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Engaging Perceived Value
towards Political
Marketing Mix for Head
of Region Voting Decision
Abstract
This study aims to determine and analyze the role of perceived value in influencing political marketing mix on voting decision for Head of Region in the Election
of Governor and Deputy Governor of Banten in 2017. The population of this
study involves people who have the rights to vote in Banten and are kept on the
permanent voter list. Sample of this study consists of 664 respondents, in which
most of the respondents include casual workers, outsourcing, casual daily laborers,
housewives, and workers who do not need special skills. The proportional random
sampling technique was utilized in determining the number of respondents. SEM
(Structural Equation Modeling) was conducted by applying WarpPLS 6.0. The results of the study indicated that there is a positive and significant relationship between political marketing mix and perceived value concerning the voting decision,
as demonstrated by positive and significant effect on perceived value. The findings
confirmed that political marketing mix influenced the decision to elect a Head of
Region mediated by perceived value. To improve the decision to vote, the researchers believe/suggest that providing attention to political products such as branding
of political candidates, is thus deemed necessary.
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politics, marketing, decision, perceived value

JEL Classification
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INTRODUCTION
Concerned political actors, specifically in Indonesia, inarguably require a thorough study related to political marketing and the trends
conveying the voter behavior, due to several reasons such as: (1)
Indonesia multiparty system, ever existing in 1955, which was reimplemented; (2) Indonesia two election natures which include Pileg
(to elect people’s representatives) and Presidential Election (to elect
president and vice president); and (3) the existence of Government
Regulation Number 6/2005 concerning Election, Ratification,
Appointment and Dismissal of Regional Heads and Deputy Regional
Heads (Firmanzah, 2007).
The political competition map has been inevitably wide-open, where
political candidates are not only allowed to participate in election
directly through the supporting political parties but also as an independent candidate. This phenomenon was stipulated in the decision of
the Constitutional Court (MK) on July 23, 2007.
In line with the development of the political system in Indonesia, the
study of political marketing has grown rapidly, due to five essential
factors. Firstly, the multiparty political system has provided the free-
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dom to establish political parties. Secondly, increasing competition among political parties is inevitable.
Thirdly, voters have more freedom to make their choices, which further encourages the application of
political marketing. Fourthly, political parties have more freedom to determine the platform and identity. Lastly, election serves as an important moment in the nation’s journey, involving political elites
to effortfully participate. The idea of making political marketing as a new discipline does indeed open
into debate. However, from the aspect of needs, political marketing has been practiced for quite a long
time. Historically, political marketing has long been growing and developing in the European countries. In the 1970s, the British Conservative Party advertised their party in the election through Saatchi
advertising agency. As a result, they successfully delivered Margaret Thatcher to be the Prime Minister
of England in 1979. The victory of the Irish woman President, Mary Robinson, was also inseparable
from the political marketing strategy that was commonly applied in the business world. Meanwhile, in
Germany, Green Party and PSD also employed a marketing strategy to defeat Helmut Kohl who had
been governing for a long time (Nursal, 2004).
The concept of perception is definitely applicable in political marketing (Brennan, 2004) according to
the theory of perceived value proposed by Parasuraman (1997). The perception of value in political
marketing can also be influenced by political attributes as produced by political marketers. In making
purchase decisions, consumers are strongly influenced by their perception of the products or services
offered. Therefore, one of the key elements of the success of a marketing strategy involves the development of products stimulated by promotional programs related to the needs of customers (in accordance
with consumer expectations) (Assael, 1995). A person’s perception of stimuli can be formed through
three stages, including: exposure, attention, and interpretation (Solomon, 2004). Value is also defined
as an evaluation of the overall benefits of a product or service, which is based on consumer perceptions
of what they have experienced, both in the form of products and services. Consumer value can also be
interpreted as something perceived by consumers, without the influence of the sellers. Thus, consumer
value is what is desired by consumers and an assessment of the use of products or services offered by
sellers (Woodruff, 1997).
In making the rational decision, one collects as much information as possible about the desired product or service and combines with information that has been previously collected (Solomon, 2004). The
phenomenon of monetary policy in Indonesia serves as a driving factor in voting decision. Based on a
survey conducted by the Indonesian Political Indicators Survey in 2017, 24 percent of Tangerang City
residents who are part of Banten Province accept monetary policy (perceived as normal treatement),
while 76 percent indicate that they reject monetary policy.
Political mix marketing variable, which consists of political products, political promotion, political prices, political places, has a direct effect on voting decision with significant results (Alwi, 2011). Meanwhile,
the research conducted by Widagdo et al. (2014) postulates different results where the relationship between political price and the voting decision was inconsistent and insignificant. Other political marketing mix, consisting of political products, political promotions, political places, has a significant effect.
The relationship between the perceived value and voting decision refers to the results of a research
conducted by Chang and Wildt (1994) indicating the relationship between product attribute information, perceived value, encouragement, and purchase decisions (conventional marketing). Brennan
(2004) stated that the concept of perception is applicable in political marketing. A study conducted by
Parasuraman (1997) found out that perceived value in political marketing can be influenced by political
attributes generated by political marketers.
This research was conducted to find out and analyze the role of perceived value in influencing political
marketing mix on the decision to vote for a Head of Region in the Election of Governor and Deputy
Governor of Banten in 2017.
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1. LITERATURE REVIEW

