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Implications of Political Marketing on Democratic Processes in the U.S. and Japan :
Analysis of the Elections and Governance since 2008
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What does political marketing imply for the democratic processes? Cases of the U.S

. and Japan in the 2008/2009 election campaigns focusing on the change of dysfunctional democratic system,
as well as the following governmental processes , conducted by Obama and the Democratic Party of Japan, w

ere examined and evaluated to clarify the democratic implications of applied marketing in elections and go
vernance. The findings are: 1) marketing may help, particularly for Obama, on market activation and organi
zing the voters by providing a clear alternative, while it backlashes in governance as partisanship remain
s and can be a barrier to compromise and consensus to move the agenda forward. 2) Thus “"delivery® of the p
romised product tends to be far short of the expected, which forces the leaders to redefine the product as
appropriate to the new circumstances. 3) Skills for redesigning the product, promotion and accountability

thus need to be more focused in a governmental marketing model.
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