akin to the liberal discourse.  

usual (de habitus) Devised by Pierre Bourdieu, it refers to contradicting behaviours: reflecting on the 

past (for instance, communism in Romania) and difficulty adapting to the 

democratic present. According to this model, individuals who have experienced 

communism will vote for candidates with a way of thinking, discourse or 

behaviour that is more reminiscent of the past, since they draw a personal comfort 

from perpetuating a stable behaviour.  

rational Due to the numerous associated approaches and paradigms, we will further analyse 

it in the following chapter.  

 

Table 5. Brand components in the various scientific paradigms that have approached voters’ behaviour  

 Scientific paradigm 

 Sociological Psychological Economic 

Object under analysis The social group 

(benchmark) 

Individual Individual 

Brand components 

where we can find 

(either implicitly or 

explicitly) and use the 

paradigm  

Segmentation (H5) 

Positioning (H4) 

Mentality (of the social 

group) (H1) 

Differentiation (H3) 

Segmentation (H5) 

Positioning (H4) 

Motivation (consumer 

behaviour) 

Awareness (H8) 

Differentiation (H3) 

Needs, wants (marketing 

vision) 

Needs, wants (utility) 

(marketing vision) 

Positioning (H4) 

Motivation (consumer 

behaviour) 

Sustainability, history 

(H7) 

Innovation (H2) 

Mentality (H1) 

Segmentation (H5) 

 

 

Fig.1. Brand components in rational models 

 

segmentation

•voting citizens

•absentees

•instrumental utility

positioning & 
differentiation

•depending on needs and wants (utility)

•utilitarian paradigm: spatial model of voting

•prospective vote, candidate's competence in economic matters

history, 
sustainability

•history of the party, the candidate's personal past and his political past

•retrospective vote

•spatial model of voting, only in the sophisticated version

mentality

•utilitarian paradigm: spatial model of voting