family, motivation and involvement, knowledge,
attitudes, learning, age groups, and lifestyle) proPolitical marketing is defined as the application of vides such important and strategic roles in conmarketing principles in political campaigns that are sumer’s decision making process, especially if
diverse in individuals, organizations, procedures, there is a high involvement and risk of products or
and involve analysis, development, execution, as services with public facilities (Kotler, 2012).
well as campaign management strategies by candidates, political parties, governments, lobbyists, and Brennan’s research (2004) concludes that there is
certain groups to direct public opinion towards possibility of applying the concept of consumer
their ideology (Newman & Perloff, 2004). The re- value in economic theory into politics. According
lationship between marketing philosophy and its to Woodruff (1997), consumer’s perceived value
application in politics through PMC and political should be conceptualized in three stages, such as:
market orientation has been investigated by O’Cass offering the characteristics, the consequences of
(2001). Basically, the findings of this study indicate offering benefits and consumer goals. In this trithat the emphasis of marketing on voter needs and partite concept, consumer value is conceptualized
satisfaction which are important for political party as a tool-goal hierarchy (Gutman, 1982). At the
functionaries. Besides, Eavani and Kamran (2012) pre-purchase stage, consumers are interested in
described the concept of the political marketing identifying and assessing bids as a group of characmix from the perspective of the history of its de- teristics. Then, after buying and utilizing the prodvelopment. One important part of this research lies ucts, consumers will know the quality of the prodon the criticism of the concept of political market- uct. That means that consumers perceive the value,
ing mix as a controllable variable which provides both in product utilization and ownership. At the
a wide possibility for empirical testing. These find- final stage, consumers understand and relate to
ings are in accordance with a research conducted the achievement of their personal goals. Zeithaml
by Widagdo et al. (2014) pointing out that: (1) there (1988) defines perceived value as a consumer deciis an effect of political products, including party sion regarding the overall superiority and primacy
platforms, track records, and personal characteris- of a product, dividing the components of perceived
tics, on the decision to vote a prospective candidate, value into five parts, which include: brand name,
(2) there is an effect of other parts of political prod- reputation, intrinsic attributes objective price and
ucts on the decision to vote certain political party, perceived monetary price. This study will build a
(3) there are political prices, which include politi- relationship between perceived value (Zeithaml,
cal costs, psychological costs and images, excluding 1988) and other variables as studied in this paper.
the decision to vote candidates and political parties.
Downs (1957) describes that one who selects raPerception is a process carried out by individuals tionally is capable of: 1) making decision when
to choose, organize and interpret stimuli into im- he/she deals with a set of choices, 2) ranking the
ages about the world that are meaningful and rea- available choices so that he/she can compare one
sonable (Schiffman & Kanuk, 2007). Sensation is choice to the others, 3) having a high level of asan immediate and direct response from the five sessment in choosing product, 4) selecting the
senses to simple stimuli (advertising, packaging, best product according to his/her consideration,
brandsing). Zeithaml (1988) defines consum- 5) taking similar decision every time faced with
er perceived value (PNK) as a consumer’s overall similar options. The decision-making process is
assessment towards the use of products/servic- depicted from three different stages, despite interes based on benefits and sacrifices made. In oth- related: starting from input, process and output
er words, PNK is a consumer’s entire assessment (Schiffman & Kanuk, 2014).
of the use of a product/service, which is based on
perceptions of what is received and what is given. 1.1. Hypotheses
Due to its variety among consumers, PNK reflects
barter between the use and components of a prod- The relationship between political products and
uct which is useful for the users. The influence of voting decision was examined by Guzman and
internal factors or personal factors (perception, Sierra (2009). Their research demonstrates that
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the candidate’s image has a positive influence on
voting decision. There are practical opportunities to conduct political campaigns in the future.
Research on the relationship between political
promotion and voting decisions was examined
by Baron et al. (2012). Ellis (2009) confirmed the
relationship between political prices and voting
decision. The premise of this study is charging
prices to voters. Prices are often associated with
economic costs, but there are still some prices or
other costs that must be considered. The relationship between the place of politics and voting decision has been conducted by Dobrzynska et al.
(2003). This study examines the direct influence of
the media on voting decision. In the Election of
DKI Jakarta Governor in 2012, there were three
types of political marketing strategies that influence voting decision (Ediraras et al., 2013), which
are: push marketing, pass marketing; and pull
marketing. Based on the research conducted on
marketing strategy, the researchers assume that
Jokowi-Ahok applied those three strategies to win
the election. Research conducted by Alwie (2011)
stated that political products, political prices, political promotion, and political distribution influence the voting decision.
H1:

