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ABSTRACT

Nowadays, personal branding is very important in an election campaign. It allows
positioning and differentiation from other candidates. Political branding has developed
considerably in recent years since the seminal work to become a distinct area of research
within the field of political marketing. On this observation, we will present, first, the concepts
of personal brand in general and in politics in particular. Second, the elements that influence
the construction of personal brand. Third, the authors explore the field through qualitative
studies with experts and presidential candidates in order to present a synthesis of key
concepts and recommendations for a successful presidential campaign.
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INTRODUCTION

Political branding (Pich and Newman, 2019) is a recent research topic in political
marketing (Speed et al., 2015; Marland and De Cillia, 2020). This concept can be defined as
the application of traditional commercial branding strategies, theories and frameworks in the
political domain. The goal is to differentiate oneself from political competitors and identify
oneself in the minds of citizens and political entities (Harris and Lock, 2010; Needham and
Smith, 2015; Antoniades, 2020; Nai and Maier, 2020; Pich and Armannsdottir, 2021, 2022;
Plescia et al., 2021). Thus, with the evolution of this conceptin practice and theory, different
political organizations and individuals are now commonly conceptualized as political brands
(Smith and French, 2009; Scammell, 2015; Simons, 2019; Nai, et al., 2019; Nai and Martinez,
2020; Pich, 2022).

However, while research on political brands is evolving, concerns have been raised in
the field. For example, the direct application of commercial marketing concepts in the
political context is not appropriate (Smith and French, 2009; Cwalina and al., 2015). In the
literature review, it seems that there are still not enough models or frameworks for political
brands to manage their identities, images, reputations or positioning in order to create and
develop their political brands (Billard, 2018; Nai & Martinez 1 Coma, 2019; Marland &
Wagner, 2019).

Thus, this research makes five main contributions. First, we present the concept of
personal branding and its issues, in general and in the political domain in particular. Second,
based on the theory, the authors will study the electoral context and the different specificities
of the Tunisian political scene after the revolution. Third, the factors affecting the
construction of a personal brand. Fourth, the authors will present the process of creating a
personal brand and its importance for a presidential candidate. Fifth, we will present a
synthesis of key concepts and recommendations for a successful presidential campaign.

LITERATURE REVIEW
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Personal Brand

The concept of personal brand, although new, is a concept studied in several areas
such in sports and entrepreneurship (Grzesiak, Mateusz, Grzesiak, and Barlow, 2018; Bruno
and Rodrigues, 2019; Te'eni-Harari; Bareket-Bojmel, 2021; Korzh and Estima, 2022).

Indeed, the concept of branding has given spirit and soul to the robotic price-value
transaction. The emergence of the Internet has required individuals, entrepreneurs and
companies to be creative in communicating their public images (Lee and Chen, 2015; Creely
and Henriksen, 2019; Costa and Hallmann, 2022). This technological evolution has induced
the individualization of the concept of the brand, which has given birth to the personal brand,
a brand uniquely attached to a person or a personality (Johnson, 2017; Confente and
Kucharska, 2021). In this regard, the personal brand is the combination of expectations and
perceptions that are created by the audience with the character.

Traditionally, the concept of personal brand was about celebrities, politicians or
professional women who aim to succeed in their careers (Tarnovskaya, 2017). Today, the
means of communication are available for everyone, which has allowed people to have their
own unique personal brands on the identity, qualities of the person himself and his
authenticity.

Developing a personal brand plays an important role in a person’s career and stems
from people’s natural need to improve and develop themselves. However, Peters (1997) cited
the term “personal branding” for the first time in his article entitled “the brand called you”.
“To be in business today, our most important job is to be the chief marketer of the brand
called you”.

According to McNally and Speak (2002), “how others see you” is the main element of
a personal brand. In that respect, they proposed a model where personal brand is similar to the
image perceived by the environment. The researchers consider that personal brand is based on
three interrelated dimensions, namely competence, personal norms and style.

Runebjork (2004) defines personal brand and its associated values as the perception of
an individual’s environment. The author considers that personal brand is not something that
the person does or possesses, but everything an individual does that influences the image
(Simon, 2016, 2019) that the environment perceives of him or her as a brand. In other terms, a
person must pay constant attention to how they behave in order to present themselves as a
unique personal brand.

