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	ABSTRACT

	Political marketing is one of the fields of communication that is still relatively new compared to other fields of communication, in political marketing there have been many discussions about political campaign strategies but not many have discussed changes in strategies from time to time. The purpose of this study is to provide insight into changes in political marketing practices over time. The method used is a qualitative research method of literature review, from this research there are five transformations of political marketing practices, namely direct political marketing, mass media political marketing, digital political marketing, social media political marketing, political marketing using buzzers. The conclusion of this study is that there are five political marketing strategies that can be used but must consider the advantages and disadvantages. There are still limitations to this researcher because it is still discussed in general and in the future it can be continued to discuss more specifically in each strategic area of political distribution.
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INTRODUCTION
Political marketing is a political campaign strategy that aims to promote a candidate or political party to the public. Political marketing can involve various promotional techniques such as television advertisements, social media, billboards, posters, pamphlets, and various other forms of political promotion. The main purpose of political marketing is to influence voters to support a particular candidate or political party. At first, political campaigns relied solely on the support of political parties and organizations that supported them. However, in the early 20th century, political campaigns began to use print and radio advertising to reach more people. This happened because many people began to have access to mass media at that time.
In recent decades, technology has changed the way political campaigns do marketing. With social media, political campaigns can reach millions of voters in a matter of seconds. Changes in political marketing practices are developing along with the development of the times and technology, this article will focus on discussing how political marketing practices change in the field. This change in political marketing practices is important to know, especially for candidates who have just entered the world of politics so that they can determine the appropriate marketing strategy and not only follow the trend. The purpose of this article is to open up insights into the changes in political marketing practices that have been and have been carried out by political candidates and have succeeded (Patton et al., 2015). 

METHOD
This study uses a qualitative research method of literature review. Qualitative research methodology is a research approach used to explore and understand the experiences, perceptions, and meanings experienced by the research subject in a given context. Qualitative approaches are often used to study social phenomena that are complex and difficult to quantitatively measure. 
Qualitative methodology is based on narrative analysis, and does not use numbers and statistics in its analysis. This allows researchers to understand and study the social, cultural, and political contexts associated with the phenomenon being studied" (Michael Quinn Patton, 2015). The qualitative research methodology of literature review is a research approach that uses written sources or literature as research data. This approach aims to identify, evaluate, and synthesize existing literature to answer a given research question. A qualitative literature review collects, evaluates, and synthesizes previous research in an attempt to develop new ideas from previously conducted research." (Clark & Creswell, 2010).
The qualitative approach in literature review research emphasizes a deep understanding of the topic being researched. This approach can be used to identify themes that appear in relevant literature sources, and understand the meaning of those themes. A qualitative approach can also help researchers to explore differences and similarities in views found in literature sources. Several journals from 2000 to 2019 that discuss political marketing have become a source of review by focusing on the development of political marketing strategies, then sorted to see the developments that occur in political marketing. The sources of literacy include the following:
Table 1. Journals that discuss political marketing
	Gerber S Alan, & Green P Donald. (2000). The Effect of Canvasing, Tellephone Calls, and Direct Mail on Voter Turnout : A Field Experiment. American Political Sciense Review, 94. https://isps.yale.edu/sites/default/files/publication/2012/12/ISPS00-001.pdf (Gerber & Green, 2000)
	Direct political marketing

	Baines, P., & Lynch, R. (2005). The Context, Content and Process of Political Marketing Strategy. Journal of Poli/tical Marketing, 4(2–3), 1–18. https://doi.org/10.1300/J199v04n02_01 (Baines & Lynch, 2005)

	Direct political marketing, mass media political marketing

	Osuagwu, L. (2008). Political marketing: Conceptualisation, dimensions and research agenda. Marketing Intelligence and Planning, 793–810. https://doi.org/10.1108/02634500810916726 (Osuagwu, 2008)
	Direct political marketing, mass media political marketing

	Gbadeyan, R. A. (2011). Political Marketing Strategies and Democracy in Nigeria Health Marketing View project Transportation Management View project. In Article in Asian Journal of Business Management. https://www.researchgate.net/publication/268337567 (Oladejo, 2015)
	Direct political marketing, Mass media political marketing

	Williams, C. B. (2017). Introduction: Social media, political marketing and the 2016 U.S. election. Journal of Political Marketing, 16(3–4), 207–211. https://doi.org/10.1080/15377857.2017.1345828 (Williams, 2018)
	Digital political marketing, social media political marketing