Political marketing mix has a positive effect
on voting decision.

The relationship between political products
and perceived value has been investigated by
Alkhawaldeh et al. (2016). In this context, trust
in politics must be accurately proven and commitment plays an important aspect in voter’s decision making. There were two examined variables, which are: trust and voter’s commitment as
independent variables to loyalty for political party.
The results of Alkhawaldeh et al. (2016) study indicated that the two hypotheses tested were proven,
concluding that the higher the confidence in political parties, the greater the influence on loyalty
to political parties, and the commitment of voters
was very closely related to their loyalty to political
parties as well. In other words, a strong emotional relationship ultimately influences the decision
made by voters.
The relationship between political promotion and
perceived value has been reviewed by Fletcher and
Slutsky (2014), pointing out that the campaign is

http://dx.doi.org/10.21511/im.15(4).2019.02

aimed to change the perceptions of voters, one of
which was about the position of the candidates in
the issue spread among society. A positive campaign seeks to change the candidate’s perception
of his or her image or characteristics, while the
negative campaign seeks to disfigure the image
of the political opponents. Thus, each candidate
chooses a mixes campaign in order to maximize
the number of votes.
The relationship between political prices and perceived value has been reviewed by Zeithaml (1988)
who divides propositions into two parts, of: propositions developed based on qualitative data from
exploratory studies and other conceptual frameworks from the literature, and proposition for
empirical evidence that supports and rejects the
reviewed proposition. The relationship between
the place of politics and the perception of value
was reviewed by Hellweg (2011), focusing on how
politicians are allowed to engage social media effectively and utilize this new media outlet as an
important campaign tool. The utilization of social media by a politician significantly influences
and enriches a voter’s knowledge of public figure.
The study has summarized the results of Hellweg
(2011) research by stating that there is a definitive
relationship between the application of social media by a politician and perceived value (the opinion
of society). According to Brennan and Henneberg
(2008), consumer’s perceived value is closely related to the marketing approach and nature of organizations (consumer-oriented).
H2:

Political marketing mix has a positive effect
on perceived value.

