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ABSTRACT 

 
In the field of political marketing much study has been devoted to the examination of how 

political parties adopt a market-orientation when seeking office. However, scholars are 

increasingly noting the difficulties parties face in maintaining a market-orientation and a 

positive public image once in government. More recent political marketing studies promote 

greater importance of the communication used by governing leaders. Yet extensive study on 

how this has changed is yet to be done. Therefore, this thesis outlines the development of a new 

model for how contemporary market-oriented governing leaders could use communication 

during the non-campaign period in an attempt to alleviate the public image problems faced by 

their predecessors. The model was developed using a grounded theory method. An initial 

framework was developed using previous literature. It was then applied to two leaders’ 

communication around two issues each during their first term in office. This was done before 

revising the framework. The findings suggested that contemporary market-oriented governing 

leaders are using some of the communication strategies suggested by the initial framework. Yet 

the findings also suggested these governing leaders' communication did not correlate with some 

of the most important aspects of the initial framework. Notably, second generation market-

oriented governing leaders are still unwilling to be truly reflective about the decisions they and 

their governments have made. In saying this, the case study analysis also suggested ways to 

promote market-oriented qualities not found when designing the initial framework. Most 

importantly, this research suggested that a governing leader can promote both strong personal 

convictions while also highlighting the fact that they are still in touch with the public.  It is going 

to take more than one generation for governing leaders to adapt to new communication 

strategies in government, just as it took political parties multiple decades to adopt market-

oriented strategies to get into office. The difference being that many of these parties adopted 

such practices without the pressure of the challenges of office. The model for market-oriented 

governing leaders' communication provides at theory for analysing the evolution of market-

oriented governing leaders' communication going forward. 
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SECTION ONE 

CHAPTER ONE 
INTRODUCTION 

 

 

Introduction 

This thesis outlines the development of a new theoretical model for how contemporary market-

oriented governing leaders could use a new style of communication, both visual and verbal, in 

an attempt to alleviate the public image problems caused in part by the challenges of office. In 

essence, it provides suggestions that answers what can generally be described as the question 

“how can we bring about X (and) prevent Y?” Therefore, findings of this thesis are prescriptive 

in nature (Halperin & Heath, 2012). This is in line with the traditions of the subfield of political 

science this thesis fits into, political marketing (see Lees-Marshment, 2014). Political marketing 

sets itself apart from other forms of political study by putting a microscope on the adoption, 

adaption and use of marketing tools by political parties, candidates, and other actors when 

designing and enacting specific product qualities in an effort to reach particular strategic end 

goals (see: S. C. Henneberg & O'Shaughnessy, 2009: 7; Osuagwu, 2008: 794-96; Robinson, 2006: 

1).  

Over the last twenty five years many scholars in the field of political marketing have 

focused on the concept known as the market-orientation. In broad terms, those who champion 

market-oriented behaviour suggest that political parties and candidates should shift their 

strategic focus away from trying to persuade their target supporters to believe the party or 

candidate’s point of view. They suggest, rather, that parties and candidates should move their 

product closer to their target supporters’ preferences. It is argued that many political parties 

over the last thirty years have adopted a market orientation, enabling them to gain political 

office as a result (see: Lees-Marshment, 2001; Newman, 1994). 

 The adoption of a market-orientation by political parties has implications for political 

leaders once in office. It has been argued that a market-orientation needs to be embodied by a 

political leader, both strategically and in communication (Lees-Marshment, 2009a: 216). 

However, governing leaders are faced with difficult decisions and constraints not present 
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during their attempt to gain office. Such challenges can hinder the preservation of qualities 

associated with market-oriented behaviour. This can negatively affect the public perception of 

not only the leader, but the governing party as a whole. The following section outlines the rise 

and fall of three governing leaders who entered political office with a market-orientation but 

displayed a decline in market-oriented qualities before their removal from office, before 

outlining the structure of the rest of the thesis. 

 

The rise and fall of first generation market-oriented governing leaders   

Margaret Thatcher (1975 – 1990) 

The Rise (1975 – 1979) 

Previous political marketing research has shown how British Conservative leader Margaret 

Thatcher adopted a market-oriented strategy to win power in 1979. She made heavy use of 

market research to identify policies that where likely to attract support and used the advertising 

agency Saatchi & Saatchi to design the election campaign in response to focus groups and in-

depth interviews (D. Butler & Kavanagh, 1980: 67; Lees-Marshment, 2008b: 50-55; H. Young, 

1989: 126). The Party responded to voter’s desires for less government, lower taxes, more 

freedom for business and consumers (Beckett, 2009; Harris, 1988: 61; H. Young, 1989: 102). 

Thatcher’s voice and image was also altered in response to  market intelligence (Lees-

Marshment, 2008b: 55) to make her seem ‘competent yet compassionate.’ These changes helped 

Thatcher and the Conservatives gain support from the less politically motivated floating voter, 

the ever growing section of the voting population and the group who matter the most at election 

time (Vinen, 2009: 99). In sum, Thatcher and the Conservative Party listened to what the public 

wanted and adjusted parts of their product to suit.  

 

The Fall (1987 – 1990) 

Despite winning re-election in 1983 and 1987, over time Thatcher’s responsiveness to the 

political market declined. The Government’s market research department was used as a 

generator of propaganda rather than a source of ideas (Lees-Marshment, 2008b: 81). The longer 

she was in power, Thatcher showed an increasing inability to accept criticism and listen to the 

public. The introduction of the Poll Tax in 1990 was deeply unpopular (D. Butler & Kavanagh, 

1992: 10; Vinen, 2009: 262-3), but Thatcher refused to respond and acted as if she shouldn’t 

have to justify her actions given she was the leader (Lees-Marshment, 2008b: 82). Lees-

Marshment (2008b: 80) suggests the reinforcement of winning three elections added to the 

general human tendency to obtain a feeling of invincibility and superiority (also see Vinen, 

2009: 252). Public dissatisfaction with Thatcher increased dramatically, reaching 70 per cent in 

1990 and she was challenged by party colleagues for the leadership. Once the marketing 
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pioneer, Thatcher’s declining market-orientation in power ultimately lost her the job of party 

leader and Prime Minister in 1990. 

 

John Howard (1995-2007) 

The Rise (1995 – 1996) 

In early 1995 John Howard was elected the Australian Liberal Party leader for the second time. 

He had spent time canvassing the opinions of the Australian people and responded to a growing 

sentiment that the Labor Government was out of touch and more focused on the interests of 

minorities and ‘champagne socialists’ than the economic struggles of ordinary Australians (see 

Brett, 2004: 81). In the eighteen months leading up to the 1996 election campaign, Howard 

promoted himself as an ‘ordinary bloke’ (Mackay, 2007) and talked about including members of 

smaller minorities into mainstream society without giving them special treatment under the 

campaign slogan, ‘For All of Us’, whilst referring to the Australian ‘Battler’ (Brett, 2004: 80). In 

response to major public concerns about growing debt under Labor, Howard promised no new 

taxes or increases to existing taxes. He promised he would get the budget under control through 

cuts in spending (Errington & van Onselen, 2008: 229), thus offering sound economic 

management. This attracted support from lower income Australians (Errington & van Onselen, 

2008: 230), even those who traditionally supported Labor. Howard led the Liberal-National 

Coalition to victory in 1996 with a forty five seat majority after not only adapting his 

communication, but also the Party’s product in accordance with the canvassing he had done.  

 

The Fall (2005 – 2007) 

By 2005 the landscape of Australian politics had changed drastically. Howard failed to gain 

public support for significant changes to industrial relations laws under the Workplace Relations 

Amendment Act 2005, or as it is better known publically, WorkChoice (Errington & van Onselen, 

2008: 229). He continued to push through the legislation despite not consulting with Treasury, 

or considering public opinion (P. Lewis, 2008: 178). By 2007 opinion polls suggested that 65 

per cent of voters opposed WorkChoice. It also attracted public opposition through rallies and 

advertising from the Australian Council of Trade Unions and individual state governments. 

Despite Howard’s attempts to sell his position, it lost support from his original supporters, the 

'Howard Battlers', because they saw it as a direct attack on their livelihood (Carr, 2007). 

Howard’s economic management was also questioned when rapid economic growth caused 

interest rates to reach a ten year high which also damaged the Howard Government's image of 

delivery, having campaigned in 2004 on keeping interest rates low (Garnett & Lewis, 2008: 135, 

144). Howard also seemed out of touch with people’s concerns about dramatically rising house 

prices, suggesting that he “… (had) yet to come across someone who says 'Damn you Howard, 
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my house is worth so much more now'." A March 2007 Newspoll found that 68 per cent of 

voters considered Howard arrogant (Errington & van Onselen, 2008: 373). Like Thatcher, 

disunity amongst party figures appeared, especially with his Treasurer Peter Costello over the 

leadership of the Party (see Hartcher, 2007; S. Lewis, 2006; Milne, 2006). The Liberal-National 

coalition lost the 2007 Election, ending Howard’s eleven years as Prime Minister. Howard even 

lost his own normally safe seat of Bennelong that he had held since 1974. The market-oriented 

product that had won them power had been eroded and the Liberals were no longer perceived 

as the party for the ‘average Joe’ (Farr & Hildebrand, 2007), but the party for big business.  

 

Helen Clark (1993-2008) 

The Rise (1993-1999) 

In December 1993 the New Zealand Labour Party elected Helen Clark the new leader, partly to 

disassociate the Party form its recent neo-liberal past. Initial public perceptions of Clark were 

unfavourable. Therefore, Clark drew on her chief press secretary Mike Munro and media 

trainers Brian Edwards and Judy Callingham to improve her image  from a childless former 

academic to a competent, experienced, and in touch leader (Aimer, 2004; Rudd, 2005: 84). 

Adverts during the 1999 election depicted her listening to the hardships of the audience 

gathered around her, and what  her government would do to help them (Church, 2000: 111). 

Also, under Clark Labour introduced a more moderate product that was achievable and 

believable. New policies such as increased funding for research and development emphasised 

the vision of ‘positive welfare’. This moderate approach was also seen in their promise not to 

increase G.S.T or levy company taxes, but increase income tax on higher earners to pay for new 

investments. The moderate product was in tune with the public ideology of the time (Vowles, 

2002a: 22-24). Clark gave a personal commitment that Labour’s campaign pledges would be 

honoured (Church, 2000: 107) and focus groups showed the public perceived Helen Clark as 

likely to do what she said she was going to do (Rudd, 2005: 84). Having used market intelligence 

to change their product to better parallel the demands of their public and communicated 

accordingly, Clark and Labour won the 1999 General Election, increasing their number of seats 

in Parliament by twelve. Overall, the Party won forty nine seats, a sufficient number to form a 

coalition with the Alliance Party and take office.  

 

The Fall (2005-2008) 

The Clark led Labour Government won a third term in office at the 2005 election but 

subsequently lost touch with the public. As Johansson (2010: 345) suggests, New Zealand voters 

became irritated with the Government’s perceived ‘political correctness’. This was compounded 

when a controversial bill arose during Labour’s last term in office, the introduction of the “Anti-
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Smacking Bill.” While submitted by Green Party MP Sue Bradford, former Labour Party MP Pete 

Hodgson (2009) notes that Labour was most associated with the bill, solidifying their 'nanny 

state' image. The way the Party dealt with controversies around campaign spending (see: 

Thomson, 2006) only added to this image. In response to the scandal, the Government passed 

the Electoral Finance Act in December 2007, putting greater restrictions on campaign financing. 

Criticism came from those who believed it was a restriction on civil liberties and those who 

criticised the process leading to the bill's introduction, which involved discussions only with the 

Labour Government's supporting parties and not the Opposition (Levine & Roberts, 2010: 345-

46). Not surprisingly, by mid-2008 the percentage of the public who believed Clark was not in 

touch had more than doubled (Robinson, 2010a: 143). In essence, the public’s initial perception 

of Clark resurfaced (Levine & Roberts, 2010: 340).  Attempts to refresh the Party’s product were 

not significant enough to help and Lees-Marshment (2009b: 465-9) argues that the 

Government’s communication of these policies was very product-oriented - Clark simply stated 

that her policies were good without detailed explanation or argument. In the final days of the 

2008 campaign, Labour’s newspaper advertising message asked voters who they would trust in 

an economic crisis, and offered Clark’s strong and proven leadership as the answer. But the New 

Zealand electorate did not agree (Johansson, 2010: 25-6; Lees-Marshment, 2009b: 466). This 

suggests once again that the Labour Government was trying to shape public opinion rather than 

adapt to it, highlighting how the Government had lost its original market-orientation. Helen 

Clark and the Labour Government lost office at the 2008 General Election, ending Clark’s nine 

years as Prime Minister.  

 

Thesis overview and structure 

As the historical examples show, leaders often gain office on the back of similar political 

marketing approaches. Most importantly, they used market-intelligence to change aspects of not 

only their communication, but the overall product they offered their respective publics. 

However, over time each leader’s ability to maintain the same level of contact with the changing 

social climate diminished. Subsequently, all three leaders introduced policies that were either 

extremely unpopular, both publically and within their own caucus, or rehashes of policies and 

strategies that had worked in years past. Often, these policies contradicted the overall brand 

that got them into power in the first place. Subsequently, all three leaders were removed from 

their role as a governing leader. The traditional notion of a market-orientation is difficult to 

maintain once in office and the problems these leaders faced were intensified by their use of 

traditional communication strategies, such as highlighting positive attributes of the leader while 

attempting to disregard or ignore criticisms and opinions that show them in a negative light. 

Such communication strategies do not promote an image of having respectful acknowledgement 
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of public concerns and criticisms, an important element commonly associated a market-

orientation (see: Lees-Marshment, 2008a: 525). 

This research therefore seeks to explore how more recent market-oriented governing 

leaders can overcome this typical trend of losing a market-orientation in power by following 

more effective communication strategies. These communication strategies would allow 

governing leaders to seem in touch with public opinion, while simultaneously demonstrating 

the strong leadership qualities and credibility expected of governing leaders by the public. It 

will show how new forms of communication can be used by market-oriented governing leaders 

to show the public that they still have the leadership qualities they entered office with, despite 

the challenges they face in power. It will create and apply a new framework to four case studies 

- New Zealand Prime Minister John Key’s communication on increasing the rate of Goods and 

Services Tax (GST) and repealing and replacing the Foreshore and Seabed Act, and President of 

the United States Barack Obama's communication on the issues of health care reform and 

Recovery Act investment. It will show that contemporary market-oriented governing leaders 

are using a new style of communication in an attempt to alleviate the public image problems 

caused by the challenges of office.  

The thesis is broken up into three main sections. Within Section One, Chapter Two will 

outline the methodology utilised in this research and the structure of the rest of the thesis.1 

Chapter Three will outline and critically analyse the existing theoretical and empirical literature 

relevant to this research in the fields of political marketing, political communication, and 

political leadership. The chapter will highlight what a market-orientation is, the importance of 

market-oriented behaviour, the challenges that hinder market-oriented behaviour in 

government, the importance of maintaining communication that highlight a leader's market-

oriented qualities, and the limited number of political marketing studies published that suggest 

ways this might be done. However, the chapter will also highlight the gaps in research around 

the topic of this thesis, especially in relation to political marketing leadership communication 

and political marketing communication outside the campaign period. This understanding 

around what has already been studied, and what is lacking, informs this study in the lead into 

the Chapter Four.  

 Chapter Four will outline the initial framework for contemporary market-oriented 

governing leaders’ communication. It will highlight the five main qualities leaders need to 

promote, as suggested by the previous literature in the field. The chapter will summarise why it 

is important for a governing leader to communicate these qualities. Furthermore, the chapter 

will highlight twenty suggested communication techniques governing leaders could use to 

promote these qualities; explaining why they are important and how they may be done. 
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 Section Two of this thesis will apply the initial framework in four chapters to evaluate 

the communication around two issues from New Zealand Prime Minister John Key, and two 

issues from President of the United States Barack Obama. Chapter Five will outline John Key's 

communication on the issue of increasing the rate of Goods and Services Tax (GST) from 12.5 

per cent to 15 per cent. Chapter Six will outline John Key's communication on the issue of 

repealing and replacing the Foreshore and Seabed Act with the Marine and Coastal Area 

(Takutai Moana) Act. Chapter Seven will highlight Barack Obama's communication on the issue 

of health care reform; specifically around the introduction of the Patient Protection and 

Affordable Care Act. Chapter Eight will outline Barack Obama's communication on the issue of 

Recovery Act investment. These case studies will highlight the strengths and weaknesses of the 

initial framework. Importantly, they will highlight certain overlap and contradictions in the 

framework, while also highlighting which suggestions were too specific to be universally 

applicable, and where the gaps in the framework lay. Furthermore, these case studies also 

highlight the strengths and weaknesses in both leaders' communication.  

Section Three of this thesis will begin with Chapter nine, which presents a comparative 

look at the findings from the individual case studies; highlighting common trends and important 

differences between them. It identifies where the framework worked and how it might be 

further revised to make it as universally applicable as possible. Chapter Ten presents the new 

three stage model, with qualities, sub-qualities and categorised suggestions. Finally, Chapter 

Eleven will summarise the important findings from this thesis and implications for future 

research. 
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SECTION ONE 

CHAPTER TWO 
METHODOLOGY 

 

Research method – qualitative grounded theory 

The model for market-oriented governing leaders’ communication was developed through a 

‘grounded theory’ research method. Rather than establishing a rigid framework before testing, 

the grounded theory method allows the data collected to help continually shape the evolution of 

the framework over the course of the study. The final model presented at the end of this thesis 

was developed from key points identified at several stages of the research. As is common when 

using a grounded theory approach, the key points were marked as a series of codes. In this 

research these codes were the suggestions as to how governing leaders could communicate 

certain qualities. For example, Visual evidence of the leader with members of the public is a 

suggestion for how a governing leader could show they have the quality of being In touch. The 

codes were grouped into similar concepts, from which categories were formed. These categories 

form the main five qualities (i.e. Listening and Leadership) that are the basis for the initial 

framework, and the three main qualities (i.e. Leadership) and seven sub-qualities (i.e. Leadership 

competence) of the final model (Allan, 2003; Corbin & Holt, 2005; Glaser & Strauss, 1967; 

Strauss, 1987: 5-6, 22-5; Strauss & Corbin, 1998). An explanation of how data was collected and 

analysed is explained further below. 

 

Data sources 

Existing theoretical and empirical literature  

Existing literature in the field of political marketing, especially that related to the market-

orientation and marketing in government, was critically reviewed in order to gain a base 

understanding of the theory relevant to this study (Strauss & Corbin, 1998: 164). This included 

both theoretical and empirical literature. Relevant literature in the fields of political 

communication and political leadership was also critically reviewed to obtain understanding of 

factors pertinent to the research question around areas such as trustee and delegate leadership, 
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executive power, the presidentialization of global politics, and semiotic theory in relation to 

political communication.  

 

Empirical case studies 

This research used a collective case study method, considering four cases in relation to each 

other to achieve a better understanding beyond the individual cases themselves (Stake, 1998: 

89). The case studies critically examine the communication of two governing leaders - the 

President of the United States, Barack Obama, and the Prime Minster of New Zealand, John Key - 

who entered office on the back of a market-oriented strategy in the second half of the first 

decade of the 21st century. This choice was an information-oriented selection, where the cases 

where selected on the basis of expectations about their information content (Flyvbjerg, 2011: 

307). Such leaders were identified as 2nd generation market-oriented governing leaders as they 

were potentially the second governing leaders in their country to enter office on the back of a 

predominantly market-oriented product. Obama’s presidency came after Bill Clinton was 

identified as being market-oriented by Newman (1994), as was George W. Bush to a lesser 

extent (Knuckey, 2010; Knuckey & Lees-Marshment, 2005). Meanwhile, Key's prime 

ministership came after that of Helen Clark, identified as being market-oriented by Rudd 

(2005), as can be seen in Box 2.1. Thus, Obama and Key could have learnt from their 

predecessors; identifying the need to maintain the qualities associated with a market-

orientation in power and to try new forms of communication in office. 

 

Box 2.1: 1st and 2nd generation market-oriented governing leaders   

1st Generation 

 

Tony Blair 

United Kingdom 

2nd Generation 

 

David Cameron 

United Kingdom 

 

Bill Clinton/George W. Bush  

United States 

 

Barack Obama 

United Sates 

 

Helen Clark 

New Zealand 

 

John Key 

New Zealand 

 

John Howard 

Australia 

 

Kevin Rudd 

Australia 
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Researching contemporary cases helps maximise the originality and contribution of the 

research to the research field. But researching moving targets can be problematic. As A. Bennett 

and Elman (2006: 458) note, it is difficult to get an accurate perspective on cases without the 

benefit of hindsight. Therefore, the scope of the case study research was set on the grounds of 

being both practical and intellectually fruitful (Denscombe, 2007: 44-5). As a result, the material 

examined in the four case studies looked at these leaders' communication on specific policy 

issues during their first terms in office, which were completed by the time primary case study 

research was conducted for this thesis. Focusing on two policy issues per leader enabled in-

depth primary analysis of multiple data and enabled. These issues were selected on the basis of 

two criteria: 

1. Saliency: The issue in question garnered enough public and media attention to be featured 

in public dialogue, both by the governing leader and the media, consistently over a period of 

time. While the case study section of this thesis focuses on the nature of contemporary 

market-oriented leaders’ communication in government, rather than proving actual effect 

on public opinion, it is still logical to select issues that gained public attention. The core of 

the market-orientation is concerned with politician’s responsiveness to public concerns, so 

covering salient issues ensures a focus on those the public would care about, and influence 

the perception of a leader, the most (Iyengar & Kinder, 2010; McCombs, 2004; Rudd, 2013; 

Schudson, 2011: 16-32; Street, 2011). Salient issues also produce a greater number of 

communication texts to examine. 

2. Polarising: The proposed or anticipated decision on the issue in question by the leader 

resulted in public concern and criticism from either a large portion of the public or a market 

segment with a strong vested interest. The core problem this thesis is focusing on solving is 

how politicians in power can maintain a market-oriented and responsive image, even when 

they show leadership by going against public opinion. Thus, polarising issues offer the most 

rigorous test of how effectively the leaders maintained market-oriented communication 

because the challenges and constraints of office are generally most apparent around these 

issues.  

 

Analysis of practitioner perspectives 

Practitioners’ perspectives were also analysed through existing and new primary interviews 

with individuals such as political strategists who have had involvement or first-hand experience 

around the topics that arose in the literature review and case studies. This follows an 

interpretive paradigm of data collection aimed at providing greater insight into the world of 

modern political activity (Berg, 2009: 101; Kvale, 1996).  
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Data collection 

Existing theoretical and empirical literature 

The majority of the existing literature that was relevant to this study was collected through two 

means. The first was information that was found in academic books in the fields of political 

marketing, political communication and political leadership that was attained through the 

University of Auckland Library catalogue or through the library's interloan system. The second 

means of collection was information that was found in academic publications in the fields of 

political marketing, political communication and political leadership identified through searches 

on library databases including Proquest Social Science Journals, Worldcat, International Political 

Science Abstracts, PAIS, and Worldwide Political Science Abstracts.  

 

Empirical case studies 

The primary source of information for the case studies came from the evaluation of 330 primary 

media texts identified via searches on databases such as www.whitehouse.gov, youtube.com, 

Factiva, Index New Zealand, and Newztext Plus and – for the New Zealand study of John Key - 

the University of Auckland’s political media archive, the Chapman Archive. Such media texts 

included, for example, television and radio news broadcasts, televised town hall debates, 

speeches made to Congress in the United States or in the House of Representatives in New 

Zealand, morning variety shows, quotes in newspapers, press conferences, interviews, and 

press releases (see Appendices Tables A, B, C, and D for a full list of the media texts analysed).2 

The media texts examined can be split into two categories: 

 

• ‘Controlled media texts’ are texts where the leader and their staff had overwhelming control 

over the content. This includes such formats as videos created on behalf of the leader, press 

statements, and party web pages.  

• ‘Uncontrolled media texts’ are those that are mediated by an external source, such as 

television news bulletins and articles in newspapers.  

 

While political leaders have some input into uncontrolled texts, such as what they say, they do 

not have complete control over what they are quoted as saying. Because the political elite has 

less control over these texts the public tend to view this kind of coverage as more honest and 

authentic (McNair, 2003: 131-2; Sherman, Schiffman, & Thelen, 2008). Therefore, political 

strategists consider secondary texts more influential and thus the more important of the two 

forms of media texts.3  

That said, there is a noticeable difference in the way the governing leaders in both 

countries distribute information to, and through, media channels. In New Zealand, most 
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distributed communication available was in no way produced by Key or the New Zealand 

Government. Rather, the majority of communication available came from uncontrolled media 

coverage through television and radio news telecasts, as well as newspapers. In these texts, 

Key’s communication came from press conferences and answers Key gave to questions by 

reporters as he was on his way to and from the House of Representatives. A screenshot of such 

communication can be seen in Box 2.2. 

 

Box 2.2: Key’s relationship with the media 

 

One News, TV One, TV ONE - 19/10/2010 

 
 

Pollster, Former Executive Assistant to the Prime Minister, and Former Campaign Manager, 

David Farrar (primary interview) 

“…one of them is the near daily stand up. It started under Clark. But it’s probably become more 

routine under Key… Once upon a time they were just photo ops. There was no media at all. Then it 

might sort of become 'We’ll give you one or two questions.' Now it pretty much comes close to a full 

stand up every day.” 

Source:(Farrar, 2014; TV.ONE, 2010, 19th October) 

 

In the United States, on the other hand, media outlets do not have the same level of direct access 

to the President as their New Zealand counterparts. Furthermore, a majority of the 

communication found in uncontrolled media texts were snippets taken from material produced 

by the Obama Administration. For reasons that will be explained shortly, many of the texts 

analysed in the Obama case studies came from material available on the whitehouse.gov 

website. Screenshots of which can be seen in Box 2.3. 
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Box 2.3: Administration produced content 

  
Source: (whitehouse.gov, 2009p, 2010p) 

 

 Therefore, the Administration had more control over the content created than their New 

Zealand counterparts. This is an important difference to note as it had an effect on the differing 

communication strategies of the two governing leaders looked at in this thesis. The impact of 

this difference will particularly be seen when comparing the two leaders’ communication in 

Chapter Nine.   

Data selection was dependent on the country specific to the case study. When collecting 

data for the two New Zealand focused case studies all relevant data available was collected. This 

is because the amount of data available was relatively small due to the pool media outlets in 

New Zealand being considerably small. On the other hand, for the US focused case studies there 

was an unmanageably large pool of data to examine. As noted, much of the communication 

found in uncontrolled media texts came from, or was produced alongside, primary material 

produced by the White House. This primary material is available via the White House website. 

Therefore, all relevant data via the Whitehouse website was analysed, which makes up a 

majority of the data analysed for the two US focused case studies. 

 

Primary and secondary interviews 

Existing interviews with practitioners were identified in existing academic publications. 

Original semi-structured interviews were conducted in person, or through the voice-over-IP 

Skype. Ethical clearance for these interviews was approved by the University of Auckland Ethics 

Committee. Although many practitioners were contacted, only four accepted and were 

interviewed. In saying that, these interviews still provided valuable perspectives to consider 

before the model was finalised.  
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Data analysis 

Box 2.4: Methodology summary 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Existing theoretical and empirical literature 

As noted by Goulding (2002: 56), qualitative research may include the use of secondary data 

sources to give context and factual substance to the analysis. The theoretical and empirical 

literature in the relevant fields was critically analysed in order to identify existing 

understanding of the topic, what could be used in order to create the initial framework and 

what was missing and needed new original research. The initial framework was constructed by 

altering and expanding relevant models and theory in the fields of political marketing, political 

leadership and political communication similar to the thesis topic. Empirically-based literature 

was used to help evaluate the arguments made in the theoretical literature, or to add a practical 

example. Analysis of three areas of literature enabled an effective assessment of theoretical 

arguments (Flyvbjerg, 2011). This reinforced common arguments in political marketing but 

added new understanding from leadership and communication studies which, whilst not 

answering the thesis question itself, provided valuable information and data which was utilised 

in creating the initial framework for how political leaders might promote their market-oriented 

qualities despite the challenges of office. This framework is outlined in detail in the third 

chapter of this thesis.  

 

 

1: Critical analysis of theoretical and empirical literature 
 

2: Development of initial framework 
 

3: Collection of new case study data 

 
4: Qualitative analysis of new case studies 

 
5: Revision of framework in light of case studies 

 

6: Semi-structured interviews with practitioners 

 
7: Addition of new information from interviews  

 
8: Finalisation of model 
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Application of the framework to the case studies 

The initial theoretical framework was then applied to the case studies to gain a deeper 

understanding of where the framework worked, did not work, and what was missing (Corbin & 

Strauss, 2008: 67; Denscombe, 2007: 38, 99). The data collected was decoded using qualitative 

discourse and semiotic analysis to identify the messages expressed by the governing leaders in 

question, and possible interpretations by receivers. Robinson (2006: 30-2), who has done 

similar work around market-oriented campaign material, notes that semiotic theory suggests 

that the meaning of communication is interpreted by a receiver through signs such as words, 

actions and images. These signs consist of a 'signifier' (the actual visual and verbal 

communications) and a 'signified' (the concept the signifier refers to). The study identified both 

the meaning intended to be communicated by the leader in question and how these may be 

interpreted by the public. Whilst communication can be interpreted in numerous ways by the 

receiver (Bell, 2008: 28-48; B. Franklin, 2004: 444-5; Lloyd, 2009; G. Rose, 2007), as Robinson 

notes, there is a range of literature that suggests how both verbal and visual communication is 

likely to be received by the audience (Barry, 1997; Biocca, 1991; Campbell, 1983; De 

Landtsheer, De Vries, & Vertessen, 2008: 222-25; Pierce, 1993)  

 The original material was coded and categorised through NVivo qualitative analysis 

indexing computer software. An explanation of the coding process is outlined in Box 2.5 below. 

 

Box 2.5: Data coding process in detail 
 

The initial framework was uploaded 

into the nVivo programme in the form 

of nodes. These nodes would later be 

used as labels to code the text and 

notes in the transcripts.  

