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Abstract 

The communicative change that occurred with the popularization of 

the Internet is explained. For a government to succeed, it must understand that 

it is a brand and establish a strategy to achieve its objective. A definition of 

government marketing is proposed. To consider a successful strategy, the 

government brand must generate value in the relationship it maintains with 

the user/citizen. 

Key words: government marketing, communication, strategy, value 

 
INTRODUCTION 

This work has the purpose of defining the concept of government 

marketing. There is an aspect that is key to understanding the change in the 

communicative model of postmodern society, it is the popularization of the 

Internet. Now there is the possibility of establishing a dialogue with the 

institutions and the rulers. 

Public offices are under constant surveillance. Currently, the concept 

of political marketing is a buzzword. Consultants and many academics are 

focused on marketing's relationship to power. The political class wants to 

know how to convince citizens to vote for them. For all those interested, 

exploiting this concept is big business. 

Nevertheless, what happens the day after the election? What happens 

if we win the election? The campaign is over, and a planning phase begins 

that must be used for maximum, because that is where the success or failure 

of the political project begins. That is where government marketing comes 

into play. Politicians make promises, offer solutions, and do everything to 

win. However, when they start the government, they face reality and often 

lose the compass of their mission. The reason is that they did not create a 

communication strategy to exercise their power. This work sheds light on the 

instruments to consider to generate a marketing strategy from the government. 

1. Government and institutional communication 

Communication and public space 

Before commenting about government communication, it is worth 

mentioning that the concept derives from political communication. Political 

communication is the process of transmitting and receiving messages from 

and to the components of the political system (Ochoa, 1999: 5). For Robert G. 

Meadow (1980), it is about the exchange of symbols and messages that carry 

meaning and have repercussions for the members of a political system. 
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Political communication addresses the interaction phenomena of leadership 

and power in the field of public action and social influence, as for the 

decision-makers and the subordinates, the governed and the rulers, the 

claimants and the institutions, the voters and the candidates. 

Why does the government communicate? Three great tasks history 

has taught us, governments communicate with citizens to maintain political 

control, collect taxes, and go to war. When is the political game won? 

Political science is precise; there are only two unique goals: gain power and 

keep it. When is the objective of public administration fulfilled? When there 

is governance and people achieve a better quality of life. Government 

communication is a tool used to conduct power through a margin of 

governability. 

Long before marketing was created as a tool, communication has been 

used by governments and their institutions for centuries. Communications by 

the government to its citizens have always existed. Perhaps one of the first 

shreds of evidence is found in the code of King Hammurabi (1,200 BC), 

where the rules of conduct and the sanctions of the Babylonian society of that 

time are explained. 

Nevertheless, like many of the great works of Western culture, 

everything indicates that its refinement begins with the Romans. Julius Caesar 

(59 BC) possibly formalized a continuous information mechanism in society 

through his Acta Diurna Populi Romani. It was a diary of the most important 

acts of the government, shortly after the Senate made its own bulletin. These 

were placed on the walls so that interested citizens could learn about their 

work (De Massi, 2006 [2001]: 20; Valdez, 2012: 124). 

As Rome declined, the Catholic religion picked up the knowledge and 

became the substitute for government administration. The fiefdoms depended 

for centuries on the administrative services of the church (Huberman, 1997 

[1936]: 26). Firstly, the Catholic religion had the mission of evangelizing, that 

is, building a new social order based on the belief in spiritual reward after 

death. However, the church's power was concentrated on knowledge; the 

clerics controlled births, deaths, inheritances, medical services, orphanages, 

education, the tithe, and the sale of religious services, including pardons. 

Possibly a symbolic date to understand the end of the feudal system, it 

is marked in 1789 when the French Revolution broke out. From there, the 

different Western cultures turn into at least four different organizational 

models, which will predetermine how governments communicate with their 

inhabitants in the public space: Liberal, statist, corporatist, and segmented, 
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according to Jepperson and Meyer (in Powell and Dimaggio, 1999 [1991]: 

261-293). Each of these organizational systems spawned a series of 

institutions that precisely safeguard their configuration: 

Liberal: The State comprises legally constituted actors who are 

sovereign and have technical capabilities; in other words, the private ones are 

the most critical organizational units, and the sum of these represents the 

collective. Communication between the government and the governed tends to 

be pragmatic in a logic of demand and response. In these social systems, the 

starting point is the competition between options with a low regulatory 

aspiration. That is the case in countries such as the United Kingdom, the 

United States, and Australia. 

Statist: A direct legacy of the French Revolution. This system is 

organized in a rational way between actors and functions whose objective 

falls on the "general will"; thus, society is the goal of progress; therefore, 

there is a high degree of involvement between government and society. In this 

model, government communication tends to favor the principles of freedom 

and equality. Under this organizational logic, it is accepted that 

communicative interactions become regulated by the State itself. That is the 

culture of francophone origin: France, half of Belgium, and a wide part of 

Canada. 

Corporatist: It is a legacy or extension of statism, where modernity 

arises from the rationalization and institutionalization of the community. The 

organizational subunits are made up of groups and not independent actors. For 

these societies, the goal of the State is in the organization of its functions and 

high specialization. Governments, in this case, maintain very close 

communication with communities, assigning roles, assessing, and managing 

functions for internal social balance. These are nations such as the 

Netherlands, Germany, Austria, Switzerland, and the Nordic countries. 