The results of the research conducted by Alsamydai
and Al Khasawneh (2013) found that all answers
given by the research sample to various questions
in this study (24 questions) are positive towards
the means of all these questions. This conclusion is
consistent with the assertion of Alsamydai (2000)
regarding the specific criteria for the success of
political candidates. Analysis of data on the third
question related to the conversation skill of candidates depicts the highest value; the average of the
median of 4.56, with a standard deviation value of
0.734. Meanwhile, the twelfth question (regarding
voter’s confidence in the promise of political candidates) ranks the second highest with an average
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value of 4.54 and a standard deviation of 0.806.
However, the analysis of data on the tenth question related to the popularity of candidates’ party
has the lowest influence with an average median of
3.44 and a standard deviation of 1.161. The research
of Shephard and Johns (2008) relevantly informed
the influence of political products on the decision
to vote political candidates in the elections of the
UK. The results of research were conducted by social psychologists regarding the strong evidence of
the relationship between physical appearance and
impression or image. The results of the study indicated that people tend to conclude the characteristics of a person based on non-verbal behavior;
by not creating many assessments of appearance,
especially on facial expressions. Besides, the impression generated in this way then forms a strong
urge to think about the object as captured buy our
visual sight, which is deemed relevant as applied
by the politicians.
Shephard and Johns (2008) also cited the findings
of Rosenberg et al. (1986) that a person’s physical
appearance can give a general impression of the
person, whether he/she is capable of completing
their duty. The relationship between perceived
value and voting decision within the conventional marketing environment was also studied
by Tsiotsou (2005). Upon referring the theory of
Zeithaml (1988), he confirmed that the consumer’s perceived value results in the decision made
by consumers regarding the overall superiority of
a product. Consumer perceptions of quality differ from objective quality. Perception of product
quality serves as a general assessment characterized by a high level of abstraction and refers to a
specific consumption setting. Meanwhile, objective quality refers to the superiority of the actual
technique of a product, which can be verified and
measured (Monroe & Krishman, 1985). The relationship between perceived value and voting decisions has been investigated by Rosenberg et al.
(1986) who studied about how the appearance and
the speech of a political candidate influence the
opportunity of the political candidate including
style shapes of the image which influence voting
decision. Political experts began to examine the
questions about people’s perceptions of political
candidates. Several researchers have examined
the structure of community perceptions of political candidates. The results of the study conducted
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by Rosenberg et al. (1986) depicted that the personal qualities of political candidates greatly influence the perception of political candidates. In
addition, the candidate’s certain commonly desirable characters (religious, charismatic, kindhearted, famous, people-oriented) have a significant influence on the voters’ decision to vote for certain
political candidates.
H3:

Perceived value has a positive effect on voting
decision.

Relationship among candidate marketing,
branding and voter’s choice; the goal of a candidate who has decided to work in politics is to
be the people’s representative. Referring to social factors or political factors of the candidate,
a candidate is portrayed as an unknown product,
for which he must place himself in the voter market. Candidates are demanded to develop a personality (brand image) to get approval from an
organization (company image), enter the main
share of elections (market test), conduct vigorous
campaigns (advertising and distribution), and
place the voter target (market share). Candidates
that can be marketed are selected by brand name,
ability to attract voters, skills in engaging mass
media, and ability to project their candidacy to
the targeted voter segment. The position of a candidate takes certain issues, whether positive or
negative in forming and projecting the brand’s
image and personality to the voters. Political
candidates not only have to develop a marketing
strategy in order to gain voters’ supports but also
to sustain their parties, contributors and voters
(Nwanganga et al., 2017).
According to Scammell (2007), the general value
of branding is both conceptual and practical to
provide a conceptual framework for distinguishing and understanding the relationship between
the perceptions of party’s functional and leaders
(conditions), such as economic management, policy commitment and competence to convey certain
targets, and emotional attractiveness (such as ’one
of us’, authenticity, approachability, and attraction to both eyes and ears). Simultaneously, such
branding value brings emotion and intellectual,
rational and irrational (sometimes irrationally
disturbing), big and small details, all of which are
incorporated into the brand image.
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Perceived value

Decision to vote Head
of Region

Political marketing mix

Figure 1. Conceptual framework
Brand concept becomes a powerful tool for understanding the political image. Political marketing
challenges a typical version of the economy, which
tends to not emphasize the importance of communication, popular culture and personality in politics to engage economics and aesthetics, rational
choice and resonance (Scammell, 2015).
Lalancette and Raynauld (2017) studied online
image management and its impact on the perceptions of leadership in the context of a digital campaign of political celebrity. The results of the study
indicated that images can play an important role
in politics; for voters specifically look for quality
leaders, including: honesty, intelligence, friendliness, sincerity, and trust, when making decisions in voting. Image management techniques
are helpful for voters to create the impression for
politicians having certain characteristics. Political
candidates can daily post pictures or videos to attract voters.
H4:

Political marketing mix has a positive effect
to nonvoting decisions through perceived
value.