 

(Note: Screenshot includes potential 

“new” nodes for trends found during 

the coding process) 
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Transcripts of the media texted 

analysed were uploaded into the 

nVivo programme 

   

 

The data was watched, read, and/or 

listened to in full to get an overall 

understanding of how the text might 

be received. General notes were 

written down. For transcripts with 

audio or audio-visual related files 

notes were also taken on visual and 

vocal (not wording) cues that were 

noticeable during the text (see: Savin-

Baden & Major, 2013: 349-50). 
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The data was re-watched, re-read, 

and/or re-listened to while 

highlighting and coding words, 

sentences, or multiple sentences 

using the nodes created using the 

framework as descriptions. The 

transcript was re-read to make sure 

the interpretation of transcript was 

consistent and no errors had been 

made. 

 

Notes taken during the initial 

viewing/reading/listening were also 

coded using the same list of nodes. 

 

(note: writing with black background 

is what will be coded once “ OK” is 

pressed and the small green play 

button (in the red circle) is pressed) 

 

Once the coding was finalised for all 

media texts in a particular case study, 

each node would be opened and 

analysed, looking for both positive 

and negative trends in the leader's 

verbal and visual communication in 

relation to the framework across all 

media texts. 
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Primary and secondary interviews 

Additional data from existing interviews and new interviews were qualitatively analysed. Whilst 

mindful of the potential limitations of interview data, the content of these interviews were used 

to help reflect on the rest of the study before finalising the potential model (Denscombe, 2007: 

37, 202-3; Goulding, 2002: 59) and keep the model grounded in practicality and potentially 

applicable to those it could advise (Locke, 2001: 59). 

 

Reflection on the theoretical framework 

After the cases were analysed individually, the thesis reflected on lessons from comparing them 

as a whole in order to move the framework to a more abstract level (Corbin & Strauss, 2008: 75) 

and create a more universally applicable model. 

 The original codes and categories were then altered in accordance with this analysis to 

create a more nuanced and refined final theory. It would have been simpler to create the 

framework, test it empirically, and then reflect on it at the end in the conclusion. But allowing 

room for modification after the case studies were completed enabled greater room to create the 

most robust model possible for future use and potential for future modification. As ‘political 

marketing in government’ is a rapidly developing area of research, allowing room for theoretical 

modification gave the research the freedom and openness to new findings and perspectives at 

every stage of analysis, which is what the grounded theory approach calls for. This maximised 

the contribution to knowledge and understanding and the potential utility of the model for 

future research. 

 

Scope of the research and key assumptions 

Not proving effect of communication style on popularity of leaders. 

Utilising qualitative grounded theory methods and in-depth analysis of communication texts 

appropriate to that field, this research is exploring a significant development in political 

marketing communication which has not been previously studied in detail. But attempting to 

prove the effect of communication by contemporary market-oriented governing leaders on their 

public image would require proof of 'partial causality.' (see: Hosoya, 2001) This would be 

another question altogether and very difficult to do. As A. Bennett and George (2001: 152) there 

are many different challenges that can effect a particular outcome. Indeed, many challenges can 

have an effect on a governing leader's public image. These include the state of the economy, 

changes in society, and the popularity and effectiveness of the opposition (Heppell, 2008). 

Whilst methodologies such as process tracing (see: A. Bennett & Elman, 2006; A. Bennett & 

George, 2001; Imai, Keele, Tingley, & Yamamoto, 2011; G. King, Keohane, & Verba, 1994) were 

considered as a means to trace the relationship between leader communication and opinion, 
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this research is focused on exploring new forms of political marketing communication rather 

than causes of public opinion. The goal was therefore to pursue manageable but also 

methodologically sound, and thus appropriately detailed and in depth, analysis of 

communication data. 

 

Focusing on leaders’ communication of issues and decisions, not the merits of those policies and 

decisions 

Communication strategies may vary across different types of policy issues. But, after 

consideration, the criteria of polarising and salient were deemed more important to a study of 

market-oriented governing communication than ensuring the cases covered similar policy 

issues. Reflection was nevertheless undertaken at the end of the study, as per the ground theory 

approach, to allow for consideration of issue variance and the effect this may have on the 

difference in the communication analysed. It should also be noted that this study does not 

include consideration of the validity of the leaders' decisions or policies around these issues 

from a normative perspective. This thesis explores market-orientated communication, not 

whether a policy or leader is considered sound or effective in itself. 

 

Not focusing closely on the impact of political systems 

The choice of John Key and Barack Obama as case study subjects was partly due to the differing 

political systems they govern through. As will be outlined in more detail in Chapter Ten, one of 

the main goals of redesigning the framework will be to make the final model as universally 

applicable as possible. Looking at governing leaders in differing political systems helped with 

this. That said, major differences in political systems, especially those between the United States 

and New Zealand, were not given major consideration when designing the initial framework. It 

is true that, while both democracies, the governing and decision making systems in both 

countries are vastly different. Most importantly, with a separation of powers, less collective 

responsibility, and less voting alone party lines, a United States President has less power over 

federal government decisions than their New Zealand counterpart (see Miller, 2010: 103-298; 

Wilson, 2013). But the goal of Section Two of this thesis is to outline individual case studies 

rather than to do comparative analyses. By focusing on the administrative differences in the 

framework design, it would be hard to avoid further comparative analysis in Section Two. 

Furthermore, as will be seen in Chapter Nine, the political system and cultural norms impact 

how governing leaders’ in different systems use the suggestions made in the framework, rather 

than what the suggestions would be.4 This is backed up by evidence found globally that 

individual leaders, rather than the systems they operate in, are the main dependent variable on 

how political figures use political marketing (see Lees-Marshment, Strömbäck, & Rudd, 2010).5 
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Therefore, consideration of the political context was more thoroughly looked at in designing the 

final model, rather than the initial framework. 

 

Acknowledging but not focusing on the potential impact of the media 

This research does not analyse uncontrollable aspects of communication, which is another area 

of academic research in its own right (for example, see: W. L. Bennett & Entman, 2001; Iyengar, 

1991; Kuhn, 2007; Reese, Gandy, & Grant, 2003; Street, 2011: 101-130; Stromback & Kaid, 

2008). As noted in the methodology section of this chapter, the leaders in question have very 

limited control over how they are presented in uncontrolled media texts and thus the research 

focused on what the leader and their team could control. This included such aspects as their 

choice of clothing, speaking tone and choice of words and phrases.6 

 

Conclusion 

The methodology outlined in this chapter is utilised in this research and the structure of the rest 

of the thesis. The following chapter will outline and critically analyse the existing theoretical 

and empirical literature in the relevant fields of political research.  In particular, the chapter will 

highlight the importance of maintaining communication that highlights a leader's market-

oriented qualities and the limited number of political marketing studies that suggest ways this 

might be done.  
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SECTION ONE 

CHAPTER THREE 
LITERATURE REVIEW 

 

 

Introduction 

Political marketing is a quickly growing field of study (for example, see: The Journal of Political 

Marketing, Lees-Marshment, 2012; Lees-Marshment, 2014). This chapter outlines the history of 

academic research in political marketing and also integrates relevant literature in the fields of 

political communication and political leadership. It explains what lessons can be learnt from 

existing research in these three fields and also identifies what gaps remain when trying to 

better understand how contemporary governing leaders should use communication to promote 

their qualities associated with market-oriented behaviour.    

 

The change in what influences voters 

For approximately the first three quarters of the twentieth century many citizens in western 

democratic countries held strong ideological affinity towards a particular political party. This 

link was often indirectly based on the consistency of certain social structures that influenced 

their lives. These social structures, among others, included religion, family ties, as well as socio-

economic and regional positioning. These social structures influenced a person’s political 

identity by shaping their view of their own ideology. For example, they influenced if someone 

saw themselves as a socialist, a capitalist, a liberal, or a conservative. These intangible 

identifiers often linked citizens with a political party that promoted the same ideology. 

Therefore, the amount of vote switching from one election to the next was low as voters’ 

decisions were normally made well before an election campaign began. As a result, conventional 

wisdom was that political elites in western democracies gained, retained or lost office on the 

back of their ability to sell policies designed around their traditional ideological convictions, 

beliefs and principles. In other words, like businesses at the time, political parties often blamed 

a lack of success on poor promotion of their beliefs by themselves and media outlets rather than 
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the product they promoted (Benoit, 2007: 213-21; Buchanan, 2001: 362-65; McNair, 2011; Pfau, 

Houston, & Smmler, 2007; Postman, 1987; P. Richards, 2004:71-5). 

However, as Robinson (2006: 4-5) notes, over the course of the latter twentieth century 

the influence of many of these traditional social structures started to decline. Concurrently, 

citizens’ identities were starting to become more influenced by their consumption of goods and 

services. As a result, there was a general decline in attachment many citizens had towards 

particular political parties. This contributed to decline in active political participation and voter 

turnout, as well as an increase in the percentage of floating voters. In other words, political 

apathy was steadily increasing (Alt, 1979; Asher, 1992; Bobbio & Bellamy, 1987: 36; D. Butler & 

Stokes, 1974; Dalton, 1999; Denver, 2007; Heath, Jowell, & Curtice, 1985; Lilleker & Negrine, 

2006a: 36; Lipset & Rokkan, 1967; McKenzie, 2002: 36; Norris, 2005; Sarlvik & Crewe, 1983; 

van der Eijk & Franklin, 2009: 194; Vowles, 2002b). This prompted numerous academics to 

examine the extent to which marketing techniques were employed by political actors in order to 

appeal to a more volatile voting public. Many noticed a trend, as strong political partisanship 

deteriorated, the resulting changes in society were also reflected in the relationship between 

political parties and citizens. In other words, the relationship between political parties and 

citizens became similar to that between businesses and consumers (Delacourt, 2013; Wring, 

1997). Many scholars in the field of political marketing note that voters are now more 

influenced by political parties’ positions on contemporary salient issues. They are also more 

influenced by short term factors such as the performance and personality of leaders and local 

candidates. In other words, more voters are influenced by the tangible products that parties and 

candidates offer rather than their broad ideological traditions. If a party or candidate does not 

sufficiently satisfy consumer demand, the public are likely to take their vote elsewhere. 

 

Political marketing and a market-orientation 

Therefore, political parties are increasingly applying commercial marketing concepts, strategies 

and techniques to achieve their goals (Bowler & Farrell, 1992; P. Butler & Collins, 1994; M. N. 

Franklin, 2004; S. C. M. Henneberg & O'Shaughnessy, 2002; Jamieson, 1996; Kotler, 1975; Kotler 

& Kotler, 1981; Kotler & Levy, 1969; Lilleker & Scullion, 2008: 2-7; Maarek, 1995; Niffenegger, 

1989; Osuagwu, 2008: 796; Pharr & Putnam, 2000; Posner, 1992; Robinson, 2006: 4-5; Rudd, 

2005: 80).  As O’Shaughnessy (1990: 1) suggests, contemporary politics is shaped by the need to 

market candidates and parties as if they were soap powder; employing techniques taken from 

the world of business. Therefore, academics have developed new marketing concepts and 

theories specifically suitable for politics in a range of areas. This includes the areas of, but not 

exclusive to, e-marketing (for example, see: Cogburn & Espinoza-Vasquez, 2011; Jackson, 2005, 

2006; Jackson, 2011; T. Small, 2012; Williams & Gulati, 2014), internal marketing (for example, 
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see: Bannon, 2005; Granik, 2005; Lebel, 1999; Lilleker, 2005; Marland, 2012; Pettit, 2012), and 

branding (for example, see: Conley, 2012; Cormack, 2012; Cosgrove, 2007; Schneider, 2004; 

Smith, 2009; White & Chernatony, 2002). One of the most discussed concepts within the field is 

a ‘market-orientation’, which applies the business management philosophy known as the 

‘marketing concept’ to politics. The marketing concept generally refers to the business 

management philosophy that promotes the need for a consumer and competitor orientation. 

Those who follow the philosophy suggest the need to create or adjust a product or service to 

better correlate with, rather than trying to create, consumer demand (Gummeson, 2002; Kotler, 

2003; Lilleker & Negrine, 2006b: 33; Mauser, 1983; Reid, 1988; Robinson, 2006: 5; Worchester 

& Baines, 2006), as outlined in Box 3.1. 

 

Box 3.1: The marketing concept defined 

 

"The marketing concept follows that an entity achieves its own exchange determined goals most 

efficiently through a thorough understanding of potential exchange partners and their needs and 

wants, through a thorough understanding of the costs associated with satisfying those needs and 

wants, and then designing, producing and offering products in light of this understanding."  

 

Source: (Houston, 1986 as cited in O’Cass, 1996: 38) 

 

Many contemporary political marketing scholars have argued that the adoption and 

implementation of a modified version of the marketing concept, known as a market-orientation, 

will bring advantages to parties in a competitive and volatile electoral environment (Davies & 

Newman, 2006; Kotler, 1982; Newman & Sheth, 1987; Reid, 1988; Robinson, 2006: 25; 

Scammell, 1995; Smith & Saunders, 1990). 

 While there is a general lack of consensus among scholars in the field of political 

marketing around some of the basic concepts used in political marketing (Stromback, 2010), 

Lees-Marshment (2008a: 525) notes that there are a few commonalities that are present in 

most scholars’ view of what constitutes market-orientated behaviour. She observes that they 

draw off the basic principle that a market-orientation involves the politician or party being: in 

touch with ordinary voter concerns; interested in public views; responsive to what the public 

are concerned about; able to demonstrate this in the way they behave; and in the field of politics 

others are added to it; conduct market intelligence to understand public opinion; and develop 

policies and positions that respond to public concerns (also see: Lafferty & Tomas M. Hult, 2001; 

Savigny & Temple, 2010: 1052-1053). Through retrospective analysis of many political parties 

that have gained office in the last twenty five years, a number of other political marketing 
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scholars argue that many political parties have adopted and reformatted this concept. This has 

resulted in differing, yet normally positive, levels of success (for example, see: Bartle, 2002; 

Lees-Marshment et al., 2010; Lilleker & Lees-Marshment, 2005b; Paré & Berger, 2008; 

Strömbäck, 2007). 

In examining the American election campaign process in his 1994 book The Marketing of 

the President, Newman developed a model of political marketing using the frameworks of both 

marketing and political campaigns, as seen in Box 3.2. Similar to the suggestions of those who 

came before him, Newman (1994: 8, 21) notes the importance of political candidates 

understanding particular market segments in order to better position themselves to appeal to 

these groups. He also notes this leads to the process of establishing an image for the candidate, 

the formation and implementation of a strategy, and the importance of the organisational 

structure; important ideas that later models would also reflect.  

 
Box 3.2: Newman’s model of political marketing 

 
Candidate Focus                                              The Marketing Campaign                                    Environmental 
Forces 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: (Newman, 1994: 12) 
 

Along with this, Newman (1994: 31-3) outlines the evolution of the marketing concept, noting 

that campaigns have evolved from campaigns run by party bosses to campaigns run by 

marketing experts, while shifting the focus from being centred around the political party to the 
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voter, as seen in Box 3.3. This suggests that the marketing concept first identifies consumer 

needs, before developing products and services to meet those needs (also see: Kotler, 1982: 22). 

However, Newman’s work focused on the adoption of marketing around campaigning, a 

common practice among political marketing scholars (for example, see: Baines, Harris, & Lewis, 

2002; Hutcheson, 2007; Kavanagh, 1995; O’Cass, 2001; Wring, 2002). Due to its heavy focus on 

the campaign period, this model lacks the ability to be transferred into the examination of 

market-oriented parties and leaders in government. Also, like those who came before him, 

Newman’s model does not specifically note how a market-orientation is obtained, and especially 

maintained, in a clear and precise manner. 

 

Box 3.3: Newman’s evolution of the marketing concept 

 
Source: (Newman, 1994: 32) 

 

Along with Newman, O’Cass is one of the first political marketing scholars to look at the 

practical application of the marketing concept to politics. O’Cass (1996) also notes the 
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importance of having a marketing-orientation; noting that it differs significantly from the 

traditional orientation of selling politics in that it seeks to sell political products which are 

sought by voters, rather than convincing voters to buy into the product produced 

predominantly in relation to the party belief system. Thus the objective of meeting voters' needs 

through what the party product offers is to build brand loyalty and repeat voter exchanges by 

satisfying identified voter needs better than the party’s political opponents. However, again, 

O’Cass’s research mainly focuses on the effects of political marketing on election campaign 

activities. Importantly though, O’Cass notes that there appeared to be a high level of support for 

the marketing concept when it is expressed in terms that suit its application to politics. 

Therefore, O’Cass (1996: 49) stressed the need for industry specific redefinitions specific to the 

political environment. Furthermore, none of the studies up to this point looked to create a 

specific, clear, step-by-step model of how political parties gain a market-orientation. Newer 

research developed such concepts further.  

 The most notable of these would come from Lees-Marshment (2001), who suggests that 

many contemporary political parties have adopted a market-orientation. Her description of a 

market-orientation can be seen in Box 3.4. 

 

Box 3.4: Lees-Marshment's description of a market-orientation 

 

"(the use of) views and political judgement to design (the party’s) behaviour to respond to and 

satisfy voter demands in a way that that meets (voters') needs and wants, is supported and 

implemented by the internal organisation, and is deliverable in government… Parties may use their 

ideology as a means to create effective solutions to public demands, but party elites try to respond 

to market demand, rather than trying to shape opinion."  

 

Source: (Lees-Marshment, 2008b: 20-1) 

 

In order to achieve this, Lees-Marshment’s market-oriented party model outlines eight steps 

that should help a party achieve a market-orientation and be successful in gaining political 

office, as seen in Box 3.5. 
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Box 3.5: Lees-Marshment’s market-oriented party model7 

 

STAGE ONE: MARKET INTELLIGENCE 
Aims to understand and ascertain market demands. 

↓ 
STAGE TWO: PRODUCT DESIGN 

The party then designs 'product' according to the findings from its market intelligence, before 
adjusting it to suit several factors explored in Stage 3. 

↓ 
STAGE THREE: PRODUCT ADJUSTMENT 

The party then develops the product to consider Achievability, Internal reaction, Competition:, 
Support 

↓ 
STAGE FOUR: IMPLEMENTATION 

Changes are implemented throughout the party. 
↓ 

STAGE FIVE: COMMUNICATION 
Communication is carefully organized to convey the new product, so that voters are clear before 

the campaign begins. 
↓ 

STAGE SIX: CAMPAIGN 
The party repeats its communication in the official campaign, reminding voters of the key 

aspects and advantages of its product. 
↓ 

STAGE SEVEN: ELECTION 
The party should win not just votes but attract positive perception from voters on all aspects of 

behaviour. 
↓ 

STAGE EIGHT: DELIVERY 
The party then needs to deliver its product in government. 

 

 

It should be noted that a ‘market-orientation’ does not simply mean blindly following public 

opinion. The market-orientation emphasises the need to make sure that the public voice is 

listened to and respectfully taken into consideration from the beginning of the product 

development process (also see: Baker & Sinkula, 2002; Lees-Marshment, 2008a; Mortimore & 

Gill, 2010: 258; Scammell, 1999). However, as Lees-Marshment’s model suggests, there are 

many different factors to take into consideration in the political decision making process. These 

include the many stakeholders, the long term costs and benefits, and party history and ideology. 

The understanding of the importance of different stakeholders is further emphasised in 

Ormrod’s political market-orientation model, which can be seen in Box 3.6. Ormrod (2005: 46-

67) also argues that an understanding of society is essential for market-oriented parties. The 
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model is developed under the idea that “a political market-orientation exists when all members 

of a party are sensitive to internal and external stakeholders’ attitudes, needs and wants.” 

(Ormrod, 2005: 51) Thus, the model concentrates on this; highlighting constraints imposed by 

all stakeholders when developing policies and programmes with which to reach the party’s 

objectives. 

 

Box 3.6. Ormrod’s political market-orientation (with expanded societal orientation construct) 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: (Ormrod, 2005: 4) 
 
However, this model does not follow the same step by step process of the Lees-Marshment 

model. The Lees-Marshment model was built on understanding from political science rather 

than just marketing, and has been applied to comparative analysis in many papers, articles and 

edited books (for example, see: Lilleker & Lees-Marshment, 2005c; Matuskova, Eibl, & Bruan, 

2010). The framework is broader in scope compared to other previous conceptions; considering 

strategy, rather than simply techniques (Lees-Marshment, 2010: 4). Therefore, this research has 

been done with this interpretation of a market-oriented party in mind, as it is the most 

applicable model for a Ph.D. thesis in political science.  

 But Lees-Marshment’s model still says very little about how to communicate a market-

orientation, other than the consistent presentation of the political product once it has been 

settled in the attempt to gain office. Furthermore, like much of the research into the market-

orientation that came before it, the Lees-Marshment model was predominantly used to examine 

how political parties adopted a market-orientation in an attempt to gain office, rather than to 

maintain office. As will be demonstrated, this created limitations for the models use once parties 

gained power. 
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But there is a major lesson that can be taken away from the literature on the market-

orientation. Importantly, the literature presents a substantial argument suggesting that 

contemporary political parties and their leaders need to adopt a market-orientation in order to 

gain office. By being more in touch, interested, and responsive to public opinion at the beginning 

of the product development process, market-oriented parties can be appealing to the new 

consumer style voter. 

 

Market-orientation in government 

Current literature also suggests that political parties and candidates should maintain a market-

orientation once in office (Lees-Marshment, 2009a). As Ormrod and Savigny (2012: 2) note, the 

influence of political marketing extends beyond the election. They note that many of the 

techniques associated with marketing are in evidence throughout the electoral cycle, rather 

than being restricted to the formal campaign period. There are two broad reasons why political 

parties who maintain a market-orientation once in office may hold a better public image than 

those who discontinue market-oriented behaviour once they enter office. 

 

1. Reputation/Trust: Scammell (1999: 728) notes that with a higher level of trust in a political 

product, the more loyalty voters will show towards it; suggesting that satisfaction has a 

significant influence on the intention to stay with a particular product in the future (also 

see: Fournier, 1998; Jacoby & Kyner, 1973; Oliver, 1999; Punniyamoorthy & Prasanna 

Mohan Raj, 2007). Similarly, Lees-Marshment (2009a: 51) has noted the importance to long 

term success of following through with promises after a market-oriented party has gained 

office. If an elected party was to lose the qualities that got them elected (in this case the 

qualities indicative of a market-orientation) they may gain a reputation as being 

untrustworthy due to a drastic change in the way they interact with the public. If a 

governing party or candidate was to be seen as untrustworthy, or unable to provide voter 

satisfaction, they may very well lose the loyalty of the voting public (Heppell, 2008).  

2. Finger on the pulse: Furthermore, the importance of maintaining a market-orientation in 

government can also be argued for the same reason many political marketing scholars have 

noted its importance in opposition; it allows the governing party in question the ability to 

have their ‘ear to the ground.’ A market-orientation allows a political party or candidate a 

greater chance to see any new or potential changes in the social pulse and adapt 

accordingly, as highlighted in Box 3.7.  
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Box 3.7: Market-orientation in government  

 

"A market-oriented government aims to maintain a responsive relationship with the public, 

continuing to consult a range of markets, to reflect and review delivery progress, offer appropriate 

leadership, and engage in strategic product development the context of government realities to 

provide satisfaction in the long term." 

Source: (Lees-Marshment, 2009a: 211) 

 

In other words, market-oriented behaviour in government is important as it facilitates a 

‘learning-orientation'; prompting questions about whether existing behaviour and practices 

actually maximise their performance and re-electability (Lees-Marshment, 2009a: 215). 

 

The dilemma of market-orientated leadership in government 

The adoption of a market-orientation by political parties has implications for political leaders 

once in power. It has been argued that a market-orientation needs to be embodied by a political 

leader both strategically and in communication (D. Butler & Kavanagh, 1997: 53; Hughes & 

Dann, 2010: 86). But in office leaders face difficult decisions and constraints that can hinder the 

preservation of a market-orientation and a positive public image. This follows a general trend of 

political leaders in western democracies over the past twenty years; gaining power under a 

market-orientation but losing their positive public image, especially the ability to appear as in 

touch, competent, and credible, once in office. Historically, the general decline in a government, 

and thus governing leader, has been documented (for example, see  Heppell, 2008; Smith & 

French, 2009: 218; Vowles, 1995: 122-37). However, as noted earlier in this chapter, the 

demands voters place on their elected officials has changed drastically, especially over the last 

thirty to forty years. As governments, and governing leaders, are increasingly judged by an ever 

growing group of swing voters on their recent tangible offerings as well as their personal 

performance and less on their general ideological positioning, the ability to appear in touch, 

competent, and credible becomes harder. For any leader of a party that enters office under a 

market-orientation the ability to appear in touch, in particular, has become even more 

important. This is because the strategy is founded on gathering and respecting market 

intelligence. Therefore, the image of being out of touch can hurt one of the main foundations of a 

party and leaders’ brand that got them into office initially (for example, see Lees-Marshment, 

2001: 86-93). In sum, whilst such a drop in support is not new in the study of political 

popularity, new research in political marketing has observed how it has occurred 

simultaneously with a decline in the party in questions’ perceived qualities associated with 

having a market-orientation.  
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Thus, it would appear that the traditional notion of a market-orientation is difficult to 

maintain once in office. As Newman (1999: 110) observes, “a candidate must adapt from the 

‘campaign marketplace’ to the ‘governing marketplace’ to be a successful politician.” Ormrod 

(2006: 112, 115) suggests that governing parties have to deal with a lot more constraints and 

challenges than their opposition counterparts. He notes that because a governing party actually 

has to deal with issues, rather than just hypothetically deal with issues, they are limited in what 

they can do, say, and change about their own image, policy agenda and overall product 

compared to their opposition counterparts (also see: Johnson, 2007: 66; Lees-Marshment, 

2009c: 199). Lilleker and Lees-Marshment (2005b: 25-6) also noted that governing parties have 

to deal with unexpected economic problems and natural disasters immediately, another 

challenge their opposition counterparts do not have (also see: Lees-Marshment, 2009c: 199; 

Norton, 1996: 235-7). These challenges can change the agenda of governments, not allowing 

them to focus on and deliver what they promised during election time, as highlighted by Former 

US President Bill Clinton’s quote in Box 3.8.  

 

Box 3.8: Former US President Bill Clinton on the challenges of office.   

 

"(In office) you’re also at the mercy of events.... President Bush did not run for President to deal 

with 9/11. But once it happened it wasn’t as if he had an option. Once I looked at the economic 

data, the new data, after I won the election I realised that I would have to work much harder to 

reduce the deficit and therefore would have less, and therefore have less money in my first year or 

two to invest in things I wanted to invest in." 

Source: (Fox, 2006) 

 

By examining the limited number of political marketing studies that have considered this 

problem, there are seemingly several key challenges that can cause leaders to lose the positive 

public image in government that they gained through the adoption of a market-orientation. 

These are outlined in Box 3.9. 

 

Box 3.9: Challenges of office 

 

1. Leaders become more remote in power 

2. Public desire for leadership once in power 

3. Contradictory negative public reaction when politicians do lead 

4. Poor use of rhetoric when leaders lead 
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5. Imagery of government prevents leaders conveying a feeling of being in touch  

 

 

Outlining these problems helps provide a clearer picture for establishing some hypotheses that 

will inform this study's investigation into whether contemporary market-oriented governing 

leaders use a new form of communication strategy. 

 

1. Leaders become more remote in power 

The first challenge of note is that leaders may become more remote in power, as incumbency 

does not encourage critical, self-reflective thinking (Lees-Marshment, 2009a: 209). This is 

despite having a greater number of market intelligence tools available to them (Lees-

Marshment, 2008a: 526; Moe & Howell, 1999; Wildavsky, 1966). Lees-Marshment (2009b) has 

suggested that leaders may become over-confident in their security as the natural party of 

government, thus no longer feeling they have to listen to the public sentiment (also see:  

Robinson, 2009). This has been noted by several practitioners, as seen in Box 3.10. 

 

Box 3.10: Practitioners on isolation of government 

 

Advisor and director of Communications to Canadian Prime Minister Paul Martin, Scott Reid 

"Incumbency starts to equal complacency, and complacency starts to equal self-interest, and you 

can start to take it for granted."  

 

UMR Executive Director, Stephen Mills 

"…a Government, when it is way in front in the polls, is not as interested in what the polling says as 

it is when it is behind…." 

Source: (Lees-Marshment, 2011: 89) 

 

Lees-Marshment notes that leaders often enjoy power and want to make a difference and 

impact during their time in office. Sometimes these issues are not as important to the public as 

they are to the leader, and therefore may be seen as a leader lacking delivery on issues the 

general public pay attention to. Lees-Marshment (2001: 47) also suggests that governing 

leaders may unintentionally become less inclined to listen to the advice of the public as they 

believe they already have their finger on the pulse of society.  As a result, they may not 

understand any shifts in public opinion or the social context that has an effect on what they 

should do and say. In a study of the British Conservative Party, Norton (1996: 235-37) also 

observed how the work overload placed on political elites can leave them unable to sit back and 
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think strategically. In other words, it may be very easy for a governing leader to get trapped in a 

bubble of ignorance (also see: Lees-Marshment, 2011: 89). 

As already noted, one of the main qualities associated with market-orientated behaviour 

is the quality of being in touch with public opinion, or having knowledge of the preferences of 

target markets. The change in attitude that governing leaders have commonly had, due to the 

natural mind-set and logistical changes of office, make it hard for a leader to say in touch with 

public opinion. In other words, these changes make it hard for leaders to maintain one of the 

main qualities associated with a market-orientation, thus contributing to the decline in their 

reputation and positive public image. 

 

2. Public desire for leadership once in power 

Gabriel and Lang (1999: 1) note that "the consumer has become a god-like figure, before whom 

markets and politicians alike bow" (also see: Goot, 1999: 237). Indeed, when governing leaders 

have mirrored public opinion too closely they have been criticised accordingly. Lilleker and 

Lees-Marshment (2005b: 26) suggest there is still a public desire for strong leadership in 

government. They note that a lack of conviction shown by a governing leader may result in a 

public image lacking individual vision, and may result in the public lacking an understanding of 

what the government stands for, as suggested by former Mayor of Waitakere, Sir Bob Harvey, in 

Box 3.11. 

 

Box 3.11: Former Mayor of Waitakere, Sir Bob Harvey (primary interview) 

 

"When you believe in something the worst thing a politician can do is change their mind…. It takes 

courage to say ‘I believe in these black chairs.’ And people might say ‘oh these are dreadful chairs. 

