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PO3AIN 2

EMNIPIYHI AOCNIAXEHHA CYYACHOIO CYCIIJIbCTBA

YK 316.334

ELECTORAL CAMPAIGNS IN POST-SOCIALIST COUNTRIES: THE ROLE OF
POLITICAL CONSULTANTS.

Be3HocoB Muxann AHaTtonbeBuY - JOLEHT Kadeapbl NONMMTUYECKON COLMONOMNA, COLMONOrMYecKoro
hakynbTeTa, XapbKOBCKOrO HaLMOHaNbLHOro yHnsepcuteta nvenun B.H. Kapasuna

Last 20 years electoral campaigns have become the topic of public and scientific importance while having received
a significant attention from the media. There is little debate on whether these campaigns are the fundamental basis
of the contemporary version of the electoral democracy. In the process of campaigning the society constitutes and
expresses its nature, that is manifested in its culture, norms, myths, etc. Electoral campaigns, as everything in the
modem world, require a professional approach, and are institutionalized in the form of a specific political institution
with all its attributes and quite a significant professional group emerged and functioning within this institution. This
article is an attempt to analyze modemn electoral campaigns and the role of political consultants in their process.
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3a nocnegHve 20 nieT anekTopankbHble KamnaHuy MpeBpaTUiMCb B TeMy, MOCTOSIHHO MPWCYTCTBYIOLLYIO B
nyOrmMyHOM 1 Hay4HOM AUCKYpCe U SIBMSIIOLLIYIOCSH HeoTbeMeMbIM aTpubyTom nonemumkvi B CMA. He BbisbiBaeT
COMHEHUI, YTO 3TU KaMnaHuM SIBMSOTCA (PyHOAMEHTarbHOM OCHOBOW COBPEMEHHOW BEpCUM 3reKToparbHom
AemMokpatun. B npouecce  kamnaHwiA OOLLECTBO BbIpaXaeT CBOK  CYLHOCTb, KOTOpas MposiBsieTcs B
0OLLIECTBEHHbBIX HOPMaX, KyrnbType, Mudax 1 T.4.. QneKToparbHbie KamnaHuu, Kak U BCE B COBPEMEHHOM MVIpE,
TpebyoT npodeccmoHanbHoro  nogxoda. OHWM MHCTUTYUMOHanMavpoBaHbl B Bude  Cneumdmryeckoro
MOMUTUYECKOTO MHCTUTYTa CO BCEMM ero atpubytamm n Mx (OYHKLUMOHMPOBaHWE obecrevBaeTcs AOBOMbHO
3Ha4UTENBHOM NPOGECCUOHANBHOW MPYNMO, OhOPMMBLLENCH 1 AEWCTBYIOLLEN B pamKax AaHHOTO MHCTUTYTa. B
[AaHHOW CTaTbe Aenaetcs NomnbiTka aHanmn3a COBPEMEHHbIX ANeKToparnbHbIX KaMnaHW 1 poriv, KOTOPYIO UIpatoT B
HUX MONUTUYECKNE KOHCYIbTaHTbl. 3Ta Porib MOXET ObiTb KaK MPOrPecCyBHON, TakK 1 TOPMOSSALLEN pasBuTVe
AeMokpaTuyecknx BblbopoB. OTa Mpobriema paccMaTpuBaeTCA B paMKax KOHLUENUMW «amepukaHusaumm»
areKToparnkHbIX KamnaHui. B ctatee mogsepratoTcs aHanuay ABa NoAxoAa K KOHUENUMM «aMepukaHW3aLmmy
anekToparibHbIX KamnaHni: Andy3noHHbIM 1 MOAEPHU3ALMOHHBIN.

KnioueBble crnoga: AeMoKpatnd, MoaepHuU3auua, Bbl60pbl, aneKToparbHble KamnaHuW, nonutnyeckmne
KOHCYINbTaHTbI.