2. RESEARCH METHOD
2.1. Population and sample
This study employed a quantitative approach, with
a population that refers to the whole group of people, events, or things of interest that the investigator wants to investigate (Sekaran, 2015). The population in this study involves residents of Banten
Province who have the rights to vote and listed
in the Permanent Voters List (DPT), amounting
to 11,955,243, consisting of 6,097,184 men and
5,858,059 women.

http://dx.doi.org/10.21511/im.15(4).2019.02

The Number of Permanent Voters List (DPT)
for the Election of the Governor and Deputy
Governor of Banten in 2017 is depicted as: (1)
Cilegon City (8 sub-districts; 43 villages; 622
TPS (polling stations), with the number of voters
was 281,369 people, consisting of 141,789 male
voters and 139,580 female voters; (2) Serang City
(6 sub-districts; 66 villages; 959 polling stations),
with the number of voters was 455,291 people,
consisting of 230,587 male voters and 224,704
female voters; (3) Tangerang City (13 sub-districts; 104 villages; 2,468 polling stations) with
the number of voters was 1,127,914 people, consisting of 567,445 male voters and 560,469 female
voters; (4) South Tangerang City (7 sub-districts;
54 villages; 2,205 polling stations) with the number of voters was 881,382, consisting of 437,448
male voters and 443,934 female voters; (5) Lebak
Regency (28 sub-districts; 345 villages; 1,817
polling stations) with the of voters was 936,428
people, consisting of 478,102 male voters and
458,326 female voters; (6) Pandeglang Regency
(35 sub-districts; 339 villages; 1,903 polling stations) with the number of voters was 920,320
people, consisting of 467,423 male voters and
452,897 female voters; (7) Serang Regency (29
sub-districts; 326 villages; 2,181 polling stations)
with the number of voters was 1,109,495 people,
consisting of 561,328 male voters and 548,167
female voters; and (8) Tangerang Regency (29
sub-districts; 274 villages; 4,385 polling stations)
with the total number of voters was 2,022,286
people, consisting of 1,023,622 male voters and
998,664 female voters.
Based on the Permanent Voters List (DPT) in the
Election of Governor and Deputy Governor of
Banten in 2017, the number of voters was 7,734,485
people, consisting of 4 districts and 4 cities covering 155 sub-districts, 1,551 villages and 16,540
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polling stations. The total number of male voters
was 3,907,744, and the number of female voters
was 3,826,741 people (KPU Banten).

3. RESULTS

Based on the socio-demographic data of the respondents, the percentage of male respondents
Based on the formula put forward by Isaac and is 53.16 percent, and the percentage of female reMichael, the sample taken in this study was 664 spondents is 46.84 percent. Based on age, the mapeople. In Banten Province, the respondents jority of respondents are between 32 and 46 years
were spread across eight districts/cities, covering: (39.31 percent). Based on the level of education,
Cilegon City, Serang City, Tangerang City, South the last education of the majority of respondents
Tangerang City, Lebak Regency, Pandeglang is high school (43.07 percent). Based on the occuRegency, Serang Regency, and Tangerang pation, the majority of respondents choose other
Regency by applying proportional random sam- jobs (56.63 percent) and private employees (19.28
pling to polish the use of cluster sampling tech- percent). ’Other jobs’ indicates that the respondnique. In general, the employed technique in ents consist of people with various occupations,
drawing research samples was a combination of such as temporary labor or outsourcing (contract),
two or three techniques. The number of samples honorarium workers, freelancers, housewives, untaken from each regency/city in Banten Province skilled employed, applied to eight regencies/cites
consisted of: Cilegon City (24 people), Serang City in Banten Province. Based on the amount of in(39 people), Tangerang City (97 people), South comes, the majority of respondents receive income
Tangerang City(76 people), Lebak Regency (80 of less than 5 million (88.86 percent). In eight repeople), Pandeglang Regency (79 people), Serang gencies/cities in Banten Province, the majority of
Regency (95 people), and Tangerang Regency respondents are from Tangerang Regency (26.05
percent).
(174 people).
This study applied a Likert scale (1-5) indicating: 3.1. Evaluation of outer model
Strongly Disagree (Score 1), Disagree (Score 2),
for political marketing mix
No Opinion/Neutral (Score 3), Agree (Score 4),
and Strongly Agree (Score 5). In this study, da- Table 1. The results of evaluation of outer model
ta were collected through structured interviews for political marketing mix
with respondents, to obtain information about
Loading
the issues under the study. In addition to interVariable
Indicator
Average
factor
views, this study also utilized questionnaires.
Political product
0.719
3.23
This study employed SEM (Structural Equation
Political
Modeling) and data analysis was completed by Political
0.788
3.03
promotion
using WarpPLS 6.0.
marketing mix