We should have red chairs.’ And you go 'you’re so right, we should have red chairs.’ And the next 

person you meet says ‘we should have blue chairs.’ Politicians do that all the time. And the people 

who get most pissed off with you are the people who suggested the red and the blue chairs…. 

Councillors absolutely despise the ones who say ‘I’ll vote for the coffee’ around the table, but vote 

for the tea." 

Source: (Harvey, 2014) 

 

This argument seems to coincide with Ormrod’s argument relating to the hypotheticals of 

opposition and the realities of government.  The public may like the idea of an opposition leader 

who follow public advice closely, as the product is simply 'hypothetical'; not faced with the 

reality that these policies are going to be put into effect. When the party's product is transferred 

to the realities of government, and the real effect they have on public life, the public may be less 
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willing to accept a leader who follows public opinion too often. As Lilleker and Lees-Marshment 

(2005b: 33) note, "A Prime Minister must…. respond immediately to events; to waver is a sign of 

weakness." Relying too heavily on public opinion in government could be subconsciously 

construed by the public as a sign of weaknesses in a position where mental strength is crucial. 

Such a strategy can cause opposition leaders negative publicity. However, current evidence 

suggests that such behaviour does not have the same negative impact on the opposition’s public 

opinion ratings as it does for a governing leader. 

 

3. Contradictory negative public reaction when politicians do lead 

 

Box 3.12: Governing leaders on leadership 

 

Former United Kingdom Prime Minister Tony Blair  

"In opposition you listen... but in government you have to give answers." 

 

New Zealand Prime Minister John Key 

"As a Prime Minister sometimes you have to lead, even if it's against public opinion." 

 

Source: (TV.ONE, 2014, 29th August)   

 

Lilleker and Lees-Marshment (2005b: 35) also note that the tension between the rights of the 

political consumer and the responsibilities of the political elite is an area that will be important 

to the field of political marketing in the future. Indeed, as will be highlighted later in this 

chapter, there is no shortage of literature around both the normative and logistical reasons why 

both governments and political leaders sometimes have to make decisions that go against public 

opinion (also see:  Lees-Marshment, 2011: 125). But making decisions that go against dominant 

public opinion, especially around salient issues, can damage a leaders’ public image (for 

example, see: Fielding, 2005: 32; Johansson, 2010; Anthony King, 2006: 153; Quinn, 2006; 

Robinson, 2010a: 143). This seems to give credence to Johns and Brandenburg's (2012) findings 

from research in Britain that suggest voters desire political figures who will stick to their core 

principles while also being responsive to public opinion. But the ability to carefully navigate the 

public’s desire for both a leader to be in touch and strong has often been lacking, resulting in 

further public dissatisfaction with once market-oriented leaders. This leaves leaders, and 

scholars, with a dichotomy. When governing leaders follow public opinion too closely they are 

criticised for showing a lack of leadership. But when they show more initiative, sometimes out 
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of necessity, it has the potential to decrease their public reputation. This was highlighted by two 

practitioners during interviews done in early 2014, as seen in Box 3.13. 

 

Box 3.13: Practitioners on leading and following 
 
 

Director at Blackham PR and former New Zealand Government Press Secretary, Mark Blackham 

(primary interview) 

"...is this person meant to be representing what we think? Or are they going to do what they think 

is best? It’s a constant tension.... But how do they balance it? I think actually one of the things... 

politicians... need to be conscious about how many times they’re doing it. 'How many times do I 

listen? And how many times do I do what I think is best?' So in one event on one day you may do the 

listening thing, and often it will be on something that doesn’t really matter, but makes people feel 

good… [T]hen on the following day you’re doing what you think is best. So I think they do need to 

balance it... But, then again, there’s also the times when you listen when you detect that this is a 

matter that’s very important to people.... How do they balance? They don’t. In all my experience 

there’s no one counting, there’s no one conscious of that really. They really sort of go day to day 

and their assistants do as well. Just sort of making a gut choice. And some of them are very good at 

making the gut call. Some of them aren’t." 

 

Democratic Strategist and Adjunct Professor, George Washington University,Peter Fenn 

(primary interview) 

"I think most leaders are smart enough to choose their battles. When I was a lot younger and a lot 

newer to this I would argue with elected officials about how their job is to educate the public and 

they said ‘you know, that’s part of our job. But if we spent all our time educating the public we’re 

going to find that we don't getting elected, or don't get re-elected.’ So basically on some things you, 

usually it is on the big things you lead, on the small things you might be able to give a little and 

follow." 

Source: (Blackham, 2014; Fenn, 2014) 

 

4. Poor use of rhetoric when leaders lead 

As noted above, many factors can lead to governing leaders going against public opinion on 

particular issues. While such actions may contribute to the decline in the leader’s reputation for 

being in touch with public opinion, the rhetoric market-oriented leaders have used in relation to 

such situations has also contributed to this reputation. This includes using communication 

strategies that adhere to a more traditional philosophy of governmental communication, which 

highlights positive attributes of the leader while attempting to disregard or ignore opinions and 
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criticisms that puts them in a negative light. Such communication lies within the framework of 

what might be expected from governing leaders, where the leaders attempt to present 

themselves to be as flawless as possible (Blumler, Kavanagh, & Nossister, 1996; Scammell, 

2007b: 186). But now that leaders use political marketing so obviously to win power, such 

rhetoric may be less publically acceptable. When a leader does go against public opinion, such 

rhetoric can make a leader seem even more out of touch with public opinion. As noted earlier, 

this is especially important for market-oriented leaders, who normally enter office with a brand 

that suggested they listened to and respected public opinion.  

 

5. Imagery of government prevents leaders conveying a feeling of being in touch  

Furthermore, the imagery of a governing leader is very different to that of an opposition. Due to 

what the job entails, governing leaders are often seen in situations that promote an image of 

being out of touch. UMR Executive Director, Stephen Mills, argues that this problem is due to an 

inevitable change in public perception of politicians in power, as highlighted in Box 3.14. 

 

Box 3.14: UMR Executive Director, Stephen Mills, on public perception ion power 

 

"I don’t think they go out of touch, it’s just that all the imagery has been power imagery of sorts of 

six, nine, twelve years, seeing overseas leaders in limousines...." 

Source: (Lees-Marshment, 2011: 90) 

 

Indeed, governing leaders are often seen with other international leaders and dignitaries at 

formal meetings and social events; individuals who would not be not be considered ‘regular 

people.’ (see: Assinder, 2005) This is important because, as has been noted about advertising, 

messages rely upon consumers’ identification with the images presented to strengthen 

emotional involvement with a message before the logic derived from language is engaged  

(Barry, 1997; Copeland & Johnson-Cartee, 1997; Martin, 2014: 120-24; Messaris, 1997; 

Robinson, 2006). As Perloff (1993: 146) notes, "(the) similarity between source and receiver 

enhances persuasion." This suggests that the inevitable decrease of visual imagery of a leader 

communicating with the regular public may help emphasise an image of being out of touch with 

public opinion and put a dent in their public image. In the still limited research on the 

application and maintenance of a market-orientation in government there are some ideas for 

how it could be prevented.  
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Existing ideas for maintaining a government form of market-orientation 

A few studies in political marketing have started to look at ways in which a governing party may 

be able to maintain a market-orientation (Lees-Marshment, 2001: 27; 2009b). Lees-Marshment 

(2009b: 459) suggests that a market-orientation may be regained in government by conducting 

listening and consultation exercises to get back in touch, refreshing the overall team, 

acknowledging public concern about the leaders’ difficult and unpopular decisions, and 

ensuring time to develop new strategy for future terms. Most importantly, Lees-Marshment 

(2009a: 215) suggests that a ‘learning-orientation’ is vital. She suggests that a governing party 

must question whether their existing product is the most successful product they could have, 

thereby being willing to challenge the status quo and be open to new ideas, as shown in Box 

3.15.  

 

Box 3.15: Lees-Marshment’s suggestions for market-oriented governments. 

 

 Delivery management and communication. 

 Continual market consultation. 

 Responsive product re-development and strategic thinking. 

 Product refinement in response to the competition, the internal market such as party 

members, and public support. 

 Maintenance or re-establishment of a market-oriented attitude among MPs and the 

leadership. 

 Engagement in market-oriented communication 

 

“A market-oriented government aims to maintain a responsive relationship with the public, 

continuing to consult a range of markets, to reflect and review delivery progress, offer appropriate 

leadership, and engage in strategic product development in the context of government realities to 

provide satisfaction in the long term.” 

Source: (Lees-Marshment, 2009a: 211) 

 

In an empirical study of political marketing, where interviews with politicians and their staff 

who worked in government as well as opposition were conducted, Lees-Marshment found that 

the government may not be able to do exactly what the public want, and in an effort to make 

sure they keep the public on their side may have to present some kind of compromise between 

their personal preferences and that society wants. If the government ignore the market opinion 

in terms of the decision made, they have need to at least show awareness of public criticism 

(Lees-Marshment, 2011: 91). Nevertheless, there is still very limited research directly looking at 
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finding solutions to how a governing party may be able to maintain a market-orientation in 

government despite the challenges involved. In particular, there is a lack of attention paid to the 

issue of leadership and leader communication. 

 

Communicating market-oriented qualities 

  

Box 3.16: Importance of communication 
 

Former strategy and polling advisor to the UK Labour Party, Philip Gould 

"Communications is not an afterthought to our policy. It’s central to the whole mission of New 

Labour"  

 

Chairman of committee into the effectiveness of government communication, Sir Bob Phillis 

"Communications should be an equal and equally respected third in the trinity of government 

policy making, public service delivery and communications" 

Source: (Savigny & Temple, 2010) 
 

The importance of communication in politics has been argued by many scholars in various sub-

fields of political studies, as will be discussed later in this chapter. And, as Stromback (2010: 17) 

notes, while not synonymous with one another, political marketing always involves 

communication. Yet most research into political marketing, especially around the concept of a 

market-orientation, has tended to focus on product strategy and design rather than how it can 

be communicated (for example, see: Niffenegger, 1989: 45-51; O’Cass, 1996; O’Shaughnessy, 

1990; Posner, 1992). Furthermore, much of the literature looks at the implementation of a 

market-orientation in an attempt to gain office, rather than how to maintain it in power. 

Therefore there is little research examining how to effectively communicate a market-oriented 

leader once in power. From a theoretical perspective, there are three exceptions to this. 

Schweiger and Adami (1999) investigated the non-verbal communication cues of successful 

political candidates. Collecting image dimensions of a candidate in political marketing literature 

up to that date, Schweiger and Adami presented a five dimension framework, including general 

ideas as to what, and what not, to communicate in order to demonstrate in non-verbal 

communication which can be used in the initial framework design for this thesis, as seen in Box 

3.17. 

 

 

 

39 
 



Section One Chapter Three Literature Review 
 

Box 3.17: Schweiger and Aadami’s political candidate positive and negative image attributes 

Dimension Positive attribute Negative attribute 

Honesty Honest 
Credible 
A man of his word 
Transparent 
Reliable 
Honest reputation 

Entangled in controversies 
Embezzlement 
Breach of contract 
 

Quality Knowledge 
Educational background 
Capable  
Mastermind 
Experienced 
 
 
 
 

Does not know how to manage a 
government 
No business knowledge 
No international experience 
Not qualified 
 

National roots Available 
Represents our country 
Knows the needs of our nation 
Traditional 
Interested in our culture 
Loves our country 

Foreigner 
Does not know the history of our 
country 

Strength Strong 
Winner 
Carries his point 
Energetic 
Tough 
Successful 
 

Weak 
Loser 
Without balance 
 

Passion Loves his job 
Cares for our nation  
Helping hands 
Modern ideas 
Sporty 
Family orientated 
Young 
Knows our problems 

Stubborn 
Emotionless 

Source: (Schweiger & Adami, 1999: 361) 

 

While there are many instances of overlap in the framework (i.e: Honest and Honest 

reputation), it does provide a good summary of many general characteristics that would be 

helpful in maintaining a positive public image once in office. But it does not answer the research 

question because it focuses on candidates not leaders; it doesn’t consider a market-orientation 
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and focuses on non-verbal communication cues within campaigns rather than government (see: 

Schweiger & Adami, 1999: 362-3). As Goldstein and Ridout (2004: 208) note, "[w]e should be 

cautious when combining the study of political advertising with the study of other forms of 

political communication....the two sorts of political communication have different goals and 

different types of content, and thus theoretically should have different effects." Also, while 

within the realm of political marketing, the framework was not designed specifically with 

market-oriented qualities in mind.  

 Robinson (2006, 2009, 2010a, 2010b) specifically explores market-oriented 

communication; identifying the link between the communication of a market-orientation in 

political party’s election campaign texts and the success they achieve on election day. 

Robinson’s research was achieved using an expanded version of the framework shown in Box 

3.18. 

 

Box 3.18: Robinson’s suggestions for market-oriented communication 

 

Target audience identification: A party with an understanding and application of its core and 

potential target voter groups will include images of them and their environments in its advertising. 

 

Sense and response to voter need: A party that is concerned to demonstrate its engagement and 

affinity with voters will demonstrate this in images and words of togetherness, such as images of 

caring and listening and widespread use of personal and inclusive pronouns. 

 

Voter relations management: A party wanting to maintain a loyal relationship with core voters will 

demonstrate this in their advertisements through consistency in leadership offerings, the evocation 

of party history and myth through word and image, and evidence of having met previous promises. 

 

Offer in exchange: A party that is aware that it needs to offer that greatest value to voters in exchange 

for their vote will also offer something new or different from its competition in its selection of 

slogans, leadership images, and policies, over and above its message to core supporters. 

 

Competitor orientation: A party that is alert to the competitive challenges it faces will demonstrate 

an awareness of itself in relation to their parties. For example, a challenger party will include attack 

messages; a market leader will include defensive messages as well as trying to increase its market 

share; a niche party will remain true to and protect its niche, or may promote other leadership or 

policy niches not yet inhabited by bigger parties. 

Source: (Robinson, 2006: 34-9) 
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Analysing the 1999 and 2002 New Zealand General Election through this framework, Robinson 

concluded that the parties that demonstrated these market-oriented qualities in their campaign 

communication were most successful. The research suggests that more emphasis on the 

communication of a market-orientation is justified. However, Robinson’s research focuses on 

election advertising not government or governing leaders but it was still useful for generating 

ideas for how a market-orientation can both be communicated in practice and assessed in 

academic analysis. 

 Lees-Marshment (2009a) has made suggestions for market-oriented communication in 

government, as seen in Box 3.19. These suggestions emphasise the importance of demonstrating 

a respectful acknowledgment of public opinion, and being in touch with not only the general 

public, but target and traditional supporters, which this thesis can build on. But the suggestions 

are vague generalisations, and do not make it clear how to actually communicate or 

demonstrate such qualities. Furthermore, the suggestions do not focus on leadership in 

particular.  

 
Box 3.19: Lees-Marshment's suggestions for communication in government. 

 

- Demonstrate a sense of and response to voter needs, with images of party and/or leader 

interaction with target voters including images of listening and words of togetherness. 

- Demonstrate government is offering something new in policy and/or leadership. 

- Identify and target the competition, showing a concern to increase market share. 

- Maintain relationships with traditional voters, through evocation of party history and myth as 

well as acknowledgement of shared characters, themes, and stories; images or words of care for 

core supporters; and/or other texts recognizable to core supporters. 

Source: (Lees-Marshment, 2009a: 218) 
  

There are also a few empirically-based analyses which are useful for this study. The market-

intelligence report released in 2005 by the market research company Promise highlights the 

importance of communication to the maintenance of a market-orientation in government. 

Examining the UK Labour Government, a key finding from the research was that there was 

deterioration over time in Prime Minister Tony Blair's public reputation/brand; from the 

popularity of Blair in his early years as leader to the resentment and anger at the later, tougher, 

Blair. In focus group research they found that participant’s negative reactions towards Blair 

seem to stem from his communication on polarising decisions, rather than the decisions 

themselves. One participant acted out both the communication they expected from Blair and the 
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communication they would have liked from Blair in response to public criticism, as noted in Box 

3.20.  

 

Box 3.20: Participants perception of Tony Blair’s communication on polarising policies 

 

1: How participant felt like Blair was responding to citizen concern: 

 “I’m afraid you’ve only got part of the picture. From where I sit the war in Iraq was crucial to the 

cause of world peace. But I understand that it’s difficult to see the whole thing for you. [Boos from 

the group!] You put me in charge and I must do what I think to be the right thing. I am sure that 

history will prove us right in the end.” 
 

2: How participants would like Blair to respond to citizen concern: 

“I understand your feelings and I realize that there are many who do not agree with me over 

Iraq. . . . I still believe on balance that we did the right thing, though I have been shocked to 

appreciate the depth of frustration among those who disagree with me. I solemnly promise to 

spend more time at home in contact with our own people and to debate these issues more seriously 

before we launch on such an endeavour again.” 

Source: (Promise, 2005) 

 

In sum, Promise found that the two hypothetical responses to public criticism garnered 

completely different reactions from the focus group participants, despite the fact that the two 

responses were essentially communicating the same fact; that Blair did not follow public 

opinion as he felt he had to make a decision as leader. The major difference was that the first 

response was interpreted as Blair not respecting public opinion, while the second response 

suggested he did.  

 Having examined the Promise research, Scammell (2007b) outlines the use of re-

branding communication by both Tony Blair and the New Labour Government in their attempt 

to rejuvenate their image and subsequently regain some of Blair's former support in the lead up 

to the 2005 British General Election. Scammell’s work provides detail into how the Labour 

Government's ‘machismo strategy’; designed to show the public that Blair was listening. This 

strategy is summarised in Box 3.21. 
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Box 3.21: The Machismo Strategy 

 

Rhetoric: explaining challenges without talking down to public 

Blair communicated the realities of being a governing leader and having to make tough 

decisions without talking down to the public. He was more reflective and humble than he had 

been in the previous couple of years, especially in justifying the Government’s decision to help 

in the War in Iraq.  He explained that as a leader he had to make a decision. He provided more 

detail in explaining the challenges involved, rather than stating that leaders have to lead and 

that they needed to persuade the public, may have helped make the public feel that Blair was 

being more open and honest. Blair communicated admittance and understanding that some of 

the Government’s actions had been unpopular, while communicating with the public. This was 

in stark contrast to the rhetoric Blair used  in the two years prior, which was much more 

defensive and suggested he was talking down to the public. This new form of communication 

rhetoric helped bring Blair’s image back to a point where he looked like he was in touch. 

Imagery: public confronting Blair   

Blair met hostile members of the British public in a range of public locations; listening to their 

criticisms of him and the Government’s actions and demonstrating respect for their concerns. 

Blair deliberately sought out aggressive interviewers and asked program producers to find 

hostile audiences to question him. He was repeatedly lambasted over Iraq; while, in the one of 

the most famous confrontations, a hospital worker asked the Blair if he would be prepared to 

“wipe someone’s backside for £5 an hour.” Such a strategy not only let the public live vicariously 

through these hostile members of the public, but was visual evidence of Blair engaging with the 

public. Again, this was in stark contrast to the imagery that had been seen in the two years prior. 

In other words, the visuals presented may have suggested that Blair was still, or back, in touch 

with public opinion.   

Sources: (Lees-Marshment, 2005, 2009a; Scammell, 2007b) 

 

In sum, Scammell notes that Blair changed his overall use of communication, becoming less 

defensive and more open and honest about the challenges of government and leadership. While 

this may seem like a risky strategy that goes against traditional communication strategies, 

Scammell's research explains why it worked. The strategy helped refresh Blair and the New 

Labour brand, helping them regain some of the popularity they had lost over the previous few 

years (also see: MORI, 2014; Wring, Green, Mortimore, & Atkinson, 2007: 10). Thus, Scammell’s 

work reinforces the importance of communication to market-oriented governing leaders. 

Importantly, it suggests that a major part of this needs to look at how a leader communicates 

their openness and acceptance of public criticism in situations where they went against public 
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opinion. This goes against the traditional theory of presenting a political party and leader as 

popular, always correct and without fault in communications at all time (Scammell, 2007b: 

186). However, because the British Government’s strategy acknowledged public opinion, it 

worked. When recent governments have tried to use such strategies, but have ignored or not 

paralleled public opinion, it has not worked (for example, see Elder, 2010, 2014; Johansson, 

2010: 25-6; Lees-Marshment, 2009b; Robinson, 2009), as it did not challenge the status quo that 

Lees-Marshment suggests is a vital part of the market orientation in government (Lees-

Marshment, 2009a: 215).  

 While focused predominantly on election campaigns rather than day to day 

governmental communication, taking this empirical research into consideration helps provide a 

number of ideas of how market-oriented governing leaders may use communication soundly in 

government, as seen in Box 3.22. 

 

Box 3.22: Synthesised suggestions from empirical research on market-oriented communication 

by governing leaders 

 

1. Communicate public airing frustrations to leader. 

2. Acknowledge public opinion that may differ from the governing leader's and the 

decisions of their government. Respond respectfully. 

3. Show strong and competent leadership characteristics rather than stubborn/blindly 

following conviction.    

4. Present the governing leader talking with 'ordinary people' in 'ordinary environments.' 

5. Acknowledge changes within public context, do not try to change public context. 

6. Use words of togetherness, do not use terms like 'I believe.' 

7. Explain challenges of office and reasons for decisions, without talking down to the 

public. 

 

The research showed that a governing leader does not have to blindly follow public opinion to 

be perceived as in touch; as long as the communication suggests public consultation and 

acknowledgment of public concern. Furthermore, such communication also allows a governing 

leader to show qualities associated with strong and decisive leadership; a quality that is vital for 

a governing leader’s image (Gould, 2007: 21). While this research is extremely valuable in 

providing suggestions as to how a governing leader may use communication to regain a market-

orientation, it does not suggest what leaders could do to avoid losing it in the first place, or 

provide a clear theoretical framework about communicating a market-orientation as a leader in 

government.  
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Leadership and communication 

In the field of political leadership a lot of attention is paid to issues such as a political leader's 

power over their cabinet and their competence when implementing policy (Bass, 1985; Bennis, 

1959; Elcock, 2001; Greenstein, 2000; Léon, 1968). However, over the last twenty years more 

attention has been paid to the growing importance of media and image management, both in 

terms of political legitimacy and success (Buchanan, 2001; Crewe & King, 1994; Elgie, 1995: 26-

7; Foley, 2000: 4; McLeay, 2006; Mughan, 1993; Poguntke & Webb, 2005; Semetko, 1996; 

Seymour-Ure, 1997). This is because, as Miller and Mintrom (2006: 5) note, political leaders 

have a level of accountability rarely seen in other categories of leadership. They note that 

political leaders are subject to robust scrutiny by the mass media, their political opponents, and 

most importantly, the public. This growing body of literature is useful to this study, not only in 

terms of understanding where research in this field currently stands, but also what this 

research can add to the field.    

 Also, in the field of political communication, much attention is paid to areas of 

communication outside the confines of this study. This includes a large body of literature in the 

area of election campaigning, such as political advertising (for example, see: Denton, 1988; 

Goldstein & Ridout, 2004; Nimmo & Felsberg, 1986; Trent & Frienberg, 2008; Wring et al., 

2007). There is also a growing body of literature looking at the democratic and logistical issues 

surrounding the supposed trivialisation and dumbing down of politics by the media (for 

example, see: B. Franklin, 2004; Iyengar, Norpoth, & Hahn, 2004; Lilleker, 2006: 141; Negrine & 

Lilleker, 2002), as well as a growing body of research looking into the rise in importance of 

professionals, otherwise known as spin doctors, to the political communication process (for 

example, see: Blumler & Gurevitch, 1995; Mancini, 1999; Norris, 2000: 173; Schlesinger & 

Tumber, 1994: 84). There is no doubt that these areas of study on political communication are 

important, as the media is a vital part of the communication process between the political elite 

and the public. While these areas are not important for this study, a review of the literature on 

political and democratic leadership as well as in the field of political communication also 

suggests a number of points which can add to our understanding of the context in which 

political leaders and a market-orientation operates, as well as how this may be presented in 

communication. Not only does this help further the arguments already highlighted in the field of 

political marketing, but it also presents further suggestions as to what challenges and attributes 

need to be considered when developing the framework for this study.   

 

The tension between following public opinion and strong leadership 

The suggested tension between the need to follow public opinion and the public desire for 

strong leadership in government, noted by political marketing literature, is also supported by 
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literature in the field of political leadership and democratic theory. This is perhaps best 

reflected in the conflict between the trustee and delegate models of political representation and 

leadership. In a vein similar to Athenian direct democracy (see: Osborne, 2010), the delegate 

model is primarily based on the idea that political leaders should make decisions that follow the 

wishes of those who elected them (Jacobs, 2000: 312; Miller & Mintrom, 2006: 13). It is argued 

that such practices would break down the divide between lawmakers and citizens, influencing 

citizens to get more involved in the political process. It is also argued that such a structure 

would decrease the power of special interest groups, thus decreasing cynicism about politics, 

and politicians in particular. On the other hand, the trustee model originates with the British 

political theorist Edmund Burke. According to Burke (as cited in: O’Shaughnessy, 1990: 7), 

political decisions should be made on the judgement of politicians, who have the information 

and expertise to decide what is the best decision possible. Under this theory, citizen’s role 

within democracy is to elect representatives capable of making such decisions (also see: Heith, 

2004: 143; Mill, 2001). Hamilton (2001) notes that leaders are privy to information not 

available to the public. As a result they are obligated to support the real interests of their 

electorate, even when these interests differ from voters' opinions. J. E. Cohen (1997: 15) notes 

that parties may need to take a long term perspective, laying the foundations now for decisions 

that will be effective long term (also see: Gianakis, 1999: 168; Raadschelders, 2003: 272). 

According to both Weick (2001) and Heifetz (1994), the leader who acknowledges that he or 

she does not have all the answers to all problems creates exciting possibilities for others to 

wrestle with and address public problems. 

Unsurprisingly there are also a number of political leadership scholars who suggest a 

mixture of both theories. Masciulli, Molchanov, and Knight (2009: 3) suggest the benefits of a 

strong yet open minded leader. They suggest that weak leadership contributes to government 

failures and a lack of creativity and advancement, while foolhardy leadership may bring about 

instability or a catastrophe due to a lack of thinking before acting. Canes-Wrone, Herron and 

Shotts (2001: 532-3) note that to do what is best for the public, despite public backlash, 

presents an incentive problem for a governing leader. An executive's re-election prospects may 

depend on catering to voters who are potentially ill-informed about public policy. They suggest 

that if the long term benefits of making unpopular decisions will be realised before an election, 

they are more likely to be taken. Furthermore, J. Fox and Shotts (2009: 1226) note that a 

leader's decision to follow public opinion or show strong leadership hinges crucially on the 

degree of uncertainty the public has about the incumbent’s policy preferences. In other words, 

the public will be comfortable with a governing leader going against public opinion on a 

particular decision if they feel that the leader shares their beliefs about what the 'end goal' is 

(what they are trying to achieve), and they feel the leader is competent and thus should deliver 
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that end goal (also see: Hayward, 2010: 230; Lilleker, 2006: 125; Poguntke & Webb, 2005: 8, 35, 

51-2). 

While this body of literature normally looks at the issue of the conflict between the need 

to follow public opinion and the public desire for strong leadership in government from a 

normative perspective, it does further highlight the importance of strong leadership in office. 

Also, this literature reinforces problems noted by recent political marketing literature. Most 

importantly, it highlights the impact of the challenges of office, the long term impact they can 

have on society and, importantly for this study, a governing leaders' popularity. The most 

important trend in this literature is the suggestion that the public will not punish leaders for 

decisions that go against public opinion, as long as they see the leader is competent and is trying 

to achieve goals that they share. This information, in particular, was highlighted and considered 

in the formation of the initial framework for this research. 

 

Constrained leadership power 

On the issue of delivering what the public want or expect, the literature on political leadership 

highlights a challenge not explicitly concentrated on too much in political marketing literature. 

The political leadership literature highlights the fact that the amount of power to make 

decisions a governing leader has varies from country to country, according to the governing 

structure and decision making process (Edinger, 1990; Mehra, Khanna, & Kueck, 2003). This 

may play a part in how much of a market-orientation a leader can have, and what the public 

expect from them. For example, numerous political leadership scholars have highlighted the 

limitations of power that the President of the United States has compared to many other world 

leaders over their government. Elcock (2001: 49-50) clarifies this point with the example of 

how the President proposes a national budget, yet notes that it is Congress that can reduce and 

increase both taxes and spending. Neustadt (1980) agrees, suggesting that the President’s only 

power is the power to persuade because of the constraints that the Constitution imposes on his 

power. Neustadt thus argues that this requires them to engage in endless acts of persuasion to 

sure passage of his legislation and the execution of his policies (Denton, 1998: 179-256). On the 

other hand, the British Prime Minister, for example, has substantial power over the decision 

making and policy implementation process due to their ability to choose those around them and 

the dependable nature of a reliable House of Commons who will support them in their policy 

pursuits (Buckley, 2006; Weir, 1999; Wright, 2000: 263-4). This challenge noted may change 

the expectations the public has of their respective leaders, and thus change the way they need to 

communicate. Therefore, this difference was considered when creating the framework for this 

study, making it broad enough to be as universally applicable as possible.  
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Importance of leadership and leadership communication  

As already noted, in both the field of political leadership and political communication, the 

growing importance of the leader to the overall party image has been stressed (Mughan, 2000; 

Negrine, 1996: 146-66; R. Rose, 2001; Seymour-Ure, 2003). Poguntke and Webb (2005: 1,17) 

argue that presidentialization dominates the political process in many contemporary western 

democracies, where regimes are becoming more presidential in their actual practice without 

changing their formal structure. Informally, they also noted that the structural changes like the 

internationalization of politics gives more executive power to leaders and this, in turn, may 

strengthen their electoral appeal and their ability to dominate their party. Because of this, the 

media focus more on leaders; resulting in voters becoming more susceptible to leadership 

effects (for example see: Buchanan, 2001; Crewe & King, 1994; Waldegrave, as cited in Elcock, 

2001: 6; Foley, 2000; Mughan, 1993; Semetko, 1996; Seymour-Ure, 1997). Pimlott and Seaton 

(1987: 3) note that this change has been evident since the introduction of mass circulation 

newspapers. Not only have they provided leaders with a medium of persuasion, but they have 

also provided the public with the basis of judgement.  Helms (2008: 42-3) notes that with 

leaders being seen as more central to the image of the party, they are also more likely to have an 

impact on the overall image of the government and thus whether or not they stay in power is 

heavily reliant on their image. It should come as no surprise that many who have studied the 

degenerative tendencies of long serving governments have found that one of the biggest 

contributors to the decline in popularity of these governments is indeed their leader’s 

deteriorating public image (Heppell, 2008: 580; McNair, 2011: 35; Norton, 1996: 234-44). In 

other words, what we can learn from this body of literature is that, overall, the leader’s success 

at maintaining a positive public image is very important to the overall success of a political 

party in government. 