3a ocTaHHi 20 pokiB enexkToparibHi kKaMnaHii NepeTBopuUnMcs B TeMy, LLIO NOCTINHO € MPUCYTHBOK B NyOiYHOMY Ta
HayKOBOMY AVCKypCax Ta € Hein'eMHuM aTpubyTom nonemikv B 3MI. [py LibOMy, HE BUKIMKAE CYMHIBIB, LLO Lij
KamnaHii € (pyHOameHTanbHOK OCHOBOKO CydacHOI Bepcii enekropanbHOi AeMoKpaTii. Y npoueci  KamnaHin
CYCNiNbCTBO BMPaXKae CBOK  CYTHICTb, LUO MPOSIBISETLCA B CyCriNbHMX HOpPMax, KyrbTypi, midax i T.n4.
EnekTopanbHi kamnaHii, Sk i Bce B CydacHOMy CBiTi, BUMaratoTb NpodpeciiHoro nigxody 1 odopmneHi y BUrmsAgi
cneumdivHOro MOMiTMYHOIO IHCTUTYTY 3 YCiMa Moro atpubyTamm i OCUTb 3HAYHOK MPOCPECINHO MPYMoto, Lo
ochopmmnacst 1 PyHKUIOHYE B paMKax AAHOro iHCTUTYTY. Y [aHin cTaTTi pobutecs cnpoba aHamidy CydacHux
enekTopanbHUX KamnaHii Ta porni, sIKy rpalTb Yy HWUX MOMITWYHI KOHCYNbTaHTW. Lia porb moxe 6Gym sk
MPOrPECUBHOI, TaK i TiEHO, LLIO ranbMye PO3BUTOK AEMOKpaTUYHIX BUOOpIB. LI npobnemMa po3rnsaaerses B pamkax
KOHLenuji «amepukaHizaLii» enekropanbHUX kaMmnaHin. Y ctaTTi nigaatoTbes aHanidy Asa nigxoay 0 KoHLUenui
"amMepuiKaHizaLli» enekropanbHX KamnaHin: andoysiviHuii | MogepHisaLiiHNiA.

KnrouyoBi cnoBa: nemokparis, MoaepHisaLisi, BUOOpW, enekToparbHi KaMmnaii, MOMniTUYHI KOHCYIbTaHTW.

The rituals and protocols by which elected officials seek support and people select their leaders are part of the
essential character of a democracy. Electoral practices are one of the fundamental forms through which democratic societies
constitute and express their nature, and they are connected reciprocally to the civil, moral, economic, mythic, and other forms
that create the public and private faces of every culture. To be sure, many important aspects of society have nothing to do with
electoral campaigns, but in a democracy's electoral practices the influence and imprint of much that makes a culture as it is are
found, thus, electoral campaigns speak beyond themselves, and it is for this reason that significant changes in a democracy's
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electoral processes may reflect and portend related transformations in some of the institutions and relationships that shape
nations.

Electoral practices are, of course, dynamic. Change is more or less constant in the customs and practices of seeking
office and, in any given country, no election campaign is precisely like any other. But in recent years we have seen the
emergence of an at least superficially common pattern in the kinds of innovations in campaigning that have surfaced at an
accelerating pace within democracies of all kinds (established democracies with stable political cultures, newly created or
restored democracies, and democracies that labor under powerful and potentially destabilizing internal and external tensions).

In proposing the term modernization to describe a wide-ranging ensemble of social and institutional changes that
lead to the innovations of modern electoral campaigning, we sought to employ a usage that is fairly conventional and readily
understood. For some scholars, however, modermization suggests a linear pattern of development among related institutions
and processes that moves inexorably in the same way in every country toward a foreordained conclusion. The term might be
taken, as well, as expressing a value-laden preference for modemization over other patterns of social and institutional
development. We suggest that modernization undermines the organic relationship between citizens and political parties that,
in the traditional view, constitutes the basis of effective democracy. Some of the consequences of modernization, such as the
surrender by political parties, to the media and other institutions, of the parties' traditional functions of political socialization
and informing the public about political affairs, also seem to be widespread in the transforming countries.

The few international comparative studies published so far contain a vast amount of evidence for the continuing
professionalization, personalization and mediatization of political communication in Western Europe [1].

