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EDUCATIONAL QUALIFICATIONS 

1999 PhD Keele University, Department of Politics  
1998 Teaching Certificate in Higher Education Keele University, Department of Education 
1997 MA (Econ.) European Politics & Policy, with Distinction, Manchester University, Department of Government 
1996 BA American Studies & History, First-Class Honours Keele University 
 

 
APPOINTMENTS 

2013 Associate Professor
1
  Auckland University 

2010 Senior Lecturer over the bar  Auckland University   
2005 Senior Lecturer    Auckland University - Department of Political Studies New Zealand 
2005 Senior Lecturer    Keele University 
2003 Lecturer B     Keele University  
2002 Lecturer A     Keele University - Department of Management England UK 
2001-2 Lecturer A    Aberdeen University - Department of Management  
2000-1 Research Assistant   Aberdeen University - Department of Politics and IR Scotland UK  
1997-2000 Graduate Teaching Assistant  Keele University - Department of Politics England UK  
 

 
CAREER OVERVIEW 

 Productive publisher – author/editor of 12 books 

 A-rated researcher in the 2012 New Zealand external research review (PBRF)
2
 

 Established international expertise in political marketing and new research in political leadership and public input 

 Experience conducting over 200 elite interviews with ministers, government staff, political advisors and consultation 
and market research practitioners in the UK, UZ, NZ Oz and Canada 

 Teaching experience in political marketing, government, communication, and the practice of politics 

 Applied politics and practitioner engagement in research and teaching throughout career  

 Innovative and nurturing leadership, involving creation of new groups, organisations, networks and events 
 

 
PUBLICATIONS 

Books 
Monographs 
Lees-Marshment, J (2011) The Political Marketing Game Palgrave Macmillan.  
Lees-Marshment, J (2008) Political marketing and British Political Parties 2

nd
 Revised Edition Manchester University Press 

Lees-Marshment, J (2004) The Political Marketing Revolution Manchester University Press 
Lees-Marshment, J (2001) Political Marketing and British Political Parties: The Party's Just Begun Manchester University 

Press 
 
Sole-edited 
Lees-Marshment, J (ed) (2012) The Routledge Handbook of Political Marketing Routledge. 
 
Co-edited 
Lees-Marshment, J, B Conley and K Cosgrove (2014) Political marketing in the United States Routledge USA 
Marland, A, T Giasson and J Lees-Marshment (eds) (2012) Political Marketing in Canada UBC Press 
Lees-Marshment, J, J Stromback and C Rudd (eds) (2010) Global political marketing Routledge UK 
W. Wymer & J Lees-Marshment (eds), (2005) Current issues in political marketing Haworth Press [Korean translation 

published by Sigma press in 2007]. 
Lilleker, D and J Lees-Marshment (eds) (2005) Political marketing in comparative perspective Manchester University Press 
 
Sole-authored textbook 
Lees-Marshment, J (2014) Political marketing: principles and applications 2

nd
 revised edition Routledge UK  

Lees-Marshment, J (2009) Political Marketing: principles and applications. Routledge UK [Greek translation published by 
University Studio Press, 2013] 

 

                                                        
1 
Associate Professor at Auckland is part of the professoriate, and considered equivalent to US Professor. There are 5 grades: Junior Lecturer (= 

Assistant Professor); Senior Lecturer and Senior Lecturer over the bar (= Associate Professor); and Associate Professor/Professor (= Professor). 
2
 ‘A’ rated means that between 2006 and 2012 the researcher produced research outputs of a world-class standard, established high levels of peer 

esteem and made significant contributions to the research environment. Detailed score was 98% (685/700): 7/7/6 (7 for research outputs, 7 for peer 
esteem; 6 for contribution to the research environment). 7 is the highest possible score. 
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Journal articles  
Lees-Marshment, J (2014) ‘The Democratic Contribution of Political Market Researchers’ Journal of Public Affairs  
Lees-Marshment, J and R. Pettitt (2014) ‘Mobilising Volunteer Activists in Political Parties: The view from central office’ 

Contemporary Politics 
Lees-Marshment, J and D Lilleker (2012) ‘Knowledge sharing and lesson learning: consultants’ perspectives on the 

international sharing of political marketing strategy’ Contemporary Politics 18(3), pp 343–354 
Lees-Marshment, J and A Marland (2012) ‘The perspectives of Canadian political consultants about political marketing’ The 

Canadian Journal of Communication Vol 37(2) pp 333-343 
Lees-Marshment, J (2009) 'Political marketing and the 2008 New Zealand election: a comparative perspective,' Australian 

Journal of Political Science Vol. 44, No. 3, pp. 457–475 
Lees-Marshment, J (2009) 'Marketing after the election: the potential and limitations of maintaining a market-orientation in 

government' The Canadian Journal of Communication Vol 34 No 2 pp 205-227 
Lees-Marshment, J (2008) "Komplexní politický marketing: současné zamyšlení nad minulými závěry a budoucími směry" 

[English title: ‘Comprehensive Political Marketing: current reflections on past conclusions and future directions.’] in 
Politologica 6 pp. 7-22 [co-published as chapter in book in 2007 Pavel Šaradín (ed.): Politické kampaně, volby a 
politický marketing. Olomouc: Periplum, pp. 11-39] 

Lees-Marshment, J (2006) ‘Political marketing theory and practice: a reply to Ormrod’s Critique of the Lees-Marshment 
Market-Oriented Party Model’, Politics, May 26(2) (2006), pp.119-125 

Lees-Marshment, J (2005) ‘The Marketing Campaign: the British General Election of 2005’, special issue of the Journal of 
Marketing Management. Vol 9/10 pp1151-1160, November 

Lees-Marshment, J (2004) ‘Mis-marketing the Conservatives: The Limitations of Style over Substance,’ Political Quarterly 75 
(4) (October-December) pp. 392-397 

Lees-Marshment, J (2003) ‘Marketing good works: new trends in how interest groups recruit supporters.’ Journal of Public 
Affairs 3(4), pp. 358-370 November 

Lees-Marshment, J (2003) ‘Political Marketing: how to reach that pot of gold.’ Journal of Political Marketing Volume 2(1), pp. 
1-32 

Ingram, P. and J. Lees-Marshment. (2002) ‘The Anglicisation of Political Marketing: how Blair out-marketed Clinton.’ Journal 
of Public Affairs 2(2), pp. 44-56  

Lees-Marshment, J (2001) ‘Marketing the British Conservatives 1997-2001.’ Journal of Marketing Management, 17 (9-10), 
pp. 929-41.  

Lees-Marshment, J (2001) ‘The Product, Sales and Market-Oriented Party and how Labour learnt to market the product, not 
just the presentation.’ European Journal of Marketing, 35(9/10), pp. 1074-1084 

Lees-Marshment, J and S. Quayle, (2001)  ‘Empowering the Members or Marketing the Party? The Conservative Reforms of 
1998.’ Political Quarterly 72 (2), pp. 204-212  

Lees-Marshment, J and D. Lilleker, (2001) ‘Political Marketing and Traditional Values: ‘Old Labour’ for ‘new times’?’ 
Contemporary Politics 7(3), pp. 205-216 

Lees-Marshment, J (2001) ‘The Marriage of Politics and Marketing.’ Political Studies 49(4), pp. 692-713. 
 