 

The permanent campaign 

Maintaining a positive public image is even more important to the overall success of a political 

party in government when considering the growing importance of continual strategic thinking 

outside the confines of the election campaign, also known as ‘the permanent campaign.’ The 

theory known as the permanent campaign was conceived by Patrick Caddell, an advisor to 

President Jimmy Carter in the 1970s. Caddell noted “that governing with public approval 

requires a continuing political campaign though one conducted in a different framework” 

(quoted in Altschuler, 2008: 169). Yet the actual phrase ‘the permanent campaign’ was first 

defined by Blumenthal (1980). Blumenthal highlights the evolution of American politics from 

one based on grass roots supporters and party organizations to one based on the polling and 

media (also see Pipa Norris, 2002). Blumenthal argues that this created a new political system, 
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where political consultants replaced the party bosses and campaigning became a form of 

governing. What this means, as Burnham (1985: 206) notes, is that “the older linkages between 

rulers and ruled become ever hazier...." In other words, with more emphasis put on the 

importance of short-term tactical gain rather than long-term vision, political leaders are limited 

in their ability to promote policies that deviate too far from the perceived dominant public 

opinion (also see Elmer, 2012; Klein, 2005; Livingston, 1997; Nye, 1999; Ornstein & Mann, 

2000). 

However, the permanent campaign theory itself is focused predominantly on strategy and 

its effect on decision making. It does not provide in-depth analysis of communication, nor a 

direct link to political marketing. Caddell does note that campaigning outside the official 

campaign period is “conducted in a different framework” (quoted in Altschuler, 2008: 169). But 

campaign and non-campaign communication is not sufficiently differentiated (see Newman, 

1999: 110). Contemporary political marketing research suggests that leaders that have 

governed in a way that too closely resembles their election campaigning strategies end up 

hurting their ability to deliver and maintain the image of strong leadership – as seen in the Tony 

Blair example noted earlier in this chapter. Furthermore, an important part of political 

marketing research looks at how campaigning is heavily reliant on targeting particular market 

segments (see Lees-Marshment, 2014: 20-22). But when it comes to government strategy, and 

especially communication in the role of governing leader, much more thinking is needed into 

looking at targeting the public as a whole, as highlighted by the quote in Box 3.23.  

 

Box 3.23: John Key’s speech on election night 2014 

 

“So tonight, whoever you voted for, I pledge this to you… I will lead a government that governs 

for all New Zealanders.” 

 

Source: (Key, 2014) 

 

To an extent, the theory known as the permanent campaign runs parallel to the market-oriented 

theory, as well as political marketing theory in general. In particular, highlighting the growing 

influence of marketing professionals such as pollsters, as well as the changing relationship 

between the political elite and the public, is a fundamental aspect of most political marketing 

theory. However, it does not give an answer to the question of this thesis, especially in relation 

to the market-orientation concept and governing leaders’ communication.  
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Personalisation of leaders 

Many scholars within both political leadership and political communication fields also note a 

flow-on effect of the increased media and public focus on the party leadership. They suggest 

that the personality of the leader has become more important to the overall image of the 

political party (Caprara, Barbaranelli, & Zimbardo, 2002; Greenstein, 1967; Immelman, 1998; 

Jackman, 2008; Pierce, 1993). Indeed, as people become less attached to particular parties and 

ideologies they are more influenced by their assessment of the candidate's character. This 

assessment centres on such job-related qualities as the candidate's competence and 

trustworthiness (Rosenberg, Kahn, & Thuy, 1991: 346). They noted the importance of mass 

media (in particular television) and the trivial, less substantive nature they present political 

information to the public has resulted in the focus of attention being shifted away from political 

institutions and policies and towards ‘personal’ leadership (Bucy, 2000; Crewe & King, 1994; 

Hart & Uhr, 2008: 260; Helms, 2008: 37-8; A. S. King, 2002; Mughan, 2000). P. Richards (2004) 

further notes that the blurring of the boundaries between political communication and popular 

culture injects an even greater level of emotion into politics. Foley (2000: 269) goes as far as to 

suggest that "personality can be the single most important contribution to the pattern of 

events." (also see: Bruce, 1992: 39; Lilleker, 2006: 79, 142; McNair, 2011: 103) In modern 

politics, what this results in is a social context where politicians are judged not only by what 

they say and do, but how they say and do it. In short, political style now counts for almost as 

much as substance (Blumler & Kavanagh, 1999: 217; Hallin & Mancini, 2004: 278-79; Helms, 

2008: 52; McNair, 2011: 147; Thompson, 2000). 

This is important to this study because, as Street (2004) suggests, political leader could 

use non-political media platforms to promote themselves, such as appearing on chat shows and 

other popular culture television formats. Such communication can provide the public with an 

alternative and more human view of the political world. This may help break down the 

perspective that politicians are detached and out of touch and allow voters to judge them on 

their human merits; what sort of person they are, what background they have and how they 

represent the person in the street to make them seem more accessible (also see: Bruce, 1992). 

Thus, this would suggest that the model this study looks to design should look into promoting 

some level of personality of the leader in order to better connect with the public they represent. 

 

Conclusion 

In summation, while the subject of this thesis is still under-examined in the field of political 

marketing, other fields within political studies suggest their importance. As a result, the value of 

the proposed research is that it will give the field of political marketing a more well-rounded 

perspective of one of the most crucial, yet understudied, areas of contemporary government. 
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From the literature in the field of political marketing we can see that the relationship between 

political parties and the public has become similar to that between businesses and consumers. 

Therefore, parties benefit from adopting a market-orientation in order to gain or retain power. 

Prominent market-orientated party models illustrate how a political party may be able to gain 

office, but are less applicable once a party is in office due to the new challenges involved. There 

has been very little research thus far on the ways in which to counteract this problem; focusing 

more on the political party at large and less on communication. Newer research suggests that 

communication of a market-orientation is important to the market-orientation in government, 

especially for the governing leader. 

 The literature from political leadership and political communication provides further 

evidence suggesting a tension between a governing leader's need to follow public opinion and 

the public desire for strong leadership in government. It also highlights the amount of power a 

governing leader actually has over their government can vary from country to country, which 

subsequently effects what they can do and say. This is important to this study, in particular, 

since the case studies looked at in section two look at two very different government structures. 

The literature also suggest that the media focus more on leaders; resulting in voters becoming 

more susceptible to leadership effects. This increased media and public focus on the party 

leadership is that the personality of the leader has become more important.  

 While such literature provides initial ideas of how a market-orientation may be 

communicated by a leader in government, it does not fully answer the question of this research. 

The next chapter will synthesise these lessons from the political marketing, political 

communication, and political leadership literature to create a new framework which does 

identify what market-oriented communication of a governing leader might entail. 
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SECTION ONE 

CHAPTER FOUR 
INITIAL FRAMEWORK 

 

 

Introduction 

This chapter will outline the initial framework for how a contemporary market-oriented leader 

should use communication in government. As highlighted in the previous chapter, there is a 

major difference between practicing and communicating a market-orientation, especially in 

government. Lessons can be learnt from the first generation of parties and leaders who entered 

office under a market-orientation. From the limited existing literature we might expect to see 

second generation market-oriented governing leaders move away from trying to stubbornly 

defend decisions that go against public opinion. Instead, we may see them show more reflexivity 

and a respectful acknowledgement for public opinion.  

 

Contemporary market-oriented governing leaders' communication: 

The initial framework 

From the findings in the previous chapter there are a number of key attributes that a leader may 

communicate, and suggestions as to how this may be communicated, in trying to maintain the 

image of having the qualities associated with market-orientated behaviour during the day to 

day operations of governing. As shown in Box 4.1, the initial framework outlines five broad 

qualities of leaders need to communicate, mainly to highlight the qualities they have. Below Box 

4.1 each aspect of the framework is explained and justified, with explanations of the strategies 

and techniques for communicating them.  

Box 4.1: Key qualities market-oriented governing leaders need to communicate  
 

1. Listening (responsive & reflective) 
2. Leadership 
3. Honesty/Trustworthiness 
4. Common goals/Benefits of decisions 
5. Social and governmental challenges (effect on decisions) 
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1. Listening (responsive & reflective) 

What is it and why is it important? 

As Danish Prime Minister Anders Fogh Rasmussen (quoted in Lees-Marshment, 2014: 64) notes, 

"people no longer accept politicians saying ‘we know what is best for you’" (also see: Lilleker & 

Scullion, 2008: 1-2). A governing leader should respectfully acknowledge prominent opposing 

viewpoints and public concerns on the issue at hand. This practice is especially important in 

relation to dominant public opinion, and around high profile decisions. This is also important 

when it comes to those with a strong vested interest in the issue, as well as the party’s core 

supporter base (Giasson, Lees-Marshment, & Marland, 2012; Hughes & Dann, 2009: 252). As 

highlighted in the previous chapter, being in touch with public opinion is a key component to 

the idea of the market-orientation. While it is not always possible to follow public opinion, 

respectfully acknowledging opposing viewpoints through communication may help a governing 

leader to present an image of being in touch; signifying they have taking these views into 

consideration before acting. This is highlighted by pollster David Farrar, as can be seen in Box 

4.2. 

 

Box 4.2: Pollster, Former Executive Assistant to the Prime Minister, and Former Campaign 
Manager, David Farrar (primary interview) 

 
"I think being in touch is most important. I think that’s what New Zealanders value the most is 

political leaders who they can relate to, who they feel understand what are the important issues 

for them. There are times where they’re also wanting other things, and strong competent 

leadership is certainly part of that too... [Y]ou see this when governments start to fade, the 

common stuff commentators say is 'they’re falling out of touch'... And I think the key thing too is 

the ability to engage with the audience. This is more for not media but direct audiences, and the 

sort of question and answer, where if you make them feel as though you’re talking with them, not 

to them." 

Source: (Farrar, 2014) 

 

How may this be communicated? 

a) Early communication/ Encouraging public debate: Starting communication on a particular 

issue well before a decision has been announced should help stimulate public debate. This 

stimulation can be further encouraged by the leader using rhetoric that suggests that a final 

decision on the issue has not been finalised, even if there is a preferred or probable 

outcome. An example of this can be seen in Box 4.3. 
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Box 4.3: Suggested early communication phrases 

 

We are looking into the possibly benefits of changing the law on…. 

We are looking to possibly changing it to...  

But we are looking at all potential options 

 

 

Such communication helps present to the public the idea that the issue is being discussed 

with them rather than sold to them. While this stimulation of consultation may not have an 

effect on the outcome of the issue, it does provide the public the chance to air their concerns 

prior to the decision being finalised. Presenting visual evidence of such activity may help the 

public live vicariously through those airing their concerns to the governing leader. Not only 

does this make the governing leader appear in touch with the public (see section 1c), but 

also enables the public to get any frustrations out now rather than, say, on election day 

(Promise, 2005; Scammell, 2007b; Wring et al., 2007: 21). Furthermore, starting 

communication early can help governing leader set the agenda (Gibbons, 2004: 24). 

b) Respectfully responding to public concerns: It is also important for a governing leader to take 

that public dialogue and show that they have  listened to, respected, and responded to it. 

This is especially important in relation to public disapproval or concern about the likely or 

taken decision (Lilleker, 2006: 79-80). One way this may be communicated is through 

highlighting those concerns, communicating that the leader understands why members of 

the public feel this way, before explaining why the leader disagrees with them (see: Konig & 

Kong, 2012: 48). An example of this can be seen in Box 4.4. 

 

Box 4.4: Suggested wording to respectfully responding to public concerns 

 

A common concern that members of the public have brought to my attention is... 

It is understandable that some people may feel this way, considering that... 

While these concerns are understandable, let me explain how this will be addressed 

 

 

c) Visual evidence of the leader with members of the public: As many communication and 

marketing scholars have noted, people tend to gravitate to those who share their attitudes, 

especially when they hold some personal connection to the issue of discussion (Barry, 1997; 

Johnson-Cartee & Copeland, 2004; Messaris, 1997; Perloff, 1993: 146). It is for this reason 

that Robinson (2009: 78-9) notes that politicians that include images of them and their 
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target supporters in their communication are better able to show a connection with, 

understanding of, and appreciation for these people. Therefore governing leaders should 

present themselves in public places listening to or talking with (rather than talking at) 

members of the public that the target segments can relate to. More than anything else, this 

can be done using Cinema-verite spots, which depict candidates in typical public settings 

interacting with people, as seen in Box 4.5 on the following page. 

 

Box 4.5: Former Australian Prime Minister Julia Gillard interacting with the public 

 
Source: (Foo, 2013) 

 

Such spots are often scripted to ensure that the members of the public do not say or do things 

that might cause the politician embarrassment (McNair, 2011: 108). However, evidence from 

Blair's 'machismo strategy' suggest that such confrontation may be beneficial in showing the 

leader is listening (Promise, 2005; Rawnsley, 2010; Scammell, 2007b), as suggested in Box 4.6. 

Furthermore, unscripted communication in such situations also helps promote a level of 

authenticity that may promote honesty (see section 3).  

 

Box 4.6: Director at Blackham PR and former New Zealand Government Press Secretary,  

Mark Blackham (primary interview) 

 

"the authenticity has gone out of a lot of the set pieces. And there’s a formula to it. You go to so and 

so factory, wear the yellow hat and your high vis jacket, talk to two workers who are standing by a 

machine, and shack hands with the business owner and get a photo somewhere along the line. 

There’s a consciousness to that, to the thought that works, but it doesn’t. It’s shallow, the design is 

so obvious." 

Source: (Blackham, 2014) 

 

d) Rhetoric suggesting togetherness and affinity: McNair (2011: 103) notes that the information 

in political communication often does not look to communicate policy and general 
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information to differentiate the candidates and parties on a logical level, but rather an 

emotional one (also see: Edy, 2001). Therefore, images of togetherness can also be 

supplemented by the use of inclusive pronouns and other language that suggests a bond 

between the governing leader and the public. This includes the use of the words such as 

“we”, “our” and "us", instead of words such as "me", “my” and "I", such as that seen in Box 

4.7. 

 

Box 4.7: Suggested rhetoric to convey togetherness and affinity  

 

And this is a reflective of the spirit of this great nation. We stand up for what we believe in. Our 

strength knows no boundaries. Together, we can show the world that this country is here to 

make a mark. 

 

 

As Robinson (2006: 34-5) notes, widespread use of such language can be seen as evidence of 

a leader wanting to demonstrate affinity with the public. Furthermore, as Bruce (1992: 87) 

notes, "all effective communications strategies contain what is called a positioning 

statement, a clear analysis of what the brand is for: who it is for, and why anyone should be 

interested in choosing it." Therefore, the governing leaders’ rhetoric should acknowledge 

who the governing leader is talking to. For example; parents, workers, everyone. 

 

2. Leadership 

What is it and why is it important? 

The image of lacking competence is one of the major degenerative tendencies noted by Heppell 

(2008: 582) in the downfall of many governments. Therefore, governing leaders should try and 

present the fact that they have the strength and conviction required to hold the job. As 

suggested in the previous chapter, this does not mean promoting an image of stubbornness. 

Rather, especially around polarising issues, this may involve conveying the strength to go 

against public opinion if the leader feels it is appropriate. Furthermore, leaders should 

communicate their competent leadership qualities; showing they have the personal tools to deal 

with issues. As shown in Box 4.8, former US President Harry S. Truman had a sign on his Oval 

Office desk that stated ‘The Buck Stops Here.’ This is indicative of the way a governing leader is 

seen by the public, as the figurehead of the government, thus the main person the finger is 

pointed at when assessing governmental decisions (Poguntke & Webb, 2005). Furthermore, 

Canes-Wrone et al. (2001: 533) note that with a reputation of competence leaders can enact 

57 
 



Section One Chapter Four Initial Framework 
 

more risky and polarising due to an increase in public trust in them (also see: J. Fox & Shotts, 

2009: 1226). 

 

Box 4.8: Truman’s “Buck Stops Here” sign 

 
Source: (Silverman, 2013) 

 

How may this be communicated? 

a) Communicate delivery: A governing leader should explicitly communicate how they have 

delivered on promises they have made, as seen in Box 4.9. 

 

Box 4.9: Suggested way to communicate delivery  

 

As we promised during the election campaign, this administration has addressed the issue of... 

This was done by successfully implementing... 

 

 

Both Scammell (2007b) and Lees-Marshment (2009a) have noted the importance of a 

government both delivering and communicating delivery. This is especially important for 

the leader as they are the figurehead of the government. As Dermody and Hanmer-Lloyd 

(2006: 104) note, in order to maintain trust, politicians in government need to persuade the 

public to believe that they do serve them through the successful delivery of policies, thus 

suggesting the likelihood of future satisfaction as well. Therefore, communicating delivery 

can help emphasise competent leadership. Because this is for the most part retrospective 
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communication, a large percentage of such communication would probably found in 

communication after the decision has been made. 

b) Consistent message in line with party ideology: A governing leader should communicate a 

consistent message in line with party ideology/history as it helps in maintaining a clear 

message that does not hinder the brand the leader represents (Promise, 2005; Robinson, 

2006: 34-9; 2009: 78-9).  An example of this can be seen in Box 4.10. 

 

Box 4.10: Suggested wording for a consistent message in line with party ideology 

 

This party has always stood for... That is why this administration is looking to make this 

decision. 

 

 

Carson (as quoted in Lees-Marshment, 2011: 126) notes that "the big thing is to have a 

strategy and to stick to it. And if you’re going to deviate from the strategy you have to have a 

bloody good reason to be deviating from it." Therefore, in order to make sure it is clear what 

the leadership product stands for consistency of message is important. Furthermore, staying 

on track with a particular message about a decision, while communicating an understanding 

of any important public decent (see section 1b), allows the leader to communicate personal 

conviction. This was a quality often questioned in first-generation market-oriented 

governing leaders (Lilleker & Lees-Marshment, 2005b: 26, 30; D. Richards, 2005: 243). This 

was also an opinion expressed by US Democratic Party strategist, Peter Fenn, as seen in Box 

4.11.   

 

Box 4.11: Democratic Strategist and Adjunct Professor, George Washington University 

Peter Fenn (primary interview) 

 

"I think that when it comes to things like the economy or, as Democrats would put it, fighting 

for the middle class, that’s basically part and parcel of who they are and what they stand for. 

So when it comes to increasing the minimum wage... or doing things that really make a 

difference to working families that’s a place where our constituency or our followers expect us 

to be out front and leading." 

Source: (Fenn, 2014) 

 

c) Focusing on own qualities: A governing leader should focus on their own qualities. In other 

words, they should not fall into the trap of concentrating their communication on attacking 
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the opposition. Former Prime Minister of New Zealand David Lange (as quoted in TVNZ, 

1996) noted the importance of decreasing an opposition party’s communication about the 

government in the lead up to an election to transform their perception from ‘the Opposition' 

to a 'government in waiting'. The same is true for governing parties. A trend in declining 

government’s communication is their focus on trying to discredit the image of their 

opposition rather than focus on their own merits (Edwards, 2009; James, 2000; Lees-

Marshment, 2009b: 466; Levine & Roberts, 2010; Robinson, 2010a). An example of what not 

to do can be seen in Box 4.12. 

 

Box 4.12: Suggested focus on the opposition (what not to do) 

 

The other party has said it won't work. They've suggested... I think a party that did... the last 

time they were in government shouldn't have the right to criticise. 

 

 

A high level of communication attacking the opposition reinforces the notion that the other 

party, leader, and their perspectives are more important than the government's. And, while 

it is important to have a competitor orientation (Robinson, 2006: 9-10), governing leaders 

can highlight their own personal leadership qualities in areas the opposition lack, without 

explicitly acknowledging the opposition's weakness. This helps avoid the perception of 

being the ‘opposition in waiting’. This is an opinion noted by former advisor to the 

Australian Prime Minister, Mark Textor, as seen in Box 4.13. 

 

4.13: Former Advisor to Australian Prime Minister John Howard, Mark Textor, on not 

attacking opposition too much 

 

"When you focus all your attention on one person, and you have no positive advertising, you 

fail to [give] your base, the loyal voters, or voters who want to be loyal,... a reason to vote for 

[you] again..... And when your message is entirely dependent on your accusation, and then that 

accusation is then questioned... then people get cynical about the accusation itself. The free 

media doesn’t then support the advertising, and the two parts of your campaign are out of 

tune. People throw their hands up in the air and say, 'gee, what was that all about?'" 

(ABC, 2012) 
 

d) Other visual and verbal cues associated with authority: A number of small subtle 

characteristics that come through communication, both visual and verbal, can 
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subconsciously reinforce the image of leadership. These include such things as facial 

expressions, dress, body language, tone of voice, and specific words or phrases. These signs 

have been found to communicate qualities of stability, authority and affinity in a leader. 

Research done in Germany by Kepplinger and Dombach (1987, as referenced in McNair, 

2003: 36) indicated that certain camera angles, such as filming at eye level, produced a more 

favourable audience response to a politician than others. They concluded that ‘camera 

angles influence perception, particularly among a politician’s supporters.’ According to 

Bruce (1992: 52), one of the best clues to judging personality (after face and body) comes 

from a person’s clothes. Darker clothes and formal wear, in particular, have an ability to 

help emphasis authority.  In terms of rhetoric, Bruce (1992: 58-60) suggests that voice is a 

tremendously underrated asset of those in power. Using a deeper tone of voice can be an 

effective weapon in conveying an image of confidence, credibility and authority. Such subtle 

signs of authority may be being used by leaders to convey strong leadership characteristics, 

as seen in Box 4.14. 

 

Box 4.14: Visual and verbal signifiers of authority and leadership 

Type of verbal or visual cue Examples of 

Clothes Darker 

Formal  

Posture Stands straight 

Shoulders back/squared 

Firm hand gestures 

Face Head up 

Eye contact 

Tone of voice Deep 

Talking with conviction 

Rhetoric (words such as) “Determined” 

“Guarantee” 

“Bottom line” 

“Achieve” 

Adapted from sources: (Bruce, 1992; Campbell, 1983; Farwell, 2012: 57-92; Masters & 

Sullivan, 1989; Robinson, 2006: 35-6) 
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3. Honesty/Trustworthiness 

What is it and why is it important? 

Governing leaders should try to present themselves as open, honest, trustworthy, and authentic. 

This is not only important because of the declining  trust in politicians (Lees-Marshment, 2014: 

64), but because as the public's connection with parties and their ideologies decline the public's 

decisions are more influenced by assessments of politicians character (Rosenberg et al., 1991: 

346). As noted in the previous chapters, traditional communication strategies rely heavily on 

defensive communication; trying to hide any flaws. However, with a market-orientation 

promoting a closer link between the party and the public, it is important to communicate 

honesty, thus enabling greater trust in the governing leader. Furthermore, as studies in 

sociology suggests, emotions come into play far more than logic or rational in judging someone 

(Marcus, 2003). Therefore, political communication needs to accentuate the human side of 

politicians (Lilleker, 2006: 80). Many practitioners have expressed the importance of being 

honest and trustworthy, as highlighted in Box 4.15. 

 

Box 4.15: Practitioners  on honestly and authenticity 

 

Pollster, Former Executive Assistant to the Prime Minister, Former Campaign Manager, 
David Farrar (primary interview) 

"[I]t’s a mixture of explaining why you’re doing it, but also people like you to be sincere. And I know 

that sounds quite funny. But if they think you’re just doing something because it will cause trouble 

for the opposition, as a wedge issue etcetera, they get quite cynical about that... In general if you 

believe something I think you can take people with you on it." 

 

Director at Blackham PR and former New Zealand Government Press Secretary, Mark Blackham 

(primary interview) 

"But trustworthiness [may be the most important quality] in the sense of 'whatever I say, I will do. 

It doesn’t matter whether or not you agree with that. What matters is that you know that I’ll do 

it.' ... And a politician who you know will act certain ways gives you certainty. So that means that 

you’re more likely to trust them, you’re happier with that person." 

 

Democratic Strategist and Adjunct Professor, George Washington University, Peter Fenn 

(primary interview) 

"I think it’s absolutely critical for a leader to be trusted; for a leader to be viewed as honest and 

having integrity. The other things that you mentioned are awfully important too, obviously; strong 

leadership, vision for the country, experience, the ability to move the ball down the field. But if a 
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leader is viewed as dishonest and corrupt without integrity in country it becomes a very difficult 

road for them to actually get anything done...  If voters think that you’re playing them, if they think 

you’re not telling the truth, if they think you’re hiding something you’re in real trouble.  

 

Former Mayor of Waitakere, Sir Bob Harvey (primary interview) 

"I think honesty is of paramount importance. If you are totally honest in a political life and do not 

betray that trust the chances are you will get re-elected... If you lie and you tell traceable lies... or 

have memory losses... you will in fact lose the respect of the public... You have to reflect trust and 

the ability to get your message over. If you betray that then your message will become corrosive. In 

other words, you will lose the power that has been vested in you by the voters and by the people." 

Source: (Blackham, 2014; Farrar, 2014; Fenn, 2014; Harvey, 2014) 

 

How may this be communicated? 

a) Communicate change in position (where applicable): As Johnson (2007: 66) notes, in politics 

a change in position is often criticised as weakness; as a sign of dishonesty, flip flopping or 

lacking conviction (also see: Lees-Marshment, 2014: 89). Therefore, governing leaders 

should communicate any change in position on the issue of discussion. In particular, they 

should be honest about this change. This includes accepting that this change goes against 

what they have said previously. Importantly, this should also include noting why they have 

changed their position. An example of this can be seen in Box 4.16. 

 

Box 4.16: Potential words to communicate a change in position  

 

It is true that prior to the last election we stressed we would not... However, with more access 

to information not available before, such as... we have indeed had to change our position on... 

 

 

Such information can help a leader promote the idea that they are honest, even in situations 

where traditionally the public may expect otherwise. Furthermore, by explaining why there 

has been a change in position, the public have a better understanding of the constraints the 

leader faces. Thus, even if the public do not agree with the decision, knowing why the leader 

made it helps in gaining public respect for it. 

b) Not reading from speech (where possible): Where possible, governing leaders should not use 

pre-written speeches. While there are times when reading off a script is unavoidable, and 

expected, there are a number of benefits that come from avoiding this practice where 

possible. Firstly, there is a noticeable difference in tone and cadence when speaking freely, 
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or off bullet points, and speaking directly from a script. In particular, the ability to present 

emotion is heightened when talking freely, giving the politician a better chance to connect 

with the public (Bruce, 1992: 40-1, 73). On a similar note, speaking freely on an issue makes 

the communication seem less processed; less likely to have been carefully manipulated in 

order to sell a particular message. Furthermore, reading from speeches hurts the ability of a 

leader to maintain eye contact with the viewing public or the audience within the media 

text. An example of this problem can be seen in Box 4.17. 

 

Box 4.17: Former Australian Prime Minster Kevin Rudd looking down at his notes 

 

 
Source: (Future-Summit, 2009) 

 

As Robinson (2010a: 148) notes, most members of the public do not come into direct 

contact with governing leaders. Thus, the simulation of eye contact through visual media 

can mimic this one on one relationship. The importance of this is highlighted by the quote in 

Box 4.18. 
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Box 4.18: Director at Blackham PR and former New Zealand Government Press Secretary, Mark 

Blackham on authenticity (primary interview) 

 

"I think one of the major changes is the amount of preparation that goes into it…. Funnily enough, 

and this is complaint of mine, though it often seems to result in pretty poor communication because 

the guts way gone out of it; that gut feel. And there’s so many people involved in the planning it 

gets pushed and prodded around to a degree which kind of pulls all meaning out of a lot of that 

communication." 

(Blackham, 2014) 

 

c) Be open about controversies and potential problems: For similar reasons as section 3a, 

governing leaders should be honest and upfront about controversies and potential problems 

around the issues of discussion. Media trainers emphasise the importance of telling the 

truth (Comrie, 2006: 183). An example of which can be seen in Box 4.19. 

 

Box 4.19: Example of being open and honest about a controversy or potential problem 

 

"It is true that the Minister misled the public when he said... He has since come to me and 

apologised. What actually happened was... He will be apologising to the public later today, and 

we will be looking into the matter to see if any other action needs to be taken." 

 

 

Dishonesty around controversies has been identified as a major degenerative tendency in 

the end of many governments (Heppell, 2008). Being open and honest about such 

controversies early can help a governing leader gain a semblance of control over how the 

issue is portrayed; limiting the potential for the issue to be unrealistically overblown by 

media outlets or the opposition (Edwards, 2009: 19). Furthermore, it allows the public to 

gain trust in the governing leader for being honesty in a situation where it may not be 

expected. The importance of such honesty has been identified by practitioners, as seen in 

Box 4.20.  
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Box 4.20: Experts on dealing with controversies 
 

Former Special Assistant and Deputy Press Secretary to President George H.W. Bush, Judy 

Smith 

"My first piece of advice to anybody is you've got to tell the truth..... it's going to come out 

anyway. So what's the point in hiding it?... [W]hen we apologise, and we're sincere about it, 

then people will be willing to give you a second chance. But you really can't BS about it." 

 

Former Mayor of Waitakere, Sir Bob Harvey (primary interview) 

"[Y]ou should always be up front. You should always be willing and able to apologise for [stuff] 

ups. You should realise that what you say will be looked at, analysed... And you should be 

exactly what you get...I think if all that comes together people will forgive you for making 

mistakes... I’ve done that many times. But I realise it and go 'well that wasn’t great.' But you 

acknowledge it; you don’t pretend it didn’t happen, you don’t pretend it didn’t exist..." 

