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The 2001 General Election:
Gareth Smith^ Factors Influencing the Brand Image of

Political Parties and their Leaders

This paper considers the importance of building the brand
image of parties and leaders in modern day politics. Firstly,
the appropriateness of branding in the sphere of politics is
considered. Then, brand image research on political parties

Loughborough ^^^^ ^^^^.^ j^^^^^^^ .^ identified and discussed. From this, theg
^ ^^^^ ^^^^^ j^^^^^^^ .^ identified and discussed. From this, the

University Business advertising (positive and negative), events and celebrity
'̂  endorsements that affected the June 2001 election are

discussed. Finally, some tentative conclusions on political
image management are forwarded along ivith the likely
future developments in this area.
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Introduction

Image helps to sell all sorts of products from cars to sportswear to ice cream.
During the 1997 General Flection, Tony Blair's youthful, energetic image was
a clear electoral advantage over John Major's blandness and Labour
benefited from the comparison. Image impacts on politics as it does on many
other parts of life. Yet politics is different from consumer brands in a number
of crucial ways. Harold Macmillan, for example, when asked what he feared
most in politics, replied simply, "events". Fvents shape the image of
politicians and their parties to a far greater extent than they do in business.
Whilst it is true that Perrier's image was badly affected when benzene was
discovered in its product, few companies face the maelstrom of events that
influence the image of our political parties in a typical year. Moreover, many
of these events are uncontrollable, as the ongoing foot and mouth outbreak
confirms. Faced with this, politicians are heavily constrained in the tools at
their disposal to build the image of their party. They cannot, for example, use
television or radio advertising to enhance positive or offset negative image
dimensions as and when they would like. This article analyses how the
images of the three main parties have developed over time. It then considers
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how effectively the parties used the marketing tools available to them to
influence their image prior to the last general election. It concludes by
discussing better ways of managing the images of political parties in the
future.

Viewing Political Parties and Politicians as Brands
Some academics have cautioned against marketing's application in not for

profit areas such as politics and, more particularly, against viewing political
pardes and politicians as brands (Luck, 1969; Newman, 1994). They suggest
this overstates marketing's capabilities in the area whilst oversimplifying and
minimising the uniqueness of politics. There is, however, increasing
evidence of the general applicability of marketing across a wide range of not
for profit organisations such as imiversities, public libraries and leisure
centres (Davies et al., 1992; Doherty et al., 1998) as well as politics (Smith and
Saunders, 1990; Butler and Collins, 1994; O'Cass, 1996). In particular, brand
building and image development have been forwarded as a fundamental
task in the strategic management of political parties (Kavanagh, 1995; Kotler
and Kotler, 1999; Schweiger and Adami, 1999). Interest in branding is also
evident amongst the highest echelons of British politicians. William Hague
initiated a root and branch review of the Conservative's brand when he
became party leader in 1997. This review, though eventually shelved,
considered changing the party's 'torch of freedom' logo and even the party's
name in an attempt at rejuvenating its image with the electorate (BBC, 1998).
Labour was earlier in adopting branding practices, as witnessed by its
adoption of the pre-fix 'New' as part of a brand re-positioning exercise prior
to the 1997 election. Subsequently, after gaining power, a leaked memo from
Labour's chief pollster, Philip Gould, revealed a continuing concern about
the party's brand image, concluding that, "the New Labour brand has been
badly contaminated. It is the object of constant criticism and, even worse,
ridicule"(BBC, 2000a). Though John Prescott took obvious satisfaction from
dismissing the notion of the party as a brand (Baldwin and Kite, 2000), this
was more to placate traditional Labour voters than a denial that branding
had become an important part of the political landscape.

Having accepted that political brands exist, the question of managing
them and building brands over time arises. The wider branding literature
considers this task under the heading of brand equity. Brand equity is
defined as " a set of assets (and liabilities) linked to a brand's name and
symbol that adds to (or subtracts from) the value provided by a product or
service to a firm and/or that firm's customers" (Aaker, 1991, p. 15). Aaker
(1991, 1996, 2000) and Keller (1993, 1998) have developed seminal models of
brand equity that have directed subsequent thinking in this area. Both Aaker
and, particularly, Keller identify the critical importance of a brand's image in
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creating this customer value. Applied to politics, this value generation takes
two forms. The first is the provision of value to politicians in the form of
greater loyalty to a party and competitive advantage. This loyalty and
advantage should then lead to greater partisanship amongst the electorate
when voting. Secondly, image also provides value to the customer/elector
by enhancing the interpretation/processing of information about the party
and increasing confidence in the voting decision (Aaker, 1991). With these
potential benefits in mind, a more detailed analysis of those factors that most
influenced the brand image of the political parties in the 2001 election
campaign is required. Before this, evidence of the relative importance of
image in influencing voters in June 2001 is provided.