Gandini (2016) presents the personal brand as the fusion of what the person wants to
project to the target audience (desired identity) and how the audience perceives it (perceived
image) (Agnoletti 2017). According to this author, for a personal brand to be well constructed,
the brand identity must be established and perceived by the audience. According to Manai and
Holmlund (2015) "a personal brand consists of three elements: A core identity (personality,
values, principles, education, and experiences), an extended identity (capability level,
attitudes and culture), and a value proposition (functional, emotional and relational).  The
concept of personal branding has also been defined "as a conscious or unconscious process
that aims to influence the way a person perceives another person, object, or event through the
regulation and control of information during social interaction™ (Thompson-Whiteside et al.
2018).

Political Personal Brand

Personalization in politics has been around decades. Indeed, researchers consider that
the political arena, for example in elections, is moving from an era of party-based political
communication to an era of politician-centric media coverage (Niculae et al., 2015; Van Der
Pas and Aaldering, 2020). In this regard, several political parties and politicians seeking to

2 1528-2678-28-3-168

Citation Information: Hammami, K., & Baghdadi, S. (2024). The importance of personal branding in an election campaign: the
case of the presidential elections. Academy of Marketing Studies Journal, 28(3), 1-17.



Academy of Marketing Studies Journal Volume 28, Issue 3, 2024

differentiate themselves and influence electoral decisions (Smith 2009; Shafiee et al., 2020)
have adopted the concept of the political brand.

Political brands comprise complex interrelated ideological and institutional
components that are presented through the personal characteristics of politicians. This
complexity makes the balance between constancy and renewal difficult as the primary
objective is to generate public loyalty. The personified representation of political components
has fostered this loyalty and has made the political domain less complex for the public; hence
the importance of the concept of the political personal brand.

Building a political personal brand requires going through the same steps as any other
brand. Thus, the identity of a political personal brand is based on values, positions, vision,
ideology (Bosch, et al. 2006) and personal characteristics (Armannsdottir et al., 2019).
Furthermore, Armannsdottir and al. (2019) have proven that political personal brand identity
is strategically constructed by tangible dimensions such as physical appearance, style and
communication tools and intangible dimensions such as lived experience, history, charisma,
authenticity, apparent authority, skills and values (Gehl, 2011; Chen, 2013; Green, 2016).

In order for the political personal brand identity to be clear, consistent and successful,
it must be well communicated to stakeholders. In other words, politicians use online and
offline communication strategies to raise their profile and communicate their values.

Indeed, in order to create a political personal brand that is aligned with the desired
identity, politicians, whether they are party leaders, legislators, parliamentarians or
presidential candidates; use both traditional and digital communication strategies. In addition,
researchers have explored the difficulty of separating the politician's personal brand from that
of their party and consider that this alignment risks stifling the individuality of the personal
brand by maintaining the message and communication of their party (Marland and Wagner
2020). Indeed, Falkowski and Jabtonska (2020), consider that successful campaign strategy
must be balanced with the party's message to be relevant, clear and compelling. Thus, they
argued that the framing imposed by the party is only one of the strategic factors that need to
be considered when managing the personal brand, so that it can emerge with persuasive
messages. Susila et al, (2019) studied young voters' perceptions of the political
communication created and communicated by politicians. They found its importance in
fostering trust, credibility and authenticity of political personal brands. Thus, they also
confirmed the importance of signals, whether they are intangible and symbolic cues such as
the way people speak or tangible cues such as physical appearance, clothing and style.

In this sense, in developing its communication strategy, the political brand is led to
manage verbal and non-verbal elements to promote its image (Landtsheer, De Vries et al.,
2008).

METHODOLOGY

After the revolution in Tunisia in 2011, called Arab Spring, political changes in
Tunisia have emerged and we have seen, more and more interest of the people in politics.
Indeed, the Tunisian of 2014 provides for the separation of powers by involving citizens
through different types of elections. Thus, the Tunisian regime is a quasi-parliamentary
regime where presidential elections are held by direct universal suffrage. In this type of
elections, candidates present themselves personally to the electoral public, which favors the
study of political personal brands, the subject of this research.

This article studies the case of the last Tunisian presidential elections (2019) in order
to explore in depth the different issues of political personal branding and to provide a
framework that will be useful for future research, for political advisors as well as for election
candidates. In the literature review, it seemed to us that there were not yet enough models or
frameworks for election candidates to follow. Candidates did not, to our knowledge, have a
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model that allows them to manage their identities, images, reputations and positioning. Hence
the purpose of this research.