(Harvey, 2014; Stewart, 2012) 
 

d) Being open and honest in response to media questions: On a similar note, as Comrie suggests, 

politicians who are respectful of the media, who do not give misleading or dishonest 

answers when questioned, are likely to get a reasonable run (Comrie, 2006: 183). Therefore, 

governing leaders should show both visual and verbal signs suggesting they are open to 

media questions and scrutiny. This includes giving open answers to open questions, 

answering the question directly and not deviating into other topics or answering around the 

question, and presenting open body language and engaged expressions when being asked or 

answering questions. Such communication can signify confidence in the leader's grasp of the 

issue, helping maintain the image of being competent. Furthermore, such rapport with 

journalists can vicariously be decoded by the public as a sign that the leader is being open 

and honest with them.  

e) Communication of non-political personality: Governing leaders should provide some level of 

personal connection, not related to their political position, in their communication around 

the issue of discussion (Lilleker, 2006: 40; Wattenberg, 1987; Weinberger, 1995). As noted 

at the beginning of section 3, the public is more influenced by assessments of politicians 

character, and studies have suggested a positive correlation between showing a more 

human side in election campaigning and success (Ingram & Lees-Marshment, 2002; 

Newman, 2001; Schweiger & Adami, 1999: 348). This is understandable, as showing part of 

their personality, such as how the issue affects them, has affected them in the past, or their 

family, can help make the leader seem more accessible to the public. In other words, such 

communication can help in fighting the perception that the leader is detached and out of 
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touch (Bruce, 1992: 73; Lilleker, 2006: 142; Street, 2004). While the ability to communicate 

such traits during issue specific communication outside election campaigns is a lot more 

limited, it is still possible. Such communication may include relating the issue of discussion 

back to how it effects the leader as a person, as seen by the example in Box 4.21. 

 

Box 4.21: Suggested wording for leader relating issue back to themselves 

 

This is something that has impacted my life. When I fifteen years old... So trust me when I say I 

understand the value of this. 

 

 

Such communication may also be more appropriate when talking about the issues through a 

traditionally non-political media platforms, such as late night talk shows, to present the 

issue in a less formal setting that allows them to seem less robotic (Promise, 2005). The 

importance of such communication has been identified by practitioners, as seen in Box 4.22. 

 

Box 4.22: Practitioners on communicating a non-political personality 

 

Democratic Strategist and Adjunct Professor, George Washington University,Peter Fenn 

(primary interview) 

"Bill Clinton... went on the Arsenio Hall Show to play his saxophone to get to a certain group of 

people. President Obama a couple of weeks ago when on a funny show with Zack Galifianakis, 

'Between the Ferns.' It’s now 15,000,000 hits last week. And that was of course to encourage people 

sign up for Obamacare. But in the past that would have been quite a bizarre thing for a president 

to do. They may have thought it was demeaning. 'Why would you put yourself in that position, in 

kind of a wacky situation? You could get burned.' But nowadays people who are making these 

decisions to use non-traditional media to reach targeted audiences." 

 

Former Mayor of Waitakere, Sir Bob Harvey (primary interview) 

"I think they've got to get you. If they don't get you they’ll think you’re not honest, they'll think 

you're something else. So they've got to get you. You say "this is who I am." I want to share me. You 

get a bit pissed off after a while because you share yourself a lot." 

Sources: (Fenn, 2014; Harvey, 2014) 

 

e) Other visual and verbal cues associated with honesty, trustworthiness and openness: As with 

Section 2d, there are a number of subtle characteristics that can come through both visual 
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and verbal communication that can subconsciously reinforce the image of being open, 

honest and authentic. Again, these include such things as facial expressions, dress, body 

language, tone of voice, and specific words or phrases. This may include wearing more 

casual clothing, using inviting hand gestures to signify a connection with the viewing public, 

and speaking in less formal language that helps fight the perception that the leader is 

removed from the general public. This may also include verbally stumbling when speaking. 

While such communication may be decoded as incompetence if too prevalent, such a style of 

cadence can help imply the communication is not as pre-planned, and thus more genuine, 

than otherwise may be the case. Such visual and verbal cues are highlighted in Box 4.23. 

 

Box 4.23: Visual and verbal signifiers of authenticity and openness 

Type of verbal or visual cue Examples of 

Clothes Casual/semi-formal 

Light colours (light blue, beige, white) 

Posture Inviting hand gestures 

Open arms 

Face Eye contact 

Smile 

Tone of voice Soft 

Rhetoric (words such as) Less formal rhetoric/speaking in "layman's 

terms" 

"Together" 

"Promise" 

"Honest" 

Adapted from sources: (Campbell, 1983; Farwell, 2012: 57-92; Robinson, 2006; Rosenberg 

et al., 1991: 347) 

 

4. Common Goals/ Benefits of Decisions 

What is it and why is it important? 

Two areas of communication that are very similar, but different enough to warrant explicitly 

suggesting separately, are 'communicating the benefits of decisions' and 'communicate end 

goals that resonate with the public.' Neither type of communication is revolutionary to the study 

of political communication. But in order to produce the most robust framework possible it is 

important to include even the more obvious trends in political communication. Importantly, 
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both strategies can help show that the governing leader is thinking about what is in the best 

interest of the public when making the decisions they do. 

  

How may this be communicated? 

a) Communicate benefits of decision: A common trend in communicating why a decision has 

been made is to focus the problem the government is trying to resolve (Okolo, 2010; 

Stempel, 2003: 52-3). For example, leaders may focus on the problems kids have in learning 

when changing schooling policy. Governing leaders should move away from such negative 

communication, instead choosing to highlight the benefits to the public of the potential 

decisions their government is considering, or has made. Highlighting the positive results of a 

potential decision, rather than the problem trying to be resolved, is less likely to get a 

defensive reaction from stakeholders around a particular decision. An example of such 

positive communication can be seen in Box 4.24. For example, noting problems around 

children's learning may easily result in teachers, parents and the children themselves feeling 

as though they are being insulted or discredited for their actions around learning. On the 

other hand, rhetoric around potential benefits is generally more aspirational in nature. As a 

result, such communication is more likely to garner a positive reaction from the public, 

resulting in leaders gaining a greater emotional connection with the public. 

 

Box 4.24: The difference in wording for communicating the problem being resolved and the 

benefits of a decision 

 

Communicating the problem 

Currently too many students are not getting the education they need. The system simply does 

not work and too many of our children are falling through the cracks as a result. 

 

Communicating the benefit 

This policy will see our children getting the education they need. Parents will be getting the 

feedback they need. As a result, we will see a drastic increase in the number of students moving 

on from secondary to trade courses and tertiary education. 

 

 

b) Communicate end goals that resonate with the public: On a similar note, governing leaders 

should communicate the potential end goals of a proposed or acted decision that resonate 

with those of the public. As Kotler (quoted in O’Shaughnessy, 1990: 5) notes, political 

candidates must "formulate a look and behaviour that match the target voters' perceptions 
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and needs." Such communication allows the leader the potential to once again connect with 

the audience. Furthermore, it allows them to explain why they are looking to make, or have 

made, a particular decision. Providing such information helps lend credibility to the decision 

itself. In other words, if the public know that the reasoning behind the decision is in line 

with goals they can relate to, even if they do not agree with the decision, they are more 

likely to accept and respect it (Wolvin, 2010). According to Lilleker and Negrine (2006b: 

49), British advisors commonly suggest that politicians should “[find] out the values out 

there on the street and then reflecting those values in any communication on that policy. It 

is talking the right language, convincing the voters that you share their concerns and can 

offer a viable solution.” An example of such communication can be seen in Box 4.25. 

 

Box 4.25: Suggested wording to communicate end goals that resonate with the public  

 

We are taking this decision to achieve two main goals. The first is that we want to make sure 

all families have a better chance at having the freedom to live a more comfortable life. We also 

want to see more from our children. 

 

 

It should also be noted that, as Canes-Wrone et al. (2001: 533) suggest, whether the public 

are willing to trust a governing leader has the ability to achieve their end goals with 

unpopular policies hinges crucially on the degree of trust (see section 3) the public has 

about the incumbent's preferences. As this uncertainty decreases, voters are more likely to 

reward lawmakers on the basis of outcomes of rather than policy positions. The importance 

of communication showing such vision has been noted by practitioners, as seen in Box 4.26. 

 

Box 4.26: Practitioners on judgement and vision 
 

Former 3rd Under Secretary of State for Arms Control and International Security, John Bolton 

"I think the American people are very pragmatic. And they don't get into the intricacies of a lot of 

foreign policy issues. But what they do expect is to see in a presidential candidate the indications of 

leader, of judgement, of vision that will, in the Presidency itself lead to the president being able to 

protect American interests." 

 

Director at Blackham PR and former New Zealand Government Press Secretary, Mark Blackham 

(primary interview) 

"And you also have to find some sort of argument which is going to resonate. And often that’s not a 
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factual argument necessarily, it could be emotional....I think you have to find the thing that 

resonates with people, something else they agree with. And then you link to that. But that’s sort of 

a psychological PR trick which I don’t necessarily see all that often in politics. But the trick is to 

'right so you don’t like this. But you do like A. Well A is very similar to this one. And because you 

like A, if you see B in this context of A you can understand why it does make sense.' So that sort of 

connection to something they do know and already think is also a way of doing it. But politicians 

usually don’t do that." 

(Blackham, 2014; Bolton, 2012) 

 

5. Social and governmental challenges (effect on decisions). 

What is it and why are they important? 

As seen in the Blair machismo strategy from 2005, it is beneficial for governing leaders to 

communicate the economic or logistical challenges involved with making decisions, especially 

when a decision goes against public opinion. But such communication can be hard to execute 

successfully, as the leader can easily come across as arrogant; as if they feel they have the 

knowledge and thus should not have to listen to public input. In saying that, when used 

effectively, such communication can help with expectation management. It can be another tool 

used to help the public understand why the leader has made the decisions they have, or will. 

Furthermore, by giving the public an inside look, such communication can help make them feel 

as though they are part of the decision making process. Such communication once again 

emphasises the point that the governing leader in question is talking with the public rather than 

at the public. 

 

How may this be communicated? 

a) Showing remorse for hard yet necessary decisions: As Lilleker (2006: 79-80) notes, political 

communication should show an understanding of the emotional pulse of society. This is 

especially important around difficult and controversial topics, and around the feelings of 

those most affected. Indeed, while a governing leader may feel as though a decision was the 

right one, this does not necessarily mean it was easy. Communicating an understanding for 

the hardships faced by members of the public around such decisions, along with the reason 

why the leader chose the decision they did, can help show an empathetic and reflective side 

of the leader. As Blair's machismo strategy suggests, such communication not only helps 

present the leader as more in touch with the public, but also helps present the practical 

reasoning behind why the leader made the difficult decision they did. An example of such 

communication can be seen in Box 4.27. 
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Box 4.27: Suggested wording for showing remorse for hard yet necessary decisions 

 

I personally wish we didn't have to make this decision. It was not an easy decision to make, as 

we understood the short term costs that we'd see as a consequence. However, because of..... we 

decided that we had to do make this decision. 

 

 

It should be noted that most communication that would fall under this category would come 

after the decision has been made, hence emphasising the reflective quality in the leader. 

Again, practitioners have highlighted the importance of such communication by 

practitioners, as seen in Box 4.28. 

 

Box 4.28: Republican political consultant Frank Luntz on the importance of understanding 
 
"[There] was [a] lack of empathy [from Mitt Romney in 2012].... the American people did not see 

Mick Romney as someone who understood their problems. He could solve them. But he didn't 

understand them... the language wasn't as effective ... Mick Romney doesn't connect. The language 

that he uses isn't nearly as effective." 

(Luntz, 2012) 

 

b) Communicate decision making process: Barber (2007: 369) argues that “where progress is 

slow, it’s even more important for people to understand the strategy.” Thus, at every stage 

of the decision making process the governing leader should communicate what has been 

done and what still needs to be done, from an administration stand point. An example of this 

can be seen in Box 4.29. 

 

Box 4.29: Suggested wording for communicating the decision making process 

 

So we are about half way through getting this decision made. So far we have... But the bill still 

needs to go through... before it can be finalised. 

 

 

 As with section 5a, such communication allows the leader to present the practical reasoning 

behind the decision being made. Furthermore, by giving the public a greater understanding 

of the workings of making a decision, such communication allows the leader another chance 

to outline the practical reasoning behind the decision. This allows the political leader to 
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make sure the public is aware of the challenges involved, further helping with expectation 

management. 

c) Publically reveal as much as much information as possible: Canes-Wrone et al. (2001: 533) 

note that one of the main problems governments face when dealing with public 

dissatisfaction with decisions is that the public do not have the same level of information 

about topics as the leaders do. While this cannot be completely remedied, governing leaders 

should communicate as much information about the decision, good or bad, as possible. The 

problem with this is that many studies say that people suffer from information overload, 

thus can only retain a small amount of information (Lilleker, 2006: 125). Thus, leaders 

should communicate such information in 'layman's terms', allowing them to bundle 

information together to create more concrete and simple explanations for particular 

decisions.     

Communicate lack of delivery: As highlighted in section 5c), expectation management is 

important in getting the public to respect the decision being made. Another way to handle 

public expectation is to highlight areas around a decision where the leader and their 

government have been unable to deliver, especially in areas where promises previously 

made were not able to be kept. This is especially important in systems like that found in the 

United States, where the lack of party unity in the policy making process means that aspects 

of policy are often altered in order to appease a number of different interests (Fabbrini, 

2007: 271). This may also include highlighting the long term benefits of decisions not yet 

seen. Not only does such communication allow the leader to manage public expectations, 

but it also allows them to seem open and honest in a situation where they may not be 

expected to be.  An example of such communication can be seen in Box 4.30. 

 

Box 4.30:  Suggested wording for communicating a lack of delivery 

 

While the goal was to include... in the final decision, due to... that was not able to be done. 

However, we are hopeful that over the next few years we will be able to include... into another 

bill. So we are not giving up on delivering... quite yet. And while we have made progress with 

this decision, it will take... years before we see actual results from this. 
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The “newness” of the new communication strategy and framework 

As shown by the framework in Box 4.31, the initial framework outlines the five broad categories 

of information leaders need to communicate, mainly attributing to the qualities they have. It 

also highlights twenty suggested communication strategies and techniques for communicating 

them. 

 

Box 4.31: Initial framework for market-oriented governing leaders' 
communication - including suggested methods for communicating qualities. 

 
1. Listening (responsive & reflective) 

a. Early communication/ Encouraging public debate 
b. Respectfully responding to public concerns 
c. Visual evidence of the leader with members of the public 
d. Rhetoric suggesting togetherness and affinity 

2. Leadership 
a. Communicate delivery 
b. Consistent message in line with party ideology 
c. Focusing on own qualities 
d. Other visual and verbal cues associated with authority 

3. Honesty/Trustworthiness 
a. Communicate change in position (where applicable) 
b. Not reading from speech (where possible) 
c. Be open about controversies and potential problems 
d. Being open and honest in response to media questions 
e. Communication of non-political personality 
f. Other visual and verbal cues associated with honesty, trustworthiness and openness 

4. Common goals/ Benefits of decisions 
a. Communicate benefits of decision 
b. Communicate end goals that resonate with the public 

5. Social and governmental challenges (effect on decisions). 
a. Showing remorse for hard yet necessary decisions 
b. Communicate decision making process 
c. Publically reveal as much as much information as possible 
d. Communicate lack of delivery 

 
 

But what is new about the communication strategy highlighted in the framework above? Are the 

qualities and suggestions not the same as those used by governing leaders since the 

introduction of mass media? To a degree, the answer is yes. Many aspects are similar, if not the 

same, as those used by leaders for many decades (Chaffee, 1975; Denton, 1998; Andrew King, 

1992; Perlmutter, 1999). In particular, the suggestions made under Leadership and Common 

goals/ Benefits of decision are staples of selling a political product and policies in traditional 

communication strategies (Scammell, 2007b: 186). As noted earlier in this chapter, it is 

important to include the most common traditional aspects of governing leaders’ communication 

if they still have of value in contemporary communication. Furthermore, as shown by the 
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example in Box 3.20 in the previous chapter, the general message of the new communication 

strategy will be very similar to that found in traditional communication strategies, especially 

when leaders go against public opinion. However, as suggested in the same Box, the broad 

difference in new communication strategies is how they present that information. In particular, 

how governing leaders balance defending the decisions they make with the increasing public 

demand for respectful responses to their criticism. This is most obviously highlighted by 

Suggestion 1b in Box 4.31 above. This change should also be seen overall when combining all 

the suggestions above together. In particular, early communication, communicating change in 

position, showing remorse for hard yet necessary decisions, communicating a lack of delivery, and 

be(ing) open and honest about controversies and potential problems all go against traditional 

communication strategies that suggest highlighting the positive attributes of the leadership and 

their decisions while ignoring or disregarding any criticism. This major shift in how leaders deal 

with criticism can be seen in Box 4.32 below. 

 

Box 4.32: Summary of change in communication  
 

Traditional Communication Strategy 

 

 

 

New Communication Strategy 

 

 

 

 

 

 

When merging the traditional communication suggestions with the less traditional ones a leader 

should be able to present an overall image of being in touch, while also presenting themselves 

as strong, competent, and credible in a way the contemporary public demand.  

 

Conclusion 

In essence, as noted at the beginning of this chapter, we might expect to see second generation 

market-oriented governing leaders move away from trying to stubbornly defend decisions that 

Reflective 

Voter Expectation/Anger 
Respectfully Responsive  
(Not Necessarily Following) 

Voter Expectation/Anger 

Communicate Why Leader is 
Right 

Reject/ Hide/ Prove Wrong 
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go against public opinion. Instead, we may see them show more reflexivity and a respectful 

acknowledgement for public criticism. The ability to utilise this through promoting the newer 

suggestions and the sometimes seemingly contradictory traditional suggestions is what is new 

about the above framework and, even more so, the final model outlined later in this thesis. The 

initial framework will be used in the following four chapters to evaluate the communication 

around four issues, two from New Zealand Prime Minister John Key, and two from President of 

the United States, Barack Obama. 
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SECTION TWO 

CHAPTER FIVE 
JOHN KEY: INCREASING GOODS AND 

SERVICES TAX 
 

 

Introduction 

One of the most polarising issues to arise during John Key's first term as Prime Minister of New 

Zealand was his government signalling their intent to increase the rate of Goods and Services 

Tax (GST) from 12.5 per cent to 15 per cent in their May 2010 Budget. Despite the fact that the 

increase was expected to be part of a tax package that included a reduction in personal income 

taxes, this inclusion of personal tax cuts alone did not seem to help the popularity of the Key-led 

National Government’s decision. A TVNZ-Colmar Brunton poll released in February 2010 

showed that 69 per cent of people surveyed thought that the then-proposed rise in the rate of 

GST was not a good idea. At the same time, 63 per cent of the people surveyed did not believe 

they would be better off once the tax switch had been implemented (Espiner, 2010b; Hartevelt, 

2010). So the decision to increase the rate of GST was a polarising one for Key. Furthermore, as 

an issue that would affect all New Zealanders, it is not surprising the issue also became salient.   

 It is understandable that this decision would be met with mixed public reaction. Since 

the introduction of GST into the New Zealand economy on 1st October 1986 the promotion of 

greater levels of GST along with personal tax cuts has been a polarising topic in New Zealand. 

This is especially the case given the context surrounding this decision. Increasing the rate of GST 

was expected to increase the cost of living by 2.2 per cent. This potential rise in the cost of living 

stemming from an increase in the rate of GST was coming at a time when the Consumer Price 

Index had already increased by over 2 per cent in the previous year (stats.govt.nz, 2010). Also, 

GST has been interpreted as being a regressive tax. In other words, the tax is argued to have a 

much more pronounced impact on lower income earners who have to send a larger percentage 

of their income on necessities than higher income earners (McTaggart, 2006). 

 However, the main reason this decision to increase the rate of GST was risky was 

because the National Party had won office in 2008 with the reputation and momentum of being 
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a party that promoted a reduction in taxes.8 Indeed, the Party had rebuilt their image and 

popularity since 2004 on this platform. Furthermore, Key himself had promised prior to the 

gaining office that his government would not raise GST. Therefore, by being the leader of a 

National Government that increased taxes, Key was risking losing his reputation for being a 

leader who delivered what was expected of him by the public. Also, the image of what the Party, 

and Key, stood for may not have been as clear as they would desire. As a result, John Key was 

challenged in maintaining the image of having the qualities associated with having a market-

orientation; and this is precisely the sort of governing leader dilemma this research is seeking to 

find a solution to. 

 John Key's ability to communicate market-oriented qualities when speaking on this 

issue somewhat correlated with the initial framework of this study. There were many examples 

found throughout the examined material that correlated with the suggestions found in the 

initial framework. Furthermore, a number of additional suggestions that enhance the 

communication of particular market-oriented qualities were also found. In saying that, some of 

Key’s communication followed a more traditional pattern of communication which ran counter 

to the qualities suggested by the initial framework.  

 

Listening (responsive and reflective) 

Early communication - Suggesting decision has not been made 

Key’s communication on the issue of potentially increasing the rate of GST started early. The 

first text collected with Key addressing the issue was in an interview for the TV3 early morning 

programme Sunrise from 18th August 2009. This communication took place nine months prior 

to the official announcement of the increased rate of GST in the May 2010 Budget, and fourteen 

months prior to the decision taking effect. Furthermore Key’s communication on the issue in 

this text suggested that a decision on the issue had not been made. As can be seen by the quote 

below, the potential decision to increase the rate of GST is only implied as an option, rather than 

a likely decision. 

 

Box 5.1: John Key - Sunrise, TV3 - 18/08/2009 

 

"……a working tax group… have been put together a view on what the tax system could or should 

look like in their view…..  they have been promoting this view that there would be greater sense to 

lift GST and reduce other taxes.…… the question is, is it a good idea? I don’t know. It would depend 

on the entire package."   

Source: (TV3, 2009, 18th August) 
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While likely unintentional, by asking the question if it is a good idea without knowing the 

answer, Key implicitly prompts the viewer to answer the question themselves. In other words, 

Key implicitly encourages public discourse on the issue. This correlates with the initial 

framework, as promoting some level of public involvement around the issue, Key suggests he's 

willing to listen. In saying that, while this communication came well before the official 

announcement of the increase in GST, it was the only communication by Key found until January 

2010. It was during this period that Key started to be more frequent in his communication on 

the issue. Frequent communication on this matter started with Key’s first speech to Parliament 

for the 2010 year. While Key still insinuated a decision had not been made, the communication 

suggested that a decision to increase the rate of GST was likely, as highlighted by the unlined 

dialogue in Box 5.2.  

 

Box 5.2: John Key - Speech to Parliament - 09/02/2010 

 

"This year the Government will make significant changes to the New Zealand tax system. We will 

announce the details of these measures as part of the budget in May….. The Government is also 

carefully considering a modest increase in the rate of GST to no more than 15 per cent." 

 

Source: (NZNats, 2010e) 

 

While this and later communication would implicitly suggest that there is room for some level of 

debate on the issue, Key and the Government's decision to increase the rate of GST did seem 

more certain in communication after this time. Key would note, for example, that ‘the final shape 

of the tax and GST changes had not yet been agreed.' (as quoted in Espiner, 2010a). However, 

such communication seemed to suggest that Key was holding off communicating that the 

decision had been made until the official announcement.  

 So, while Key started communication on this issue well before the official decision had 

been announced, frequent communication did not start until only one hundred days 

beforehand. This is something that needs to be addressed more clearly in the revised model. 

Furthermore, by the time Key started frequent communication on the subject, subtle cues in 

Key’s rhetoric suggested that a decision had already been made. This communication was 

unlikely to help Key in promoting an image of being willing to listen to the public on this issue.  
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Respectfully acknowledging public concern and criticisms 

John Key's communication in the area of respectfully acknowledging public concern and 

criticism correlated with the initial framework to some extent. For example, with arguments 

against the increase around GST being a regressive tax being present in the public discourse 

during the issues most salient period in February 2010, Key decided to address this criticism 

through a number of media outlets, as can be seen in Box 5.3. 

 

Box 5.3: John Key - Video Journal 22 - 22/02/2010 

 

"A lot of people….. describe GST as a regressive tax. In other words, those who earn the least suffer 

the most if there's a change in GST. Actually factually that's not correct. If you have a look at it, it's 

about as progressive as our normal tax system. Why? ........ in the amount of actual (money higher 

income earners) actually physically pay through GST they actually end up paying a lot more tax 

than the lower income New Zealander." 

Source: (NZNats, 2010b) 

   

Several verbal cues from the quote in Box 5.3 promote the idea that Key is respectful of these 

public concerns and criticisms. Firstly, once Key notes the public concern, he does not 

immediately disregard it. Rather, Key briefly describes what a ‘regressive tax’ means. In doing 

so, Key is implicitly acknowledging the argument. Furthermore, Key takes the time to explain 

why he disagrees with this argument; even asking the question ‘Why?’ as Key may assume a 

criticising member of the public member may ask. In doing so, Key may to a degree be 

communicating some level of respect for the opposing argument without agreeing with it. This 

is, for the most part, what the initial framework suggests is the most effective way to 

respectfully acknowledge criticism and concern. 

 However, it must be noted that there is one aspect of this communication that may 

compromise Key’s image of being respectful of public criticism and concern. Rather than noting 

that he ‘personally disagrees’ with the argument (or something to that effect), Key notes that the 

argument is ‘factually not correct.’ This communication suggests that his stance on the issue is 

not an opinion, but fact. Thus, Key’s communication implies that those with a differing opinion 

have got the facts wrong. This part of the communication does not imply a level of respect for 

opposing viewpoints that the initial framework would suggest. While this is a small criticism of 

the communication, such a style was present throughout much of Key’s communication about 

opposing viewpoints and concerns. One text analysed, in particular, implied Key had an 

overwhelming disregard for public criticism and concern, as seen in Box 5.4. 
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Box 5.4: John Key - Checkpoint, Radio New Zealand - 12/02/2010 

 

"I don't accept the argument that it's regressive, that it hurts lower income families and 

individuals more than higher income because in a nominal sense a higher income earner spends 

more, consumes more, and therefore pays nominally a lot more of the tax. And actually it's about 

as progressive as the rest of the tax system that we have..... I know it's a very conceptually difficult 

argument for people to understand because it runs counter intuitive to what you think." 

Source: (Radio.New.Zealand, 2010)  

    

Key’s rhetoric implies a stubborn response to the criticism; most explicitly shown in the first 

underlined part of the quote. Furthermore, as highlighted by the second underlined part of the 

quote, the communication implies Key believes that those who disagree with him are not smart 

enough to understand his point. It suggests that if these critics did understand it they would 

disregard their criticism. Such communication is similar to the first quote from Box 3.20 in the 

Literature Review chapter, where focus group participants felt Blair was talking down to them 

about not having all the details. As a result, such communication does not correlate with the 

initial framework.  

However, this is only a small portion of the verbal cues found in relation to Key 

addressing concern and criticism. As suggested by the quote in Box 5.3, most of Key’s 

communication on the issue was closely reminiscent of that suggested by the initial framework. 

Thus, the analysed material suggests that John Key's communication was in line with what 

might be expected in attempting to promote an image of being respectful of public concerns and 

criticisms. 

 

Suggesting togetherness and affinity + Visual evidence of leader with target audience. 

During the course of the coding process it became apparent that some of the initial suggested 

ways to promote a particular quality may be better suited to communication at election time. 

This is understandable considering that three of the frameworks that heavily influenced the 

development of the initial framework of this study were designed for election campaign 

communication. In such communication the focus is more implicitly concentrated on the 

qualities of the party or leader as opposed to issue specific communication not during election 

campaigns. Two qualities from the initial framework that highlight this problem in the initial 

framework are Suggesting togetherness and affinity and Visual evidence of leader with target 

audience. While they can be communicated, the opportunity to do so in the context of issue 

specific communication (especially economic issue specific communication) is rather limited. 

This is especially true when considering the limited amount of audio-visual communication that 
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was produced by Key and National. Therefore, it should come as no surprise that there was little 

visual example found of Key with members of the public. One example comes from a One News 

telecast depicting Key is visiting Northcote Grey Power to discuss the benefits the elderly will 

receive from the potential changes in the tax system. The event gave the news piece visual 

material of Key interacting with members of Northcote Grey Power, as seen in Box 5.5. 

 

Box 5.5: Image of John Key with members of Northcote Grey Power - One News, TV ONE  - 

26/02/2010 

 

Picture 1 

 
 

Picture 3 

 
 

Picture 5 

 

Picture 2 

 
 

Picture 4 

 
 

Picture 6 

 

Sources: (TV.ONE, 2010, 26th Feburary; TVNZ, 2010, 26th Feburary) 
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As will be discussed in more detail later in the chapter, super annuitants were a target audience 

for a key part of Key’s communication around the issue. Images of Key with this target audience 

reinforce the notion that Key was in touch with this particular target demographic. More 

specifically, Pictures 1 and 3 show Key helping members of this target audience; with a camera 

in Picture 1 and a button in Picture 3, suggesting he is helping this group. Correlating even 

closer with the initial framework, pictures 4 and 5 show Key listening to members of the target 

audience. These images are similar to those found in effective election advertising, which depict 

the politician listening to the public about issues. In essence, such visual cues emphasise the 

notion that Key is in touch with this target audience and, more specifically, is listening.  

Again, Key and National did not have control over the text presented in this 

communication. That said, as seen in Box 5.5, engaging in the event gave him the opportunity to 

supply such visual communication through secondary media outlets. While this is a good 

example of Key's communication correlating with the initial framework around this issue, there 

were very few examples like this found.  If similarity between source and receiver does indeed 

enhance persuasion (Perloff, 1993: 146), then older members of the viewing public are going to 

be more receptive to the message Key is communicating; something that was important for 

reasons noted later in the chapter. By applying a similar strategy in regard to other target 

audiences, such as first home buyers,9 Key may have been able to make his communication to 

those groups even more effective.    