Segmented: In this context, there is a low penetration of political 

organization in society, and a low standard of rationalization of subunits or 

social groups predominates. Society and government are perceived as separate 

entities, with an increasing demand for their involvement. The State is seen as 

a project for the future, of which society and government do not seem to have 

aligned objectives. Part of the social maintenance continues to fall on informal 

organizations. Government communication reproduces the segmentation 

cycle, assuming that society does not have an active role and is not assigned 

to account, aiming to maintain a status quo in the elite that governs in turn. 
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Government communication is the search for the maximum possible 

consensus in that public space (Mario Riorda cited in Canel, 2018: 35). The 

different organizational models will prioritize their style and institutional 

logic. However, the incarnation of the executing arm will fall on their 

government, specifically on the public administration. It is convenient for the 

government to have an optimal level of acceptance to operate; it is known as 

the conditions of governability. Therefore, a relationship cannot be separated 

between the quality of management and the quality of communication. 

For Canel (2018: 36), government communication seeks to influence 

key audiences for both political and civic purposes; it is carried out by 

politicians and public officials who are part of the executive branch. This 

communication is generally managed and planned to establish and maintain 

relationships with the citizen, build a reputation, and generate consensus. 

Institutional communication can be considered a particularity of 

government communication. Government strategy or policy may include the 

participation of different institutions that make up that administrative system. 

While the goal of government communication is to raise approval and 

maintain it, when we refer to institutional communication, we point to how 

those organizations that make up the government, in turn, communicate. 

Unlike government communication, institutional communication must be 

even more careful with less stridency because being part of a system has 

repercussions. 

Due to the above, there will be limits that government communication 

should not cross when dealing with these public institutions. For example, 

there has been significant criticism from society when the social network 

accounts of federal or central agencies (depending on the political system) are 

used to praise political figures, ideological dogmas, or to issue comments 

instead specific official information. It should be said that institutions, when 

they present problems of coherence, adaptability, complexity, and autonomy, 

enter periods of devaluation known as deinstitutionalization processes (see 

Huntington, 2015 [1968]). 

Saying that government and institutional communication must be well 

cared for does not mean it should be outdated. Understanding those limits 

does not imply that a government agency has to be boring, linear, or not 

accessible. What must exist is coherence between the communication strategy 

of the government and the communication execution of its institutions. 

If the communication process is effective, it must be innovative and 

adaptable to understand the evolution of audiences and their language. 
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Government communication risks being dismissed as bureaucratic and even 

aristocratic for many sectors (Miller, 1989: 156). This risk of devaluation 

occurs regularly for one reason: downplaying the importance of government 

communication, and for it to be operational, it has to understand the 

communicative paradigm shift towards a system of exchange and not a one- 

way broadcast. 

 
The paradigm shift in government communication 

The big question is: Why does marketing emerge as an element of 

study if we already understand government communication? The answer is 

that the mass communication model changed abruptly from the 1990s and the 

first quarter of the 21st century. First, it was the printing press, then the mass 

media with radio and TV; but the trigger for the emergence of marketing as 

the preferred communication method was the popularization of the internet, 

something that did not consider the Aristotelian equation of the 

communication model (sender, message and receiver). 

With the expansion of the internet and its public access, users have 

experienced a change in how they relate to the environment. Communication 

not only between individuals has changed, but gradually the perceived 

relationship with the State and its institutions is also undergoing variations. 

Currently, there is a social reaction to demonstrate, politically or not. 

New technologies offer the incentive to replicate practically any information 

that browses the internet. This is a possibility that had been little experienced 

by the traditional mass media, which are currently trying to adapt to these new 

channels. 

There are new subjects in the conversation. Previously, the holders of 

the mass media could open telephone lines so that people had the opportunity 

to express their opinions. Evidently, they were not always genuine 

expressions, or when they were made, they were aimed at directing the 

audience towards some specific point, something more similar to propaganda. 

With the introduction of new communication services, expressed as 

cybernetic social networks, participation and moderation practically escaped 

the control of the mass media owners. Moreover, new players emerged, such 

as bloggers, opinion leaders, influencers, hackers, strategists, and even bots. 

A Morgan Stanley investigation found that between 2002 and 2012, 

there was a collapse in the audience that habitually used television as a 

primary medium. The decline was up to 50% in the TV audience in the United 

States. All news networks also reported a loss of attendees ranging from two 
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to 18% (Quesenberry, 2019 [2016]: 23). The change in the dominance of 

digital media is an irrefutable fact. 

The communication logic had been almost a one-way trip between 

sender and receiver. The issuer was the media company as a broker for its 

clients -including companies, politicians, and the government- through its 

channels (press, radio, and TV). While the receiver was made up of an 

expectant and consuming audience, which was practically an observer, that 

was the predominant model; see the particular critiques of the mass media by 

Chomsky and Herman (2003 [1988]) and Castells (2010 [2009]). 

It is currently impossible to mute. With this change, the audience can 

now respond through the internet and, specifically, social networks. As this 

response was totally disjointed, the traditional media producers ventured into 

the internet as an alternative route to their original content. Any institutional 

or commercial representation must be found in social media or practically 

does not exist in the eyes of the user/citizen. The model is changing so 

radically that many businesses and organizations now initially start from their 

digital existence and only cover other channels such as extension; for 

example, Amazon, which went from being a virtual bookstore in 1994 to 

opening its first physical stores in 2017. 