With the advent of new communication tools, the world population is more and more
interested in the personal brand of politicians. The construction of a political personal brand in
a presidential campaign has proven its effectiveness in several electoral contexts such as the
success of Barack Obama'’s brand in reaching power and ensuring global visibility. This leads
to the formulation of the central research question as follows:

"What are the issues of political personal branding in presidential campaigns?"

From this central question requires the answer to the following specific questions is
required:

What is a political personal brand?

What are the contextual factors that influence political personal branding?

How do you build a political personal brand in an election campaign?

How does the personal brand contribute to a candidate's success in the campaign?

oD

Research Approach

The personal brands are shaped by the individual’s personality, identity, history,
experience and values and impacted by their interactions with the environment and the
community in specific cultural context (Edvardsson et al., 2011). Furthermore, this work aims
to explore the issues surrounding the concept of the political personal brand; hence, the use of
a qualitative study is justified by the need to gather in-depth information. This need is in line
with the reasons for using qualitative research presented by Pellemans (1999). In the same
sense, Evrard et al. (1993) consider that exploratory studies are used to: "...determine a certain
number of more precise propositions, specific hypotheses or the understanding of a
phenomenon and its analysis in depth, with all its subtleties, which would not necessarily be
possible with a more formalized study.

In this study, we aimed, first, to explore the contextual specificities of the 2019’s
elections in Tunisia that had an intervention in the creation of the candidates’ personal brands
with a first thematic study in order to have a better comprehension of the main themes
discussed in the interviews (Braun and Clarke 2006). Second, we worked on understanding
the way candidates created their personal brands and the issues they faced. For this, a lexical
study has taken place. The thematic studies helped in understanding the different themes
discussed in depth (Clarke and Braun, 2013). Moreover, the lexical study was used in order to
have a better comprehension of the different sub-themes of the elements of the candidates’
personal brands.

First Study

The first study was conducted with two experts in order to present the state of play of
the context of the presidential elections in Tunisia and the possibility of establishing brand
strategies. This step allowed to identify the specificities of the electoral context and to
complete the theoretical background that helped in the setting up of the interview guides for
the second study. The interviews were semi-structured and lasted one hour. The profiles of the
experts are presented in table 1.

Table 1
PROFILES OF SAMPLE 1

Experts | Training/ Trade | Experience
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Expert 1 Expert in private law; | -President of the National Bar Association between 2013 and 2016,0ne of
Mr. Mohamed Fadhel | the components of the national dialogue quartet that won the 2015 Nobel
Mahfoudh Peace Prize for its successful mission that led to the holding of presidential

and legislative elections in 2014
- Former minister in charge of relations with constitutional bodies, civil
society and human rights organizations.

Expert 2 Expert in geopolitics -Academic researcher in geopolitics.
Dr.RafaaTabib - Member of the observatory of transformations in the Arab world
- Expert advisor in geopolitics

The interview with the expert in law focused mainly on the legal and political context of
the 2019 presidential elections in Tunisia. Since he is a member in one of the parties that have
proposed a candidate for the presidential elections, we interviewed him about the legal
perception of the practice of marketing in politics in Tunisia and about his perception of the
concept of political personal branding based on his experience and observations.

In the opening of the interview, the expert talked about the specificities of the political
system in Tunisia by mentioning that it’s "A hybrid system between a presidential and a
parliamentary one. In fact, according to the constitution, the one who has the most
prerogatives and who represents the real authority is the head of the government who draws
his legitimacy from the parliament, as in a parliamentary regime. However, we have a second
center of gravity, the president of the republic who is elected by universal suffrage, but with
rather limited prerogatives. Which counters the strong legitimacy he draws from the majority
of the suffrage?” For him, this problem conducted to some contradictions in the electoral
laws.

When we talked about the electoral laws in 2019 and its evolution from 2011, he
mentioned some problems, which resulted some social effects. Actually, he assumed that we
are in “a learning phase so we do not have an organized and well-managed political and legal
context.” For the way marketing was managed by the laws, he considered that “the law was
not sufficient to manage the use of marketing, which affected the equality of opportunity
between candidates.” He mentioned also, “the report of the court of accounts proved some
failures and violations of the law, such as financial and advertising fraud.” For him “the
electoral law, concerning parties and association has to be reviewed to have more managed
political marketing and communication.”