2.2. Research instrument
To measure the political marketing mix, this
study involved the dimensions formulated by
Niffenegger (1988), consisting of: political products, political promotion, political prices, and political places. For the voting decision, the researchers employed a measurement scale as developed
by Solomon (1999) with four indicators, such as:
problem recognition, information retrieval, alternative evaluations, election transparency. To obtain the perceived value, the researchers utilized
the four indicators adopted from Zeithaml (1988),
which included: competitive advantage, political
attributes, figure quality, and brand name.

20

Political price

0.692

2.76

Political place

0.747

2.83

Political marketing mix applied several indicators,
such as: political product, political promotion, political price and political place. Of the four indicators, one that best reflects political mix marketing
is political promotion; as seen from the loading
factor of political promotion amounting to 0.788.
This result indicates that political promotion provides the biggest contribution to the political marketing mix. The average score that reflects the
statement of voters for political promotion is quite
high (3.03). However, the average score that describes the statement of voters for political products has the highest value.
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3.2. Evaluation of outer model
for perceived value
Table 2. The results of evaluation of outer model
for perceived value
Variable

Perceived value

Indicator
Competitive
advantage
Political
attribute
Figure quality
Brand name

Loading
factor

Average

0.680

3.37

0.666

2.78

0.841
0.818

3.50
3.51

tion collection dominantly contributes to voting
decision. The average score that reflects the voter’s
statement for the information collection is quite
high (3.20).

3.4. Hypotheses testing
Table 4. Test results of variable mediation
by using Sobel method for the relationship
between political mix marketing and voting
decision through perceived value
No Procedure Coefficient t value P value
1

Perceived value is a latent variable which is measured by using 4 reflective indicators, including:
competitive advantage, political attributes, quality of figures and brand names. The most indicator
that strengthened the perceived value is the quality of the figure as seen from the loading factor
of figure quality amounting to 0.841. This result
means that the figure quality becomes an indicator with the largest contribution to the perceived
value. Meanwhile, the average score that reflects
voters’ statement for figure quality is quite high
(3.50). However, the average score that describes
the voter’s statement for the brand name has the
highest result (3.51).

3.3. Evaluation of outer model
for voting decision
Table 3. The results of evaluation of outer model
for voting decision
Variable

Voting
decision

Indicator

Loading
factor

Average

0.807

3.05

0.809

3.20

0.803

3.08

Introduction to the
issue
Information
collection
Alternative
evaluation

Voting decision is a latent variable which is measured using 3 reflective indicators, such as: problem
recognition, information collection and alternative evaluation. Meanwhile, voting decision is discarded as this indicator does not meet the criteria.
The indicator presenting the highest voting decisions is information collection, as seen from the
value of the information search loading factor of
0.809. This result apparently depicts that informa-
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PN → KM

0.0813

3.6929

0.0001

Note
Significant

Note: political marketing mix, PN: perceived value, KM:
voting decision.