Chapters in edited books 
Lees-Marshment, J (2014) ‘Partners not protesters? Managing contests to traditional democracy through expanded public 

input into political decision making’ in Democracy, Participation and Contestation: Civil Society, Governance and the 
Future of Liberal Democracy edited by Emmanuelle Avril and Johann Neem, Routledge 

Lees-Marshment, J (2013) ‘Political Marketing and Governance: moving towards the Political Partnership Model of 
organisation’ chapter in New technology, organisational change and governance edited by Emmanuelle Avril and 
Christine Zumello Palgrave Macmillan 

Lees-Marshment, J (2012) ‘National and Labour’s leadership, branding and delivery in the 2011 New Zealand election’ 
Chapter 14 in Kicking the Tyres: The New Zealand General Election and Electoral Referendum of 2001 edited by 
Stephen Levine and Jon Johansson, Victoria University Press pp. 177-189 

Lees-Marshment, J (2012) ‘Political Marketing and Opinion Leadership: Comparative Perspectives and Findings’ Chapter 8 
in Ludger Helms (ed.), Comparative Political Leadership, Palgrave Macmillan pp. 165-185 

Wyman, Matthew, Jennifer Lees-Marshment and Jon Herbert (2012) ‘From Politics Past to Politics Future: Addressing the 
Employability Agenda Through A Professional Politics Curriculum’ Chapter 17 in Teaching Politics and International 
Relations edited by Cathy Gormley-Heenan and Simon Lightfoot, Palgrave Macmillan pp. 236-254 

Lees-Marshment, J (2008) ‘Managing a market-orientation in government: Cases in the U.K. and New Zealand’, in Dennis W 
Johnson (ed.), The Routledge Handbook of Political Management, USA, Taylor and Francis Group, pp. 524-236. 

Lees-Marshment, J (2008) 'Comprehensive Political Marketing: Global Political Parties, Strategy and Behavior' in The 
Routledge Companion to Nonprofit Marketing, edited by Adrian Sargeant and Walter Wymer, Routledge pp. 316-29 

Lees-Marshment, J (2006) 'Political Marketing' in: Raymond Miller (ed.), New Zealand Government and Politics 4th edition, 
Oxford University Press pp.488-98 

 
Chapters in my own edited books 
Empirical chapters 
Lees-Marshment, J (2012) ‘The impact of market research on political decisions and leadership: Practitioners’ perspectives,’ 

Chapter 6 in Political marketing in Canada pp. 91-106 
Lees-Marshment, J (2012) Making space for leadership: the scope for politicians to choose how they respond to market 

research’ Chapter 27 in The Routledge Handbook of Political Marketing pp. 354-365 
Stromback, Jesper, Jennifer Lees-Marshment and Chris Rudd (eds) (2012) ‘Political Party Market Orientation in a Global 

Perspective’ Chapter 7 in The Routledge Handbook of Political Marketing pp 79-92 
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Lees-Marshment, J (2010) 'New Zealand Political marketing: marketing communication rather than the product?' Chapter 5 
in Global political marketing pp.65-81 

Lees-Marshment, J and Robin Pettitt (2010) UK Political marketing: a question of leadership? Chapter 8 in Global political 
marketing pp. 113-127 

Knuckey, J. and J. Lees-Marshment (2005) ‘American political marketing: George W. Bush and the Republican Party’ in 
Political marketing in comparative perspective pp 39-58 

Lees-Marshment, J and D Lilleker (2005) ‘Political marketing in the UK: a positive start but uncertain future’ in Political 
marketing in comparative perspective pp. 15-38 

 
Editorial chapters 
Lees-Marshment, J, B Conley and K Cosgrove (2014) ‘Marketing US politics’ Chapter 1 in Political Marketing in the US 

edited by Lees-Marshment et al, Routledge USA 
Lees-Marshment, J, B Conley and K Cosgrove (2014) ‘US political marketing trends and implications’ Chapter 16 in Political 

Marketing in the US edited by Lees-Marshment et al, Routledge USA 
Giasson, T, J Lees-Marshment and A Marland (2012) ‘Introducing political marketing’ Chapter 1 in Political marketing in 

Canada pp. 3-21 
Giasson, T, J Lees-Marshment and A Marland (2012) ‘Challenges for democracy,’ Chapter 15 in Political marketing in 

Canada pp. 241-256 
Lees-Marshment, J (2012) ‘Introduction: Political marketing in the 21

st
 century’ Chapter 1 in The Routledge Handbook of 

Political Marketing pp. 1-4 
Lees-Marshment, J (2012) ‘New directions in political marketing practice, political marketing and democracy and future 

trends’ Chapter 28 in The Routledge Handbook of Political Marketing pp. 366-386 
Lees-Marshment, J (2010) 'Global Political Marketing' Chapter 1 in Global political marketing pp.1-15 
Lees-Marshment, J Jesper Stromback and Chris Rudd (eds) (2010) Global Political Marketing: Analysis and Conclusions in 

Global political marketing pp.278-297 
Lilleker, D and J Lees-Marshment (2005) ‘Introduction: Political Marketing Goes Global’ In Political marketing in comparative 

perspective pp. 1-14 
Lilleker, D and J Lees-Marshment (2005) ‘Conclusion: Comparative party marketing’ in Political marketing in comparative 

perspective, pp. 205-228. 
 
Edited special journal issues 
Lees-Marshment, J & W. Wymer (eds), (2005) Journal of Non profit & Public Sector Marketing (US journal), Special Issue 

‘Current issues in political marketing’ Volume 14, issue 1-2 
Lees-Marshment, J (2003) International Journal of Non-profit and voluntary sector marketing, Special issue – Broadening 

the concept of Political Marketing, Volume 8, Issue 2 May 2003. Editorial ‘Broadening the concept of political 
marketing’ pp. 104-105 

Lees-Marshment, J (2003) Journal of Public Affairs, Special issue - Political marketing communications, Volume 3, Issue 2; 
Editorial p. 102 

 
In progress 
Integrating Public Input into Political Leadership – a sole authored monograph contracted by Palgrave Macmillan for the 

Palgrave studies in Political Leadership Series edited by Ludger Helms, Robert Elgie, Takashi Inoguchi, Gillian 
Peele and Bert Rockman to be completed in 2014 

__________________________________________________________________________________________________ 
 

ACADEMIC DISTINCTIONS 
 

Awards and Honours 
Fellow of the Graduate Programme of Political Management, Carleton University, Canada, November 2013 onwards 
 
International expenses paid invitations such as keynotes/visiting professorships 
Visiting Professor to the Graduate Programme of Political Management, Carleton University, October 2013 
Keynote ‘Partners not protesters? Managing contests to traditional democracy through expanded public input into political 

decision making,’ Contested Democracy Conference, Université Paris Sorbonne Nouvelle, Paris, September 2012  
Invited speaker for the Department of Government and International Relations Colloquium Series, University of Sydney, 

Australia ‘Political marketing and political leadership: leading through partnership’, June 2012 
Distinguished Visiting Scholar, University of Suffolk, Boston, USA, sponsored by the College of Arts and Sciences, the John 

Joseph Moakley Institute, and the Institute for Diversity in Civic Leadership, March 29-4 April 2011 
Invited participant, Deliberative democracy in Australasia: connecting research and practice. An invited workshop for leading 

researchers and practitioners from Australasia, Europe and North America, hosted by Centre for Citizenship and 
Public Policy, University of Western Sydney, February 3-5 2011 

Visiting professorship, Department of Political Science, Masaryk University, Brno and Department of Politics and European 
Studies, Palacký University, Olomouc, Czech Republic, 21-28 November 2010 

Keynote, UiTM, Malaysia, 'The political marketing game: What really wins elections?' 22 July 2009 
Visiting professorship, Centre for the Study of Democratic Citizenship, Department of Political Science, McGill/Laval 