The Importance of Political Brand Images in Determining Voting Behaviour
Any cursory glance at the polls in the run up to the 2001 election would

confirm that the most asked questions relate to voting intentions and the issues
that were of greatest importance in determining that voting intention. The
polls confirmed that Labour would win and that the Health Service and
education were the issues of most concern to the electorate. Only one of the
ten polls that MORI conducted between 8"! May until the 7'*̂  June (the official
campaign period) considered image. This is more surprising given that the
results of that poll showed image to be a greater determinant of voting
behaviour than the parties' policies (see Table 1).

Table 1. Image versus Policies in UK Politics*

Leaders
Parties
Policies

All Mean
(799)
3.2
2.4
4.2

Con Mean
(230)
2.9
2.5
4.4

Lab Mean
(396)
3.4
2.3
3.9

Lib Dem Mean
(121)
3.2
2.3
4.4

* Representative quota sample of 1,013 adults aged 18+, conducted face to
face on 29th May 2001

Respondents were asked to apportion ten marks between the three possible
reasons for their voting choice. Together, leaders and their parties mean
score was 5.6 (out of 10) compared with a mean score of 4.2 for issues. The
Table also shows how remarkably similar this was across the parties. In
trying to explain this, MORI's chief pollster has identified four reasons why
image is so important compared to issues in British politics (Worcester, 2001).
Firstly, there is the salience of the issues to the voters. If voters don't care
about the issue, arguments will not alter existing allegiance. This would
explain the failure of the Tories to attract floating voters with their 'Save the
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Pound' policy and tough stance on economic migrants policies. Secondly
there is discernment. If voters cannot discern any difference on an issue they
care about there is no reason to change allegiance (though they may be less
inclined to vote at all). Thus voters most concerned about increases to basic
rates in direct taxation would have found little to differentiate between
Labour and Conservative in June 2001. Even if there is a discernible
difference, there remains the consideration of ability to enforce the preferred
issue. Voters won't be moved if they think the party with the best policy
won't have the ability to do something about it (a perennial problem for the
Liberal Democrats). Finally, voters will judge if the party espousing a
particular policy on an issue has the will to implement it when in power. If
voters doubt that the party with the best policy on a particular issue has the
will to push it through Parliament, they will be less inclined to vote based on
this issue. Labour and foxhunting might be an example here, given the
cooling of the party on the issue after The Countryside Alliance's mass
demonstrations in London in 1998 and 2000.

If any or all of these conditions apply, or voters simply don't know what
the issues are, the image of the party/leader provides a method of choosing
between the alternatives available on polling day. Whatever the reasons, it is
clear from the preceding discussion that image in politics is of critical
importance and as such merits further analysis. The next section charts the
changing images of the three main parties between the elections of 1997 and
2001.

Leader Image Trends, 1997-2000

MORI have conducted ongoing studies of both party and leader images in
the UK. By looking at these for the period of the last administration, it is
possible to produce a longitudinal study of image changes during the period
1997-2001. The questions used were consistent over the period and were
derived initially from exploratory qualitative research in the form of focus
groups (Worcester, 2001). The questions cover party leader images in terms
of 'sound judgement', 'honesty', 'patriotism', 'personality' and 'narrow
mindedness'. The full list is provided in Table 2, which shows the image of
party leaders in April 2001 and compares them with their image in October
1997.

Not surprisingly, Tony Blair's image in October 1997 was extremely
strong. 58'/o thought that he was a capable leader compared with 9% for
Hague and 38% for Paddy Ashdown. At the same time 50% thought Blair
'has a lot of personality' compared with 8% for Hague and 28% for
Ashdown.