The central topic of this article is the ongoing process of professionalization and internationalization of electioneering
and campaign practices in emerging democracies. Only recently, scholars have begun to study the professional norms and
standards of a new power elite: the professional political consultants [2]. Prominent figures of the American political
consultancy business have worked as overseas consultants outside the United States since the 1970s. In the 1980s they
concentrated on Latin America and Western Europe. Since 1989 the former socialist countries of East Central Europe, and
since 1993 the Commonwealth of Independent States (CIS) and also the newly democratized countries in Asia and Afiica,
have become competitive marketplaces for American overseas consultants and a market-driven proliferation of American
campaign techniques [3].

Since the 1980s, observers of Western European and Latin American election campaigns have stated that there is a
universal process of Americanization, though this concept is defined in many different ways [4; 5; 6]. The global diffusion of
a common “Americanized” model has been explained, stressing “imitation, desire to implement new technologies and
practices thought to be effective and the influence of American consultants selling their wares in other countries” [7].

However, the advocates of modernization theory argue differently. They consider the Americanization of election
communication to be the consequence of an ongoing structural change in politics, society and the media system [8; 9; 1; 10].
The fragmentation of the public sphere linked to these changes leads to a higher degree of specialization and
professionalization among the actors of political communications [11]. From this point of view, similarities in the practice of
election communication such as excessive personalization, a political star system, mass media impression management and an
increasing negativity of campaigns, and the coverage thereof, are the consequences of an endogenous change. The supporters
of this theory admit that some campaign practices are borrowed from the far more professionalized competition of the United
States; the characteristic components of political communication in Europe, Latin America or East Asia, however, are
basically retained, they say [12]. Thus, Americanization is seen as a synonym for modernization and professionalization [13].
Accordingly, what is happening between the United States and Western Europe or Latin America, is a process of
nondirectional convergence, which results in an increased similarity between the political communication process in media-
centered democracies [14; 3; 7; 10].

Table . Two Approaches to the Concept of Americanization

Modernization Approach Diffusion Approach

Americanization as a consequence of the Americanization as a consequence of the Transnational
Modernization of media systems and voter-partyDiffusion and Implementation of US concepts and strategies of
relationship electoral campaigning

From the viewpoint of modernization theories, structural changes on the macro-level (media, technologies, social
structures) lead to an adaptive behavior on the micro-level (parties, candidates and journalists), resulting in gradual
modifications of traditional styles and strategies of political communications. The outcome of these modifications might at
first glance be seen as a transnational pattern of uniformity, but after taking into consideration the cultural and historical path-
dependency of modernization processes it can be assumed that culture- and context-specific factors determine the reaction to
changing technological and environmental conditions. On the contrary, the diffusion approach to the phenomenon of
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Americanization concentrates on a voluntary proliferation of US-campaign styles. The focus is primarily on the micro-level of
entrepreneurial actors, exporting their strategic know-how to foreign contexts by supply- or demand-driven consultancy
activities, thus changing and modifying the campaign practice in the respective countries. After carefully differentiating
between various long-term technological, structural, cultural and regulatory factors and conscious choices as short-term
factors, Gunther and Mughan conclude “that the most decisive determinants of media effects are the strategies and behavior of
elites, particularly political elites” [15]. Explaining the ongoing modermization of campaign practices worldwide as partly
caused by an elite-driven diffusion of US-campaign styles, it is therefore necessary to take a closer look at the most advanced
campaign professionals worldwide: the influential role of American overseas consultants shaping and changing campaign
practices on the global political marketplace. The practice of political communication in the United States is regarded as “‘the
cutting edge of electioneering innovation” [11] by international experts. Therefore, it is no exaggeration to say that the
American campaign expertise is an international “role model of campaigning” [6]. The transnational diffusion of US-
American campaign and marketing techniques is fostered by the internationalization of the campaign consulting business [16;
17; 3]. It is effected via a complex “international network of connections through which knowledge about new campaign
practices and their uses is disseminated constantly across national borders by independent consultants for economic reasons,
by ideologically kindred political parties for political reasons and by the mass media to aspiring political candidates and
interested members of the public worldwide” [7].