University, Canada, 21 May-4June 2009 
Keynote, Political Marketing Practice and Research in Canada Workshop, CPSA (Canadian political science association), 

'The political marketing game: What really wins elections?' 27 May 2009  
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Keynote, The Democracy Week Conference, Mid-Sweden University, Sundsvall, Sweden ‘Political marketing: the key to 
electoral success or cause of democratic turmoil?’ 6-10 September 2004 

 
Domestic or part/non-funded invitations 
Visiting fellow, Centre for Governance and Public policy, Griffith University, Brisbane Australia, seminar presentation 

‘Integrating public input into political leadership,’ October-November 2012 
Invited presentation 'Political marketing 2011: to what extent did National and Labour play the game effectively?' for The 

2011 Post-election and electoral referendum conference Victoria University of Wellington February 2012 
Invited speaker on the 2011 New Zealand election panel chaired by Bryce Edwards at the New Zealand Political Studies 

Association Annual Conference, Dunedin, December 2011 
Lecture for City University staff and students of Journalism, Sociology and International Politics entitled ‘The political 

marketing game: playing it to win and help democracy’, UK, March 2010 
Presentation at the Canadian Communications Association, Carleton University, entitled 'Political marketing communication: 

perspectives from global practitioners' Canada, May 2009 
Presentation for the Institute of Communication Studies, Leeds University, entitled 'The Political Marketing Revolution and a 

citizen-driven state’ 2005 
Presentation to the LSE Graduate Conference The British General Election entitled ‘Political marketing and the UK Election: 

the triumph of the political consumer or a return to salesmanship?' April 2005 
Lecture for the Department of Media and Communications studies, Mid-Sweden University, Sundsvall, Sweden entitled ‘The 

Political Marketing Revolution: is marketing transforming politics?’ September 2004 
Presentation to the National Europe Centre, Australian National University, entitled ''Marketing British political parties from 

Thatcher to Blair: the potential and pitfalls of political marketing' 2003  
Inaugural lecture 'Substance not spin: political marketing as a relationship between citizens and the government' for UCAN's 

Centre for Government Communication, Australia, 2003 
Lectures and presentations for the Department of Political Science University of Otago, Dunedin, New Zealand, 2003  
_________________________________________________________________________________________________ 
 

APPLIED POLITICAL SCIENCE/IMPACT 
 
Training/teaching of practitioners 
Training on The Practice of Political Marketing to Carleton University Political Management Graduates, October 2013 
Training day on Political Marketing to Auckland University Labour students, New Zealand, July 2013 
Invited trainer for the Government of Macedonia’s Training for Young Leaders, to teach Political Marketing and Leadership, 

August 2012, part funded by the British Embassy  
Training day on political marketing, University of Suffolk/Moakely Institute, Boston, USA March 28-6 April 2011 
Political Marketing – Managing Public Perception, Victoria University, New Zealand, 2010 
 
Taking Research to practitioners  
Organised an Academic-Practitioner workshop ‘Integrating Public Input into Political Leadership and Government’ with IAP2 

Auckland Branch, The University of Auckland, 7 February 2013 which attracted over 60 consultation staff working at 
central and local government, market researchers, local council politicians, and central government politicians. 

Presentation to the Northern Club ‘What John Key and Helen Clark can learn from Tony Blair about how to do (or not do) 
political marketing?’ October 2007 

Invited/paid lecturer on political marketing and the 2005 election to the Chartered Institute of Marketing Specialist sub-group 
of senior management, Warwick University, 2005 

Talk to PRIA (Public Relations Institute of Australia), at the Canberra Press Club, on political marketing, 2003 
Formal meeting with the Malaysian Prime Minister to discuss political marketing, at his request, Wednesday 22 July 2009 
Informal meetings with New Zealand National Party leader John Key to discuss political marketing 2007-8 
 
Practice/practically oriented research and advice 
Advice given to 23 million (the23million.com.au), an organisation campaigning for a review of the political system along 

deliberative lines in Australia, on the options for integrating public input into government, June 2013 
Advised Young Nats about improving their Facebook site in relation to e-marketing principles, New Zealand, June 2013 
Delivery of a political marketing advisory report for the Indian Government, ‘Developing an effective communications 

strategy for the 12
th
 5 year plan’ requested by the Indian Government’s Planning Commission, June 2012 

Applied research for the New Zealand Act Party. This included a report and Keynote address, at the 2009 ACT Conference 
entitled ‘Political Marketing Plan for Act 2009-2011′ and applied international theory to data conducted and provided 
by Act including focus groups with voters and interviews with MPs and candidates. 

Applied research for the New Zealand National Party: discussions with Professor Steve Bridges about applying political 
marketing lessons to the membership provision and a presentation ‘Regional political marketing’ to the National 
Party Northern Region Conference October 2007 

Lees-Marshment, J and J. Roberts, ‘Why it didn’t work for Labour’, paper published by the UK Chartered Institute of 
Marketing, 2005  

 
Involvement of practitioners in academic events 
The 2010 APSA short course Political marketing: the myths, value and ethics included a practitioner keynote and debates, 

featuring advisors such as Anita Dunn, Obama’s first White House Communications Director; Sara Taylor President 
George W Bush advisor; Patrick Muttart Canadian Prime Minister Stephen Harper advisor.  
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The UK PSA workshop Political marketing: hindering or helping the relationship between government and citizen? Edinburgh 
30 March-1 April 2010 involved the pollsters Roger Mortimore (Ipsos Mori) and Mark Gill (Woodnewton Associates) 

Organiser of a roundtable Political marketing, public opinion and leadership in New Zealand at the 2009 NZPSA conference 
which included former Labour minister Steve Maharey, 

Organised Academic-Practitioner seminar ‘Marketing New Zealand Politics: following or leading the rest of the world? on 
political marketing and New Zealand politics at Auckland University in 2006 including practitioners Mike Williams 
(President, Labour Party) and Steven Joyce (General manager National Party 2002-5) 

Co-organiser of the Political marketing group 2005 conference which attracted 50% practitioner delegates to the e.g. 
Electoral Commission, Hansard Society, The BBC Politics Show, Political Editor for ITV News, Head of Labour’s 
Political Strategy, Deputy Director of the Conservative Research Department and Marketing Director for the Tories 

Director, Centre for Political Marketing. University of Keele, 2004-5, including organisation of a seminar series with 
practitioner speakers such as Will Harris, Director of Marketing for the UK Conservative Party  

Organiser of the Political Marketing Conference, University of Aberdeen, September 2002 which included practitioners in 
panels and debates such as Scottish Conservative leader David McLetchie and SNP leader Alex Salmond 

 
Involvement of practitioners in academic publications 
Political Marketing: principles and applications includes case studies by practitioners such as Gavin Middleton, NZ Act party 

staff 
Global political marketing includes a chapter by Roger Mortimore and Mark Gill, UK pollsters 
The Routledge Handbook of Political Marketing includes a chapter by Alex Braun, from PSB (Penn Schoen Berland), and 

Roy Langmaid, co-creation researcher and former advisor to Tony Blair 
 
Practitioner citations of academic research 
Political marketing research discussed in the book Shopping for Votes by Canadian journalist Susan Delacourt, 2013 
Political Marketing in Canada listed by The Hill Times (Canada's politics and government newsweekly read by politicians 

and advisors in the capitol Ottawa) as one of the top 100 best political, government public policy and Canadian 
history books in 2012. 