Since 1997, the erosion of Blair's image is both clear and consistent across
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all the dimensions covered. His positive image dimensions have all declined
markedly with the exception of 'good in a crisis' which presumably reflects
his taking charge of the foot and mouth outbreak. The negative image
dimensions have all increased. Most notably, 36"/> felt Blair was 'out of touch
with ordinary people' compared with 6% four years earlier.

Table 2. Comparison of Party Leader Image, 1997-2001*

+ve Image
Dimensions

-ve Image
Dimensions

Capable leader
Good in a crisis
Understands world problems
Has sound judgement
More honest than most politicians
Down to earth
Understands Britain's problems
Patriotic
Has a lot of personality
Average +ve
Talks down to people
Rather narrow minded
Too inflexible
Out of touch with ordinary people
Average -ve
No opinion

Blair %
3 (-25)*
15 (-3)
22 (-9)

13 (-14)
17 (-19)
18 (-19)
25 (-23)
15(41)
24 (-26)
20 (-17)

25 (+16)
15 (+12)
16 (+10)
36 (+30)
23 (+17)

8(+l)

Hague %
12 (+3)
6 (+3)

10 (+4)
5(0)

11 (+2)
12 (+4)
17 (+7)
21(+3)

5(0)
11(+3)
23 (+2)
24 (+8)
13 (+4)
28 (-1)

22 (+3)
17 (-7)

Kennedy %
15 (-23)
3 (-13)
8 (-16)

10 (-11)
20 (-12)
18 (-16)
13 (-18)
7 (-25)
8 (-21)

11 (-17)
3(^)
5(-l)
3 (-2)
6(0)

4 (-2)
46 (+26)

* Figures denote the party leader's standing in April 2001.
brackets denote the change since October 1997.

Figures in

William Hague's image change over the period, though less dramatic, is
probably the more telling politically. From a low image base in 1997 most of
the positive dimensions have improved by 2001 but only slightly. His most
positive image dimension, 'patriotism', where he actually had a lead over the
other leaders, is perhaps explained by his Euro-sceptic stance. More
damaging is the fact that only 5% agreed that he 'has a lot of personality', the
same as in 1997. Also worrying is the increase in his negative image
dimensions. So, for example, as the public found out more about Hague they
perceived him to be more, rather than less, narrow-minded. Despite Blair's
worsening image, it was still more positive overall than Hague's, just prior to
the June election. Given the direct, comparative nature of politics, this
relative difference is more important on polling day than absolute image
changes over time.

Charles Kennedy's position is somewhat different from Blair and Hague.
His personal image appears very weak compared to the position in 1997.



994 Gareth Smith

This, however, hides the fact that it was Paddy Ashdown's image that was
recorded in 1997 and subsequently until he stood down as leader in 1999. On
the positive side, twenty per cent regard Kennedy as 'more honest than most
politicians'. This is higher than the other leaders and probably reflects his
party's policy of higher taxation for higher spending on public services.
Overall though, the results show that he had failed to achieve the same
image status as his predecessor after two years in the post. This point is
reinforced by the high figure (467<0 that had no opinion of his image just
prior to the election.

Party Image Dynamics, 1997-2000

Table 3. Comparison of Party Image, 1997-2000*

+ve Image Keeps its promises
Dimensions Understands Britain's problems

Represents all classes
Looks after interests of people like
us
Moderate
Concerned about those in real
need
Has a good team of leaders
Has sensible policies
Professional in its approach
Average +ve

-ve Image Extreme
Dimensions Promises anything to win votes

Out of touch
Too dominated by leader
Divided
Average -ve
No opinion

Labour

6 (-10)'̂
23 (-25)
18 (-18)
17 (-17)

17 (-4)
19 (-21)

13 (-23)
17 (-20)
11 (-22)
16 (-18)

6 (+3)
42 (+17)
43 (+36)
33 (+18)
25 (+17)
30 (+18)

8(+l)

Conservative

2 (-2)
19 (+5)
10 (+4)
10 (+2)

11(0)
12 (+5)

7(+l)
14 (+2)

11(0)
11(+2)
14 (+3)

48 (+10)
40 (-19)
12 (+2)

31 (-19)
29 (-6)

13 (+4)

Lib. Dem.
/o

4 (-4)
19 (-11)
23 (-9)

9 (-5)

23 (-7)
20 (-11)

11 (-7)
24 (-12)

11 (-7)
16 (-8)

2(0)
14 (-1)

8(0)
3 (-10)

5 (-2)
6 (-3)

38 (+17)

* Figures denote the party's standing in October 2000. Figures in brackets
denote the change since October 1997.