According to Pérez Tornero (2012: 144), three key aspects are derived 

from virtual social networks' appearance: 1) Territorial and proximity 

restrictions are eliminated. 2) New public spheres are created that deliberate 

the contents; they are considered "new parliaments" in which debate is taking 

place. 3) Increases freedom and awakens a critical sense. However, this is not 

perfectly true for all users because while that freedom exists, many 

individuals are not politically motivated to get involved in discussions that 

require specific knowledge. 

Until the emergence of socio-digital networks, feedback or immediate 

feedback was presented before any government decision; now, we can talk 

about a complete communication process. In other words, for governments, 

citizen participation has historically been limited to the availability of the 

ruler to listen to the citizen. However, at least these two devices of modernity 

have allowed the sender to obtain a response from the receiver and vice versa; 

that is, in this relationship, now a dialogue can occur. 

This change happened to all institutions that have a public face, the 

immediacy factor requires answers: The longer we take to answer, the 

user/citizen will perceive that their communication is less interactive, to the 

extent that the perception of the relationship can be lost, eventually 
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(Quesenberry, 2019 [2016]: 15). People do not like to be left "in seen," 

coming to this ingratitude on the part of friends, family, partner or the 

government itself. 

With the progressive predominance of social networks as an 

informative method, there has been a shift from communication that was 

intended to be rational to an emotional and participatory style of conversation 

(Elías, 2021: 226). It is a phenomenon still under study, but everything 

indicates that this style of communication involves the audience much more 

due to that feeling of "closeness." It should be noted that the contents tend to 

be increasingly visual and markedly shorter (Young, 2017; Kotler, et al, 

2017). Content developers in the digital age have learned that complex 

messages must be synthesized to a minimum. They must be simple and easily 

digestible by the buyer persona, the target person. Traditional media and 

public administrations that have not migrated have been left far behind in this 

new and predominant format. 

Understanding is the factor that public administration must look for 

today. That is why now the usefulness of strategic communication through 

marketing points -apparently- to persuasion, but also towards a better 

understanding by those involved. The government in all democracies has been 

pressured to favor this change in how its institutions and citizens 

communicate. Jürgen Habermas (1996) defines this change as a symbolic 

field of communication, where the interaction and understanding of the actors 

become the fundamental piece in the exchange of value. 

Government communication certainly has a vital function to 

communicate, but this is no longer enough after the changes mentioned. It is 

useless to report on everything our administration does if there is no narrative, 

if a perception of goals is not being promoted, and the feeling of progress and 

involvement with the agenda offered in the political campaign. The 

construction of a relationship is so complex to form and easy to destroy that 

the definition of a communication strategy must always have the objective of 

strengthening the perception of exchange, of interaction. 

2. Government communication strategies 

Strategies by objectives 

There are two crucial phases for generating strategic communication 

within the communication agenda: 1) Define the strategy according to the 

objective, and 2) follow the steps for a brand positioning strategy. The first 

family refers to the "what," the purpose that the communicative effort will try 
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to lead: What kind of brand do we seek to position? The second refers to 

"how" the brand will be positioned. This section debate the different 

objectives that may define the government communication strategy at the 

beginning of an administration. 

When discussing government communication, it might seem that 

communication strategies have to deal with a purely administrative agenda; 

but it would be naive not to accept reality. The communicative agendas that 

are behind are based on marketing strategies and have the following 

underlying purposes, according to Asensio (2008: 130 to 132): 1) Position the 

brand of the party or alliance that brought them to power, 2) position the 

ideology, 3) position a government program, and 4) position the political 

leader. 

1) Party or alliance. The parties, being the mechanisms through which 

the government office is reached, can be the beneficiaries of 

perception, trust, and acceptance by the citizens who receive public 

services. Sometimes when there is an opposition government in a 

region where there is hegemony on the part of a dominant party, an 

effort is made to distinguish the party that governs there based on the 

government's decisions. The goal is to try to associate successful 

decisions with the identity of the party or alliance that won in that city 

or State. 

This strategy can be linked to the figure of leadership that the elected 

politician as head of government can exercise. Therefore, the mayor, 

municipal president, or State governor has to generate tolerance 

standards and limits to avoid blatant interference, favoritism, and 

even coercion towards groups of people who do not support their 

party or alliance. 

Due to the tendency to favor the people who support the party in 

power, it is natural that the opposing forces point out and criticize 

when the government is biased. For this reason, although there is 

legislation in each territorial demarcation, it is necessary to warn that 

a government agenda that blatantly puts the interests of its party 

before those of the citizenry will earn public ridicule and discredit. 

2) Ideology. The differences regarding the models of government 

championed by politicians tend to be abysmally different in societies 

with a low democratic level compared to more stable democracies. 
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That is because parties in such contexts tend to go to great lengths to 

make public policies ideologically charged. 

In a scenario like the one described, it is common to observe that the 

parties implement or eliminate social programs or public policies, 

depending on the party that came to power. In contexts where there is 

a more solid institutional balance, the programs do not usually show 

such strident changes; because the parties with the most extended life 

know that the imbalances they provoke today can have disastrous 

consequences in the following two or three periods when they may 

have had to alternate power. 

What today can be economic support for older adults, at the same 

time, could represent an unsustainable burden for the young 

population in the future if it is considered that the population pyramid 

tends to invert. These are difficult decisions that, if not submitted to a 

financial, economic, and demographic analysis by the government in 

power, can cause real problems for the governance or operation of an 

institution in the future. 