Discussion about my keynote presentation to the Act Party in the New Zealand Herald within an article called 'On the road 
back, but nasty bumps ahead' by John Armstrong March 16 2009 
<http://www.nzherald.co.nz/politics/news/article.cfm?c_id=280&objectid=10561880> 

Citation and discussion of market-oriented and sales-oriented parties in ‘From sales to marketing: the evolution of the 
marketing pitch’ by Alex Marland and Susan Delacourt, Policy options, Canada, September 2009 pp. 47-51 

Citation and application of model in ‘Leading from the top’, by Roy Langmaid from Promise who advised UK Labour 
government  

Citation and discussion in Marketing the ALP by Dave Peebles, advisor to Federal Opposition  
 
Media 
Featured in television, radio, newspaper and magazine articles in the UK, US, New Zealand, Australia, Canada, Portugal,  
Poland, Slovakia, the Czech Republic, Iran, India and Thailand, such as: 
Interviewed for and featured in an article on my political marketing research for the Iranian magazine Marketing, published 

TMBA Company (www.tmba.ir), April 2013; article published June 2013 
Interviewed by CBC radio about the market-oriented party model for a pilot around the work of Canadian journalist Susan 

Delacourt for her book on political marketing inspired by the theory, March 27 2013  
Interviewed for and quoted in the US newspaper Washington Post for article by the Associated Press entitled ‘New Zealand 

Prime Minister John Key wins second term’ November 26 2011  
Invited commentator for a blog Shopping for votes on political marketing by the Toronto Star, Canada, 2011 
Interviewed by NZ Fairfax journalist Danya Levy and quoted in article 'John Key: Safe hands, forked tongue?' by Danya Levy 

and Paloma Migone, published online in the newspapers Southland Times/Manawatu Standard 10 November 2011 
Interviewed about political marketing for UK blogger Benedict Pringle, February 2011 
Interviewed by Indian journalist Rizwan Mohammed for an article 'Political icons' in Motherland magazine, India, Volume 02. 

Issue 03. 2011. pp. 68-75 
Interviewed live on Czech TV with fellow conference speaker Aaron Ringel about political marketing, November 2010 
Interviewed in TV3 national news story about New Zealand labour's membership survey on branding 21 April 2010  
Interviewed in TV3 national news story about John Key/National’s use of facebook 24-02-2008  
Member of TV Panel discussion on 2008 election campaign, TVNZ Media 7, October 2008  
Interview analysis of John Key and National for a post-election current affairs programme Sunday on TVNZ, November 2008  
Interviewed about political marketing by Portugese online magazine, Marketing portal 2008 
Radio roundtable, Radio New Zealand, on Blair’s departure and Brown’s ascendancy as UK Prime Minister, Sunday group, 

hosted by Chris Laidlaw, 1 July 2007 
Magazine article, ‘Partia Zorientowana Rynkowo,’ article written about political marketing for Polish magazine Marketing 

Polityczny, 2006 
Interviewed for newspaper article Pravda in Slovak Republic September 2006 
Paid Radio UK 2005 Election night Commentator for BBC Radio Stoke 2005 
Interview on Australian National Radio by veteran interviewer, Geraldine Doogue  2003 
 

 

http://leesmarshment.wordpress.com/organisational-work-in-political-marketing/centre-for-political-marketing-2002-5/
http://www.nzherald.co.nz/politics/news/article.cfm?c_id=280&objectid=10561880
http://www.tmba.ir/
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ACADEMIC LEADERSHIP 

 
President, NZPSA (New Zealand Political Studies Association) December 2010-2012 
This involved heading the organisation, chairing the executive committee, recruiting new colleagues to positions, managing 
NZPSA prizes and international association benefits. Particular innovations include initiating and supporting developments 
such as a new graduate conference in 2011, an NZPSA election expert list, movement to a new membership system to 
improve recruitment and retention, and providing competitive funding for mini projects in 2012 which led to research projects 
and workshops on Gender and politics and the first regional postgraduate conference.  

 
Event and network organisation in political marketing 
Organiser of the first NZ-OZ Political Marketing and Management Conference, Auckland University, which attracted 

academics and research students from Australia and New Zealand, 31 August 2013 
Member of the Scientific panel for the Political marketing conference in Sweden, 2013 
Communications Officer for the UK PSA Political marketing group 2009 to present day (see 

https://sites.google.com/site/psapmg/home and http://groups.google.com/group/political-marketing) 
Lead-organiser of an APSA (American Political Studies Association) short course Political marketing: the myths, value and 

ethics, Washington, September 2010, organised with Ken Cosgrove (Suffolk) and Christine Williams (Bentley) 
Organiser OCIS roundtable Public opinion, political marketing and IR, Thursday July 1 2010, the Oceanic conference on 

International Studies 
Organiser UK PSA workshop Political marketing: hindering or helping the relationship between government and citizen? 

Edinburgh 30 March-1 April 2010 
Organiser roundtable Political marketing, public opinion and leadership in New Zealand with participants Vice Chancellor 

(Massey) and former Labour minister Steve Maharey, Dr Claire Robinson (Massey), Dr Chris Rudd (Otago) and Dr 
Jennifer Lees-Marshment (Auckland) at the NZPSA conference, 2009 

Facilitation of political marketing networks in Canada 2007-9  
Co-convenor Professionalization of Campaigning and Political Marketing section at E.C.P.R. Conference in Pisa, 2007  
Co-Organiser of the Political Studies Association Political marketing group Conference, Political Marketing & the UK 

Election: Reaching the Political Consumer, London 2005  
Founder and chair of the UK PSA Political marketing group, 2002-5 
Director, Centre for Political Marketing. University of Keele, 2002-5   
Organiser of the Political Marketing Conference, University of Aberdeen, September 2002 
Organiser roundtable on political marketing and the 2001 UK election at the 2001 EPOP (Elections, public opinion and 

parties) conference, UK 
 
Postgraduate enrichment co-ordinator Political Studies Auckland University 2010-2011 
This involved creation of a new programme for politics taught postgraduates (Honours, PG Diploma, Masters of public 
policy, Masters of professional studies and Masters in politics), running a staff-student listening meeting; consulting the 
advisors for each degree; creating handouts for new students; developing workshops covering topics such as dissertation 
management, supervision, resources, library and careers; supporting student run politics staff-student quiz and a UK 2010 
election watch; and creating a new comprehensive handbook for all of those degrees for 2011. 
 
Founding Chair of the Departmental Learning and Teaching Committee Political Studies Auckland University 2006-7 
I set up this new committee and oversaw significant progress in teaching and learning policies, procedures and practice 
such as new course evaluation policy, a new submission, extension and penalisation system, and the introduction of study 
skills within all stage one tutorials, a Listening to tutors lunch, creation of Pathways in political studies and adoption of new 
policy on required reference system. Divergent ideas from different people were combined produce effective procedures and 
policies and continual internal communication helped generate support for change. 
 
Director of Quality, Management Department, Keele University, during Institutional Quality Audit Discipline Audit 
Trail 2003-4 
At its’ most basic this role involved creation of a comprehensive new system of student feedback, committee meetings, 
reports; but it expanded to prepare for a university-wide external quality audit. This involved activities such as reviewing the 
UG curriculum provision; creating working parties and course committees, holding a learning and teaching away day, and 
revising the course evaluation and module report form. We passed the institutional audit DAT but it required 3-4 days a week 
for a year and negotiation, sympathy and cajoling of colleagues as well as working closely with the HoD, Dean and PVC. 
 