The party image measures and standing of the main parties on those
measures is provided in Table 3. To a large extent they mirror the pattern
already seen for their leaders. Given the inter-relationship between leader
and party this is hardly a surprising finding. So, for example, in 1997, 48% of
those interviewed agreed that Labour understood Britain's problems.
Compared to this, only 14"/, and 30% respectively thought that the
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Conservatives and Liberal Democrats understood these problems. By 2000,
their lead on this image dimension was virtually wiped out (237o for Labour
and 1970 each for Conservatives and Lib. Dems.).

Indeed, Labour's standing on all positive image dimensions has slipped,
in some cases more dramatically than others. Only 13% thought the party
had a good team of leaders in 2000 compared with 36% in 1997. At the same
time all of the negative image dimensions had increased. As with Blair,
many more thought the Party was out of touch than in 1997 (43% from 7%).
The Conservatives on the other hand had improved their image across the
range of positive and negative dimensions. However, despite these
improvements, the party's image still lagged behind Labour.

As for the Liberal Democratic Party, Table 3 highlights that it's image
declined after the 1997 election. However, by 2000, because their decline was
less than Labour's, the Liberal Democrats had the most positive image of all
the parties on dimensions such as 'representing all classes', 'moderate',
'concerned about those in real need' and having 'sensible policies'. In
addition, it had a less negative image than the other main parties on such
dimensions as 'extreme', 'too dominated by the leader' and 'divided'.
However, more respondents in October 2000 had no opinion of the party
than in October 1997 (38% from 21%). This highlights the lack of awareness
and clarity about the image of the party just prior to the election and is in line
with the findings for Charles Keruiedy outlined above.

By way of conclusion about the image trends discussed, the similarity in
patterns between leaders and their parties confirms their inter-relatedness in
the minds of voters. The image of both Labour and Blair have fallen a long
way over the last four years. Hague and the Conservatives do not appear to
have been the cause or much of a beneficiary of this fall as their own image
improvements have been sluggish overall. The Liberal Democrats and
Kennedy have endured the 'double-whammy' of losing a dynamic leader
with a strong image whilst not having the necessary opportunities to re-build
these around their new leader. The positive side to this is that the voters had
largely made up their minds about the images of the two main parties and
their leaders, having seen a lot of them over the period. However, for many,
the Liberal Democrats were something of a blank canvas- a canvas that had
to be quickly filled in during the short period of equal exposure in the run-up
to the election in May and early June.

Factors Influencing Brand Images in Politics

Image is influenced by what organisations communicate about themselves
(King, 1991). The promotional mix available to organisations to achieve this
communication encompasses advertising, sales promotions, personal selling
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and public relations/publicity (Jobber, 2001). Some of these do not translate
well in politics. For example, sales promotions such as 'bogof (buy one get
one free), loyalty bonuses etc. aren't an option. Also, personal selling in the
form of face to face contact via canvassing has diminished in importance over
the post war period because of fewer party activists, more telephone
campaigning and increased resistance to house-calls (Rosenbaum, 1997).
Image building in politics therefore must rely on paid media advertising plus
two important sources of image building publicity, namely celebrity
endorsements and 'events'.

Celebrities have long been used by politicians in the UK to endorse their
brand. The cricketer, Colin Cowdrey, was used to endorse the Conservatives
as long ago as 1957. Celebrities are seen as "an easy way to get favourable
publicity or attract interest. And the parties hope to borrow for themselves
some of the celebrities popularity or credibility, and to associate their cause
with the values which the celebrity represents" (Rosenbaum, 1997, p. 270).