Then, we wanted to know more about the political context in these elections and his
perception of the political scene that was presented. He assumed that “the political actors are
still not well structured as in classical democratic schemes.” To support this opinion he
mentioned that the local parties are still not able to “present different candidates for the
different decision making positions in the different organs of the state.” He mentioned, as well
a problem of positioning of the different parties “The parties are not yet well positioned on the
political scene and have not yet built electoral bases.”

To conclude with him we asked about his perception of the impact of these
specificities on the electoral public. He considered that “the lack of the democratic
experience” added to the specificities already mentioned dived the choices not to be” based
primarily on the programs of the candidates but rather on the side, as we say in Latin, "intuitu
personae”, especially that the Tunisian people are looking for the image of the Head of the
country in the candidate.”

The expert has closed the interview by ethical problems of the implementation of the
concept of political brand in the electoral context and considered that the law has to help with
determining the ethical limits in its implementation.

This interview helped the researchers to understand the main political and legal
specificities of the 2019’s presidential elections and the main problems of its context. This
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observatory study helped in the construction of the interview’s guide for the second part of the
study.

To open the interview, the experts described the social evolution of Tunisia before and
after the revolution of 2019 and its impact on the voter’s behavior. In addition, he talked
about the importance of the entrance of political marketing in the scene for the candidates as
well as for the voters. He resumes this by saying,“Tunisia is a country in transition between
several states; we go from a dictatorship to a democracy, from a rather tribal, clan-based
society to an open society, from a society where the choice is collective imposed by a
community to a choice that becomes personal through the act of voting. In this passage enters
the question of political marketing and that becomes an obligatory act for a politician. Thus,
people in Tunisia, especially at the presidential level, voters base their votes on the
representations that candidates provide rather than on their program”

When we asked the expert about the social specificities of the context of the elections,
he mentioned that we would need to understand the specificities of the Tunisian citizen in
order to understand it. He considered that “In Tunisia, we must understand that the citizen
lives with a feeling of injustice and dissatisfaction from birth, that's why, during the elections
he looks for a president who represents justice. In addition, the Tunisian searches for a
president who presents a better version of himself to which he can project him and identify.
This applies to all elections. For the 2019 elections, the people were fed up with the social
class, corruption and were no longer reassured, hence, he sought to feel the return of the state,
he sought justice and he had a fear that has accumulated. "What was interesting about the
2019 campaigns was the emergence of a new approach to almost P to P person-to-person
candidacy and that was really innovative. People who ran on behalf of parties were plagued
by this assailed image of political parties and the salient discourse was more of those who ran
as individuals in a rather solitary way and spoke directly to the public and people wanted to
vote on purely ethical considerations related to values and norms.” The expert also considered
the voters didn’t welcome the political promises and discourse and that “There were also
candidates who ran excellent campaigns in terms of marketing and communication, but who
could not present a convincing speech that would allow people to project themselves.”

About the implementation of marketing and of the context of personal brand in
Tunisia, the expert mentioned, “in the presidential elections, people vote in a personal and
one-to-one way so the communication has to be based on the candidate himself.”

He talked also about the political discourse and its impact on the brand of the
candidate y judging that it was a main problem with the candidates of 2019.

«To have a successful speech in a presidential campaign, it is absolutely necessary to
have a real knowledge of the field. Then, it is necessary to present symbolic objectives in
which people recognize themselves and consider important for their daily life. For example,
when the candidate talks about justice and the term sounds right with the image he gives off,
there is a complementarity between the image and the speech. This is where the
communication of the brand to the public comes into play. The perception of the brand and
the way it is displayed allows people to be reassured because people today are not assured.
The non-conformity between the image and the discourse was one of the problems of the
candidates in 2019.”

For the interview with the expert in geopolitics, it focused rather on the geopolitical
evolution of the different elements of the context in the 2019’s presidential elections, the
expectations of the public, the different campaigns, the concept of the political personal brand
and its application in the Tunisian context. Moreover, he emphasized the study of the social
context and the identification of public expectations for the presidential candidate.

This study served to understand the specificities of the electoral context in 2019,
which helped us to elaborate the interviews’ guide for the second study
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Second Study

The second study was conducted with nine candidates for the 2019 presidential
elections in Tunisia who have experienced the context of building a political personal brand.
Nine out of 26 agreed to respond to our guide. The interviews were conducted face-to-face in
a semi-structured manner and lasted 45 minutes on average.