Chair of UK PSA Working Party on Membership Recruitment 2000-2003 

This involved devising new marketing strategies and proposals to create a programme of membership services and 
administration. I worked closely with the PSA National Office to ensure proposals were implemented, involving careful 
communication and support, and work towards a planned timetable of membership services and administration. The 
programme was successful long-term: it is now well-embedded and membership continues to flourish. 
 
Chair of the UK Political Studies Association Graduate Network 1998-2000 
This involved co-ordinating the committee with a wide range of activity including supporting one-day regional postgraduate 
conferences; producing a PGN newsletter and research directory and negotiating with the PSA Executive committee to 
increase their support for graduates. Graduate membership increased from 90 to over 300 during this time. 
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PEER ESTEEM 

 
Book reviews and reports 
 
Political marketing in Canada (2012) 
'A collection of sophisticated, learned research...this is politics catapulted out of the ivory tower and into the aisles of your 

favourite retail chain...The contributors to this book...have charted that trajectory of politics out of academia into the 
marketplace, and then bounced it back into the ivory tower for rigorous, researched analysis...all those who claim to 
understand modern political strategy, all those pundits and government-relations experts we see on TV, should 
keep this volume at hand as an essential reference.' (review in The Literary Review of Canada June 2012 'The 
Shopping Aisles of Democracy: New insights into the consumer approach to campaigning and governance') 

‘Publication is particularly desirable because the political-marketing approach has hardly been represented in the past 
literature of Canadian politics’ ‘This volume does not position itself as a text on political marketing (i.e. explaining 
the basic concepts to the reader), but rather as a political marketing analysis of Canadian politics.’ (reader reports) 

“An important and innovative book, especially given that the political marketing approach has hardly been represented in the 
literature of Canadian politics. It will introduce Canadian political scientists to a valuable new perspective that will 
spark a new generation of research.” (endorsement by Professor Tom Flanagan, University of Calgary) 

“The first significant account of the political marketing of Canadian political parties, this book is essential reading for those in 
political science, marketing, and communications. Accessibly written, it will also have a wider appeal — among 
journalists, politicians, policy makers, and those working in think tanks.” (endorsement by Professor Walter Wymer, 
University of Lethbridge) 

‘A timely insight into how the modern political realm really works at a number of critical levels. No longer is federal or 
provincial politicking in this country simply a matter of projecting the right personal image or out-muscling one's 
opponents on the issues in a run-up to an election. Nothing in this intensely competitive world is now left to chance 
as explained in this collection of well-written, research-based, highly-analytical essays.’ (review on www.amazon.ca 
April 2012) 

 
The Political Marketing Game (2011) 
‘The Political Marketing Game by Jennifer Lees-Marshment is about as thorough an analysis of a discipline, regarded as 

much an art as it is a science, that one could ever hope for...Lees-Marshment combines 100 interviews (over 5 
years of research, across 5 western liberal democracies) of heavy weight political marketing practitioners with her 
keen understanding of the wealth of existing academic literature on the subject. Undoubtedly, the highlights of the 
book are the musings of communication directors, political representatives, pollsters and strategists including 
(amongst many others) Alastair Campbell, Iain Duncan Smith and Philip Gould, on their various electoral 
battles...This is a hugely informative study on an important field that is changing and developing at an extraordinary 
rate (Review by Progress magazine, March 2011; http://www.progressonline.org.uk/articles/article.asp?a=7839) 

‘Provides an in-depth overview of modern practices and developments in political marketing…utilizes extensive interviews 
from a wide-range of people involved in political marketing, including important advisors to leaders such as George 
W. Bush, Tony Blair and Stephen Harper…the partnership democracy theory presented in the final sections is most 
interesting. The author argues that political marketing, which is essentially deliberative in character, is enhancing 
democracy….voters are…provided with opportunities to not only express opinions but provide solutions…a viable 
partnership is being forged, improving the relationship between the public and politicians and advancing democracy 
in the process’ (Review by the LSE British Politics and Policy blog January 2012) 

 ‘This is a timely and extremely important book and must be published as soon as practical as it will set new standards for 
the discipline and makes the critically important area of political marketing understandable and accessible to 
students and academics.  This is a great text and the author should be congratulated on the quality and depth of her 
work. This book is ground breaking and...will make a difference for students and scholars. It will be a must have text 
and markets for it will be wide as its reach is truly international... the potential to be “the book” in the area’ (reader 
report) 

‘Lees-Marshment not only provides a comprehensive over-view of current developments in political marketing, backed-up by 
an impressive range of key interviewees but she also challenges the notion that political marketing is an enemy of 
democracy and instead makes a powerful argument for it to be regarded as its most powerful ally’ (Endorsement by 
Professor Ivor Gaber, University of Bedfordshire and City University London, UK) 

 
Global Political Marketing (2010) 
‘The chapters offer an interesting overview of how marketing is both a feature of politics across disparate national contexts 

as well as illustrating how marketing concepts can be used to explain political behavior...In terms of testing the 
extent to which systemic factors influence political behavior, this offers useful Insights...this is a valuable addition to 
understanding how marketing is used as a strategic tool, and what systemic factors act as drivers of marketization.’ 
(Book review by Darren Lilleker, The International Journal of Press/Politics, 2011) 

 
Political Marketing: principles and applications (2009) 
‘A very solid and concise piece of a much needed work; it comprehensively covers the main issues facing the field’...‘the 

content of the book is very well balanced and the structure of every chapter is chosen skillfully.  Starting with 
general theory and then using case studies to explain and support the theory make the content clear and interesting 
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for the reader’ ‘the practitioner quotes are excellent...[they] emphasize the practical approach of the discipline 
(reader reports)  

'Lees-Marshment is one of the leading scholars in political marketing, and it shows in this comprehensive introduction and 
analysis of political marketing as theory and practice. For anyone interested in political marketing, this is a must-
read' (Endorsement by Professor Jesper Strömbäck, Mid-Sweden University).  

‘This is a wide-ranging and engrossing introduction to a field that, despite its central importance to much of modern political 
activity, is still too little understood by all but the initiated minority’ (endorsement by Roger Mortimore, Director of 
Political Analysis Ipsos MORI Social Research Institute). 

'Jennifer Lees-Marshment has written an exceptional, much-needed study on political marketing.  Its mixture of marketing 
theory, applied politics, and pithy case studies makes this an invaluable addition to our understanding of 
campaigns, elections, and politicking.' (Endorsement by Professor Dennis W. Johnson, George Washington 
University)  

‘The innovative work’ (Review of the political marketing field by Harris, P. and A. Lock 2010. ‘Mind the Gap: the rise of 
political marketing and a perspective on its future agenda.’ European Journal of Marketing Vol 44). 

The book sold over 1000 copies in the first 12 months.  
 