The model provided as Figure 1 below whilst covering the main sources
of image change in politics, clearly isn't a comprehensive model of voting
behaviour. For example, it takes no account of the importance of the
traditional (e.g. family influences) on voting intentions. Nor does it take
account of the parties' policies. It's focus is on image alone. For reasons of
space, variables which moderate these influences (e.g. spin and media bias)
are identified but not developed in this article

Events
{ Controlled
/ Uncontrolled

Celebrity
Endorsements

I mage-Based
Advertising

Image
Y Party Leader

Partv

Partisan Allegiance
y Enhanced

Diminished

Figure 1. Factors Affecting Brand Image in Politics
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Table 4. A Year is a Very Long Time in
Image in 2000̂

Politics: Labour's Brand

Negative Positive
January • The Millennium Dome opening on

New Year's Eve is a PR disaster. The
Dome is to remain a constant
embarrassment for the rest of 2,000.

• Junior Defence Minister (Peter
Kilfoyle) resigns because of Labour's
failure to tend to its core supporters.

February • Frank Dobson secures a controversial
victory over Ken Livingstone to
become Labour's candidate for
London mayor,

Lord Archer is expelled from the
Conservative Party for unethical
behaviour.

March Gordon Brown's increase to NHS
spending overshadowed by 75p a
week increase in the state pension.

May Ken Livingstone is elected London
mayor whilst Labour's Frank Dobson
comes a humiliating third.
Labour suffers worst local election
performance for years.
Labour MPs rebel over goverruTient
plans to sell off the National Air
Traffic Service.

The Blairs become parents again
for a fourth time with the birth of
their son Leo.
Gordon Brown attacks alleged
elitism at Oxford University (and
by inference, wider society) after
Laura Spence fails to win a place
despite Harvard offering her a
scholarship.

June Tony Blair gets slow hand-ciapped at
the Women's Institute.
Tony Blair is criticised for plans to
charge drunken louts £100 on-the-spot
fines.

July Euan Blair is arrested after being
found "drunk and incapable" in
Leicester Square.
Government education reforms
threatened by High Court ruling that
the introduction of performance-
related pay for teachers would be
illegal.
First of a series of damaging leaks of
private Downing Street memos are
published in the newspapers.
A memo from Philip Gould (a close
advisor to the PM) is leaked which
claims the New Labour brand has
"been badly contaminated".
House of Lords defeats the
government on the repeal of Section
28, which bans local authorities
'promoting' homosexuality.

William Hague and shadow
chancellor Michael Portillo do a U-
turn on the "tax guarantee" (i.e.
less taxes whatever happens to the
economy) announced less than a
year earlier.

Cont'd..
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Negative Positive
August • A Commons select committee

launches a fierce attack on the Dome.
Gordon Brown marries Sarah
McCtiulay.
William Hague sparks controversy
when he claims to have drunk 14
pints a day when a teenager.

September • Hauliers and farmers start what
develops into nation-wide fuel
protest.

• Opinion polls put the Conservatives
ahead of Labour, for the first time in
eight years, as the fuel crisis hits the
government.

October Anne Widdecombe announces
plans for fixed fines for anyone
found in possession of drugs - then
drops plans a week later.

November • John Prescott storms out of UN
climate talks and female French
minister denounces his "macho"
behaviour.

Gordon Brown announces
concessions to pensioners and fuel
protestors in his pre-Budget report.
Labour wins each of the four bv-
elections on the so-called 'Super
Thursday'. This and poll evidence
increases speculation for a May
2001 General Election.

December The Millennium Dome in controversy
again as Legacy pic reveals plans to
build luxury homes on the site.

' Source - BBC News Online: UK Politics, Friday 29th December 2000

The Effect of Events on Brand Image in Politics.

Experience supports the idea that events affect political images. Thatcher
gained from the Falklands war. Major and Hague suffered because of the EU
issue and the dis-unity it portrayed. Not to be outdone, Blair and the New
Labour brand have been affected by the lingering embarrassment that
was/still is the Dome. These examples illustrate that events often cover a
wider timeframe than most other influences on image. The Dome tarnished
New Labour's image for the twelve months of its operation and then more as
they struggled to sell it. Table 4, therefore, provides some structure to the
analysis of the impact of events on political brand image over time. It
documents the range and volume of political or politically related events in
the full year prior to the election. The first thing to note is that there were
twenty-eight notable 'political' events that may have influenced party image
in 2000. Of these twenty-eight events, the vast majority appear to be negative
in terms of the government's image.