The results of the Sobel test for the relationship between political marketing mixes and voting decision through perceived value indicates significant
results. Perceived value is proven as a mediating
variable for the influence of political marketing
mix on voting decision.
The picture above demonstrates that all hypotheses (H1-H4) are accepted. The path coefficient
of political marketing mix on the decision to
vote in the Election of the Governor and Deputy
Governor of Banten, amounts to 0.40. The path
coefficient is significant at alpha 5%. This finding supports the results of research conducted by
Alwie (2011), Ediraras et al. (2013), Arofah and
Nugrahajati (2014) clarifying that political marketing mix politic has a significant effect on the
decision to vote, in which higher and better political marketing mix will lead to better voting decision. The path coefficient of political marketing
mix on the perceived value of the candidates in
the election of the Governor and Deputy Governor
of Banten amounts to 0.56. The path coefficient is
significant at alpha 5%, which is relevant with the
results of research conducted by Alkhawaldeh et
al. (2016), Fletcher and Slutsky (2014), Zeithaml
(1988) claiming that political marketing mix has
a significant effect on perceived value. The finding further confirms that higher and better political marketing mix creates better perceived value.
The path coefficient of perceived value for voting decision in the Election of the Governor and
Deputy Governor of Banten amounts to 0.15. The
path coefficient is significant at alpha 5%. This
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Source: The output of Warp PLS, processed by the authors (2018).

R2 = 0.31
β = 0.56
P < 0.01

MMP
(R)4i
®
(r)

PN
(R) 4i

β = 0.15
P < 0.01

KM
(R) 3i

β = 0.40
P < 0.01

R2 = 0.45
Note: MMP: political marketing mix, PN: perceived value, KM: voting decision,*: significant at alpha 5%.

Figure 2. Structural equation model coefficient. The Role of Perceived Value as a Mediator
for Political Marketing Mix on Decision to Vote Head of Regions
finding supports the results of a study conducted
by Rosenberg et al. (1986), Shephand and Johns
(2008), Tsiotsou (2005) insisting that perceived
value has a significant effect on the decision to
vote, where higher and better the perceived value, leads to better voting decision. The path coefficient of political marketing mix on the voting
decision through perceived value in the Election
of the Governor and Deputy Governor of Banten
amounts to 0.0813. The path coefficient is significant at alpha 5%. Higher and better political
marketing mix and perceived value leads to better
voting decision. This result supports the research
conducted by Zeithaml (1988) and Shephand and
Johns (2008) that perceived value was as a mediating variable for influencing political marketing
mix on voting decision.

4. DISCUSSION
The theory establishes the relationship between
political marketing mix independent variables
and other variables, which was from Niffenegger’s
theory (1988) describing political marketing mix
along with its indicators such as political products, including: (1) Party platform, (2) Past record
(notes about the past), and (3) Personal characteristics; as well as (4) Political promotion, which
are: (1) Advertising, (2) Publication (3) Debate
event. Political prices (1) Economic costs, (2)
Psychological costs, (3) National image effects;
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and Political places, which include: (1) Personal
marketing programs, (2) Voluntary programs.
Indicators forming political marketing mix variables are presented by political promotion to improve the political marketing mix through campaign advertisements, publications, and debate
advertisements.
The decision to vote becomes the dependent variable. The decision theory for voting (Solomon, 1999)
has the following indicators of: problem recognition, information search, alternative evaluation
and decision making. Based on the value of the
loading factor as forming variables, the decision to
choose is information seeking. Increasing information retrieval is necessary to pursue to improve
voting decisions for properly elected candidates.
This attempt indicates that the indicators forming
the decision variable deals with the search for information on candidates; thus, voters will have the
right choice.
Then, the intervening variable (mediation) employs the theory of perceived value (Zeithaml,
1988) and indicators of perceived value, which include: competitive advantage, political attributes,
figure quality and the brand name. The quality of
figures indicates the loading factors forming perceptual variables to improve the conceptual perception of good leadership figures from the candidates. The concept of value perception theory
plays as an important element in the development
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of methods and strategies for winning the political competition (Rosenberg et al., 1986; Tsiotsou,
2005; Shephard & Johns, 2008; Alsamydai & Al
Khasawneh, 2013).