Government communication strategies based on ideology have been 

successful in contexts where a new party breaks into the electoral 

landscape. For example, the western German cities of the late 1980s 

and early 1990s were governed by the green party (Kitschelt, 1989). 

The policies for the reconditioning of parks and the prohibition of 

nuclear power plants were disruptive at the time and ensured a rapid 

expansion in social sectors at the national level, beyond the localities 

where their victories began. 

3) Government program. Another strategy is to stick to the interest of 

the government plan. Frankly, in the past, public servants did not have 

the conviction to generate projects or plan far-reaching public policies 

when assuming positions because concepts such as transparency or 

accountability did not exist. That still happens in countries or states 

where there is no possibility of competing for re-election because, in 

those contexts, there are no incentives to generate an impact beyond 

their period of government. 

As democratic mechanisms have developed, the need to generate 

results in response to what is offered in the electoral campaign has 

increased. For the measures of a government plan to be successful, 

the government needs to gain credibility; they need to persuade 
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people to act in a certain way or show a willingness to change 

behavior. 

Although many things can be offered during the campaign, a much 

more realistic document tends to be generated when moving to a 

government office. The communication strategy has to find a way to 

support the objectives set. Politicians who follow the communication 

plan based on the government program are often labeled as 

"technocrats." However, they usually have good results in terms of 

their credibility and, above all, in the stability perceived by the citizen 

in the long term. 

4) Leadership. This strategic approach usually puts the figure of the 

political leader, the mayor, the governor, and the head of an 

institution, among other figures representing the leadership in power, 

at the center of the spotlight. In this case, the government itself is the 

platform to promote the figure of this leader. 

It can be argued that using the public function to advertise oneself and 

achieve public notoriety is unethical. Furthermore, it can be, 

absolutely, but in public administration, personal political aspirations 

are a common denominator impossible to eliminate in real 

applicability. Therefore, it is better to know how the growth of a 

political figure can also bring benefits to executing a government 

communication plan. 

López Obrador in Mexico is an example of a politician whose 

communication strategy has always been aimed at using his position 

as a public official as a platform to position his image. Since his 

victory in 2000 as Head of Government in Mexico City, he 

established a daily morning conference so that he could set the 

agenda. 

Even if we are talking about small municipalities or government 

offices, it is also prevalent for the communication strategy to revolve 

around the political leader. Especially when there is a clear ambition 

and enough elements in his career to think that he can aspire to 

compete for a higher level of government. 

The significant restriction that we can point out is that, in many cases, 

there are leaders whose ego is greater than their resumes, and they can 

err while trying to promote their political career based on a wrong 

concept of personal branding. When the person does not have 

political expertise, he can make mistakes, which under this strategy 
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can be harmful by unnecessarily exposing himself to the criticism of 

public opinion. 

The most realistic recommendation that can be given in this regard is 

that if the public official is very young or lacks political recognition, 

he should begin by exercising power well to build an identity for 

himself. So if it is a small municipality or local council, he should 

consider running for a public office to which he can realistically 

aspire. That is complicated for people with an enormous ego, but in 

politics, professionals who bet on the long haul always succeed, 

compared to those who act rashly and clumsily. 

When considering attaching the communication plan to the leader's 

personality in turn, the political personalities suggested by Harold 

Lasswell (1963 [1930]) should be considered. This author, in his work 

"Psychopathology and politics," describes three types of politicians: 

1) The agitators, those charismatic leaders described by Weber (2000 

[1919]), who have mastery of the stage and the ability to move people 

with their treatment and speech. They are usually impulsive with 

large gaps in their "I" that motivate them to finally judge between 

good and bad, to try to impose their own will in the end. 2) The 

managers, are those with a more strategic vision and are less 

impulsive; they like power and, in their case, exercise coercion to 

maintain order. 3) The theorists, those who lack power or charismatic 

skills, tend to compensate for their frustrations by placing a high 

value on knowledge over their competitors. 

The communicative planning of the government, when the leader 

encourages his team to promote his figure, will permanently be 

impregnated by the psychopathological personality of this person. 

Therefore, the most simple exercise that a leader who wants to use the 

government to position himself can do is for his close collaborators to 

understand and know him so that they understand his way of thinking 

and acting; and somehow reconcile with the most pressing interests of 

the government agenda. That is a condition that senior politicians 

know how to communicate to their work teams whom they prefer to 

have close by, regardless of the office they are in, during each period 

of their political career. 
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Positioning strategy 

Once the strategy is defined by an objective that will carry most of the 

government's communication that has to be directed, we review and execute 

the communication strategies to position that objective, which we must 

convert into a brand. Positioning is the place in the mind of the user, 

governed, tourist, and investor that occupies the image of a city or 

administration concerning cities or other dependencies that compete with 

them; this is how Ábrego conceives it in "Successful Cities" (2016: 153). 

Building a brand is a complicated exercise for private companies but 

harder for public organizations. It is not only about mixing the interests of the 

party, the ideology, the plan, and the intentions of the political leader himself. 

Beyond the intentions that -as elected officials or as members of an 

administration- we may have regarding the exercise of government, we have 

to explore what citizens perceive from the beginning in relation to what they 

are looking for: How did they receive us? How do they perceive us when 

executing the strategy? What expectations do they have? 