Political marketing in comparative perspective (2005) 
‘The Lees-Marshment model… is concise and very elegant and…convincingly illuminates New Labour’s genesis…. the 

model…is clearly a valuable heuristic device…the authors are not afraid to address the weaknesses in their model 
and remain remarkably open as to its general utility or even to the question of whether political marketing can ever 
provide even partial solutions to key problems for liberal democracies.’ (Book review in Party Politics 13 2007) 

‘Pioneering collection...shows that the introductory phase of fashionable and loose usage of marketing jargon in political 
science is over. The key terms – products, market and goals – are tested so as to both broaden understanding of 
them and to set limits to their utilisation…The book points to substantial questions: the nature of the relationships 
between voter, party member, party leadership and the government in the sense of responsiveness, effectiveness 
and the unfolding of politics and policy through time. The way it provokes these questions makes it well worth 
reading, whether by party politics specialists or other political scientists.’ (Book review in Political Studies Review 
4/2 2006)  

 
The Political Marketing Revolution (2004) 
'It's clarity and energy certainly align with real factors in the way politics is now conducted and perceived.' (Book review in 

Parliamentary Affairs 52/2) 
 
Political Marketing and British Political Parties: The Party’s Just Begun (2001) 
'The author's clear analysis of New Labour strategy [is]….a genuine contribution to the debate about... convergence of 

consumer and citizen' (Book review in Parliamentary Affairs, 55/2);  
'Dispels the myth that political marketing is merely designer politics. Given the dearth of empirically informed political 

marketing research...offers a significant contribution to... political marketing' (Book review in Political Studies 50/4) 
 
Review work 
Reviewed articles for a wide range of journals including top ranked political science journals, such as Comparative Political 

Studies (ranked 12/141 in political science), International studies quarterly (18/141), Political Behaviour (25/141), 
Parliamentary Affairs (30/141), Political Studies (UK) (35/141) and Party Politics (40/141) and Public management 
review; International Studies Perspectives; Pacific Affairs; Australian Journal of Political Science; Journal of Political 
Marketing; Contemporary Politics; International Journal of Press/Politics; Canadian Journal of Communication, 
International Review of Public and Nonprofit Marketing, Australian Journal of Politics and History; and reviewed for 
marketing journals Journal of Management, JCMS, Journal of Public Affairs, European Journal of Marketing. 

Review of funding proposals and end of award project reports for e.g. the UK Economic Social Research Council, The 
National Fund for Scientific Research (Belgium) (http://www.fwo.be/) 

Reviewed book proposals for publishers Sage, Routledge, Manchester University Press, Oxford University Press, Ashgate 
Reviewed first edition of the Journal of Political Marketing 2001 
Reviewer for the ANZMAC conference 2007 
Editorial board member for the International Review on Public and Non-Profit marketing 2009 - 
Editorial board member for a new journal Contemporary European Studies in political science published in the Czech 

Republic, by Department of Politics and European Studies at Palacky University in Olomouc 2006 – 
Editorial board member of the Journal of E-Government (Haworth Press, USA) 2003-2006 
 
Citations and applications 
Google scholar citation count: 913 as of November 2013. In particular, the ‘Lees-Marshment model’ of product, sales and 
market-oriented parties originally published in 2001 has been used in several ways: 
 
a) Utilised as the framework in other political scientists’ research:  
‘Giving voters what they want: Party orientation perceptions and preferences in the British electorate’ by Robert Johns and 

Heinz Brandenburg Party politics 2012. 
‘Confronting EU unpopularity: the contribution of political marketing’ by Pierre Balestrini and Paul Gamble in Contemporary 

Politics, Volume 17, Number 1, March 2011 , pp. 89-107  
Use of Political Marketing in Reinventing The Conservatives - How The Conservatives Became a More Market-oriented 

Party by Pavel Heczko, (2010), LAP Lambert Academic Publishing 
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'Political Marketing Canadian Style? The Conservative Party and the 2006 Federal Election' Canadian Journal of 
Communication (2007 33/1) by Daniel J Paré and Flavia Berger 

 
(b) Subject to debate and critique in political science: 
In the article ‘Political marketing in the Greek context: does market orientation exist?’ by Iordanis Kotzaivazoglou, 

International Review on Public and Non profit Marketing, 2011, 8(1): 41-5 
In the article ‘Limitations and implications of product-oriented, sales-oriented and market-oriented political parties: evidence 

for public affairs’ by Robert P. Ormrod, Journal of Public Affairs, published online 20
th
 October 2011 

In the book Mediating politics: newspapers, radio, television and the internet by Neil Washbourne (McGraw Hill, Open 
university press 2010), pp 47-48 

Within the book Communicating Politics in the Twenty-first Century by Karen Sanders (Palgrave 2008), with specific 
discussion in chapter 2 ‘Leaders and the market-oriented process’ pp 38-40 

In an article ‘Political market orientation and its commercial cousin: Close family or distant relatives?’. By Robert Ormrod 
Journal of Political Marketing, 2007, volume 6 no 2-3, pp 69-90 

In the UK PSA journal Politics - see Ormrod/Lees-Marshment Politics, 2006, May, Volume 26/2. 
In the article ‘Ideal types in political marketing’ by Vojtech Ripka Czech Journal of Political Science 2004, 4, pp. 439-447 
 
(c) Cited and used in other disciplines: 
Business: in the article Capitalizing On Infinitesimal Calculus In Political Marketing’, Global Journal of Management and 

Business Research Volume 11 Issue 5 (April) 2011 by Rowland E Worlu (2011), 
(http://www.journalofbusiness.org/index.php/GJMBR/article/download/489/436). Print ISSN: 0975-5853 

Economics: in the book Introductory Econometrics for undergraduates: A Student's Guide to the Basics by Elia Kacapyr 
(2011) M.E.Sharpe c p 20, 22, 41-2. 

Law: in the book UK Election law: a critical examination by Bob Watt, 2006, pp 19-23 
Medicine: ‘Learning to be NICE: Technology assessment as marketing at the National Institute for Clinical Excellence,’ by 

Duckenfield, Mark; Journal of Medical Marketing, 3/ 2, 2003, pp. 131-144 
Urban studies: ‘UK health action zones: Political accountability and political marketing - perspectives from the South West’ 

by Michael Cole and Lesley Cotterill, Urban Studies, 42/3 2005, pp 397 – 416; 
Social work: ‘Market Orientation in Social Services: An Empirical Study of Motivating and Hindering Factors Among Israeli 

Social Workers by Amnon Boehm, Eran Vigoda-Gadot & Nurit Segev (2011), Administration in Social Work, 35:2, 
138-160, p. 140. 

 
Research funding 

 

Date Granting Agency Amount Title/Activity 

Summer 
2013-14 

Faculty of Arts University of Auckland $5,000 Summer Scholar Government, leadership and the 
public 

Summer 
2012-13 

Faculty of Arts University of Auckland $10,000 Two Summer Scholars; one on Public input into 
government; another with Dr Valentina Cardo on 
Marketing Gender 

2012-2014 Faculty of Arts University of Auckland $30,450 Integrating public input into political leadership 

July-
December 
2012 

Faculty of Arts University of Auckland  $9000 Sabbatical grant 

Summer 
2010-11 

Faculty of Arts University of Auckland $10,000 Two Summer Scholars Citizen Juries and Big 
societies in Downing Street and Open government 
and transformational marketing at the White House 

2009-2012 Faculty of Arts University of Auckland $45,000 Political marketing and democracy: initial 
exploration of marketing in government and the 
impact on the representative relationship 

2010 Political marketing group and George 
Washington University Graduate school of 
political marketing 

(GBP) 1500 APSA short course in political marketing; money 
for refreshments and provision of free room and 
presentation facilities 

Summer 
2009-10 

Faculty of Arts University of Auckland $5000 Summer Scholar Marketing in Government 

May-June 
2009 

Centre for the Study of Democratic 
Citizenship, McGill University, Montreal 

(Canadian) 
$3500 

Visiting scholarship 

January-
June 2009 

Faculty of Arts University of Auckland  $9000 Sabbatical grant 

Summer 
2008 

Faculty of Arts University of Auckland $4000 Summer Scholar Political Marketing & US 
Primaries 

2008-9 Faculty of Arts University of Auckland $24,000 Research Grant for writing completion 