We have a comprehensive list, all 26 candidates who ran for president in 2019. We
contacted all 26 candidates, by email, filing official applications in their offices. Only nine
candidates agreed to answer our questions and welcomed us. Thus, the sample of the survey
was formed by convenience. Below, in Table 2, is the information about the interviewees. Out
of respect for confidentiality, the candidates are anonymous.

Table 2

PRESENTATION OF PRESIDENTIAL CANDIDATES
Candidate A B C D E F G H |
Age 62 69 49 55 56 60 73 64 63
Type H H H H H H H H H
Number of years in | 10 49 10 16 36 10 50 39 5
politics
Party/ Party | Coalition | Party | Party | Party | Party | Party | Coalition | Independent
independence

The interviews were transcribed verbatim, read and reread by the researchers during the
data collection and were coded by Nvivo-12. The personal experiences of the presidential
candidates provided a rich account of their different journeys.

The Nvivo software allows creating nodes, to control the content of the corpus and to
mark significant extracts. The next step is the coding step to introduce the themes and sub-
themes presented beforehand according to the literature, the interviews with the experts and
with reference to the research topic. The following section presents findings and discussion.

Presentation and Analysis of Results

The purpose of the research is to identify the elements of the political personal brand
and their role in its representation in the minds of voters, and to explore the issues involved in
using personal branding strategies in a presidential campaign.

The literature has highlighted the application of the concept of personal branding in the
political arena, its different elements as well as the different elements of its complex
environment.

The accounts of this study revealed five main different themes around the creation and
the issues facing the political personal brands in presidential campaigns.

The Environment Factors and the Context

The first theme uncovered was the main factors that candidates faced while
conceptualizing their political personal brands. Many candidates highlighted the
considerations they had while creating their personal brands.

The first factor presented by eight candidates was the campaign finance law and the
problems, they faced to understand and respect it.

All the candidates talked about the financing irregularities in the elections and its
impact on their images and on the perception of the elections in general. "One of the factors
that affected the 2019 campaign was financial corruption.” (G).Eight candidates considered
that the financial corruption affected their personal brands management during the campaigns
and they argued that "some financial irregularities committed by some candidates, which
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were noticed by the voters and contributed to blurring the image of all the candidates.” (F). In
addition, “they considered that these fraudulent practices has “(I).

The second factor that seven candidates talked about was media. They considered that
it had a bigger impact than money in the creation of the images of the candidates. "In the 2019
campaign, money did not play a major role. Because there were candidates who had very
large funds and means yet they had small scores, while other candidates who didn't have a lot
of means were able to get very good scores." (A).

Six candidates believed that “The mass media was not neutral and influenced public
opinion” (I). Actually, they considered that the media quota “was not respected” (E) and this
did not give all the candidates the opportunity to present their personal brands and their
qualifications properly. In addition, talking about the presidential debates, the seven
candidates argued that the questions were “targeted and very limited” (I) which blurred the
identities of all of the candidates.

The Political Personal Brand Identity

The second theme uncovered was the political personal brand identity. While the
experiences were extremely personal, opinions were much divided. Every candidate
considered his own strength points to develop his political personal brand identity.

Talking about their identities, the candidates presented four main elements: experience
and history, personality, values and vision.

The first element, candidates talked about was their experience and history. Seven
candidates considered that their experience was important in the creation of their personal
brands and judged it the proof of their legitimacy for the position. The researchers noticed two
different types of experiences presented by the candidates: the first is the experience in
sovereign positions (4) and the second is the story of struggle (3).

For the first type, the candidates considered that their experience in these positions,
nationally and internationally was necessary to prove their competencies “l also wanted to
talk about my international experience in the political field to prove that | am fit for the job.”
(E). In addition, they considered that their experience in such positions prove their personal
values as presidential candidate, “I used my experience as a statesman to show my seriousness
and respect for the law, integrity and public morality.” (1)

The candidates that presented their story of struggle considered that showing the image
of a combatant was important after the revolution to prove their “good faith and honesty” (C).
Moreover, this image served to ensure the votersthat they have the necessary skills, for
example: "To show the image of a politician who has struggled a lot and has enough
experience to have the necessary skills for the position of president.” (E)

Talking about this, we noticed that the candidates who had a story of struggle talked
about the fact that their brands were distorted before the revolution and presented a type of
anti-branding that led them to implement strategies to support their real identities and brands.
For example, “My image was always distorted by the previous systems, since | always fought
against them. Therefore, | presented in the citizen's mind the image of a recidivist without
principles without religion... so | aimed to rectify these preconceived ideas and explain my
history as a fighter.” (B)