In terms of analysing the rhetoric Key used, there were no obvious trends in how he 

would portray an affinity for the public through trends in his phrases outside the shared goals 

noted under Communicating end goals that resonate with target audience. However, on a purely 

numerical basis, Key did use inclusive pronouns very frequently. In the material coded Key used 

the terms "we" or "we're" 167 times, the term "our" 35 times, and the term "us" was used 11 

times. On the other hand, Key uses the term "I", I'm or "I'll" 142 times, while the terms "me" and 

"my" were only used 7 times combined. Yet, it must be noted that in a majority of examples of 

Key using inclusive pronouns he was referring to the Government; as is the case with the quote 

in Box 5.2 earlier in this chapter. While true, the heavy use of such inclusive pronouns by Key 

may be interpreted as him promoting a more inclusive philosophy. This would suggest that 

Key’s communication correlated with the framework in this area somewhat. That said, Key 

might have been advised to purposefully incorporate more inclusive language, outside single 

word cues, in order to promote this quality more 
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New suggestion found during analysis: 

Providing solutions to potential public concerns 

One of the trends in Key’s communication not included in the initial framework that became 

apparent though the analysis of this case study was around suggesting a solution to concerns 

certain demographics may have with the decision to raise GST. This communication focused on 

super-annuitants, lower income New Zealanders, and the potential problems they could face 

with an increase in GST. Key addressed this issue in several texts analysed, an example of which 

can be seen in Box 5.6. 

 

Box 5.6: John Key – New Zealand Herald – 22/01/2010 

 

"For pensioners you would have to have an immediate increase in the pension. For those on 

Working for Families or benefits there would have to be an immediate increase… There's no way 

we can allow those that are least well off to be put into a worse position. We are not looking to 

make money on changes we might make. But we are looking to make sure we have a better and 

fairer system." 

Source: (Trevett, 2010)  

 

The quote above highlights Key’s awareness of the potential problem these demographics face 

around the Government’s decision on the issue. Outlining his government’s solution to these 

problems implicitly suggests the Government did not only hear the concerns of these 

demographics, but acknowledged them to the point of doing something about them. Key’s 

communication on reducing personal taxes and increases in benefits was likely pre-planned; 

designed in relation to the changes they were already going to make. That said, by responding to 

possible concerns, especially considering the most common concerns around the effect of GST 

on those with fixed or lower incomes, such communication still implies Key is being responsive. 

In essence, the message being communicated is very similar to that found in the suggestion 

Respectfully acknowledging public concern and criticisms. However, the initial framework 

developed that suggestion under the guise that the leader was addressing concern in order to 

explain why he disagreed in a respectful manner. This finding will thus be incorporated into that 

suggestion to expand it in Section Three of this thesis. 

 

Listening overview 

Overall, Key’s communication that suggested he had the quality of being a ‘listening leader’ 

somewhat correlated with the suggestions of the initial framework. While communication 
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around the issue started well before the decision to raise GST had been made official, it was not 

constant until around one hundred days beforehand. Once frequent communication started, the 

communication seemed to suggest that a decision on the issue had already been made, even if 

Key could not explicitly communicate it. Other visual and verbal indicators suggesting an affinity 

and connection with the audience were also found. But the amount of such information was 

limited. Probably the most effective and important way to show listening attributes is through 

respectfully acknowledging public criticism and concern. There were small aspects of Key's 

communication in this area that are not encouraged by the initial framework. But we can still 

see that Key's communication correlated with the framework in this area almost exactly. 

Furthermore, Key’s communication around providing solutions to public concerns can also be 

seen as emphasising his respectful acknowledgment of public concern, even if this is not explicit 

or, indeed, genuine.  

 

Leadership 

Communicating delivery + Consistent message in line with party ideology  

The suggestions of Communicating delivery and a Consistent message in line with party ideology 

are two more suggestions that are more easily highlighted in election campaign communication 

than in issue specific communication during the normal governing period. In the case of delivery 

communication, most of the communication analysed came prior to the implementation of the 

decision made. As a result, the only communication that would fall into this category can be 

described as what Key wanted to deliver, rather than what he and his government had 

delivered. Therefore, much of the communication that could be identified under this category 

could also be categorised under the Benefits of decisions or Communicating end goals categories. 

However, there were still five different occasions found where Key specifically talked about 

delivering as a leader, or as a Government, when communicating about the issue. An example of 

this can be seen in Box 5.7. 

 

Box 5.7: John Key - Campbell Live, TV3 - 09/05/2010 
 

“Overall I've delivered a better result, I believe, for all New Zealanders. No one's worse off. And the 

vast bulk of people are better off.” 

Source: (TV3, 2010, 9th May)  

 

Indeed, a common theme in Key’s communication was that one of the main aims of the tax 

package was to achieve economic growth and help New Zealanders be better off. Only two 

examples were found where Key explicitly highlights the fact that the change in the tax system 
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(which includes increasing the rate of GST) was designed to help Key and his government 

deliver on what they were elected to achieve; economic growth. Further communication that 

explicitly highlighted this fact would be encouraged. Indeed, as the framework highlighted, 

communicating delivery of promises helps the leader seem competent. However, this was 

probably even more important for Key around this issue. As noted in the introduction to this 

chapter, the potential increase in GST threatened to muddy Key’s personal brand by going 

against his own statement prior to the 2008 election. Therefore, by explicitly communicating 

delivery around economic management that would come from the greater tax package the GST 

increase was a part of, Key was able to counterbalance the negative image problems he faced by 

seemingly going against his own word. 

Stabilising Key’s brand image may also have been helped by his repeated 

communication suggesting one of the main objectives of the tax switch included the increase in 

GST. Indeed, Key often noted that the increase in GST was part of a broader tax switch that 

would give New Zealanders’ more choice with what they did with their own money. 

 

Box 5.8: John Key – Questions in the House of Representatives – 22/09/2010 
 

"I can say that this Government is delivering, on 1 October, a $4.3 billion personal tax cut, funded in 

part by a $2 billion increase in GST." 

Source: (NZNats, 2010b) 

 

This promotion of tax cuts is directly in line with the National Party’s centre-right/free-market 

ideological roots. By using communication that highlighted a particular strong and well known 

ideological platform of the party he leads, Key may be able to make an ideological connect with 

members of the target audience at a time when one aspect of the Key and his Party’s brand 

image may have been questioned. 

 

Focusing on own qualities 

The original quality noted in the initial framework suggested a market-oriented governing 

leader should focus on their own qualities. The reason this suggestion was included was to 

avoid focusing too much communication that attacked the opposition for the reasons given in 

the previous chapter. That said, it became apparent during the coding for this case study that 

the label Focusing on own qualities was problematic. Specifically, almost all communication 

analysed could fall under this suggestion, or would fall under a number of other, more specific, 

suggestions. This is because most of Key’s communication around the issue focused on Key, his 

government, and the decision they were making. Therefore, what was (re)coded and analysed 
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was Key’s communication that focuses on attacking the opposition. Doing this not only made the 

coding more manageable, but also fit more explicitly with the intended purpose of the 

suggestion when included in the initial framework. Most adaption to how the framework is used 

will be shown in the third section of this thesis. Yet the lack of effectiveness of the initial coding 

warranted an adaption at this stage.  

The analysed material suggested that Key's communication on this issue focused too 

much attention on the opposition. This excludes examples found in the transcripts of Questions 

in the House of Representatives, where the nature of the format promotes this style of 

communication. Key’s communication attacking the opposition commonly focused on 

Opposition leader Phil Goff's ‘Anti-GST campaign,’ and the effect Key thinks this will have overall 

on New Zealander's, as seen in Box 5.9.  

 

Box 5.9: John Key - Address to Northcote Grey Power - 26/02/2010 

 

"On Sunday Phil Goff starts his two week bus tour of New Zealand to campaign against a rise in 

GST, and he says he'll drop in on Grey Power along the way..... I hope he does...... Because while he's 

visiting you could ask him whether he is going to campaign in 2011 on lowering your Super 

payments, taxing you more on the interest you get from the bank, while also lowering GST. I bet he 

doesn't." 

Source: (national.org.nz, 2010b) 

 

This is a typical example of the communication found in the nine different types of media texts 

analysed for this case study.10 By explicitly outlining Labour’s stance on the issue, Key risks 

letting Labour’s position become the focus of media and public attention. This may have been 

Key’s aim, as it moves attention away from the Government’s polarising decision. However, 

again, by focusing on Goff and Labour, Key risked implicitly portraying the Opposition as more 

important than himself and his government. More importantly to this section of the framework, 

Key’s attacks on Goff may be interpreted as a defensive ploy; as though Key is trying to justify 

his position based on the weaknesses of others' rather than the strengths of his own decisions. 

In other words, by downplaying or outright ignoring Goff’s position on the issue, Key may have 

been better able to highlight his own high level of leadership strength rather than his strength 

compared to the alternative. For this reason, Key’s communication in this area does not 

correlate with the initial framework. 
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Other visual and verbal cues associated with authority 

In terms of the verbal cues that promote the image of strong and competent leadership, Key's 

communication was mixed. More specifically, Key's communication in this area showed an 

effective use of rhetoric that correlated with suggestions from the initial framework 

accompanied by overall poor use of non-rhetoric verbal cues. Indeed, the most prominent way 

Key communicated strong leadership attributes was through communication that implied Key 

possesses personal conviction. This can be seen in relation to portions of Key’s communication 

on his interactions with the tax working group that advised Key to increase the rate of GST, as 

seen in Box 5.10. 

 

Box 5.10: John Key - Speech to Parliament - 09/02/2010 

 

"Some of the options discussed by the Tax Working Group are not favoured by the Government, for 

a variety of reasons, and will not be progressed...... In particular, we will not be developing any 

proposals for a land tax, a comprehensive capital gains tax, or a risk-free return method (RFRM) 

for taxing residential investment properties......These decisions were taken after detailed 

consideration of the pros and cons.....These new taxes are therefore off the table." 

Source: (NZNats, 2010e) 

 

As the example above suggests, while noting that he and his government took advice from the 

Tax Working Group on the issue, Key also highlights where the Government did not slavishly 

follow their advice. In doing so, Key has unintentionally manoeuvred around one of the main 

conundrums outlined in the literature review of this thesis. In this communication Key shows 

personal conviction without having to communicate that he went against public opinion. 

Instead, the antagonism to Key’s decision is represented by the tax working group. In essence, 

such communication allowed Key the ability to say "no, I disagree," and thus communicating 

strong personal conviction, without saying it directly to the general public.  

 On the other hand, generally speaking, Key's tone of voice is unusually lighter for a 

governing leader in western society. This attribute does play into his image as a ‘typical kiwi,’ 

which can help emphasise his image of being relatable. However, in doing so, Key’s lighter tone 

of voice hinders his ability to imply authority. One example was found where Key's tone of voice 

seemed drastically different to all other texts analysed. This was found in an interview Key did 

for the Radio New Zealand show Checkpoint. During the interview, Key's tone of voice seemed 

much deeper, and Key seemed more subdued and less energetic than usual. Furthermore, there 

was a consistent downward swing in Key’s vocal inflection at the end of sentences; a trend 

consistent with verbal signs of authority. It is unknown why in this singular text Key’s voice 
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patterns seem to vary so much from his normal speech patterns. It may have been due to the 

target audience of that show being more interested in issues than personality, or the general 

climate of the context he found himself being interviewed in. What can be said is that such 

communication by Key implies more authoritative than his usual tone of voice does. By applying 

such vocal cues more regularly in other texts, Key may have been able to more effectively 

compliment his rhetoric in promote his strong leadership attributes.   

 When it came to visual cues that promoted authority, Key was for the most part 

ineffective. Again, a majority of texts showing Key’s visual communication was not controlled by 

Key. Therefore, it should come as no surprise that there were only three obvious examples of 

visual communication that seemed to strongly imply Key’s authority. Indeed, some visual cues 

found actually compromised the promotion of such an image. The most noticeable trend in 

Key’s communication that was detrimental was Key’s tendency to slouch. Key's slouch was not 

visually prominent enough to stand out when casually viewing the texts. But the slouch was 

prominent enough to narrow Key's shoulders, often accompanied by Key looking down. As 

suggested in the previous literature (Bruce, 1992; Campbell, 1983; Masters & Sullivan, 1989), 

these visual signifiers work against the symbolism of authority. Visual evidence of Key slouching 

was found in eleven of the twenty one audio-visual texts analysed for this case study.11 This was 

sometimes due to him reading a speech in front of him or because he was situated in a less 

formal context, such as sitting on a couch while being interviewed on Breakfast. But often this 

slouch was seen in TV news footage of Key walking, where he would be looking down with his 

hands in his pockets. For example, a 3 News report on 12th February 2010 showed Key being 

shown through a new Fonterra factory in Southland. The footage showed Key walking through a 

courtyard wearing a large orange safety jacket, with his hands in his pockets and slouching as he 

walked among a group of presumably factory employees dressed almost exactly as he was, as 

seen in the right hand image in Box 5.11. 

 

Box 5.11: John Key walking during news items. 

  
3 News, TV3 - 10/02/2010  3 News, TV3 - 12/02/2010  

Source: (TV3, 2010, 10th Feburary, 2010, 12th Feburary) 
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When looking at this visual presentation at face value, it may seem like evidence of Key in 

regular society; meeting workers and getting a better understanding about how a part of the 

New Zealand economy operates. However, when looking at particular video footage, there are 

signifiers that work against an image of being a strong leader. Most notably, Key's slouched 

posture and hands in his pockets are detrimental signifiers to strong leadership. Furthermore, 

the image of Key visually buried among a group of people dressed exactly as he is does not make 

him stand out. Such visual characteristics were also seen in many visual texts analysed, as 

indicated in Box 5.15 later in the chapter. In other words, Key does not come across as a strong 

presence within the group. This does not help promote the image of having strong leadership 

characteristics. The evidence suggests Key’s communication was lacking visual signifiers that 

suggested Key had strong leadership characteristics, which does not correlate with the initial 

framework in this area.  

   

Leadership overview 

Key’s communication of strong, authoritative, and competent leadership attributes correlated 

somewhat with the initial framework of this study. While communicating delivery is probably 

better suited to studies not predominantly looking at communication prior to an announced 

decision, Key’s communication on hopeful delivery seems consistent with the National Party 

brand. Furthermore, Key’s communication around giving people more ‘choice’ also highlights an 

ideological tradition of the National Party. This may have been important in the context of this 

time period; where Key and his government were possibly hindering a section of their 

reputation that had been a foundation in their resurgence in popularity since 2004. But other 

areas of Key’s communication were less in line with the initial framework of this study. Focusing 

so much communication on highlighting the weaknesses in Labour's policy not only risked 

making Labour's agenda a central focus of media and public attention, but also may have 

implied weak leadership. He risked looking as though he was resorting to attacking as a form of 

defence rather than defending his own decisions. Furthermore, while Key’s rhetoric suggested 

strong leadership, there was very little evidence in other verbal or visual cues that would 

promote the image of being a strong and authoritative leader. What became apparent during the 

analysis in this section was how contradictory some of the suggestions in this section were to 

suggestions in the section that follows. 
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Honesty/Trustworthiness 

Be open about controversies and potential problems + Open about changes in political 

stance 

Key's communication of controversies and changes in political stance did not correlate well with 

the initial framework. As noted in the introduction of this chapter, one of the controversial 

aspects of the Government's decision to raise GST was the fact that a video tape recording, dated 

prior to his election to office, showed Key stating that a National Government he led would not 

raise GST. Obviously such evidence was potentially harmful to Key; with the Opposition 

suggesting he was going back on his word and was thus untrustworthy. Key's response to this 

criticism did not help. Key tried to use semantics to suggest that, in actuality, he had not gone 

back on what he had said prior to being elected to office, as can be seen by the example in Box 

5.12. 

 

Box 5.12: John Key – The New Zealand Herald – 10/02/2010 

 

“The question was, 'would I be required to raise GST to cover deficits?' And the answer to that 

question is, no we won't."  

Source: (NZ.Herald.Staff, 2010)  

 

In essence, Key suggested that National was not raising GST under the context suggested to him 

when the question was asked. Thus, Key argued that he had not changed his position. This was a 

common trend in Key's communication around the controversy, with twenty instances in eight 

unique texts highlighting similar statements. Key’s communication around the controversy 

suggests he was trying to use technicalities to cover up his change in stance on the issue. This in 

itself may imply that Key is being dishonest. When being questioned by the Opposition on this 

issue, in particular, Key’s visual communication did not help him with this suggestion. Indeed, 

Key often had a cheeky grin on his face, and he would looking away from the people he was 

responding to as the Opposition heckled him as he made these remarks similar to that in Box 

5.12. An example of this can be seen in the screenshot in Box 5.13.  
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Box 5.13: John Key trying to explain he's not going to raise GST to cover deficits 

Questions in the House of Representatives - 09/02/2010 

 
“Alas, when someone who is really not relaxed tries grimly to fake it, the result looks rather like 

someone who has taken a sleeping pill and is trying to fight it. The famous prime ministerial grin 

developed a distinct wobble.” - Reporter Jane Clifton - Dominion Post - 11/02/2010 

Source: (beehive.govt.nz, 2010b; Clifton, 2010) 

 

Therefore, such a response to controversies does not correlate with two aspects of the initial 

framework. By trying to use semantics, Key emphasised any feelings of dishonesty the public 

felt about him stemming from the argument that he was going against what he had said prior to 

getting into government (Armstrong, 2010). Being open and honest about the change in political 

stance, and the reasons why, may have been received more positively by the public; helping 

make him seem honest in an area where his honesty was challenged. Indeed, in a limited 

number of cases Key's rhetoric seemed much more honest. An example of which can be seen in 

Box 5.14. 

 

Box 5.14: John Key - Questions in the House of Representatives - 16/02/2010 

 

".......I can also say that prior to the advice of the Tax Working Group, increases in GST, as well as 

changes to the taxation of property, were not on the Government’s radar. On that basis, if I were 

asked directly about raising GST, in good faith I would have said no..... the basic point is that if 

someone had directly asked me I would have said no, because that was never considered at the 

time." 

Source: (Parliament.co.nz, 2010) 
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Key also gave a similar response on the Radio New Zealand show Checkpoint only 4 days prior 

(Radio.New.Zealand, 2010). If Key had focused on this kind of response to the issue, rather than 

trying to get around the change in his position through semantics, the issue may not have been 

turned into as large a controversy. Therefore, Key’s communication does not correlate with the 

suggestions to Be open about controversies and potential problems and Open about changes in 

political stance from the initial framework.  

 

Not reading from speech (where possible) + Other visual and verbal cues associated with 

honesty, trustworthiness and openness 

As already noted, a majority of the texts analysed were not produced by Key and National. As a 

result, it is not surprising that in most of the communication analysed Key did not use pre-

written speeches. The only situations where Key was found to be reading from notes was when 

delivering his speech to Parliament on 9th February 2010 and when answering the first formal 

question during Question Time in the House of Representatives. In such situations it is 

understandable that governing leaders would read from notes. However, one of the main 

benefits of not reading from speeches should be the ability to use verbal cues, both in tone and 

in rhetoric, that indicate authenticity. Despite not using speeches, Key’s communication lacked 

the authenticity not using speeches should have afforded him. When analysing Key's 

communication it became apparent that there were a number of trends in the phrasing he 

would use to explain certain points. These include the trends noted in other parts of this 

chapter, “this will be accompanied by upfront increases in benefits, New Zealand superannuation 

and Working for Families payments,” (beehive.govt.nz, 2010b) “it's about giving New Zealander's 

choice,” (NZNats, 2010b) and that “the vast bulk of New Zealanders will be better off.” 

(nzherald.co.nz, 2010b) Having a consistent message is understandable and, indeed, 

encouraged, as it allows for greater clarity in communication (Fenn, 2014). That said, what 

made this repetitive style of communication detrimental was the fact that these common 

phrases were often communicated by Key as if he was reading from a speech. The tone in his 

voice would become flatter, with less inflection at the beginning and ending of sentences. 

Furthermore, the gap between his words and sentences seemed smaller, suggesting he knew 

exactly what he was going to say before he said it. This was not helped by the fact that Key 

worded these sentences almost exactly the same way every time he said it.12 In other words, 

while having a long term consistent message is encouraged, Key’s verbal cues, as well as the 

near identical way he would communicate these messages across media texts, hindered his 

presentation of talking authentically. By varying the way he communicated the same message 

across different texts, such as using different similes in interviews to make the same point, Key 
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may have been better able to promote his authentic qualities while still maintaining a consistent 

message.  

 However, the visual cues found suggested Key was effective in communicating an honest 

and authentic image. These visual signifiers can best be seen in the visual depiction of Key 

during his video journal entries on the issue, as can be seen in Box 5.15. 

 

Box 5.15: John Key - Video Journal 21 - 08/02/2010 

 

 
Source: (NZNats, 2010a) 

 

Key’s posture was often slouched. His elbows were normally on the desk in front of him and his 

shoulders are slumped. While this posture does not help Key’s promotion as authoritative, it 

does lend itself to seeming less formal and more inviting. In other words, such posturing may 

help Key promote an image of genuineness that may be a signifier for honesty. This quality was 

reinforced by Key’s eye level. As seen in the picture in Box 5.15, Key’s eye level is in direct line 

with the camera, simulating the idea that Key is talking with the audience rather than to them. 

Furthermore, in all forms of visual communication analysed there was no detection of Key 

looking up into a corner, or looking away; whether it be from the camera, or the person 

interviewing him. Rather, by appearing to look the viewer, or the interviewer, squarely in the 

eyes, Key may help emphasise his perceived quality of honesty (Messaris, 1997: 23). Such 

evidence was found through the texts analysed. Therefore, Key’s visual cues correlated with the 

initial framework in this area.  
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Being open and honest in response to media questions 

In terms of cues suggesting openness to questioning, Key’s communication did not correlate 

well with the initial framework. That said, in terms of the rhetoric, Key did often communicate 

openness to questioning on potentially increasing GST. For example, during his interview on the 

Radio New Zealand show Checkpoint on 8th of March 2010, on three occasions Key noted, after 

being asked a question, that it was 'an interesting question' or 'a legitimate debate to raise.' 

(Radio.New.Zealand, 2010) This was followed by an answer explaining his point of view. While 

such communication is often used by leaders to allow them thinking time before answering the 

question, such a response by Key also implies his openness to questioning; as though he has 

nothing to hide.  

 However, besides rhetoric, other verbal and visual cues did not correlate so well with 

the initial framework. Key’s visual cues when questioned by the media were, for the most part, 

natural. There was very little emotive reaction to such questioning. There were times found, 

normally in press conferences, where Key would often look apathetic to the questioning, 

including often looking down at his notes while being asked a question. This suggests Key is not 

interested in the question being asked, or that it is not important. This argument suggesting 

apathy is further reinforced by the fact that Key often took long breaths that sounded like sighs 

before answering. Thus, while such communication does not correlate with the initial 

framework, it does not imply the negative cues which the initial framework would suggest 

avoiding. More specifically, such communication did not imply Key was being defensive and had 

something to hide.   

  

New suggestion found during analysis: 

Communicating drawbacks to decisions 

Another potentially positive aspect of Key’s communication, not anticipated in the development 

of the initial framework, was discovered around communication that outlined a drawback the 

public would notice as a result of the decision on this issue. More specifically, Key showed a 

willingness to communicate the inevitable increase in the price of most goods and services that 

would accompany the increase in GST. An example of such communication can be seen in Box 

5.16. 
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Box 5.16: John Key - Checkpoint, Radio New Zealand - 12/02/2010 

 

"And I think you look at that adjustment, especially prices will rise by about 2.5 per cent, it affects 

about 91 per cent of the economy, and most goods have GST applied. So yes obviously you will have 

that impact…. No one's shying away from the fact that prices do rise by 2.2 per cent."  

Source: (Radio.New.Zealand, 2010)  

 

It could be argued that such communication does not warrant being highlighted in studies such 

as this. Indeed, it would be hard for Key to have ignored this effect, as it was the most explicitly 

noticeable result this decision would have on the general public. Also, such communication was 

accompanied by communication on how the Government was going to deal with such a 

drawback. Such communication by Key was often followed by an outline of how reductions in 

personal tax rates, with increase in benefits and superannuation would counterbalance these 

increases. However, while not a utopian example of a governing leader openly talking about the 

drawbacks of decisions (in other words, being reflective), it does highlight this suggestion for 

the revised model. By openly talking about the potential drawbacks of the decisions, such as the 

one noted above, leaders may be able to implicitly emphasise an image of being open and 

honest. Also, by outlining drawbacks of decisions such as this, leaders may be able to soften the 

long term negative reaction to such drawbacks when they eventuate. Thus, despite the lack of 

successful execution in other case studies, this suggestion will be looked at in the revision of the 

framework.      

 

Honesty/Trustworthiness overview 

Key's communication suggesting honesty and authenticity somewhat correlated with the 

suggestions of the initial framework. But, instead of helping, Key’s reaction to allegations of flip-

flopping risked emphasising the dishonest qualities the allegations may have caused. While Key 

did not use written speeches in a majority of the texts analysed, the change in his tone of voice 

when using repetitive catch phrases resulted in the communication seeming less authentic. But 

many of the visual cues found did suggest the promotion of openness and honesty. Key also 

seemed more open to questioning than not, especially outside the confines of debates with the 

Opposition. Key's promotion of honesty was also emphasised by a suggestion not in the initial 

framework; communicating drawbacks to decisions. While almost exclusively found in relation 

to communication about how this will be addressed, the communication still highlighted a new 

suggestion that will be looked at in the revision of the framework. 
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 It should also be noted that cues suggesting Key used Communication of non-political 

personality were not noticed during coding. This is probably the most effective way of creating 

an emotional connection with the public, hence why it was a key feature of the suggestions to 

Blair in the Promise report and Scammell's findings (Promise, 2005; Scammell, 2007b). The lack 

of such information in Key's communication around this issue suggests that Key may have 

purposefully ignored this type of communication, potentially due to not wanting to highlight his 

own personal wealth. More likely, such communication was not present for the reason that 

many suggestions were less present than expected. It is hard to communicate such information 

in the context of issue-specific communication, especially in uncontrolled texts. There are 

potential ways to work around this limitation, as will be highlighted in upcoming case studies. 

But the limitations of non-campaign communication prompts the adapted model to address 

them.  

 

Common goals/Benefits of decisions 

Communicating benefits of choice 

Key’s communication of the benefits that would come from the rise in GST somewhat correlated 

with the initial framework of this study. Although, admittedly, this was done in relation to the 

greater tax switch which the rise in GST was part of, rather than specifically the rise in GST 

itself.  As noted earlier in this chapter, Key was able to reinforce the National Party’s brand 

image by communicating the benefits of the greater economic package that included raising 

GST. A common theme in Key’s communication of the benefits to New Zealanders of this change 

was the potential growth of the New Zealand economy. 

 

Box 5.17: John Key - Post-Budget Speech to Trans-Tasman Business Circle - 21/05/2010 

 

"They will have a positive effect on economic growth, and therefore the living standards of New 

Zealanders, through the following routes:  

- An increased incentive for people to work hard, increase their hours, develop their skills, and 

develop new products and services, because they can keep more of the extra money they earn  

- Lower income tax rates, which will attract skilled people - who are in demand all over the world 

to stay in, or move to, New Zealand 

- An increased incentive to save, because of the switch in taxation from income to consumption, 

and by reducing tax rates on savings. 

- A lower headline company tax rate, which will encourage productive investment in New Zealand, 

thereby increasing productivity and raising wages. 
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- And a more neutral tax system, which has less effect on people's choices between different types of 

economic activities (for example, between investing in property and investing in other sectors)." 

Source: (Key, 2010) 

 

As shown by the example in Box 5.17, Key outlines some of the main benefits to come from the 

economic growth they anticipate will result from the change in the tax system. In the context of 

this specific example, Key is communicating the benefits in relation to people working in the 

corporate business management field due to the fact that Key is talking to the Trans-Tasman 

Business Circle. In other words, Key’s communication on the benefits of the change in policy is 

suited to the receiving market; a market both Key and the National Government would 

traditionally be targeting, white collar management. Also, by emphasising the potential for 

economic growth, Key was again emphasising the National Party's reputation as the party that 

is strong in economic management (UMR, 2012). Again, as noted earlier, this was important at a 

time when one of the brands main foundations (the party that promotes tax cuts) seemed 

inconsistent with the decision. 

 Key predominantly focused on the benefits of the decision by highlighting how the 

increase was done to accommodate other tax changes. But Key also highlighted the problems 

that resulted in the investigation into the tax system occurring in the first place. While perhaps 

not the most prominent, certainly the most interesting of the highlighted problems was around 

how unfair the tax system was before amendment. This can be seen in the example in Box 5.18. 

 

Box 5.18: John Key - Video Journal 22 - 22/02/2010 

 

"At the moment we have a personal tax system which is not perfectly aligned and allows tax payers 

to undertake considerable structuring in their affairs. So, for instance, when the top personal rate 

is out of line with the trust rate people tend to filter their income and funnel their income, actually 

through their trusts. Now you might think that’s ok, but the net effect is there’s a lot of tax payers 

not paying their fair share." 

Source: (NZNats, 2010b) 

 

Such communication by Key does fit under this suggestion of the initial framework. That said, it 

does so in regards to how the initial framework suggested leaders should not communicate; 

highlighting the problems being addressed rather than explicitly highlighting the benefits that 

will come from the decision. It could be argued that the communication in Box 5.18 attacks 

higher income New Zealanders; those who pay the top personal tax rate. This demographic 

traditionally supports National. By alienating this demographic through his communication, Key 
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risked damaging his support among this group; making them less willing to accept the changes 

he was proposing. However, as an issue that will affect the majority of New Zealanders, this risk 

may be needed. The issue of fairness is something that is apparent in the main argument against 

raising GST. Those arguing this suggest that GST has a disproportionately high impact on lower 

income demographics. Thus, by highlighting the lack of fairness in the tax system as it stood, 

Key may have been able to appeal to a broader demographic. This suggests that the simplicity of 

the initial framework in relation to highlighting the negative aspects of the issue being 

addressed needed to be reviewed. And this will be done in Section Three of this thesis.    

 

Communicating end goals that resonate with the public 

Key's communication of end goals that would likely resonate with the public correlated with the 

initial framework of this study. As noted earlier, much of Key’s communication outlined the 

economic advantages that would stem from the larger changes to the tax system that the 

increase in GST was part of. Therefore, it should come as no surprise that one of the major goals 

that Key communicated around this issue was the fact that his goal was to help people become 

‘better off.’ An example of this can be seen in Box 5.19. 