During the campaign period, political candidates in Banten Province conducted promotional advertisements through various media channels, such as: television, radio, newspapers, billboards, banners, stickers, websites and social
Voters in Banten Province explained their polit- media (Facebook, Twitter, and Instagram) and
ical views through their decision to vote for the other promotional attributes. Through the mepolitical candidates. They tend to review the track dia, political candidates communicate messagrecords of the selected figures. Based on the can- es to the public, presenting and promoting the
didates’ track records, the voters can conclude profile of political candidates, vision-missions
whether the candidate is worth to vote. If they and work programs and offer development ideassume that a candidate has a good achievement, as in favor of the people.
they will vote for him/ her. In quest for loyalty,
voters tend to not easily swift their choices even During the campaign period, the KPU held a
though the candidate had a bad record.
debate event on television in order to facilitate
political candidates to debate on vision-misHowever, personal characteristics of a candidate sion and work programs. The debate is guidgreatly determine the voting decision, which gen- ed by moderators and independent panelists.
erally cover: visionary; protective; honesty and in- Through this event, people in Banten Province
tegrity; authoritative; smart and innovative; ma- comprehend the leadership qualities and comture; experienced; has good physical appearance; petencies of each political candidate. The effect
popular among the society, and attractive-look. of promotion, especially television through adThe voters in Banten Province assume that their vertising, is considered quite effective in influleader should meet those criteria along with sever- encing the positive image of political candidates
al political products, such as: party platform; track along with other means of political promotion,
records; personal characteristics as the driving such as: media publications; debate event, the
factor for voting decision.
decision driving factor of voting.
The candidates are very concerned about promotional strategies to introduce their figures to the
public. Promotion was carried out massively both
by political candidates and the candidates, before
the campaign period until the silent period (within three days before the election day). Each political party is acutely aware that massive political
advertising will have an electoral impact on him.
Through advertisements, voters in Banten Province
comprehend the profile of the candidates to vote.

Unfortunately, the political candidates in Banten
Province do not have the image of a national figure, as their names are only recognized at the provincial/local level. Even though they are famous
at the national level, they did not have outstanding achievements and positive image. Voters considered them as local figures that did not have
any achievement on a national scale and only
worked hard to build their image to improve their
branding.

CONCLUSION
According to established theories and based on proven previous research, political products, political
promotion, political prices (cost of politic/expenses for politic) and political places have a directly or
indirectly significant influence on voting decision. Voters have a positive perception of political candidates because the political marketing mix variable offered by political candidates fulfils the expectations
of prospective voters. A theory adapted from political marketing mix provides a managerial solution to
manage the supporting teams of the candidates. Political candidates can apply political marketing mix
in the election (for governor/deputy governor), including the election of president, governors/regents/
mayors, DPR-RI (House of Representatives) /DPRD (Regional House of Representatives), and DPD
(Regional Representatives Council).
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23

Innovative Marketing, Volume 15, Issue 4, 2019

Perceived value is in line with the established theories in business marketing, which is applicable to
political marketing. This study signifies that the perceived value, competitive advantage, political attributes, quality of figures, and brand name, provide a directly or indirectly significant influence on
voting decision. Specifically in this study, perceived value serves as a research gap and a novelty, since
the concept of value perception theory has been a decisive variable in political marketing strategy. To
add, perceived value is also an important variable to be tested in future studies, offering a must-accomplish-strategy that should be pursued by political candidates in order to win the election. The concept of
perceived value is significantly relevant to be applied or practiced by political candidates in the election,
such as in Pilgub (election of governor/vice governor) or other elections (Presidential Election, Election
of Regional Heads and Legislative).The concept of perceived value is a combination of marketing management (economic and business/consumer behavior) and political marketing. Linearly, the concept of
perceived value in business marketing can be tested in political marketing, indicating appropriate result
of theoretical relevance. The difference only lies in the object of research related to market of business
and market of political markets.
Voting decision includes an introduction to problem, information collection, and alternative evaluation indicating that the concept of voting decision theory is a dependent variable. Thus, the concept of
decision making in business marketing (consumer behavior) is applicable to be applied as a theoretical
concept of political marketing.
This study suggests the future researchers to back up the data in other devices in order to avoid loss of
data.
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