People can suddenly change their perspectives. The citizen is not an 

immobile mass; the media and pundits, in addition to the opposition, will do 

their job to reinforce or reverse our strategy. Therefore, management in 

managing communication generated by the government is a discipline that is 

becoming more technical and becoming increasingly necessary. Developing a 

communication strategy to position the government's image is an imperative, 

not an option these days. For Eshuis and Klijn (2012: 110 and 111), there are 

four categories to generate a branding strategy (brand positioning) in 

government communication: 

1. Market research: The objective is to obtain information, understand 

the preferences, and needs of those involved or, where appropriate, of 

the target groups for the government. The last implies knowing the 

opinions, emotions, and which perspectives these groups of 

stakeholders have regarding our government. What do people think of 

our main project? What do they value most about our actions? 

Researching what is happening in the mind and behavior of the 

governed always provides elements for decision making, 

readjustments, and the focus for improvement. It is important to 

understand who the citizens are, their relationships, how they live 

together, how they interact with their environment, and how they have 

solved their problems. All of this helps us understand what they value 
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most and what things we must prioritize to generate a positive impact 

on them. 

This idea is summarized: segmentation, the evaluation of the interests 

of each segment, the selection of target niches, and the development 

of hypotheses or assumptions about the type of information, plans, or 

content that will make better logic with these investigated segments. 

2. Brand building and product development: A brand is a mental 

representation, something that is generated in memory through a 

particular meaning; it is a social construct (Govers and Go, 2009: 29). 

Defining a brand implies the development and construction of the 

concept, its values, the symbols, and the tags that we seek to represent 

that image. Do our logo and slogan well represent the goals we want 

to achieve? Or are we further complicating their identification? 

The objective is to guide the interested parties so they can receive a 

message willingly. Above all, when it comes to changes to customs, 

and even when we want to change the direction of a road, how we 

position ourselves in front of the people will predetermine their 

acceptance or rejection of the projects we want to execute. 

The construction of a brand must always be consistent with the 

development of the products offered (public policies). The design of 

public policy and projects, in turn, has to consider and show 

coherence with the strategic objective it seeks to favor: a party, 

ideology, a plan, or a political figure. 

3. Brand communication: If the brand does not reach the public, it does 

not touch our target population and those interested, so that any active 

development will fail. Hence, people tend to underestimate what does 

not provide any value or when they do not know the effort involved in 

generating the result. 

We will see more and more frequently the need to communicate 

government actions, not only to those interested or affected by a 

public policy, but this communication should also be directed to the 

media and its pundits, in addition to other sectors of indirect 

stakeholders (for instance, other parties, NGOs, companies, neighbor 

municipalities or states involved). Communication in this sense must 

seek to spread values and ideas and promote social support to 

guarantee project implementation optimally. 

4. Brand maintenance and reproduction: Government brands need to 

be nurtured to stay strong over time. For the private company, this is a 
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daily task in which they spend millionaire budgets to remain in their 

client's minds. The complete axiom to reproduce the brand is in the 

triangle: identification/image/experience (Govers and Go, 2009: 29). 

In the case of the government, it is a greater challenge because it is 

not part of a culture of competitiveness where there is continuous 

marketing. On the contrary, welfare states - which come and go in 

Western culture - promoted statism and lack of competitiveness. 

Thereby, it led to the government being parsimonious, discreet, 

opaque, and bureaucratic with its offer. 

With the New Public Management and the emergence of governance 

(by some considered to be the same paradigm, according to Rhodes, 

1996), the management of the government brand takes on radically 

different importance from what happened in most of the 19th and 

19th centuries. XX. Municipalities, cities, states, and countries are 

now constantly comparing themselves to each other and have 

conflicting problems. The society that once favored the decision to 

drive a path through the forest may now be furious at the lambs that 

drivers have run over. Public policies and government projects require 

a communication strategy capable of adapting depending on the 

circumstances and a measurement of the impact they have on their 

execution. 

Political brands that are not maintained suffer a lot in times of crisis 

because they tend to improvise, and lose their compass and sense of 

their communication. The mission of professional maintenance of the 

government brand, as well as its reproduction exercise, is that, in 

these moments of imbalance and change, they can adapt and be valid 

in the eyes of citizens. 

3. Introduction to Government Marketing 

Govern marketing concept 

Marketing has been associated as a discipline of administrative 

sciences, at least, that is how Peter Drucker considered it in the sixties of the 

20th century. Still, the tool may have been used long before its conceptual 

definition arrived. Wasn't it an attempt to generate and maintain business 

relationships, those pamphlets left in churches to exchange or sell products 

since the eighteenth century? 

Adapting what was said by Drucker (2015 [1964]: 25), if the 

government really wants to promote the economic development and well- 
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being of its people, it must assume three tasks: a) Give effectiveness and 

security to current economic activities, b) discover or channel the potential of 

people and c) build the future of the community. Marketing in governance 

stems from the need to interact horizontally between the different social actors 

(Eshuis and Kiljn, 2012) to generate changes that impact people's quality of 

life. 

It is necessary to suggest a definition of government marketing. 

Marketing is a "process by which companies create value for their customers 

and establish solid relationships with them to obtain value from them" (Kotler 

and Armstrong, 2012 [1980]: 5). If we go by orthodoxy, government 

marketing - at least in theory - should be the process by which governments 

create public value for their users/citizens and establish strong relationships 

to extract value from them in return. 