Although it isn't possible to prove a direct causal link between events and
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image changes, there is some strong evidence of association. For example,
Tony Blair's image dropped the most in the period from April to October
2000. Those thinking him a capable leader fell from 43"/. to 29%. At the same
time, his image as being out of touch with ordinary people doubled from
27% to 54%. These massive image changes correspond with the fuel protest
that brought chaos to the country in September 2000. By April 2001 Blair's
image had recovered in that 33'/o considered him a capable leader and 36%
thought him out of touch with ordinary people. This image improvement
coincided with the resolution of the fuel protest, strong leadership over foot
and mouth and a popular pre-election budget.

The opposition's relationship with image enhancing or diminishing events
is also problematic. Hague set the tone of his leadership by bringing Cecil
Parkinson out of retirement to advise him. Sometime later he visited a theme
park wearing a baseball cap in a failed attempt to gain some 'street
credibility'. In the same vein he told GQ magazine that he used to drink
fourteen pints of beer a day. All of these images were set alongside the
abiding memory of Hague as a precocious sixteen year old addressing the
Conservative Party Conference, warning Margaret Thatcher against
complacency (BBC, 2000b). Table 4 reveals a limited number of Tory
'events' in 2000 and none at all of note for the Liberal Democrats.

Bringing this analysis up to date, in the immediate run-up to the election
both Conservative and Liberal Democrat parties would expect a greater
share of media coverage and thus image building opportunity. As such, the
foot and mouth crisis was a cruel blow to the opposition parties. The
epidemic dominated media coverage after its identification on February 23rd,
2001 with the focus clearly on the government's handling of the crisis. After
the initial negative impact. Labour's image recovered by using tough
measures to bring it under control. The decision to delay the election from
May until June was also seen as correct in the country. Blair was able to
appear above party politics in balancing the needs of the democratic process
with those of the wider 'good'.

Foot and mouth even prevented a potentially damaging event for Labour
when the Countryside Alliance's anti-government demonstration in March
2001 was cancelled for fear of spreading the disease. Meanwhile the
opposition parties had the difficult task of showing how they would do
things differently whilst not being seen to be putting their own, partisan
interests before those of the country in the face of the crisis. In the event,
they were forced to claim they would be more efficient whilst following the
same strategy as the government.

The actual campaigning period from May 8*̂  until June 7̂^ was eventful.
Things started badly for Labour when their campaign launch backfired.
Clearly the image makers had influenced the choice of a fast improving inner
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city school in south London as the venue for the launch as opposed to the
traditional front steps of 10 Downing Street. However the anthem singing
and Blair's twenty minute speech, clearly aimed at the television cameras not
the children, was seen as manipulative and cynical by the media and
opposition alike (The Observer, 2001). Subsequently, the Conservatives tried
unsuccessfully to get a sleaze/cover-up bandwagon going on Keith Vaz and
Tony Blair's relationship with the disgraced Hinduja brothers (Henke, 2001).
More effective in image terms was Sharon Storer's confrontation of Tony
Blair outside the Queen Elizabeth Hospital in Birmingham about the
treatment her partner was receiving for lymphatic cancer. Party managers
had intended the visit to emphasise Labour's support for the NHS. What
they got was Blair on television with an expression "as memorable as
Margaret Thatcher's when she was skewered on television over her role in
the sinking of the Belgrano" (Marr, 2001, p. 2).

In addition there were race riots in Oldham, another fuel protest and Jack
Straw, the Home Secretary, was slow hand-clapped by the Police Federation.
Despite all of this, any febrile excitement generated by such unpredictable
events was quickly cooled by Labour's consistent and healthy lead in the
opinion polls. Fven John Prescott's punch at a fuel protestor in Wales, though
totally overshadowing his party's carefully organised manifesto launch,
failed to ignite what had become a one horse race. The pro-Labour media
were able to spin the event as an understandable reaction to an unprovoked
attack, showing that politicians are human too. An NOP poll conducted just
after the event showed a 27o jump in Labour's lead.