	Setiawan, V., & Slamet, Y. (2019). Campaigns Through New Media (Internet) as Part of Political Marketing Communication. International Journal of Progressive Sciences and Technologies (IJPSAT, 16(2), 38–45. http://ijpsat.ijsht-journals.org (Setiawan, 2019)
	Digital political marketing, social media political marketing

	Mustika, R. (2019). The shift in the role of buzzers to the world of politics on social media. Diakom : Journal of Media and Communication, 2(2), 144–151. https://doi.org/10.17933/diakom.v2i2.60 (Blueberry, 2019)
	Social media political marketing, political marketing using buzzers

	Nereida Hadziahmetovic a, A. P. а , F. B. а. (2021). Development of Social Media in Modern Political Marketing. European Researcher, 12(1). https://doi.org/10.13187/er.2021.1.26 (Hadziahmetovic et al., 2021)
	Social media political marketing



RESULTS AND DISCUSSION
Political marketing can be seen as the application of marketing concepts, principles, and approaches to political issues by individuals, groups, organizations, and countries. The political market approach includes the analysis, planning, implementation, evaluation, and monitoring of the political activities of individuals, groups, parties, governments, and lobbyists (Osuagwu, 2008). The main purpose of political marketing is to direct public perspective and opinion, promote political ideology, win political contests and elections, and pass laws and referendums.
Political marketing can also be seen as the marketing of ideas and opinions related to public or political issues or a particular candidate. In general, political marketing is designed to influence the votes of people in elections However, political marketing uses many of the same techniques used in product marketing such as advertising, direct mail, publicity, etc. (Clemente, 1992; Osuagwu, 2008)
(Lock & Harris, 1996) shows that "Political marketing is related to communication with party members, the media and potential funding sources and voters" (Wring, 1997) defines political marketing as "the use of opinion research and environmental analysis by a party or candidate to generate and promote competitive offers that will help realize the organization's goals and satisfy the voter group in return for their votes".  The above definition underlines the importance of communication and promotion in political marketing. Therefore, in order for a political marketing strategy to be effective, balanced communication between political organizations and their stakeholders is needed
Summary of Thoughts on Political Marketing In general, political marketing aims to build, maintain and strengthen long-term voter relationships that are beneficial to the community and political organizations so that the goals of all political actors and organizations involved are achieved. (Henneberg, 1996); (O’shaughnessy, 2001); Osuagwu, 2008). According to (Kotler & Keller, 2021), political marketing strategy involves four stages, namely political situation analysis, target market determination, marketing program design, and implementation and evaluation of marketing programs. At the stage of analyzing the political situation, the campaign party will evaluate the current political conditions and estimate what will happen during the campaign period. At the stage of determining the target market, the campaign will determine the target market they want to target, be it based on region, age, gender, and others. At the marketing program design stage, the campaign will design a marketing program that is in accordance with the target market that has been determined. And at the stage of implementation and evaluation of the marketing program, the campaign will implement the marketing program that has been designed and evaluate how effective the marketing program is.
From the understanding built above based on the liteartur review of several journals that are references, the results are obtained that there are 5 (five) transformations of political marketing in the field, namely direct political marketing, mass media political marketing, digital political marketing, political marketing using social media, and political marketing using buzzers.
A. Direct political marketing
Direct political marketing strategy is a form of political marketing that involves direct interaction between candidates and voters. This can be done through a variety of ways, such as door-to-door campaigns, walk-in campaigns, phone campaigns, and email campaigns. Direct political marketing strategies can be very effective in winning voter support because they can help candidates to build a more personal relationship with voters (Staten et al., 2019). 
One form of direct political marketing strategy is door-to-door campaigns, where candidates and campaign teams visit voters' homes to speak directly with them. Walking campaigns are also a form of direct political marketing strategy that is often used, where candidates and campaign teams walk around the campaign area to meet with voters and talk about political issues. Phone campaigns and email campaigns are also an effective form of direct political marketing strategy because they can help candidates to reach voters in person (Gerber & Green, 2000). 
B. Mass media political marketing
Political marketing strategies using mass media have been used for years to reach voters. Mass media such as television, radio, and newspapers are used by candidates to market themselves, send campaign messages, and influence public opinion. According to (Järvinen &; Karvonen, 2022), political marketing strategies using mass media can be very effective because they can reach a large number of voters. One form of political marketing strategy using mass media is television advertising. Television ads can reach large audiences and can be used to introduce candidates to voters as well as amplify campaign messages. Radio and newspaper ads can also be used in political marketing strategies because they can reach more specific audiences and have a high level of trust (Mercy & Muhammad, 2020).