 

Box 5.19: John Key - Press Conference - 22/02/2010 

 

"Now it's my expectation that the vast bulk of New Zealanders will be better off. And it's also my 

expectation that the country will be better off." 

Source: (nzherald.co.nz, 2010b) 

 

This simple goal communicated by Key is understandably something that the public would be 

able to relate to in the context under which communication around this issue was mainly found. 

Specifically, New Zealand had been hit by the global economic recession in 2008, with most 

economic indicators not as strong as they had been previously.  Thus, the broader issue of 

economic growth was considered an important issue by the public at the time (UMR, 2012).  

Furthermore, this goal fits well around the main aims, goals and ideological points noted 

throughout this chapter. The most obvious example of this is the relationship between economic 

growth and New Zealanders being better off. On the other hand, it may also apply to young 

couples who John Key suggested would have an easier time getting a mortgage due to the tax 

cuts that the rise in GST was partially funding. Thus, the goal of being “better off” is something 

middle New Zealand could relate to at the time. As a result, the communication of such a goal 

may provide a strong connection between Key and the public. Thus, Key's communication in 

this area correlated with the initial framework. 
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Common goals/Benefits of decisions overview 

It would be hard for Key to highlight the benefits of raising GST if communicated in isolation. As 

noted previously, the most obvious direct effect of this decision is the increase in the price of 

most goods and services. However, by talking about this increase in relation to the overall tax 

switch, Key was effective in promoting the potential benefits New Zealanders would see. 

Furthermore, Key did so under the banner of a goal of helping New Zealanders become ‘better 

off.’ These two aspects of Key’s communication worked in conjunction with each other well; 

giving Key's overall communication a clear theme in line with his perceived economic 

managerial skills (UMR, 2012). In doing so, along with many of the characteristics in Key’s 

communication outlined throughout this chapter, Key’s communication may have helped 

reaffirm his image at a time when it might have been questioned.  

 

Social and governmental challenges 

Showing remorse for hard yet necessary decisions 

Overall, Key did not communicate remorse and understanding for the potential negative effects 

of the decision as explicitly or frequently as was anticipated by the initial framework. During the 

coding process of this case study, only five examples (in four analysed texts) of John Key using 

communication that suggested remorse and understanding for the public were found in the 

seventy seven media texts analysed for this case study.13 All of Key’s communication that would 

fit under this category maintained a similar theme, that 'times are tough.’ An example of this can 

be seen in Box 5.20. 

 

Box 5.20: John Key - Campbell Live, TV3 - 09/08/2010 

 

"So, yes we are starting to turn things around, and we are actually narrowing that gap. But to 

mum and dad who are struggling to make ends meet I acknowledge their issues.... But I'm not 

arguing that the economic conditions are easy. Nor would anyone else argue that they're easy out 

there." 

Source: (TV3, 2010)  

 

Key’s communication of remorse around this theme is in conjunction with many of the themes 

he communicated throughout the analysed material. For example, Key communicating that 

‘times are tough’ fits well with his consistent communication around the potential benefits of 
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economic growth to New Zealanders and his goal to help them become ‘better off.’ Again, this 

reinforces the idea that the context under which these statements are being said is important.  

Furthermore, Key’s communication showing remorse and understanding is very vague 

compared to what was anticipated in the initial framework. This may be due to this quality 

being included into the framework on the back of research into communication of remorse for 

conditions that stem from decisions made years prior. Since Key’s communication of remorse 

stems from the poor economic climate of the time, rather than from an understanding of 

difficulties stemming from his decision directly, being vague in communication may be 

understandable. However, such communication still suggests Key has an understanding for the 

hardships the public face, something that suggests he is in touch. Again, this is taken into 

consideration when reflecting on the framework in Section Three of this thesis. 

 

Communicating decision making process + Communicating reasoning behind decision  

 

Box 5.21: Decision making process according to Key's communication 

 

(mid 2009) 

1. Set up tax working group to evaluate tax system 

2. Received feedback from the tax working group 

 

(mid 2009-early 2010) 

3. Evaluated pros and cons of suggestions 

a. Factored in challenges such as economic climate  

4. Chose which suggestions to work on and which ones not to use 

 

(early 2010 - May 2010) 

5. Work out the finer details of package for Budget 

6. Announced 

 

(October 2010) 

7. Implementation 

 

 

When analysing Key’s communication, the information throughout the texts suggested that Key 

did communicate a broad version of the decision making process, as shown in Box 5.21. Again, 

by communicating how the decision on the issue was made also helps communicate to the 
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public why Key and the Government made decision to increase GST. This is best seen in Key 

highlighting the impact of the first stage of the decision making process, setting up a tax 

working group to investigate the tax system. By highlighting the role of the tax working group 

and their recommendations in the earlier stages of the decision making process, Key was able to 

communicate the reasoning behind the decision. In essence, Key was able to subtly justify the 

decision by linking it back to the recommendations of the tax working group. Again, this may 

helped in gaining respect for the decision made by the Key and his government, even if critics 

did not agree with the decision.  

However, such communication could easily have been presented more explicitly in 

controlled communication, such as online video journals. Indeed, considering the more 

politically aware demographic likely to consume such texts, Key would have been able to 

highlight the decision making process in substantially more detail without risking turning off 

the audience (Lilleker, 2006: 125).  

 

New suggestion found during analysis: 

Discussing other potential options 

Another trend in Key’s communication not suggested by the initial framework was his 

communication around other potential options. More specifically, Key discussed other 

suggested options that could counter-balance a reduction in personal tax rates. Indeed, there 

were four alternative options Key highlighted: a land tax; a capital gains tax; a risk free rate of 

return method for taxing residential investment properties; and increasing GST but removing it 

from basic household staple items. The last option in particular was discussed often, due in 

large part to it being a Labour Party policy getting a lot of attention at the time. An example of 

Key’s communication on this alternative is shown in Box 5.22. 

 

Box 5.22: John Key - Video Journal 22 - 22/02/2010 

 

"Some people ask, and have asked why don't you take GST off food? Conceptually it sounds like a 

nice idea. But, firstly, the official advice is it would have a substantial impact on how much we 

would already receive in GST. As much as about 20 per cent of our GST intake would evaporate if 

we did that. Secondly, you get into the perennial question of… exactly what food do you take GST 

off. In other words do you take if off milk? And the answer to that's probably yes. But would you 

take it off chocolate flavoured milk? ….. It has been administratively a nightmare."  

Source: (NZNats, 2010b) 
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When looking at the underlined sections of the quote in Box 5.22, it is apparent that Key’s 

communication in this area is very similar to that suggested around Respectfully acknowledging 

public criticism and concern. Key highlighted what the option was, the general argument made 

for it, and why it was not chosen. Furthermore, Key’s reasoning for not choosing the option runs 

in line with traditional National Party ideology and his perceived reputation as a good economic 

manager. Firstly, the notion the criticism of the option being an ‘administrative nightmare’ fits 

with the National Party ideology of the minimalist state.14 Again, this may have helped reaffirm 

Key and his government’s objectives in the public’s eyes at a time when the brand image was at 

risk of being tainted. Also, by noting the ‘substantial impact on how much (the Government) 

would already receive in GST,’ Key is also reaffirming his own personal image as a good financial 

manager, one of the foundations on which he and his government were elected (Robinson, 

2010a: 147).  

While some viewers may disagree with the decision not to implement these options, Key 

illustrated his understanding of the broader aspects of the issue, implying he is open minded 

about potential options and has used sound judgement to choose the one he believes is best.  In 

doing so, Key is giving himself a better chance of getting the public to respect his decision, even 

if they do not agree with it.  

 

Social and government challenges overview 

While Key communicated remorse and understanding, he did so with reference to the greater 

economic hardships facing members of the public. He did not communicate remorse and 

understanding for the potential hardships faced because of the decisions Key made directly, as 

was anticipated under the initial framework. When looking at all the communication available 

Key did give a general outline of the decision making process. In doing so, Key was able to 

communicate the reasoning behind the decision made. However, Key did not communicate the 

full extent of the process explicitly. Indeed, in order to gain a broad understanding of the 

decision making process the public would have to consume multiple texts in conjunction with 

one another. As a result, the public may not have had the greatest possible understanding of 

why Key and his government made the decision they did on the issue. 

 That said, Key’s communication around other potential options helped promote the idea 

that he had carefully considered the issue. Seeing this, the audience was more likely to respect 

Key's decision, even if they did not agree with it. Such communication may also fall under the 

quality of listening, with the communication around this suggestion being reminiscent of that 

found under respectfully acknowledging public criticism and concern. This will be addressed in 

the revised model in Section Three of this thesis. 
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 Two suggestions from the initial framework under Social and Governmental Challenges 

were not found enough to warrant their own sections. The suggestion of Communicating lack of 

delivery was not relevant in the communication of this particular issue. Again, this shows that 

not all the qualities in the initial framework are realistically applicable to every case study; 

especially when most of the communication found came prior to the decision being made. 

Furthermore, during the coding of this case, the section on Revealing as much information as 

possible was shown to be an un-measureable suggestion using the coding process undertaken. 

Furthermore, the goal of this suggestion is covered throughout the other suggestions under the 

heading Social and Governmental Challenges.   

 

Conclusion 

While Key’s communication on this issue only somewhat correlated with the initial framework, 

it did correlate well in probably the most important area. Key was extremely effective at 

showing respect for common criticisms and concerns about a potential rise in GST. Not only did 

such communication help Key emphasise an in-touch image, but showed he was responding to 

the public, even if that did not mean following the advice of the criticism. Furthermore, a new 

suggestion found during analysis also helped emphasise the promotion of being in touch. By 

Providing solutions to potential public concerns, rather than outlining why the leader disagrees 

with the concern, a leader not only shows that they are listening to the criticism, but that they 

are also acting on it. Below is a summary of the findings from this case study. 

 

Box 5.23: Review - Case Study 1 
Suggestion Correlated? Important Points 

 
Listening (responsive & reflective) 

Early communication/ 
Encouraging public debate 
 

Somewhat Started early, but not frequent enough until decision 
had obviously been made. 

Respectfully responding to 
public concerns 
 

Yes Acknowledges the concern, outlines concern, 
explains his position (as framework suggests). 
 
However, suggests criticism is “factually incorrect” 
and “difficult for people to understand.” 
 

Visual evidence of the 
leader with members of the 
public 
 

Somewhat Visual evidence of Key with public was found. But 
rather limited in quantity. 

Rhetoric suggesting 
togetherness and affinity 
 

No While small verbal cues were found, very little was 
found that was explicit. 
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Leadership 
Communicate delivery 
 

Somewhat  Occasionally, but was limited. 

Consistent message in line 
with party ideology  
 

Yes Emphasised the greater tax package the raise in GST 
was part of, involving personal tax cuts and “greater 
choice.”  
 

Focusing on own qualities 
 

No Highlights Opposition leader Phil Geoff’s ‘anti-GST’ 
campaign far too much. 
 

Other visual and verbal 
cues associated with 
authority 
 

Somewhat Effectively showed personal conviction without 
going against the public. 
 
Unusually high tone of voice most of the time. 
 
Visually communication was ineffective, with several 
texts highlighting negative cues. 
 

 
Honesty/Trustworthiness 

Communicate change in 
position (where 
applicable) 
 

No Denied he had changed his position on the issue by 
highlighting the semantics of his previous position. 

Not reading from speech 
(where possible) 
 

Somewhat Did not use pre-written speeches but often talked as 
if he was. 

Be open about 
controversies and potential 
problems 
 

No  See Communicate change in position (where 
applicable) 
 

Being open and honest in 
response to media 
questions 
 

Somewhat Small verbal cues suggested Key was open to 
questioning. However, most cues were neutral. 

Communication of non-
political personality 
 

No No evidence found. 

Other visual and verbal 
cues associated with 
honesty, trustworthiness 
and openness 
 

Somewhat Visual cues suggested Key was relatable, especially 
in video journals. 
 
Also, see Not reading from speech (where possible) 
 

 
Common goals/ Benefits of decisions 

Communicate benefits of 
decision 
 

Yes Did communicate benefits in line with the target 
market of the communication at the time. 

Communicate end goals 
that resonate with the 
public 

Yes Communicated goals that would likely resonate with 
the public considering the economic conditions of 
the time. 
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Social and governmental challenges (effect on decisions) 

Showing remorse for hard 
yet necessary decisions 
 

No Showed remorse, but not in relation to decisions he 
and his government had made. 

Communicate decision 
making process 
 

No Yes, but not explicitly. 

Publically reveal as much 
as much information as 
possible 
 

N/A Suggestion revealed to be impossible to code using 
analysis method. 

Communicate lack of 
delivery 
 

N/A Not relevant to this particular issue 

 

However, when testing the communication against the initial framework, there were many 

areas where Key’s communication did not correlate well. In many cases this was due to the 

constraints Key faced due to the context surrounding his communication. In particular, 

presenting a broader scope of communication in relation to the issue, such as suggesting an 

affinity for the public and communicating his non-political personality, was hindered by three 

things. Firstly, due to the fact that Key’s communication was issue specific, he was less able to 

generally promote himself as he would in campaign communication. Secondly, most of the 

media texts were not produced by Key and the Government. Therefore, they had less control 

over what content was communicated to the public. Furthermore, in many cases these media 

texts only allowed Key to speak on issues in sound bite form, thus limiting the scope of what he 

could say.  

Indeed, a number of lessons about certain restrictions and assumptions in the initial 

framework were found in this case study. In particular, that some of the suggested visual and 

verbal cues that signify leadership may run counter to those that suggest authenticity and 

relatability. So, depending on the context of the issue at hand, certain suggestions may need to 

be discarded in order to maintain others. However, one of the most important findings was 

around the ability to use certain suggestions where coding the material analysed. The 

suggestion that leaders should Focus on [their] own qualities was included under the guise that 

leaders should not focus too much attention on attacking the Opposition. Information under this 

suggestion was [re]coded only when Key attacked the opposition to make the analysis more 

direct to the reason for the suggestion, and more manageable. This will be done in the next three 

case studies as well. Furthermore, the suggestion that leaders should Reveal as much 

information as possible was shown to be an un-measureable suggestion using the coding process 

used. Thus, it was not coded in this case study, or the following case studies. An extended list of 

107 
 



Section Two Chapter Five Increasing GST 
 

the main lessons to be learned from this case study can be seen in Box 5.24. More lessons were 

learnt during the analysis for this case study than others simply because it was the first one 

done.  

 

Box 5.24: Important lessons from Case Study 1  

• The context of the issue has an effect on what suggestions from the framework are 

applicable in that particular case study. 

• Communication should not only start early, but be frequent. 

• The scope of communication, both visual and verbal, is much more limited in non-

campaign communication. 

o Harder to show visual evidence of the leader with members of the public due to 

less control of media texts. 

o Harder to talk about affinity with pubic due to communication commonly 

shorter in length and issue specific. 

o Harder to communicate delivery as most coverage of issue comes prior to 

decision being officially announced. 

o Harder to communicate non-political personality due to communication 

commonly shorter in length and issue specific. 

• Focusing on own qualities suggestion needs a change to make coding more manageable. 

o Should focus on not attacking the Opposition. 

• Leaders can show personal conviction without going against the greater public. 

o Going against other stakeholders instead. 

• Some of the suggestions for strong leadership and personable/relatable leadership run 

counter to one another.  

• Showing remorse does not need to be in relation to leader’s decision to suggest they are 

in touch.  

 

Along with Providing solutions to potential public concerns noted earlier, two other potential 

suggestions for the revised model were found during analysis of this case study, as highlighted 

in Box 5.25. Communicating drawbacks to decisions can help further emphasise a leader is being 

honest with the public, going against the traditional communication strategy of downplaying or 

ignoring negative aspects of an issue. Discussing other potential options also highlights a leader 

is listening. More importantly, it shows the leader is informed about the issue of discussion; 

taking a wide range of options into consideration before making a decision.  
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Box 5.25: New suggestions for framework from Case Study 1 

Suggestion Quality Associated With Short Description 

Providing solutions to 

potential public concerns 

 

Listening 
 

Linked with Respectfully 

responding to public concerns. 

Suggests leader has not only 

taken criticisms and concerns 

on board, but is acting on 

them. 

 

Communicating drawbacks to 

decisions 

 

Honesty/Trustworthiness 
 

Shows leader as honest about 

information where it may not 

be expected. Also helps with 

expectation management. 

 

Discussing other potential 

options 

 

Social and Governmental 

Challenges 

Shows leader has made an 

informed based on a wide 

range of information. 

  

 

The following chapter will look at John Key’s communication around the repeal and 

replacement of the Foreshore and Seabed Act. 
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SECTION TWO 

CHAPTER SIX 
JOHN KEY: REPEALING AND REPLACING THE 

FORESHORE AND SEABED ACT 
 

 

Introduction 

Another salient issue during John Keys first term as Prime Minister of New Zealand was around 

the repeal of the Foreshore and Seabed Act. The original Act was passed by the previous Labour 

Government in 2004 to place the foreshore and seabed in Crown ownership. It was a highly 

contentious decision, with criticism coming from both sides of the argument. Maori Iwi had 

claimed ownership of the area based on customary title, historical rights of occupation, and 

guarantees provided by the Treaty of Waitangi ("Retreat on Foreshore would Help National," 

2011). On the other hand, then-National Party Leader Don Brash led criticism arguing the 

Labour Government was still showing favouritisms towards Māori on this and other race issues. 

The then-National Opposition attracted a substantial amount of support from predominantly 

conservative members of the public following Brash's initial speech on the matter in January 

2004 (Joyce, 2007). While the National Party had moved towards the ideological centre under 

Key's leadership, it is still interesting that Key's National led government decided to revisit this 

issue; eventually repealing and replacing the Act with the Marine and Coastal Area (Takutai 

Moana) Act. The main change being that the area in question was shifted from Crown ownership 

into the public domain, thus allowing Māori Iwi and Hapu to claim customary title (Matunga, 

2013). Once again, the decision was contentious, just as Labour had faced in 2004. Key was met 

with criticism from both sides of the argument. Again, many Māori groups were upset that the 

'public domain' aspect of the new Bill still prevented native Māori tribes from what they saw as 

their rightful claim to title. On the other side, some critics argued that the Act did not gain the 

widespread support from the greater, predominantly European, population Key himself said 

was a provision of him repealing the original Act ("Coastal Bill a 'Disgrace'," 2011). 

Furthermore, by taking a more socially liberal position on this matter, Key was going against the 

stance that had helped his party gain so much momentum throughout the mid-2000s. But the 
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National Government entered office with a Parliamentary Confidence and Supply agreement 

with the Māori Party, a party founded on the back of displeasure about the Foreshore and 

Seabed Act. Thus, part of their agreement was a review of the Act. 

 The analysis suggested Key's communication on the issue was consistent without being 

overwhelmingly in line with the initial framework of this study. Several indicators suggested 

Key was trying to present himself as a listening leader. However, Key's communication closer to 

the decision being made hindered this image. Most notably, the seemingly constructive working 

relationship between Key and the Māori Party leadership seemed to become more strained over 

time; hindered furthermore by Key's response to criticism of the bill from both inside and 

outside Parliament. Such problems were seen in other areas of the framework as well, with Key 

presenting communication that implied stubbornness and that he was closed minded to ideas 

other than those he preferred. The findings showed deterioration over time in Key's 

communication that correlated with the initial framework; suggesting that the realities of 

government or, in this case, the specifics of the new bill, hindered Key's ability to present a 

market-oriented image. 

  

Listening (responsive & reflective) 

Early communication/ Encouraging public debate 

The analysed material suggests Key did start communication on the issue early, was somewhat 

consistent, and did suggest a decision had not been made. The texts analysed would suggest that 

Key's first communication on this issue during his time in office came during his speech to 

Members of the House of Representatives in Parliament's Legislative Council Chamber at the 

State Opening of Parliament in December 2008,15 twenty days after taking office. An extract of 

this speech can be seen in Box 6.1.  

 

Box 6.1: John Key - Speech from the Throne – 09/12/2008 

 

"In accordance with the Confidence and Supply agreement with the Māori Party, my Government 

will undertake a review of the Seabed and Foreshore legislation to ascertain whether it adequately 

maintains and enhances manawhenua..... If repeal is necessary, it will ensure there is appropriate 

protection in place to ensure all New Zealanders enjoy access to the foreshore and seabed, through 

existing and potentially new legislation." 

Source: (nzherald.co.nz, 2008) 
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This communication came eighteen months prior to Key officially announcing the Foreshore 

and Seabed Act would be repealed (14/06/2010) and twenty seven months prior to the Marine 

and Coastal Area Act being passed (24/03/2011). This is understandable, considering that 

reviewing the Foreshore and Seabed Act was part of the Confidence and Supply agreement 

National had made with the Māori Party before entering office. 

 Furthermore, the underlined verbal cues in the quote in Box 6.1 suggest a decision on 

the issue had not been made. Such verbal cues progressively suggested more certainty in a 

potential decision the closer the communication was to the decision being made. However, Key 

did not start explicitly communicating that the issue was no longer up for debate until after he 

had announced the repeal of the Foreshore and Seabed Act in June 2010. Furthermore, Key 

explicitly asked for public input on this issue on several occasions (for example, see: 

national.org.nz, 2010a). By continually using language that suggested the issue was still open to 

debate, Key invited public discourse on the issue. This encouragement was further helped by 

Key’s use of constant communication on this issue; increasing in regularity until the time the 

issue became truly salient.  

 In essence, by starting communication early and using communication around this issue 

consistently, Key may have been able to soften any backlash that could have come with such a 

polarising stance on the issue of possibly repealing the Foreshore and Seabed Act. Furthermore, 

by promoting such public debate, Key helped present himself as a listening leader; correlating 

with the initial framework. 

 

Respectfully responding to public concerns 

In the area of respecting public concern over the issue, Key’s communication was frequent. That 

said, for the most part, it was not explicit. As noted in the introduction to this chapter, a 

prominent public concern around repealing the Foreshore and Seabed Act was that "Māori will 

be able to stop non-Māori from surfing, swimming and sunbathing at their favourite beach 

spots." ("Retreat on Foreshore would Help National," 2011) Key's communication in addressing 

this concern is a good example of this non-explicit communication. In a vast majority of cases 

Key never explicitly addressed the fact that there were concerns that Maori Iwi could stop non-

Maori from using the land. That said, a consistent message throughout Key’s communication 

was that any new Act that he would allow to pass would guarantee access to beaches for all New 

Zealanders. This is shown by the quotes in Box 6.2, and again more explicitly in Box 6.7 later in 

this chapter.  
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Box 6.2: Key on access to beaches 

 

John Key – quoted on TVNZ website - 04/03/2009 

"Likewise, the Māori Party recognises the public interest and concern of all New Zealanders to 

ensure that their usage of the foreshore and seabed is protected." 

 

John Key - Post Cabinet Press Conference - 14/06/2010 

"Public access, and existing navigation and fishing rights, will be protected." 

 

Source: (beehive.govt.nz, 2010a; TVNZ, 2009) 

 

It cannot be said that such communication suggested Key disrespected public concern and 

criticism. However, such communication does not explicitly acknowledge the concern. When 

designing the initial framework one of the main reasons this suggestion was included was to 

show that the governing leader was listening to the public. By being so implicit in his 

communication about the public concern, Key did not give himself the opportunity to show his 

listening qualities. Furthermore, in the small number of texts analysed where Key was more 

explicit in acknowledging public concern, his communication did suggest disrespect for it. An 

example of this can be seen in Box 6.3. 

 

Box 6.3: John Key - Video Journal 34 - 14/12/2010 

 

"(A)lot of you have contacted us, whether online or through the facebook site or contacted my 

office in writing or rung about concerns over The Coastal Area and Marine Act. So let me run 

through a few of those things, because there is some misinformation out there and hopefully that 

can clarify the position for all of you……" 

Source: (NZNats, 2010d) 

 

The underlined section of the quote in Box 6.3 does not correlate with the initial framework 

suggestion. Rather than noting that he does not agree with the public concern, Key notes that 

the public concern is due to misinformation. In doing so, Key implies that he believes, not only 

are these concerns wrong, but that some of those who communicate this concern know they are 

wrong. While such communication does not completely disregard these concerns, it does 

somewhat taint the communication; suggesting Key holds these concerns in low regard. In 

essence, this part of the communication does not imply a level of respect for opposing 

viewpoints that the initial framework would suggest.  
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Visual evidence of the leader with members of the public 

The analysed material suggested that Key did not effectively provide evidence of interactions 

with members of the target audience around the issue. Again, this was probably in large part 

due to the number of audio-visual texts controlled by Key and National being very few. Indeed, 

much of Key's communication implying engagement focused on engagement with political elites 

and higher dignitaries. This is somewhat understandable, since the major negotiations around 

the issue were between the Government, the Maori Party, and Iwi leaders. For example, video 

evidence from television news pieces would show Key coming out of meetings with Iwi leaders, 

or interacting with prominent Māori figures in formal settings, as illustrated by the examples in 

Box 6.4. 

 

Box 6.4: John Key with Māori elite 

 

Te Karere, TV One - 30/03/2010 Checkpoint, Radio New Zealand - 01/04/2010 

 

"But I think we've already seen indications from 

some of the Iwi leaders that they think we're on 

the right track, they think we can address this 

issue and we can put it behind us. And I think 

that's where New Zealander's want it to be as 

well." 

 

Source: (Radio.New.Zealand, 2010, 1st April; TV.ONE, 2010, 30th March) 

 

As seen in the picture of Box 6.4, Key is arm in arm with Māori activist Titewhai Harawira, who 

annually escorts the Prime Minister onto the Ngapuhi Te Tii marae on Waitangi Day. While the 

imagery could be seen as a signifier of Key's close relationship with Māori, two factors hinder 

this interpretation. Firstly, as noted, this link is part of the traditional routine of Waitangi Day, 

with there being no more a personal bond here than between Titewhai Harawira and previous 

Prime Ministers. Furthermore, as a prominent activist and political commentator, it would be 

hard to suggest Titewhai Harawira would be seen as a general member of the public. 

 In essence, Key faced the same problem that governing leaders have faced in the past; a 

dominant amount of imagery presenting them with other elites rather than ordinary people. 

While this was in part due to the context of the situation, visual evidence of Key consulting both 

Maori and non-Maori members of the general public about the issue would be encouraged 
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under the initial framework. Thus, Key’s communication in this area does not correlate with the 

initial framework. 

 

Rhetoric suggesting togetherness and affinity 

The analysed material suggested Key's verbal communication around showing togetherness and 

affinity for the public somewhat correlated with the initial framework. While Key's more explicit 

communication correlated with the initial framework, his more implicit communication did not. 

To clarify, when looking at Key’s verbal communication more broadly many verbal cues 

suggested a united New Zealand with shared values, as seen by the quote in Box 6.5. 

 

Box 6.5: John Key - Press Release - 31/03/2010 

 

"...[A]llowing Māori and the Crown alike to move forward to focus on the future..... the Foreshore 

and Seabed issue needs to be resolved fairly and in every New Zealander's interest.... the vast 

majority of New Zealanders, Māori and Pakeha, consider the Foreshore and Seabed to be a public 

space for all of us to share and enjoy.... All New Zealanders can be confident that with continued 

goodwill we are getting close to a lasting solution that will put this long-standing issue behind us." 

Source: (national.org.nz, 2010a) 

 

As can be seen by the underlined text in Box 6.5, there are six different times within this one 

quote where Key used verbal cues to suggest the unity of the New Zealand people. Of particular 

note, Key uses the term 'us' to describe New Zealanders on two occasions, thus linking himself 

into that grouping. Such communication can be seen as an example of Key using communication 

to effectively suggest a connection with the audience. In doing so, Key helps himself maintain 

the image of being 'in touch.' 

 However, a less obvious aspect of Key's communication had undertones that hindered 

this suggestion of togetherness. There were small verbal cues found throughout Key’s 

communication that implied a separation between Māori and non-Māori New Zealanders. This 

is understandable considering the division between certain members of both demographics on 

the issue. But these verbal cues implied Europeans (or, at least, non-Māori) were the norm, 

while suggesting Māori were the 'other.' These verbal cues were often very small, such as 

referring to 'you', 'us' or 'we' when talking about non-Māori, and referring to 'Māori' when 

talking about Māori. This trend can be seen in the quotes in Box 6.6. 

 

 

115 
 



Section Two Chapter Six Foreshore and Seabed 
 

Box 6.6: John Key's verbal cues suggesting division between Māori and non-Māori 

 

John Key – Checkpoint, Radio New Zealand – 15/06/2010 

"I think that, you know, New Zealanders want this position settled. And I think they will feel quite 

comfortable with what we're doing. I think we've addressed all of the major concerns both from 

their perspective and others' perspective." 

 

John Key - One News, TV One - 23/12/2010 

"So those people who say just let sleeping dogs lie I think don't really understand that in fact one 

day that dog is going to get up and bark. Because they are not happy about the existing 

legislation." 

Source: (Radio.New.Zealand, 2010, 15th June; TV.ONE, 2010, 23rd December) 

 

Both quotes in Box 6.6 show this implied separation between the non-Maori norm and the 

Maori otherness (Abel, 2013). As suggested by the first quote, Key separates the concerns of 

'New Zealanders' from the concerns 'others'; the 'other' being implied is Māori. In the second 

quote, which consists an analogy Key used repeatedly in communication on the issue, Key 

references dogs as an analogy for angry Māori New Zealanders. In essence, Key is placing Māori 

into the category of 'other' in both quotes. Such communication had the potential to create a 

disconnect between Key and the Māori segment of New Zealand, the group with a major vested 

interest in the issue.  

 Thus, overall, Key's ability to show inclusive communication only somewhat correlated 

with the initial framework of this study. Key's explicit communication in this area seems to 

correlate with the suggestions from the framework of this study. Yet Key's subtle 

communication hampered his ability to promoted togetherness and an affinity with a target 

vested interest group. While this communication was less explicit, it was far more frequent; an 

undertone of much of Key's communication. Such a result may affect Key's ability to gain or 

retain a positive connection with this group, thus hurting his image of being in touch. 