2006 Faculty of Arts University of Auckland   $3000 Faculty of Arts faculty research fund 

2006-7 University of Auckland  $17000 New staff grant 

2005 British Academy (GBP) 1997 2005 Political marketing conference 

 

http://pure.au.dk/portal/en/persons/robert-p-ormrod(d9d7159e-1372-43ae-9f55-08e5846ed0f6).html
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BROADER SERVICE ROLES 

 
External 

 
Professional bodies 
Northern Hub member, National Centre for Tertiary Teaching Excellence, New Zealand 2007-2012 
Website and Communications officer for the NZPSA (New Zealand Political studies association) January – December 2010 
Member of the UK Political Studies Association Executive Committee 2000-2005 
Member, then Vice-Chair of Politics Reference Group, The LTSN (Learning and Teaching Support Network) C-SAP (Centre 
for Sociology, Anthropology and Politics), including review of funding applications, 2001-2005 
 
Teaching assessment 
Adjudicator for MA thesis in political science Victoria University of Wellington, January 2012 
External examiner (NZ) PhD thesis on political marketing advertising Massey University. 2006 
Reviewer of articles for the journal LATISS (Learning and Teaching in the Social Sciences) 2004-5 
External examiner Robert Gordon’s University MSc Corporate Communication and Public Affairs 2002-5 
External examiner PhD thesis on political marketing Cambridge University, 2004. 
External Assessor of BA Political Communication and Media Management, University of Southampton New College 2003 
 
Research support 
External and internal presentations to Doctoral Students in the UK on supervision, conferences and careers 1998-2005 
Founder of the CANE (Central & Northern England) Regional Group of the PSA Graduate Network 1998 
 

Internal 
Research 
Chair of the Department of Political Studies Research Committee, 2013 
Ethics advisor - HoD delegate and signatory for applications to the university committee - for the Department of Political 
Studies, 2013 
Member of University Internal review Social sciences mock panel for the PBRF research assessment exercise, Auckland 
University 2012 
Member of Research committee Department of Political Studies University of Auckland 2008-2009 
Convenor of the New Zealand and comparative politics stream at the 2009 New Zealand Political Studies Association held at 
Auckland University, 2009 
 
IT  
Departmental representative on the Information Technology Faculties' Forum (ITFF) an interfaculty advisory body to the 
University of Auckland IT Strategy and Policy, 2012 
Academic representative on the HR Upgrade Project Octane Steering committee, 2012 
Member of the Faculty of Arts IT and equipment committee, 2010-2011 
 
Equity  
Parental leave advisor/Combining parenting and a career advisor, Auckland University, 2010-2012 
 
Teaching management roles 
UG advisor, Department of Politics, Auckland University, July 2010-June 2012 
Graduate Advisor for BA Hons & PgDip degrees in Political studies June 2009-May 2010 
Chair of Working Party/Course director of UG degree in Marketing, Keele University 2004  
 
Learning and Teaching quality 
Judge for Exposure, Post-Graduate Research exposition Auckland University, October 2010 
Independent Chair PhD oral Department of management, April 2010 
Member of Teaching Excellence Awards Sub-Committee Auckland University 2008 
Sub-Professorial Rep on University Teaching & Learning Quality Committee Auckland 2007-8 
Member of Teaching Improvement grants Sub-Committee Auckland University 2007&2008 
Management Department Rep, Faculty of Social Science Course Development Sub-Committee, Keele University 2003-4 
 
PhD provision 
Semester 2 Co-organiser, PhD discussion groups, Political Studies, University of Auckland 2007 
Member of Working group on Departmental PhD provision, Political Studies, University of Auckland 2007 
Social sciences co-ordinator Graduate Symposium, Keele University 2003-4 
PhD Advisor Department of Management Studies Aberdeen University 2001-2 
Member of Post-graduate review committee Department of Politics and IR University of Aberdeen 2000-1 
Department of Management Representative Graduate School Faculty of Social Sciences Committee Keele 2002-3 
Graduate Representative at University Post Graduate Committee Keele University 1997-1998 
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Mentoring 
Head Tutor Meg Bates Department of Political Studies, Auckland University 2007 
New Lecturer Christina Raftopolou, Keele 2004-5 
Graduate Teaching Assistants Forest Lin and Edward Collins, Keele 2003-5 
 
Management 
Management of research assistants, summer scholars  and service assistants, Auckland 2006 onwards 
Management of temporary support staff, Jenny Bowskill, to work on the quality audit, Keele, Management Department, 
September 2003-July 2004  
Liason with and support of Sandra McDonagh in the PSA National Office 2000-2003  
 

 
TEACHING 

 
Philosophy 

Key strengths include: 

 Practically-relevant teaching 
o Use of real world examples, practitioners and audio-visual material in classes 
o Applied analysis/reports in written assessment 
o Development of transferable skills  

 

 Collaborative teaching 
o Increasing student control of the class with every year through increasing interactivity in class such as 

discussion in lectures, then dropping of lectures to make it a seminar focused on discussion and illustrative 
examples, and then at graduate level, wholly student-led classes 

o Encouraging student submissions to online resources and following up on suggested examples in class 
discussion to create new resources which are added to the online resources. 

o Appointment of students as peer tutors and online managers in UG classes 
 

 Comparative coverage 
o Courses cover the UK, US, Canada, Australia and New Zealand in particular, with additional examples 

from Europe and Asia 
o Students are encouraged to discuss a range of countries and submit assessments on a broad range of 

countries such as Russia and Slovakia 
 

 Research led teaching 
o UG and PG courses are research led, utilising quotes from practitioners interviewed and cases studied 
o Students get to conduct their own research/applied analysis at UG and PG level 
o The research-driven political marketing textbook is utilised for the UG course 
o At UG level there is a research week where myself and postgrads present current research in progress 
o Group discussion meetings are held between research students in political marketing 
o Overall, this develops an active and positive research culture with students progressing from direct 

research papers, to honours dissertation, to masters and then PhD 
 

Courses taught 
 

University of Auckland, Department of Political Studies  
UG: The Practice of Politics 
UG: Political Marketing 
UG: Media, Opinion and Propaganda 
PG: Political Management in Government 
PG: Marketing Leaders and Policy 
PG: Marketing, The Media and Citizens  
CPD (Continuing professional development): Political Marketing - Managing Public Perceptions  
 
University of Keele, Department of Management Studies  
UG: Introduction to marketing 
UG: Political Marketing 
UG: Public Sector Marketing 
PG: MBA Marketing  
 
University of Aberdeen, Department of Management Studies  
UG: Political and Public Sector Marketing,  
PG: MSc/MBA Marketing 
PG: MBA Introduction to teaching formats and learning styles 
PG: Marketing seminars for post-graduate medical students  
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University of Aberdeen, Department of Politics & IR  
UG: Academic Skills: Getting Started 
UG: Guest lectures on Approaches and Issues in Political Science and Political Parties  
 
Keele University, Department of Politics  
UG: Comparative Politics UK/USA 
UG: British Parties and Elections 
UG: Introduction to Politics I 
UG: Introduction to Politics II: Politics of the British Isles 
 

Research supervision 
PhD 
Lead supervisor to Edward Elder, Communication of market-oriented leadership, at Auckland University begun December 

2010  
 
Masters theses 
Sophia Blair ‘Exploring whether online political marketing increase political participation in New Zealand (part-time)’ February 

2011- December 2012 
Phillip Wakefield ‘With or Without You: The Evolution of Marketing Orientated Leadership – The Case Study of John Key’ 

February 2011-February 2012 
Laura Young E-Consultation, Local Government and the OECD Scale of Participation: Achieving Active Participation? July 