Public marketing? Now, according to Valdez (2012: 119 and 120), 

there is public marketing, which includes government marketing, electoral 

marketing, social marketing, institutional marketing, and territorial 

marketing. All these new categories can be considered public marketing; 

however, it has become known and popularized simply as political marketing 

in recent years (Lees-Marshment, ed, 2014 [2012]). 

This entire marketing family is dedicated to exchanging value through 

relationships generated in institutionalized public life. Political marketing is 

an opportunity to establish and maintain relationships of trust between citizens 

who may eventually be voters but who are basically "users/governed" on the 

one hand, and "the parties, candidates or officials" on the other (König and 

König in Lees-Marshment, 2012 ed.: 49). 

 
Value in Government Marketing 

The great debate regarding the definition of a government marketing 

concept results precisely in the concept of value. Nevertheless, it is a debate 

on which public administration and political science arrived late. Actually, 

value in business sciences does not only translate into an interest or monetary 

exchange. For private enterprises, it is normal to point out that value is 

essential both for the client and the company. The value is a meaning that 

awakens emotions, and the brand is the artifice that gathers those emotions. 

For a client, the value of buying a coffee in a prestigious store is in the 

taste and aroma, in what your brand represents and the quality of the service, 

in its philosophy, and what that experience makes you feel. For the company, 
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the value can be the money collected, the loyalty generated, the feedback or 

the word-of-mouth publicity obtained. 

Speaking specifically of government marketing, we have to ask 

ourselves honestly: What do we consider to be valuable? The value for a 

client is the benefits derived from a product compared to its total costs 

(Asensio, 2008: 34). For society, the value of a government administration 

lies in a simple fact: does it work or not? Do you provide the service or not? 

Are you comfortable or upset with your surroundings? Do you trust or distrust 

your government? 

Let us not forget that institutionalization is the process by which 

organizations acquire value and stability (Huntington, 2015 [1968]: 23), based 

on the ability for people and groups to interact -with total freedom of action- 

agree- The more precise the objectives of an organization, the more 

specialized and technical its operations will be, with which there will be less 

opportunity for social forces and unplanned phenomena to affect its 

performance (Selznick, 1984 [1957]: 16). 

The value of a government brand lies in the perception of the 

institutional development achieved, which can be verifiable when interacting 

with its services or demands: the value is in the legitimacy generated. A 

government brand highly valued by its users/citizens will maintain a base of 

recognition for the usefulness of its answers, which provokes a perception of 

legitimacy and, even more, governance. 

Does it work or not? The citizen will perceive that an administration 

is delivering, not when the media suggest it, but when he requests and gets a 

response from the system (Easton, 1989 [1965]). Alternatively, when the 

same administration requires some obligation from the citizen, but in this 

opportunity, it facilitates the way for its fulfillment. The persuasion of the 

message and the facilitation of the processes is where any public 

administration that wants to be considered with a high value should focus. 

Let us discuss the consequence of the loss of government value. Many 

administrations that recently came to power believe they can experiment with 

public services and often fall back on more bureaucracy, errors, or omissions. 

When these failures are perceived by the citizen, when his relationship with 

the administration is affected, he may think that it does not serve him or work. 

That is a precursor to the deinstitutionalization of governments and translates 

into a lack of legitimacy, which is now known as ungovernability. 

Legitimacy is a matter of perceptions; therefore, it is a matter of 

concern to the groups involved (stakeholders). People receive messages in 
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many ways, and when there is no communicative work, they can interpret the 

action or the lack of it in their own way; remember that it is impossible not to 

communicate, according to Watzlawick, Beavin, and Jackson (1981 [1967]: 

57). That is just what happened to Rome when the most remote towns found 

out about the waste in the capital and observed that the local roads were 

getting worse and worse due to lack of maintenance, that was the beginning of 

the end (Miller, 1989: 90 and 115). 

The outputs of government marketing 

It is stated that marketing is a tool of Western democracy. Being a 

strategic tool, political marketing has become a recurring piece in practically 

all modern government manuals. Furthermore, it has a reason for being, since 

communicative action in a democracy rests on the idea that as people 

participate in the development of politics, longer-lasting results are generated 

and governments can make decisions with more support. So, to forge and 

cement a relationship, the government must communicate better. 

There are different mechanisms to communicate what the government 

does; all these tools will have a greater or lesser impact depending on their 

exposure channel and the public's disposition. How these efforts can multiply 

their effectiveness will depend on the strategy they follow because it will give 

coordination and cohesion to the message we want to deliver. These are the 

points of communicative impact, where the government controls the 

preparation of messages and content. Depending on the defined strategy, the 

government can develop: 

● Graphic, symbolic, and auditory identity 

● Statements, speeches, and conferences 

● Newsletters and gazettes 

● Official web pages 

● Official accounts of socio-digital networks 

● Advertising 

● Public awareness 
 

The key is the strategic multiplication of outputs to issue 

communicative impacts in an omnichannel format (Quesenberry, 2019 

[2016]: 38); the same strategic message is spread through different formats. 

Each segment of the audience has preferences about the information it 

consumes. Depending on the population segment to which they belong, the 

citizen will receive the communicative impact in different versions. 
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Therefore, it is vital to maintain an obvious and neat brand strategy so that the 

subject can quickly identify the message. 

4. Trust towards the government 

We won, now what? 