In this part, the experiences were extremely different and the candidates’ perception of
the impact of their history was very different but they argued that presenting their experience
to the public helped them to show their competencies. "Someone who is competent and
capable of managing the three areas reserved for the president, international relations,
defense and security.” (D)

The second element considered by seven candidates was personality. They conceived
that presenting a correct personality to the electorate helps the candidate to attract its attention
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and to create a good image in the voters’ minds. The candidates presented different
personalities and every one of them supported it by what he wanted to communicate by it. For
example:

-"I presented myself as a person, who is frank, honest, sincere, selfless but determined. I
wanted to communicate a certain willingness of someone who was ready for justice who was
not included in the system and who has the courage to make critical decisions.” (A)

- "To present someone who carries a vision and is able to act courageously to protect the
country and defend it." (B)

- "l presented myself as a director who can be a leader, savior of the country, who can have a
closeness to the citizens by the rigorous application of the law." (D)

Having an impactful personality was one of the points that the majority of the
candidates argued about its importance in an electoral context.

The third element related to the political personal brand identity presented by the
candidates was personal values. All the candidates affirmed that personal values are very
important for the local audience. The nine candidates considered that being honest and
expressing their true beliefs is necessary “I wanted to be true to my beliefs, to the education |
received, to what I think is right.” (F)

Four of them considered that the values they always fought for were the core of
democracy and based their campaigns on“Democracy is not only based on freedom but it also
has a social aspect which is social justice." (H)

Nevertheless, three others considered that their personal values affected negatively
their campaigns. For example “When I was asked about this, I answered frankly: "Yes, | am
for equality in inheritance”’and the public reaction was generally negative, and this
influenced the voting result” (D).

The fourth element introduced by the nine candidates was their vision. All the
candidates argued about the importance of having a clear vision during a presidential
campaign. The visions they presented were, for them, representative of their whole programs
and strategies presented in their campaigns.

- "Tunisia is an organized state, a state of law, discipline, justice, culture, science.” (I)

- “Order and freedom are not enemies when one is in a state of law. The rule of law is a state
that respects its citizens.” (F)

- "Our vision was to build a strong rule of law besides the slogan of the campaign was a
strong and just state.” (D)

They judged that having a clear vision makes them “more understandable by the
audience” (F) and this helps them to present their brands properly.

Creating a clear identity was very important for the candidates. We noticed that they
worked on different elements and had different considerations while creating and
implementing their personal brands identities.

Positioning Strategy

The third theme uncovered was the importance of the positioning strategy in an
electoral campaign. Five candidates mentioned that they needed to have recourse to different
analysis in order to understand the audience and its needs. These analyses helped them to
elaborate a discourse that meets the electoral expectations. For example:

- “The candidate analyzes the semantics of the society to which he/she is applying to
represent, its needs and demands in order to reconstruct his/her speech so that it is
recognizable and understood by his/her audience.” (E)

- "It was also necessary to study geostrategic and social factors in order to prepare a
convincing speech.” (G).
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- "The candidate must analyze the history of his people, their problems and demands so that
he can detect their problems.” (H)

Talking about the positioning strategies, the candidates mentioned that they had to
consider the political environment after the revolution in their positioning strategies. Four
candidates considered that the scene was divided into “pro the 2011’s engagement and
against it” (B)

The candidates had also explained that they had to differentiate from the others on the
scene. All the candidates presented several differentiation strategies and mentioned, “Being
in an electoral competition with 25 other candidates made the differentiation a must” (E).
For this, we noticed that the candidates had clear differentiation strategies, for example:

- "My differentiation from the other candidates is my history of fighting for freedom for
democracy, for social justice for equality...” (B)

- "I have positioned myself "against corruption” and am even waging a war against
corruption in the country.” (D)

- "My positioning was based on technical skills. | saw that | was following the qualifications
of the president's position™ (E)

- "The positioning we proposed was a total break with the old system in terms of governance.
A progressive choice from the conservatives." (C)

- "The main thing that differentiated us from the others was that we were not set in the short
term.” (F)

As mentioned, the differentiation strategies were very important in such a competitive
environment. In addition, the differentiation itself was based on different aspects, mainly on,
competencies, history of struggle and programs

Political Personal Brand Image

The fourth theme uncovered by four candidates was their personal brands images.
They affirmed that the environment factors especially mass media influenced a lot the voters’
perceptions. They talked about the impact of the lack of communication on their images and
considered that the audience was “conditioned by the mass media” (A) which made it
incapable to judge them objectively.