American political consultants play a leading role in this ongoing process. The glut in the domestic consultancy
business market, the increasingly fierce competition for lucrative consultancy contracts in the United States, as well as an
increase in overhead costs for full-service firms, have led top consultants to change into the field of corporate consulting, issue
management and public affairs consultancy [18] or trying to tap new markets outside the United States. Presidential elections
in Latin America as well as parliamentary elections in Western Europe and the post-socialist polities have meanwhile become
attractive business areas for US overseas consultants [19].

Furthermore, Democracy Assistance Programs of organizations such as the National Endowment for Democracy
(NED) and the Soros Foundation or the International Republican Institute (IRI) are also instrumental in making the American
campaign techniques proliferate [18;19]. Within the scope of these programs, leading political consultants are sent to Eastern
Europe, Latin America, Asia and Africa to familiarize candidates and party managers with the bases of professional political
management [18;19]. The role of American consultants in the first democratic election in South Africa 1994 has been
discussed in detail [19]. Milosevic’s overthrow in the Serbian presidential election of 2000 may go down in history as the first
poll-driven, focus-group-tested “revolution” based on the expertise of American consultants and funded by donor-driven
Democracy Assistance Programs (The Washington Post December 11, 2000). It was followed then by a number of so called
“color revolutions” with “Orange Revolution” in Ukraine being the most recent example. In some cases enormous sums of
money are invested in donor-driven elections and a “culture of high campaign spending is spreading to countries that can
hardly afford it” [20]. However, not only donor-driven campaigns within the scope of Democracy Assistance Programs
contribute to the proliferation of money- and media-driven campaigning, but also the foreign visitor programs of the USIA,
during the course of which every year several hundred party operatives and candidates from emerging democracies in Eastern
Europe, Asia and Africa can observe the US style of campaigning.

Since the breakdown of the socialist regimes in Eastern Europe and the democratization of the post-socialist systems,
East Central Europe and FSU (especially Russia and the Ukraine) have become an expansive political marketplace for
American overseas consultants. They have left their footprints in East Central Europe as early as 1990. Their first activity in
Russia took place in 1993, when a team of US media consultants produced TV spots for the Yeltsin government. These TV
spots “skillfully framed the choice as going backward into the grainy, combative, black-and-white harshness of Communist
rule or forward into a sunlit future characterized by blossoming opportunities for children and families” [21]. Approximately
one in every two overseas consultants has worked as a campaign consultant in post-socialist countries during the last few
years. Parliamentary campaigns in the Czech Republic, Slovakia, Hungary and Poland, presidential campaigns in Russia, the
Ukraine, Romania, Poland and Serbia, but also elections in Latvia, Lithuania and Estonia opened up lucrative business areas
for dozens of American consultants.

First, there is an enormous demand for the professional know-how of moderm media campaigning. Second, in most
post-socialist countries it is permitted to buy TV time for political spots and election broadcasts, which complies with the
professional role definition of the American media and communication consultants [20; 21].

However, not only consultants but also vendors of campaign technologies, professional pollsters and experts in the
field of direct marketing, phone banks and call centers meet interested partners in Eastern Europe, who want to employ high-
tech campaign techniques to compensate for the organizational weaknesses of their parties. Despite considerable language
barriers, socio-cultural misunderstandings, an infrastructure of campaign headquarters that is often disastrous, and a diffuse
and unpredictable electorate, prominent American consultants have managed to establish themselves as key advisors offering
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their strategic and technical expertise. ‘“For the adventurous political consultants, emerging democracies are becoming a place
to consider” [21].

First democratic elections (founding elections) with donor-driven assistance of international organizations, but also
demands by local political parties, established new business areas for American overseas consultants. Enormous sums of
money spent on election campaigns, well-funded interest groups and international Democracy Assistance Programs have
made the emerging democracies a financially attractive political marketplace for foreign political consultants and vendors of
campaign technologies.
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