And we finally won. When a candidate wins an election, after the 

celebration and hubbub, this big question arises: Now, what is the next step? 

What will happen to the campaign team? How will we govern? These 

questions are becoming a benchmark for political marketing consultants to 

offer post-campaign services. Because one thing is the strategy by which he 

came to power and quite another, it will be the one that sets the pace of his 

assignment. 

That will also happen to the politicians who will be appointed in the 

different dependencies that will make up the leading actor's cabinet. Above 

all, this initial pressure and uncertainty are firm for the dependencies of the 

central/federal levels and the sub-national levels. In addition to searching for 

their own identity, these officials will have to assume the logic of the strategy 

determined by the close team of the incumbent of the order. 

The immediate response is to diagnose the result. Why did we win? 

Not making a realistic evaluation of the result can destroy the basis of a good 

government strategy. It is necessary to consider whether the office was won 

with a wide margin or if the difference with second place was minimal. It is 

worth being clear about whether it was won by having a great candidate and 

an excellent campaign or by a punitive vote that made the difference over the 

rivals. In his case, many governments are assumed to be an extension of the 

previous administration that was in the hands of the same party, or because of 

familiarity, or closeness with the previous governor. What were people 

looking for when they voted for us? Were they looking for a change? Did they 

want continuity? Did they want to experience another unconventional option? 

Being clear about how the office was assumed is the basis for 

projecting the strategy because it will mark the initial feelings on the part of 

the voters regarding our role in the situation. Two tasks must be carried out at 

the beginning: an initial survey among the population and an analysis of the 

current environment, including the government or the head of the institution. 

Information sought from the start survey: 
 

● Approval of the different levels of governments 

● knowledge levels 

● Quality of leadership knowledge 
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● Knowledge of competitors or potential natural rivals 

● Perceived Citizenship Needs 

● Scenario Specifics 

Conjunctural analysis: 

● In-depth interview with the leader in order to anticipate risks and 

potential for the development of the brand 

● Hemerographic investigation of the profiles: what do the cabinet 

profiles come carrying with them, in addition to interviewing them 

● Fingerprint analysis: It is important to check what the leaders have 

done within the different networks to determine if their personal 

branding is compatible with their audience. 

Should we talk about what happened in the previous administration? 

We return to the central idea: First, you have to think about how the office 

was achieved; if it was because of boredom, it is all right; nevertheless, you 

have to show the ability to solve what others left wrong. In any case, people 

do not like whiny politicians who spend their time talking badly about their 

predecessors or those who hang themselves on the success of others; in fact, 

they are looking for someone to provide solutions, they are looking for a 

genuine and perhaps independent story. Referring to everything that the 

prince must avoid, Machiavelli (2001 [1532]: 121 and 122) says: "What 

makes him contemptible is to pass for inconstant, quick, pusillanimous, 

irresolute, defects from which he has to flee (. ..) striving to show greatness, 

courage, seriousness, and power in their actions." Evidently, the environment 

in which Machiavelli's work was written must be contextualized. 

What a great necessity it is to forecast. The first big stumble is a lack 

of planning or thinking only in the short term. A team that will recently form 

part of a government should start planning their steps based on the offer made 

in the campaign so that there is consistency between what is offered and what 

they will deliver to the citizenry. Obviously, not all politicians came to power 

from viable or even realistic proposals. So there must be an effort to prioritize 

the efforts, the points that may be most relevant to the previous political offer. 

It becomes crucial to give way to a good quality "scar operation." 

Pride is poison for the public image of the new governments. Planning also 

implies managing emotions and keeping the reference to what other 

competitors have offered, so it is not perceived as an exclusive government. A 

government that does not have a good "scar operation" with its competition 
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will govern under the shadow of revenge and the resentment of a sector of its 

people. 

Government credibility 

There is little credibility in the institutions of Latin America. 

According to data from the Latinobarómetro 2018, the credibility of 

practically all Latin American countries was less than 50%. For that year, only 

Costa Rica (50%) and the Dominican Republic (53%) exceeded this 

condition. According to the same index, if we only extract trust in the 

government, the Latin American average only reached 25% in 2018. For the 

parameters of the OECD countries, the average trust in government averaged 

33.9% in Latin America. 

From the outset, people do not believe the government, says Canel 

(2018). The reliability for governments is 43% globally. The above data was 

presented in 2018 by the Edelman barometer, according to his research in 21 

international markets. The OECD investigation resolved in 2017 that the 

average world trust in governments reached 45%. In another piece of data 

shared by Canel (2018: 102) in a study by the European Commission 2017, 

the level of trust of European countries towards their public administrations is 

around 40%. One possible conclusion from these data is that more than half of 

the people distrust the government. Moreover, compared to other regions of 

the world, in Latin America, this attitude is even more accentuated by 

citizens. 

What happens to the governments that come hand in hand with a new 

political option? A new government has the benefit of the doubt, the famous 

"democratic bond." Most governments have an acceptable degree of 

credibility when they start, which is eroded with the development of their 

administrative period. There is a great myth about the de facto rejection that 

citizens have towards politics: this is not true. If that were the case, most 

Western countries would dismantle their political systems. 

It may be that the new government begins with a feeling of relative 

illegitimacy. For example, when the government is elected by a small margin 

of difference concerning another candidate, as in the case of Felipe Calderón 

2006 in Mexico. In his case, he won with a 0.56% difference compared to 

López Obrador, which was about to generate a political crisis until the 

Calderón administration recovered some credibility by starting the "war" 

against organized crime that included a profound reform of the criminal 

justice system in 2008. 
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While governments rarely enjoy credibility, people do like to believe. 