Therefore, the candidates mentioned that some of what they wanted to communicate
has had a result. For example, the candidates who talked about blurring their images before
the revolution mentioned that some of the targeted public has perceived them differently after
their campaigns. "Young people perceived my relationship with my wife as a sign of open-
mindedness and a love story that he would like to live." (B)

Some others considered that their speeches were the key of their brands and mentioned
that people started having a good perception of them after communicating some of their
values and program points. "People started to be interested in what | was saying especially
since they noticed that | was offering a different discourse about the economic aspects.” (A)

All the candidates considered that their images were not perfectly perceived because of
the media problems.

Permanent Campaigning
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The fifth theme uncovered was permanent campaigning. Thus, five candidates
affirmed the role of having a permanent campaign and of communicating their brands before
the electoral competition. They considered it important to create a clear image in the voters’
minds before the competition in order to be able to concentrate in communicating their
program during the campaign (D).

Some of the candidates talked about their permanent campaigns before the elections,
for example:

- ... did a permanent communication during the five years that preceded the election
campaign. During this period, one of the means that | considered effective was the regional
radios where | made several interventions..." (D)

The participants considered that the perfect way to communicate permanently is to be
present in the political scene in order to present positions and solutions. "The permanent
campaign of a candidate must be aimed at his presence in the political arena to present
positions and solutions to the different problems that he detects through tours in the
country.” (G).

Discussion and Managerial Implications

Overall, compared to the wide research on the concept of political personal brands, its
conceptualization and management in such a competitive context has not been thoroughly
explored. This paper seeks to contribute to the political personal branding literature as a
theoretical lens to understand the creation, implementation and management process of
personal political brands in different contexts.

Theoretical Implications

The literature has highlighted the application of the concept of personal branding in the
political arena, its different elements as well as the different elements of its complex
environment.

Several candidates interviewed addressed the concept of brand identity, which is
consistent with the previous researches (Pich et al., 2020, Pich and Armannsdottir, 2022).
They used the different elements of identity to create their brands and reinforce their images.

This study revealed that the different candidates with different background mentioned the
same elements to create their identities in different ways; the political candidates confirmed
that they wanted to communicate their technical skills and considered it a factor in the
legitimacy of their candidacies. This finding is affirmed by the literature as several
researchers have considered it one of the keys to a successful personal brand (Roberts, 2005;
Shepherd, 2005; Mills et al., 2015; Johnson, 2017).

The candidates linked their skills to their personal experiences and stories. Indeed, they
considered that by communicating their political and social backgrounds, they present
material evidence to the electorate of their merits of the position. Thus, each of the candidates
relied on the specificities of their experience to create their identity and their communication
strategy. The literature highlights the importance of history and experience in building a
unique and identifiable political personal brand (Norris, 2000; Palmer, 2004; Shepherd, 2005;
Parmentier et al., 2013; Manai and Holmund, 2015; Hansen and Treul, 2021; Gailmard,
2022). Indeed Parmentier et al. (2013) considered that the politician's personal experience is
one of the most powerful points of differentiation in his or her branding. They even consider
that the personal brand develops its positioning and gains maturity based on its experience
and history.
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In addition, this study revealed that the candidates attached importance to the impact of
personality traits on the perception of the electoral public. Indeed, they considered that the
image of the politician in the minds of the candidates depends primarily on his personality
traits as a citizen. In this respect, research on personal brand personality confirms their
statements (Singer, 2002; Westen, 2007; Pich and Dean, 2015; Grimmer and Grube, 2019;
Jain et al., 2018; Nai et al., 2022). Parmentier et al. (2013) confirmed the importance of
personal brand personality to differentiate from competitors and to strengthen its
identification with the voting public. Takéacsand et al. (2018) considered that personality is the
foundation of the personal brand.

The candidates had also mentioned their differentiation strategies in the electoral
campaigns and explained that the competitive environment made it essential to be noticeable
by the audience.In the literature, the strategy of differentiation from others is considered
essential for a political personal brand given the complexity of its environment (Parmentier
and Fischer, 2012). Thus, the points of differentiation are related, according to researchers
(Baines et al., 2012; Parmentier and al., 2013; Ordabayeva and Fernandes, 2018), to the social
capital, personality, and personal experience of the politician. In this sense, the competitive
differentiation is considered as the primary focus of political personal brands (Nielsen, 2015;
Rutter et al., 2018; Pich et al., 2019; Fossen et al., 2019).