However, the political marketing strategy using mass media also has weaknesses. The cost of advertising in mass media can be very high and not all candidates have a large budget. In addition, audiences can choose not to consume certain mass media, such as viewers who don't watch television or people who don't read newspapers.
C. Digital Political Marketing
Digital political marketing has become one of the most effective political marketing strategies in winning voter support. Digital political marketing involves the use of digital technology and social media to expand the reach of a campaign and strengthen a candidate's political image. According to (Afolabi & Zolkepli, 2023), a digital political marketing strategy involves several elements, including the creation of compelling content, search engine optimization (SEO), the use of digital advertising, the utilization of social media, and data analysis.
Creating engaging content is an important element in digital political marketing because good content can capture voters' attention and increase engagement with candidates. In addition, search engine optimization (SEO) is also very important because it can increase the visibility of candidates on search engines like Google. The use of digital advertising is also an important element in digital political marketing because it can help candidates to reach a wider target market at a more cost-effective (Irwansyah & Silalahi, 2020).
D. Political marketing Social media
Political marketing strategies using social media have become increasingly popular in recent years. In modern political campaigns, social media has become an effective platform to reach voters and strengthen the image of candidates (Slamet, 2019). One of the advantages of using social media in political campaigns is its ability to reach a wider audience efficiently and measurably. With the targeting feature on social media platforms, candidates can target their messages to specific groups of voters based on factors such as age, location, or interests. In addition, social media platforms also allow candidates to directly interact with voters, strengthen relationships with audiences and increase voter participation.
Social media has become part of election campaigns, its influence is still limited and not significant in influencing voter decisions. However, the use of social media by candidates in election campaigns in Finland indicates the existence of a "long-tail" strategy in addition to their campaigns with specific target audiences (Strandberg, 2014). One more observation that is a concern of social media marketing is building the image of certain politicians. The author pays attention in the example of Russian President Vladimir Putin, which is a very carefully crafted image of himself (Hadziahmetovic et al., 2021). 
E. Political marketing using political buzzers
In 2014, when a live general election was held in Indonesia, celebrities began to enter the world of politics. Professional buzzers or buzzers with certain awards act as conveyors of information through retweet activities related to daily stories and hashtags so that people consider them as trending topics. The presence of social media such as Twitter is certainly not spared from various terms that have recently appeared on social media such as netizens, followers, influencers, etc. There are two types of business buzzers, namely voluntary buzzers and on-demand buzzers. Usually, this on-demand buzzer is sought after by political actors, such as to win the regional elections, regional elections, and presidential elections (Felicia & Loisa, 2018). Some of the characteristics of buzzers are as follows, making mini-stories and tweets with technocratic and academic language, using anonymous accounts (sockpuppets), posts are hit and run so that discourses and issues are temporary, and the discourse is testing the water, to see the actions and reactions of the middle class netizens (Teak & Sunderland, 2018). 
There are two types of social media political messengers, those who participate voluntarily and those who participate professionally. The process of becoming a professional social media buzzer begins with open recruitment. This open recruitment is deliberately intended for students so that they can reach millennials. In contrast, professional political messengers play a passive role in determining what campaign messages they want to convey through their Twitter accounts. Twitter accounts created by professional political advocates have tasks to do. Of the ten Twitter accounts, four acted as protectors of candidate pairs, four as hackers, and two as neutrals. Paid political buzzers used to create daily stories and trending hashtags on social media Professional political buzzers on social media act as conveyors of information through retweet activities related to daily stories and hashtags so that the public can consider them as news topics and disseminate. (Felicia & Loisa, 2019). Although not often, professional political buzers sometimes play a role in carrying out attacks by critics of candidate pairs or other political actors. Meanwhile, political volunteers on social networks send information on social networks on the basis of initiative.

CONCLUSION
The development of political marketing in recent decades has brought about significant changes in the way political campaigns are conducted. From the existing literacy review, the timing change started from direct political marketing, reaching for mass media marketing, then along with the development of technology, finally digital political marketing appeared, after that appeared social media political marketing along with the emergence of various social media, still in the era of social media emerged political marketing innovations with buzzers. From the development of digital marketing, it can be an insight for those engaged in politics because each political marketing has its own advantages and disadvantages. This article still has limitations where the discussion of the development of political marketing is still only in general terms and in the future it can be added for more specific political marketing in each area of political marketing development.
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