Image Based Advertising and the 2001 General Election.
The ability to use paid for advertising to influence party image

increasingly favours the party in power. Notwithstanding that there was a
ceiling of £14.8 million for those parties contesting all 659 seats in the three
months up to the election, this does not include 'public service' advertising.
So, for example, in February 2001, four months before the election, the
Government was the biggest single advertiser in the UK. Labour used public
money to encourage families to claim children's family credit and launched a
nurse recruitment campaign - outspending Unilever and Proctor and
Gamble in the process. Michael Ancram, the Conservative Party Chairman,
complained that this advertising was designed to show that Labour is
delivering on its election pledges. He has a point. Image dimensions such as
'looks after the interests of people like me' and 'keeps its promises' were
clearly addressed within these advertisements. Overall, during Labour's
administration their spend on advertising increased from £43.8 million in the
first year to £102.7 million in 2000 (Douglas, 2001).

In contrast with these 'positive' advertisements, the 2001 campaign was
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much more negative in its tone (Kleinman, 2001). The effectiveness of this
approach has been confirmed in the American political system. The
infamous 'Willie Horton' advertisement in the 1988 presidential campaign
was used to great effect by Bush to position Dukakis as soft on crime
(Newman, 1999). The Tories first general election broadcast was a clear copy,
linking Labour with two rapes committed by early-release prisoners. Unlike
Dukakis, the Labour response was swift and effective, creating a backlash for
the Conservatives (White, 2001).

The Conservative's poster campaign concentrated on issues not
personalities. This contrasted with 1997 when Blair was the main focus and
M&C Saatchi created the 'demon eyes' poster. Their agency in 2001, Yellow
M, allegedly wanted to target floating voters whilst the eventual campaign
seemed targeted at shoring up the core Tory vote. In practice the message
was confused as it switched from 'Save the Pound' to Labour's hidden tax
increases and their failure to deliver on its pledges - the 'You paid your taxes
so where are the nurses/doctors/teachers/policemen' poster campaign.

In contrast. Labour, through its agency, TBWAXLondon, concentrated far
more on the image of Hague. They did this with their spoof film
advertisement 'Economic Disaster II' (starring Michael Portillo as Mr. Boom
and William Hague as Mr. Bust) and 'Be Afraid. Be Very Afraid ' (Hague
pictured with Thatcher's hair and earrings). The latter campaign was
described by one industry expert as " a return to bold classic, political
imagery" (Fletcher, 2001).

In terms of the campaign's effectiveness, the 2001 posters performed
poorly in communication terms. Both 2001 and 1997 posters were compared
using a measure that looked at the impact of branding, colour and contrast,
imagery, clarity of message, involvement and overall impact. In 2001 the
recall average was only 41 points. This compares with the 80 point impact
created by the 'demon eyes' posters and a 71 point average across all posters
in 1997 (Day, 2001). Whether this is because of poorer posters or a higher
level of apathy is unclear. However, as recall is a prerequisite for image
changes to occur (Keller, 1993) it is likely that posters had less of an impact
than in 1997. Indeed, "Election 2001 will not be remembered as the most
inspiring of UK political campaigns" (Kleinman, 2001). As Labour was going
into the election with a massive majority, they were the party least
disadvantaged by this.

Celebrity Endorsement and the 2001 General Election
At election time all parties seek to produce celebrities that will improve

their image by association with the endorser's fame and image. The
effectiveness of an endorsement is determined by the credibility of the
endorser in the endorsement context (Erdogan, 1999). Credibility derives
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from perceived expertise, trustworthiness and attractiveness (Ohanian, 1991).
At Labour's last conference before the election. Nelson Mandela acted as

its celebrity endorser. He warmly thanked the party for its support of the
anti-apartheid movement over many decades (White, 2000). At their
conference the Conservatives had the comedian Jim Davidson as their
celebrity endorser. Mandela's credibility seems extremely high in terms of
his attractiveness, trustworthiness and expertise. Apart from the personality
dimension, which itself isn't clear-cut in a political context, Davidson's
credibility appears limited.

Labour's head start over the Conservatives in terms of celebrity
endorsement was increased in the run up to the election when actors from
Eastenders, Coronation Street, The Bill and others came out in support of
Labour. Most notable in the 'others' category was Geri Halliwell {aka Ginger
Spice) who appeared in a General Election Broadcast for Labour (only to be
discovered as unregistered to vote - a good example of the uncontroUability
of endorsement 'events' if one were needed (Perkins, 2001)). Faced with a
lack of attractive celebrities the Tories suggested that their politicians were
their celebrities (McLaughlin, 2001). In practice, the Tories' image was
damaged as the tabloids targeted the physical appearance of both Hague and
Anne Widdecombe in an unflattering way.