2010-June 2011 
Michelle Craig, 'Reconciling electioneering and democracy: Synthesising political marketing and deliberative democracy to 

reconcile a framework for citizen consultation', 2009 
Andrea Garnham, Applying corporate reputation theory to political parties, co-supervised with Dr Liliana Erakovich, The 

Department of Management, part-time, The University of Auckland 2007-2009 
Edward Elder 'Rejuvenating a Flailing Market Oriented Government: A Comparative Perspective' supervision taken over 

February 2010, thesis submitted June 2010 
MBA dissertations on marketing at Aberdeen and Keele University 2001-5 
 
Honours Dissertations - examples 
Matthew Jackson, Branding Minor Parties 
Ashlee Ruff, Political trust and public consultation 
Melanie Tuala, Overcoming the Political marketing efficiency paradox: targeting and opposition safe seats 
Phillip Wakefield, Someone like me? Political marketing as an aid for minority representation 
Victoria Murray, Online excellence: the influence of new media on political public relations 
Bailey Duggan, Sinn Fein’s use of political marketing: a model for minority parties seeking political representation? 
Robin Campbell, Successful successions? Small political parties and leadership change in New Zealand 
Shawn Moodie, Report concerning the adaption of political marketing to aid long-term incumbency 
Fraser Nicholas, Maintaining the Political brand: the case of New Labour 
Michelle Craig,The Democratic Implications of the Use of Political Marketing Techniques in Policy Formation 
Viktor Allen Green, Party electoral strategy 
 
Directed research papers – examples 
Matthew Jackson ‘Evaluating the Green Party of Aotearoa New Zealand’s strategy for expanding their market share in the 
2011 General Election and beyond.’ 
Bailey Duggan 'The strategic effectiveness of Howard and Rudd’s policy on the stolen generations'  
Damian McLeod 'How do governments market new policies?'  
Laura Young 'How the Green Party should use social networking in the 2011 NZ General election'   
Phillip Wakefield 'The effectiveness of marketing in helping non-profit organisations attract, manage and retain volunteers'     
Shawn Moodie Managing leaders’ reputation in government 
Victoria Murray  Critically evaluate the factors contributing to the success of the Tea Party movement in the United States.  
Glenn Lamont, Improbable Populist: Don Brash, National, and the 2005 Election 
Randall Potter, Politics and the Rise of Political Marketing: Empowering the People or the Elite? 

 
On-line teaching resources 

Facebook page/group for Political Marketing 2012 class 
Course builder site on political marketing with open access, 2010 onwards: www.political-marketing.org.The political 

marketing site is designed to collate a range of resources for scholars, students and practitioners interested in 
learning about political marketing. It merges resources that may be used in research and teaching. It has lists of 
literature, audio-visual links and examples, course outlines/syllabuses, group work and assessment. 

Coursebuilder site on media, public opinion and propaganda, 2010 onwards: http://flexiblelearning.auckland.ac.nz/pols231/. 
This site also has lists of literature and audio-visual links and examples. 

Use of Front page and Webct at previous institutions 
 

Awards 
2004 Keele University Rising Star Award for Excellence in Learning and Teaching 
 

http://www.political-marketing.org/
http://flexiblelearning.auckland.ac.nz/pols231/
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Recent peer review comments 
‘The use of slides, video clips and course notes made the seminar rich, diverse, interesting, and easy to follow....Students 

were very attentive for the entire seminar, and particularly engaged with the topic during their group discussions... 
The peer tutors were very articulate and the quality of their answers was extremely high...The groups were clearly 
very comfortable with and interested in what was being discussed...Theoretical models were constantly applied to 
contemporary or past political parties and political events’ (Political marketing, 2012) 

 ‘The classroom session that I observed was lively and engaging...Jennifer’s approach to teaching is excellent. She is 
modelling good practices that could be emulated to good effect by others...To even call the meetings “lectures” is 
something of a misnomer. These are active learning sessions. They are grounded in solid preparation and 
appropriate pedagogical considerations… The flexible learning website associated with Politics 231 offers a rich 
array of material for students. It creates the possibility for students to work their own way through the course, by 
giving them supporting information and resources that effectively scaffold the learning process.’ (Media opinion and 
propaganda, 2010) 

‘An outstanding example of a student-led class...the teaching effectiveness is spectacular’ (Marketing media and citizens, 
2010) 

‘Dr Lees-Marshment’s method of teaching, with her focus on discussion on media footage is particularly innovative. I was 
struck by the degree to which this new approach was carefully though through and supported by the detailed 
syllabus, the text book, the extensive reading list, and the provision of hand-outs. This is a course in which students 
are strongly encouraged to contribute actively to, and to take responsibility for their own learning in class. But they 
are also provided with the resources that they need in order to do so.’ (Political marketing, 2009) 

 
Sample qualitative feedback from student evaluation 
‘Best course I’m taking from a landslide’ 
‘This course is very useful and the most relevant to work life after graduation; should be a core paper for ALL politics majors’ 
‘It would be good if this course was a core compulsory paper for all UG politics students’ 
What was most helpful for your learning? ‘Too difficult to answer – it was all good’ 
What was most helpful for your learning? ‘everything’ 
‘loved the C.V and skills audit – super helpful in the read world’ 
 ‘A keen and impressive lecturer, who is inspiring’ 
‘Class discussion was really encouraged – felt more like two way conversation’ 
‘Good handouts and AV materials…Good course websites and links. Always willing to listen to students and add new 

material’ 
 ‘The open forum of the lectures were an excellent tool for learning and building on new ideas’ 
‘the way we had small group discussions first enabled me to articulate my own ideas’ 
‘The use of current examples was great in making the theories and ideas we were learning relevant. The lecturer had an 

impressive grasp of the subject and was very good at translating this in lectures in ways that made it accessible to 
the class.’ 

‘The use of discussion questions helped reinforce my understanding of the theory’ 
‘Excellent web page (www.political-marketing.org), very good book, excellent lecturer, very stimulating course’ 
‘Well designed and helpful resources on the website’ 
 ‘The self-directed research based assignments were great, allowing you to focus on what you want to research’ 
‘Research and presentation skills were very strongly developed through the lengthy presentation’ 
‘The discussion groups have been really helpful; having discussion leaders help stimulate the arguments and discussions’ 
‘I was a discussion leader so had to engage with everyone’s ideas and of the readings prior. Couldn’t more highly 

recommend this role’ 
 ‘Really enjoyed the process of writing a report. Very applicable and practical, link between theory and the real world showed 

how my politics degree could be used after university’ 
‘I really enjoy your class. Politics is one of my majors and although I've almost finished I've often found it hard to enjoy even 

though I really like politics. So I appreciate how engaging your classes are.’ 
‘Every workshop was valuable not just to the assignments, but also my understanding of how my education would be useful 

in the workforce’ 
 ‘Thank you for this semester. I really learnt a lot from this class about needing to write concisely and understanding how 

policy needs to meet political goals especially in the Government context.’ 
 ‘Inspired me to consider politics as a career instead of as just an interest’ 
 
Comments from research students to UG research week  
‘Political marketing you see every day in the news, everyone talks about it…it’s about ‘understanding what goes on in the 

world today’ 
‘Useful for a future career…the research is something you can apply in politics’ 
‘It opens doors…it’s opened a lot of doors for me’ 
It’s a ‘skill in demand’ 
‘Political marketing is a problem solving discipline’ 
‘In political marketing you can take the things you study and learn and put them into practice’  
 
Practitioner comments from training courses on political marketing 
'This learning will enable me to embark on a marketing project for the next election with better understanding.' 
‘Excellent – fast pace with a lot of material worked great’ 
 