People believe in politicians because solving big problems is a heavy duty for 

the ordinary citizen to assume; hence, they prefer to delegate it to others, to 

leaders and institutions. That is the great argument of delegative democracy 

that Guillermo O'Donnell (2003) and Gustavo Emmerich, et al (2005) talk 

about; In a democracy that has not yet developed a good level of civic culture, 

the citizen believes that participating is reduced to voting, so that others can 

make the relevant transformations. 

Human nature prioritizes narrowing down options. For this reason, 

one of the great lessons that Walter Lippmann (2018 [1921]) has given us is 

that people do not like wide options in political offers; actually, the few things 

that pass the filter of rejections tend to be stereotyped by the public into 

symbols. With the systematization of American democracy, it became clear 

that people prefer only two options and not a sea of candidates/options that 

overwhelm them and generate uncertainty (Bernays, 2005 [1928]: 38). 

For this reason, the definition of a marketing strategy for the 

government becomes a key aspect of all the communication that the 

government will have with its team in order to try to maintain an optimal level 

of credibility. 

The government is currently interested in not precisely that credibility 

is perceived only in social networks but in the mind of the citizen. The 

government has the tools for providing certainty to the governed in moments 

of confusion. As a great premise of this work, something that should already 

be clear is that the reputation of a brand-government is worked on day by day; 

therefore, those involved in the strategic execution of marketing and 

government communication are required to be true professionals to 

understand the citizen. 

However, validation of the government's work cannot come from the 

spokesperson himself. Although many people argue the efficiency that certain 

politicians have to validate themselves in public, inventing their own figures 

or telling the story distortedly, the truth is that already established politicians 

only make these wastes of superiority with vast political capital. For most 

governments and their representatives, self-validation is mocked, if not 

discredited. For this reason, governments usually add third-party institutions 

or organizations to obtain this support. 

Think about this, leaders in different governments and institutions 

have agreed to submit to ISO quality certifications in their services or obtain 

national or supranational official certificates and recognitions. Alternatively, 
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they invite universities to intervene in some phase of a flagship public policy, 

precisely to obtain the legitimacy of a third party. Within the unethical 

actions, it is known that many governments buy contained spaces from the 

media to obtain attention and even possible validation or empathy in the eyes 

of the audience. 

A powerful way to generate credibility is by including groups or 

social groups of influence at the territorial level in some public policy phases. 

If there is one thing that all sophisticated politicians have learned from 

persuasion, it is to engage people in projects, making them invest their time, 

efforts, and even resources, so that they can later defend themselves as their 

own. How significant is the government's involvement with the 

users/governed in defining an agenda and making decisions? 

Credibility comes with the strengthening of the relationship between 

the government and the user/citizen/governed. As mentioned, democracy in 

underdeveloped countries seems like an unfinished project. Therefore, an 

extension that is now called participatory democracy has been developed, 

which seeks to differentiate itself from the traditional representative 

democracy (Roth Deubel, 2018 [2002]: 178). This concept refers to the direct 

participation of citizens in the design of responses to local problems, decision- 

making by consensus, and the verification or audit of their execution. 

In Latin America, it is a common practice of progressive governments 

to develop participatory budget projects, which generate direct involvement of 

stakeholders directly or indirectly affected by a social problem or benefit. 

Power must be visible and tangible for those involved, "the transparency of 

power also depends on the spatial proximity between the rulers and the ruled" 

(Fidozzi in Canto, comp. 2012 [2010]: 190). The key to this type of exercise 

is in the quality of the participation mechanism and in the timely and correct 

dissemination of the activities, meetings, and agreements. That results from 

the commissions involving society and the government; that is, marketing in 

terms of the interaction generated in practice. 

CONCLUSIONS 

First, the mass communication model changed radically with the 

popularization of the Internet. Currently, creating a marketing strategy is more 

valuable than following a propaganda program because it is no longer 

possible to govern solely from the perspective of political leaders; nowadays, 

people want to influence and see their expectations materialized. The 

user/citizen was for many years a simple spectator after voting; today, his role 
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is more critical and demanding because he has a voice -even if it is minimal- 

from his smartphone. 

Second, today it is more relevant to create positioning strategies for 

the government brand from the first day of work. Recognizing a brand is 

complicated when it is not part of a government of continuity or reelection. 

Even when it comes to a government still in office, it must be considered 

working to maintain or improve the brand. 

Third, according to the literature reviewed, it can be defined that there 

are different strategies based on the political origin of the new administration. 

Once the government's objective is clear, a positioning strategy must begin to 

be executed; In that sense, there are no other options because the goal of 

government marketing is for people to recognize and feel that there is a 

relationship with the government brand. 

Fourth, users/citizens will not trust the government if they do not 

perceive that there is valuable work for society and them. When people do not 

appreciate their institutions, there is a risk of ungovernability. Therefore, once 

an election is won, the outputs that society demands must be considered and 

made to fit the narrative of the government brand. People do not want 

excuses, and they want to see results. Just as there is a government that is of 

poor quality, there are others that are good at their job but bad at 

communicating their strategy; Before the people's perception, both can be bad 

because they do not perceive a value delivered. 
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