Apart from 'Labour luvvies', the party also secured endorsement of
executives from seven of the ETSE 100 list. Eifty-eight businessmen in total
signed a letter to the Times calling for Labour to be returned to power
(Webster and Coates, 2001). The list also included well known former Tories
such as Sir Alan Sugar (Chairman of Amstrad). This support clearly carried
expertise credibility and reinforced the image that Labour 'has sensible
policies' (ref. Table 3).

It is clear from the above that Labour won the celebrity endorsement
battle in the 2001 election and greater image enhancement as a result.

Conclusions and Future Developments

In terms of image building it seems likely that Labour achieved an advantage
by its public service advertising prior to the election. This may well have
contributed to Tony Blair's and the party's improved image in the October
2000-April 2001 period identified previously. In the four-week campaign
itself there is no evidence to suggest a clear winner or loser in image terms.
However, as even Conservative insiders doubted they could win (Tempest,
2001), the 'loser' image in the country at large was palpable and clearly
disadvantageous.

Whilst Labour and Conservative were fighting each other, the Liberal
Democrats had the benefit of portraying themselves in a more positive light -
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their 'Time for a cash injection' (showing a patient on a trolley in a NHS
hospital corridor) and 'I'd like a one to one with my teacher' campaign. This
issue, as opposed to image based strategy, seems to have been effective given
the increased popularity for the Liberal Democrats as their campaign
unfolded.

With regards to the future of advertising of political parties there is no
reason to believe it will lessen in importance. Given the ceilings that are now
prescribed for election campaigns it is likely that the media used will be
increasingly challenged to ensure the greatest effect from this spend. Only
approximately half of the possible £14.8 million was spent by the two main
parties on advertising. The rest went on other promotional activity such as
press conferences, public rallies and newer tools such as direct mail, text
messaging and the internet (Kleinman, 2001). The poor impact of posters
might increase the use of these new, non-constrained communication media
in the future.

Greater targeting of messages to particular segments of the voting public
also seems inevitable (as suggested by Labour's 'Economic Disaster II' poster
campaign aimed at younger voters). Negative advertising seems here to stay
given its proven effectiveness for some parts of the electorate. Humour was
used to good effect in 2001 to position the opposition negatively (a la Hague
with Thatcher's hair) and may increase in the future. It offers the desired
effect whilst not alienating those who dislike personal negative advertising.
Whatever the trends, it seems likely that greater creativity and scope will
develop -if for no other reason than the electorate is increasingly
sophisticated and unimpressed by traditional negative approaches.

Celebrity endorsers may be developed more proactively in the future.
Clearly, those executives who wrote a joint letter to The Times didn't do so
without some guidance/organisation from the party they endorsed. Such
endorsers are likely to be used in a similar proactive way if and when the
referendum on the single currency takes place. In subsequent elections,
celebrities may be targetted for their expertise, trustworthiness and
attractiveness more than simple availability/willingness to endorse a party.

Whatever the success of managing the above, events will still mainly
determine political images, notwithstanding the ability of spin to put the best
gloss on them as they occur. Many commentators are likening the
Conservative's position now with that of Labour after their 1983 defeat.
Labour's image then was of union reliance, left-right splits and a leader,
Michael Foot, cruelly dubbed 'Worzel Gummidge' by the tabloids. Kirmock
fought the ideology versus electability issue and handed over a party that
could be re-branded as New Labour. This was aided by the Conservatives,
whose image of strong leadership provided by Thatcher imploded to that of
sleaze and dis-unity under Major. Events seem to be a fundamental motor
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for this 'concertina effect' on party and leader image. As we have seen.
Labour's image has declined markedly in the last four years. Whether the
opposition parties are ready to be beneficiaries of this is questionable. It isn't
clear that either Ian Duncan-Smith or Ken Clarke will be able to unite their
party and make it electable. If they cannot, the prospect of the Liberal
Democrats replacing the Conservatives as the main opposition party
becomes a real possibility. Another scenario has Labour once again re-
launching its brand, perhaps with a new leader in the shape of Gordon
Brown. Only time, and events, will tell.
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