Talking about their images, the majority of respondents admit its importance. They
believe that different groups in society perceive them differently. According to them, this is
due to several factors: the political family of the citizens' group, anti-branding and ineffective
or insufficient communication strategy.

The researchers confirm the importance of the management of the political personal
image and its importance in the electoral context. They consider the political personal brand
image to be the key to the trust between the candidate and the public which promotes its
success (Baines and O’Shaughnessy, 2014; Nielsen, 2016; Armannsdottir et al., 2019). The
perceptions formed in the minds of voters are directly related to candidates' self-presentation,
nonverbal traits, verbal statements, actions, and performances (Labrecque et al., 2011;
Roberts, 2005).

Managerial Implications

The theoretical background proves that a personal brand does not come naturally and it
takes many elements to emerge. From the findings of this study, a systematic framework is
introduced in Figure 1 that may provide guidance to managing a political personal brand. The
political personal brand issues tool can be used in different ways. First, it can help politicians
to have a complete vision of the different elements of the context that they have to consider
while creating their personal brands during a presidential election. Second, the tool can be
used to create new political personal brands and adjust existing in order to have solid
campaigns. Third, the tool can help politicians to map out their personal brands’ strategies in
order to adjust it routinely during campaigns.

This systematic framework aims to help politicians to develop their personal brands.
While using this framework, politicians need to adjust routinely the contextual elements and
their different strategies in order to have good results (Nwarisi et al., 2021; Grabe and Bas,
2022). The five main themes discussed in this paper have been illustrated in Figure 1. The
relation between the different elements has been co-formulated with the experts and the
interviewers.
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FIGURE 1
CREATING, IMPLEMENTING AND MANAGING POLITICAL PERSONAL
BRANDS

In order to explain more this framework the table-3below will serve to explain its
different parts and its different usages.

Table 3
KEY THEMES RELATED TO POLITICAL PERSONAL BRANDS
Key principle issues Personal brand issues framework
The context Includes the different contextual elements in an electoral

campaign that may influence the creation and the
management of a political personal brand that the politician
has to analyze.

Political personal brand identity creation Based on the different elements of the personal brand
identity and the elements of the context, politicians are
meant to develop coherent identity including tangible and
intangible elements.

Positioning strategy Analyzing the audience and the political scent in order to
create a good positioning strategy coherent with the
identity of the personal brand and noticeable by the
audience. In a competitive context, politicians are meant to
consider differentiation elements in their positioning
strategies

Political personal brand image The personal brand image is created by a good
communication strategy. The main purpose is to have an
image that matches the identity previously created. For this
the candidates has to create a strong communication
strategy that matches their identities and the audience
expectations

Permanent campaigning Permanent campaigning was judged by the participants in
the research as the most useful way to create a clearer
perception in the mind of the audience. The candidate need
to adjust his identity routinely during his permanent
campaign in order to make it effective
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CONCLUSION

The theoretical framework considers that personal branding is not natural and is the
result of many elements. The results of this study show the importance of political personal
branding in an electoral context, the issues at stake, and the elements that impact political
personal branding. This research resulted in a model, which will serve as a reference for
creating, consolidating, positioning or repositioning a political personal brand during an
election campaign. This model highlights all the elements that politicians, political advisors
and communications agencies must consider to ensure electoral success. This research has
contributed to the literature on understanding political personal brands, particularly those
associated with presidential candidates. In the literature, studies have focused on a few key
elements of the political personal brand. This study, therefore, contributes by bringing several
elements together in one research study and exploring the process of creating and managing
the political personal brand in a challenging environment.

This research makes a scientific contribution by presenting some limitations previously
discussed and reveals the beginnings of future research avenues. First, the sampling, out of the
26 candidates, we only have nine candidates who were able to respond to our guide. It will be
interesting to expand our sample and target all politicians. Then the method used, it will be
interesting to use a quantitative method to be able to generalize the results. Second, the
proposed model is only a synthesis of theoretical and empirical results, the list of elements is
not exhaustive, and other studies can complete the list. Third, it is interesting to conduct a
survey among voters and to see their perceptions of the candidates interviewed and then to
compare the desired identity with the perceived identity.
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