 

Listening overview 

Overall, the analysed material did not suggest that Key showed his listening qualities effectively 

in line with the initial framework of this study. That said, communication around the issue of 

repealing and replacing the Foreshore and Seabed Act started almost immediately after Key 

entered office. This is understandable, considering a review into the issue was a major part of 

the Confidence and Supply agreement reached between National and the Māori Party after the 
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2008 General Election. Furthermore, Key used consistent communication that had many verbal 

cues which suggested that a decision on the issue had not been made.  

 However, while Key did address the most common concerns brought forward by the 

public on the issue, he did so without explicitly noting he was addressing their concerns. As a 

result, Key sacrificed the benefits that could come from such communication. Most noticeably, 

the ability to present himself as in touch with the public. This may have been further hindered 

by Key's rhetoric around suggesting togetherness and an affinity with the public. Key did use 

explicit language that seemed designed to show a connection between Key and the public. That 

said, there were trends in Key's verbal cues that suggest and emphasise a distinct difference 

between Māori and non-Māori New Zealanders; placing Māori in the position of 'the other.' 

Visually, Key's communication presenting interactions with others was almost exclusively 

limited to interactions with other political elites and Iwi leaders. This is somewhat 

understandable considering the context of the issue. But more could have been done to provide 

the media with evidence of Key consulting with everyday Maori and non-Maori. Thus, overall, 

Key's communication somewhat correlates with the framework in the area of listening when 

communicating around repealing and replacing the Foreshore and Seabed Act.  

 

Leadership 

Focusing on own qualities16 

A surprise finding from the analysis of Key's communication around this issue was the lack of 

devotion to communication attacking the Opposition. While this finding correlates with the 

initial framework, the finding was unexpected because a major focus around the issue was the 

initial Act being repealed. The only communication that may be considered an implied attack is 

Key's frequent metaphor suggesting the issue was a “weeping sore that has hurt New Zealand 

for a long time.” But the connection there would be weak, if at all present. With communication 

so closely tied to the initial Act, the Labour Party seemed like an easy target for attacks when 

communicating on this issue. 

 However, when looking at this issue from a strategic standpoint, it is more 

understandable that Key would avoid such communication outside broad reasons suggested in 

the framework. As noted in the introduction to this chapter, this issue was extremely 

contentious, with criticism of the original Act coming from both sides of the debate. While 

Labour were an easy target, by attacking them Key may have implied he was more firmly sided 

with the Iwi leaders than he would want. By not attacking Labour, Key was better able to 

present a more neutral position on the decision; based more on the demands if his minor party 

ally than on National Party policy. Furthermore, with Key signalling the possibility of getting 

support across Parliament for the replacement act (nzherald.co.nz, 2009a), attacking Labour in 
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the early-to-mid stages of communication on this issue would have unnecessarily risked losing 

their support. While Labour did not support the new Bill in the end, this still highlights the 

importance of context to how the framework is used for specific case studies. 

 

Other visual and verbal cues associated with authority 

As was the case in the previous case study, when it came to verbal cues associated with 

authority, Key's communication suggested a positive use of rhetoric but poor use of other vocal 

cues. Indeed, in the analysis of Key’s communication on the issue there were many verbal 

indicators promoting Key’s strong and decisive leadership qualities. These were often subtle 

indicators such as Key's choice of words. This can be seen in relation to common trends in Key’s 

communication on this issue where he outlined necessary rights that needed to be guaranteed 

in the new bill, as shown in Box 6.7. The quotes highlight several phrases that are signifiers of 

Key's strength and conviction as a governing leader. In other words, by using language, such as 

'principle' 'bottom lines' and 'absolute assurance,' Key is implying personal strength. While 

often small and subtle, such indicators were present throughout Key's communication around 

this issue. Key suggests personal conviction in line with the beliefs of an important broad 

demographic, the general non-Māori New Zealand public. However, in doing so, Key does imply 

personal conviction against Maori Iwi on this issue. 

 

Box 6.7: Key showing conviction 

 

John Key - One News, TV One - 01/07/2009 

"The report makes it very clear that it’s a birth right for access for people to the beach. I know that 

was something that was an absolute bottom line for National." 

 

John Key –The Press - 03/11/2009 

"I think we have a sense of what expectations New Zealander’s would have. And they have my 

absolute assurance that those expectations will be met." 

 

John Key – New Zealand Herald – 05/03/2009 

"The National Party has spelled out our bottom line, which is that the basic rights of New 

Zealanders' access to the foreshore and seabed would have to be preserved in any new legislation 

that might be proposed." 

Source:(V. Small, 2009; Trevett, 2009; TV.ONE, 2009, 1st July) 
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Not every aspect of Key's communication in this area fits in with the initial framework of this 

study. As will be outlined in greater detail later in this chapter, Key often presented a very 

friendly non-confrontational persona. But this hindered his ability to show strength. In 

particular, Key had a tendency to be very friendly in interviews. This is especially detrimental 

when being interviewed by aggressive journalists. This can best be seen in Key's interviews on 

morning talk shows such as Breakfast. For example, in his interview with Paul Henry on 19th 

January 2009, during the four minutes they spent discussing the possibility of repealing the 

Foreshore and Seabed Act, Key was cut off by Henry five times. The resulting interaction 

(especially considering the interrogation style questioning by Paul Henry) made Key look as 

though he was on the back foot; unable to keep up with the stronger presence of Henry. While 

Key’s friendly nature is in line with the format of the show (outside Henry’s questioning), such 

communication could be interpreted as a sign of weak leadership by Key. This was compounded 

by Key's tone of voice. As noted in the prior chapter, Key has an unusually light tone of voice for 

a governing leader in western society. This attribute does play into his image as a ‘typical kiwi.’  

However, in doing so, Key’s light tone of voice hinders his ability to use his tone of voice to imply 

authority. Therefore, while Key showed presented some signifiers associated with strong 

leadership, there were other aspects of his communication that were less so. 

 As was the case in Key’s communication around raising GST, visual signs of leadership in 

relation to communication around the Foreshore and Seabed issue where not too evident. As 

noted earlier, the availability of visual communication that was controlled by Key and National 

was limited. Therefore, there was very little opportunity for him to deliberately and explicitly 

present visual evidence of his strong and competent leadership qualities. In fact, outside of 

Key's clothing (darker coloured suits as a sign of authority), the only noticeable visual cues that 

could be decoded as a sign of Key's leadership strength was the fact that Key was the focal point 

of most of the imagery he was seen in around this issue, as seen by the examples in Box 6.8. 
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Box 6.8: John Key as focal point of image 

 

nzherald.co.nz - 01/07/2009 Marae, TV One - 20/06/2010 

Picture 1 Picture 2 

Source: (nzherald.co.nz, 2009b; TV.ONE, 2010, 20th June) 

 

Both images in Box 6.8 present Key in the front of a group of other politicians. In the image on 

the left in particular, Key's image of strength may also be helped by the fact that he presents 

himself standing up straight with his shoulders back and squared. This may be especially 

effective as it is juxtaposed with the slouched stance of the two most visible men behind him 

(one being Māori Party co-leader Pita Sharples). The screenshot on the right presents Key at the 

front of a group again. This time walking with intent as the other politicians follow. Such visual 

communication implicitly suggests Key is leading. But such images were not found often in the 

texts analysed. As Key led a potentially polarising issue into the public forum, signifying strong 

and competent leadership characteristics were important. 

However, this may be due to context, and highlight a weakness in the original 

framework. Many of the lengthier visual texts available came from interviews Key did on 

morning variety shows Breakfast and Sunrise. In such texts Key’s visual cues found 

compromised a strong leadership image. Noticeably, Key would not often present body 

language such as having his shoulders back, straight posture and firm hand gestures. This can be 

seen in the screenshot in Box 6.9. 
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Box 6.9: John Key - Sunrise, TV3 - 06/04/2010 

 
Source: (TV3, 2010, 6th April) 

 

As can be seen by the image in Box 6.9, when interviewed on morning variety programs Key 

was often sitting in a more relaxed style studio format, normally on a couch. In sitting in such 

settings Key often sat with his back slouched and his shoulders narrowed. In this picture in 

particular, Key's legs are crossed with his hands clutching his left shin. Such visual cues are not 

traditional signifiers of leadership strength. However, in the context of such texts, these visual 

cues are understandable. Indeed, the visual cues highlighted in Picture 1 in Box 6.8 shows Key at 

a formal ceremony, and in Picture 2 coming out of a formal meeting. That said, if Key was to try 

and present the same visual cues in the more relaxed setting of a morning variety show, it 

would look out of place and inauthentic. This highlights a problem with the framework, where it 

encourages going on such variety shows to seem more personable (under 

Honesty/Trustworthiness), but discourages the visual cues that inevitably come from it. This 

will be addressed in the revision. 

 

New suggestion found during analysis: 

Communication suggesting relationship with members of other political parties 

A trend in Key's visual and verbal communication around the issue that was not suggested by 

the initial framework was Key highlighting his strong relationship with politicians from other 

political parties. This is not surprising considering, as Key notes, the review of the Foreshore 

and Seabed Act was one of the major provisions in the Confidence and Supply agreement 

between National and the Māori Party. Yet, despite concentrating plenty of his communication 
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to this area, Key's communication was not effective long term. Key's communication in this area 

was indicative of the problems that arose over the course of this issue's time in the public eye; 

deteriorating as the specifics of the decision became more certain.  

 Indicatively seen in Box 6.10, Key's communication in this area prior to his 

announcement of the repeal indicated he had a good working relationship with members of 

other parties, particularly the Māori Party. 

 

Box 6.10: Cues suggesting Key's good working relationship with the Māori Party  

 

3 News website – 13/06/2010 Press Release - 04/03/2009  

 

 
Picture 1 

"The National-led Government recognises the 

concerns of the Māori Party around the 

Foreshore and Seabed Act... Our government 

takes pride in delivering on this part of the 

Confidence and Supply agreement between the 

two parties.... It's an agreement that was 

intended to form the basis for an enduring and 

constructive relationship between our two 

parties." 

 

One News, TV ONE - 04/03/2009 

Picture 2 

 

 

 

 

 

Picture 3 

Source: (3news.co.nz, 2010a; Government, 2009; TV.ONE, 2009, 4th March) 

 

This is most obviously and explicitly seen in the four underlined sections of the quote in Box 

6.10. Such communication promotes Key’s ability to work with other parties, listening to 

constructive ideas not matter where they come from, to get a decision made. In doing so, Key is 

able to promote both his competent administrative qualities, and listening qualities (explicitly 

shown in Picture 3 in particular).17 Such communication may help alleviate any fears that the 
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leader is 'stubborn,' a reputation a number of market-oriented leaders have gain when 

promoting polarising decisions. 

 However, by strongly emphasising this relationship during the first eighteen months of 

communication on the issue, Key helped magnify the importance of disagreements between the 

two parties once the specifics around the replacement act started to become clearer, as seen in 

Box 6.11. 

 

Box 6.11: Tension between Key and the Maori Party  

 

One News – TV One - 31/03/2010 

Tariana Turia John Key 

"Customary title and customary rights are 

property rights." 

"No not in the same way I guess we traditionally 

think about property rights because it's 

inalienable for sale. If they can't sell it." 

 

John Key – New Zealand Herald – 15/09/2010 

"I want legislation which is enduring and which the majority of New Zealanders can support. I 

think we've got that about right and the fact Hone's not going to vote for it probably just confirms 

that." 

Source: (TV.ONE, 2010, 31st March; A. Young, 2010) 

 

Broadcast in succession, the two top quotes in Box 6.11 highlight the differing opinions of Key 

and the leaders of the Māori Party on the specifics of the then-proposed new law. This 

difference of opinion was one of two different elements over the course of 2010 that resulted in 

a visible riff between Key and the leaders of the Māori Party, with Tariana Turia suggesting the 

difference of opinion could lead to the Māori Party removing Confidence and Supply from the 

Government. As will be highlighted later in the chapter, Key's response to such criticism 

suggested stubbornness and arrogance. 

 In essence, this deterioration in Key's ability to present such an image through 

communication seems to stem from one of the initial challenges noted in the early stages of this 

thesis. It is a great illustration of the 'realties of government.' In this case, as the specifics of the 

replacement bill became more obvious, Key was unable to maintain the same level of 

communication suggesting a good working relationship with other parties. But the findings still 

highlight a potentially important addition to the framework. Communication suggesting 

relationship with members of other political parties may be important for a governing leader to 

show competence in the administrative aspect of the job, especially in electoral markets where 
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coalition governments are regularly formed. This will be reviewed in more detail in Section 

Three of this thesis. 

 

Leadership overview 

Overall, Key's communication of strong leadership attributes were rather weak in its success 

according to the framework of this study. This is because, more often than not, the signifiers 

that suggested Key had strong leadership characteristics were limited in number. In saying that, 

Key consistently emphasised the fact that the decision being delivered would be palatable to 

Māori and non-Māori alike. This may have been important in the context of this time period; 

where Key and his Government were potentially alienating supporters who had been a 

foundation in the National Party's resurgence in popularity since 2004. While Key’s verbal cues 

promoting strong and competent leadership were mixed in execution, there seemed to be very 

little evidence of visual signs of authority that stood out. Such communication could have been 

important, because, in the public eye, Key was leading on a potentially polarising issue. 

 The potential reasoning behind Key's decision not to focus communication on attacking 

the Opposition again highlights the importance of context to the framework. In this case, 

focusing on Labour might have positioned Key closer to those who argued the original Act did 

not do enough to recognise Māori, again alienating traditional conservative National Party 

supporters. Furthermore, such communication would have further hindered Key's chances of 

getting support for the replacement bill through Parliament. 

 It should also be noted here that there was not enough evidence which explicitly 

suggested Key Communicate(d) delivery to dedicate a section to it. All examples found were very 

implicit, and are highlighted in different sections of this chapter. Most notably, most 

communication that was coded under this heading was also coded under Communicating the 

benefits of decision. This is understandable considering most of Key's communication on this 

issue came prior to the implementation of the Marine and Coastal Area Act in March of 2011. As 

a result, there was very little chance for Key to communicate delivery retrospectively on this 

issue within the timeframe of communication analysed. The example found, in particular, also 

highlights a general overlap between the two suggestions this communication could be 

categorised under. This is something that is addressed in Section Three of this thesis. 

Furthermore, very little evidence was found suggesting a Consistent message in line with party 

ideology. This may be understandable considering the decision was based on Māori Party policy 

rather than their own. Once again, this highlights the importance of context to the framework. 

 Key communicating a strong working relationship with other parties was good to start 

off, and may have helped him maintain an image of being a listening and competent leader. 

However, Key's heavy use of such communication was a hindrance in the long term. It only 
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helped to magnify the problems Key had with other political parties as the specifics of the new 

bill became clear. This is in line with the 'realties of government' argument from the literature 

review, where a change in the context around the issue changes how the communication was 

received. 

 

Honesty/Trustworthiness 

Not reading from speech (where possible) 

Only thirteen of the thirty four (38.2 per cent) audio-visual texts analysed included Key talking 

in more than approximately three to five second sound bites.18 For this reason it is not 

surprising that most of the communication analysed suggested Key did not use pre-written 

speeches often. The only situations found where Key read from notes were when he was 

delivering speeches at press conferences. These instances normally related to official 

announcements around an issue. Therefore, it is understandable that Key would use pre-written 

speeches. That said, in these press conferences analysed, Key's ability to show the same level of 

sincerity as in other audio-visual texts was hindered. More precisely, Key's tone of voice and 

speech pattern became more robotic, seemingly as he concentrated on reading from his notes. 

Furthermore, as seen in Box 6.12, while Key is reading from a speech he was not making eye 

contact with the audience or the camera. 

 

Box 6.12: John Key reading from speeches 

Nzheraldtv – 14/06/2010 

 

One News, TV ONE – 14/06/2010 

Source: (nzherald.co.nz, 2010a; TV.ONE, 2010, 

14th June) 

 

In doing so, the implied authenticity that is often associated with eye contact is lost in such 

situations. However, the number of such instances is greatly outnumbered by the texts analysed 

that suggested Key was not using pre-written speeches. In these texts Key's ability to convey 

authenticity in his visual and verbal communication allowed him to project a more honest and 

authentic image. 
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Being open and honest in response to media questions 

The analysed material suggested Key’s openness to media questions correlated with the initial 

framework. Key did not use rhetoric often that suggested he was either open or not open to 

questioning, with no occurrences found where Key mentioned that someone, such as an 

interviewer, had asked a 'legitimate' or 'good' question. That said, certain visual evidence 

analysed did suggested Key was open to questioning. For example, during an interview with 

Paul Henry on the morning television show Breakfast, Key's facial expressions seemed to 

suggest he was more than happy to answer the questions ask. The photo in Box 6.13 shows 

Key's reaction to Henry asking him about whether Māori would be able to ban people from 

using beaches. Such happy facial gestures in response to such questioning promote Key's 

willingness to answer the questions on the issue, especially around common concerns. 

 

Box 6.13: John Key – Breakfast, TV One  - 19/01/2009 

 

 
Source: (TV.ONE, 2009, 19th Junuary) 

 

However, again, the format of the text may have played a part in this response. It should be 

noted that such visual cues were most often found in the less formal context of shows such as 

Breakfast and Sunrise. During questioning in more formal settings, Key's visual cues did not 

correlate with the initial framework as well. In these contexts, Key would often have a much 

more perturbed look on his face in response to media questioning; almost as if he was annoyed 

that he had to answer the question, as can be seen in Box 6.14. 
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Box 6.14: John Key answering questions in a more formal setting 

 

One News, TV ONE  - 04/03/2009 nzherald.co.nz - 02/11/2009 

  
Picture 1 Picture 2 

Source: (nzherald.co.nz, 2009a; TV.ONE, 2009, 4th March) 

 

Furthermore, Key's tone of voice when answering questions in this environment was also 

noticeably different. A difference in his tone of voice would be expected, considering the more 

formal setting. But, rather than seeming deeper or more subdued, Key's tone of voice became 

sharper, with his rhetoric being a lot less broad. Such cues seem to imply Key was hesitant to be 

completely forthcoming about the details around the questions being asked; as though he either 

had something he did not want to reveal or that he genuinely thought he was above being 

challenged by others on the issue. However, while Key’s communication around responding to 

questioning did not completely correlate with the position recommended by the initial 

framework, it does suggest Key was somewhat open to questioning. 

 

Communication of non-political personality 

The coded material suggested a severe lack of evidence of Key communicating his non-political 

personality in relation to the issue. Again, the main reason for this is that the vast majority of 

uncontrolled texts analysed only enabled Key the ability to communicate on the issue in sound 

bite form. In such situations Key’s communication was therefore more focused on the issue, or a 

particular aspect of the issue. That said, again, in the less formal context of particular texts Key 

was able to communicate non-political aspects of his personality. This communication normally 

did not directly relate to the issue itself. Rather, such communication was normally found before 

and after such communication. More specifically, Key would communicate his non-political 

personality during the opening and closing stages of an interview. This was normally in the 

form of friendly banter about less political aspects of Key's life or society such as going to his 

high school reunion or discussing how the New Zealand rugby team had played on the weekend. 
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An example of this can be seen in the picture in Box 6.15, where Key talks to Breakfast host Paul 

Henry about breaking his arm during a Chinese New Year celebration. 

 

Box 6.15: John Key showing his cast to Paul Henry - Breakfast, TV One – 19/01/2009 

 

 
Source: (TV.ONE, 2009, 19th Junuary) 

 

By communicating a story that directly affects him, the audience may feel as though they are 

gaining a better understanding of Key as a relatable person, rather than simply a political figure. 

In doing so, Key may be able to establish or enhance a personal connection between himself and 

the audience. But he was not able to relate such discussion back to the issue at hand, as was 

suggested in the initial framework. This meant Key lost the ability to explicitly relate the issue 

back to how it affected him outside the small implicit verbal cues noted under Rhetoric 

suggesting togetherness and affinity. More explicit communication could have helped the 

audience better relate to Key.  

  

Other visual and verbal cues associated with honesty, trustworthiness and openness 

The texts analysed suggested that Key was somewhat successful in communicating other verbal 

cues that implied honesty and authenticity. As already noted, Key's tone of voice is unusually 

light for a governing leader in western society. While this hinders Key's ability to promote 

strong leadership characteristics, this quality does help Key in projecting an image of sincerity. 

128 
 



Section Two Chapter Six Foreshore and Seabed 
 

Furthermore, Key occasionally muddled his words while speaking. An example of this can be 

seen in Box 6.16, which highlights Key stumbling over the first part of his sentence three times.  

 

Box 6.16: John Key – Sunrise, TV3 - 30/06/2009 

 

"There is, there are, there well may be a way through this which is more acceptable to the Māori 

Party than the current law." 

Source: (TV3, 2009, 30th June) 

 

While such communication may be decoded as a signifier of incompetence, this kind of 

muddling was rare enough that the chance it will overwhelm all the verbal cues that suggest 

Key's competence were very slim. Furthermore, by slightly stumbling over his words in such a 

manner, Key's communication implies it is less rehearsed. 

 However, this was somewhat nullified by Key's use of repetitive rhetoric. As was noted 

earlier in this chapter, the general content of Key's communication on this issue remained 

broadly consistent throughout. Indeed, when analysing the material it became apparent that, 

while worded slightly differently, Key communicated the same points in many texts. These 

include the commonalities mentioned throughout this chapter, including the way Key would 

describe the general goals ('so that all New Zealanders can enjoy the beach') and the problems he 

wanted to resolve ('this issue has been a weeping sore'). This can be clearly seen in Key’s 

communication around explaining what the public domain option means, as can be seen in the 

communication in Box 6.17.  

 

Box 6.17: John Key on the Continental Shelf 

 

Breakfast, TV ONE - 06/04/2010 - 7:12am 

"So the way to think about it is Continental Shelf. You don't get up in the morning thinking "who 

owns the continental shelf?" It's.... held in this public domain." 

 

Sunrise, TV3 - 06/04/2010 - 7:48am 

"And if you think about it, think about it like the Continental Shelf. No one gets up in the morning 

and says "who owns the continental shelf?" Actually, it's owned in the public domain." 

Source: (TV3, 2010, 6th April; TV.ONE, 2010, 6th April) 

 

Again, having a consistent message is encouraged, as it allows for greater clarity.  But Key did 

not possess the verbal skills to make this pre-planned communication come across as authentic 
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and original when he said it. Rather, even hearing the communication the first time, it came 

across as pre-planned. In essence, it had the same inauthentic qualities to it that Key's 

communication had when he read from a pre-written speech.  Using the same communication in 

multiple outlets might be interpreted by the audience as a sign of Key's lack of authenticity and 

honesty. Therefore such a communication strategy does not correlate with the initial 

framework. 

 The visual cues found highlighted the fact that many of the cues that hindered Key's 

ability to visually communicate signs of authority were often those that helped emphasise an 

open and authentic quality which epitomises Key’s ‘typical kiwi’ image. Therefore, it is not 

surprising that Key was effective at using visual communication to present his honest and 

authentic qualities. Again, as in the previous case study, these visual signifiers can best be seen 

in the visual depiction of Key during his online video journal entries on the issue. Again, these 

visual cues include his relaxed posture, eye level in line with the viewer, and the fact that he has 

taken his jacket off signifying the less formal context. In other words, such posturing may help 

Key promote an image of genuineness that may be a signifier for honesty. 

 

Box 6.18: John Key - Video Journal 24 - 31/03/2010 

 

 
Source:(NZNats, 2010f) 

 

However, there were visual elements within a number of these controlled texts that may have 

hindered Key's ability to promote an image of authenticity. Most notably, editing done in Video 
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Journals analysed highlighted the manufactured nature of the texts. For example, in a video 

journal released in June 2010 there were two very slow dissolve cuts between each of the three 

main points Key made on the issue, as illustrated in Box 6.19. 

 

Box 6.19: Edits from Video Journal 27 – 15/06/2010 

 

  
 

 

  
 

 

 
Source: (NZNats, 2010c) 

 

Such edits hinder the perceived authenticity of the communication in such texts. More 

specifically, the glaring edits are a reminder of text's post-production elements, thus hindering 

the ability to simulate a conversation with the viewer. Furthermore, such edits can be 

interpreted as evidence of the pre-planned nature of Key's communication within these texts; 

designed in order to sell the message Key is communicating. That said, overall the evidence 
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suggested that Key’s visual communication did correlate with the initial framework of this 

study. 

  

Honesty/Trustworthiness overview 

Overall, Key's ability to communicate honesty and authenticity around the issue of repealing 

and replacing the Foreshore and Seabed Act somewhat correlated with the framework of this 

study. More often than not, Key did not use pre-written speeches in his communication. But this 

was more a case of the style of texts analysed than a choice by Key. Indeed, while there were 

some subtle verbal cues that suggested Key possessed honest and authentic qualities, these 

were hampered by his use of repetitive communication in many texts analysed. Or, more 

specifically, the effect this had on the way he spoke. Key was effective at promoting an honest 

and authentic image through visual communication. However, there were some parts of his 

communication that did not show such authenticity. Key seemed more open to questioning in 

certain contexts, but did use cues that suggested a lack of respect and arrogance when it came to 

answering questions in more formal settings. In regard to this issue, Key was much better at 

presenting a non-political personality than on GST. In saying that, Key was not normally relating 

this communication back to the issue at hand. In doing so, Key lost the ability to explicitly relate 

the issue back to how it affected him, which could have helped the audience better relate to Key. 

Again, the findings of this section show the conflicting results that come from using 

communication that may be effective in presenting an honest and authentic image, but hinder 

the effectiveness of presenting cues associated with authority and strength. This will be 

addressed in Section Three of this thesis. 

 Suggestions around being open about controversies and potential problems and 

Communicate change in position (where applicable), were not found. This could be seen as a 

problem, considering the Party had gone against their ideological traditions and what had 

worked for them so well in Opposition under Brash, the fact that this issue was not brought up 

by Key or the media suggests a successful transition under Key towards the middle of the 

ideological spectrum; once again highlighting the importance of context to the framework. Key’s 

communication did often suggest he took ownership of the decision. More communication 

highlighting the fact that this was a Maori Party policy, not a government policy, may have 

helped.  
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Common goals/Benefits of decisions 

Communicate benefits of decision 

The context around this issue created the most unique findings from Key's communication of 

the benefits of the decision. This area of this case study is unique due in large part to the fact 

that Key’s main aim when communicating with most non-Maori New Zealanders was that the 

decision would not affect them. This was something that Key communicated throughout the 

material analysed, often in subtle ways. For instance, with many instances where Key explained 

what the proposed law changes would entail, Key would follow up by noting ‘which is basically 

how things work now.’ Such rhetoric can be seen in the quote in Box 6.20. 

 

Box 6.20: John Key – Checkpoint, Radio New Zealand - 31/03/2010 

 

"Well in reality it will effectively be the same as it is today under the 2004 legislation, which will 

mean Iwi will have some rights in that area but New Zealander's will have universal rights to 

access the foreshore and seabed." 

Source: (Radio.New.Zealand, 2010, 31st March) 

 

The result of such communication is uncertain, as such a context was not anticipated when 

designing the initial framework. The initial response to these findings is to think Key was 

successful in communicating the benefits of decisions to most New Zealanders around the issue. 

Furthermore, against the concerns voiced by the public about what a change in the Act could 

mean for beach access, the fact that nothing would change could be argued to be a benefit in 

itself. With this in mind, further reflection is done later in the thesis to address this. 

 However, Key's communication of the benefits of the decision as it related to indigenous 

Māori Iwi did correlate with the suggestions of the initial framework. In such communication, 

Key focused on the fact that the new law would allow Māori to test their customary title over 

certain areas. This can be seen by the quote in Box 6.21.  

 

Box 6.21: John Key – quoted on 3 News website – 06/04/2010 

 

"I think the Maori Party can get a real win here, and actually Maori New Zealanders can get a real 

win, and that is repeal the law, a movement away from full Crown ownership into public domain, 

and the ability to test their rights if they want to in the courts… And that's a big win." 

Source: (3news.co.nz, 2010b) 
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The quote in Box 6.21 is a typical example of Key's communication in regards to the benefits 

certain Māori Iwi could get from the change in law. However, such communication might have 

created a problem. Since Key's verbal communication on the issue were normally brief he rarely 

had the opportunity to explain what 'customary rights' meant. With this not very well 

established, Key risked increasing the already considerable public concern over Māori 

ownership. In other words, by explaining the benefits a vested interest group may gain from the 

decision without great detail, Key might have also exacerbated the general concern among the 

greater public. So, while this communication would correlate with the initial framework of this 

study in this area, it also may have had negative consequences. 

  

Communicate end goals that resonate with the public 

The analysed material suggested Key was effective at communicating end goals that would 

resonate with the target audience. Throughout his communication on the issue, Key often 

implied a very clear, yet broad, goal of creating fairness for Māori while also making sure all 

New Zealander's could enjoy the beach. This can be seen in the quote in Box 6.22. 

 

Box 6.22: John Key – Video Journal 34 – 14/12/2010 

 

"(the Marine and Coast Area Act’s) aim is to replace the Foreshore and Seabed legislation to 

correct some of what we think are fundamental errors in the existing legislation and to put a bit of 

fairness and equity back into the position while at the same time making sure that all New 

Zealander's can enjoy their right to go to the beach and do the things they've always done." 

Source: (NZNats, 2010d) 

 

This goal was communicated by Key in many of the texts analysed. Indeed, in many of the texts 

where Key only had a limited time to communicate (i.e: television news pieces) these goals were 

used as a substitute for communicating the explicit benefits of the reform to the public. 

Considering the common concerns raised by both sides of the argument on this issue, this goal 

should have resonated with the New Zealand public at the time. In essence, the goals Key 

communicated through texts analysed seem to correlate well with the potential concerns the 

New Zealand public had. The communication of such goals gave Key a better opportunity to 

establish or maintain a bond with the public. In other words, if the public can relate to the end 

goals Key is trying to achieve, he is more likely to be seen as relatable. The resulting trust can 

mean the public would be more willing to accept the decision, even if they are weary of it. 
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Common goals/Benefits of decisions overview 

Overall, Key's was effective in communicating the benefits of the decision and goals that would 

resonate with the public. This is despite the fact that his communication did not always 

correlate with the intention of the initial framework. Indeed, when it came to the larger non-

Māori demographic, Key argued that they wouldn't notice a difference. This context was not 

anticipated in the design of the initial framework, and will be addressed in the revision of the 

framework. Furthermore, Key communicated this under the broader goal of making sure ‘all 

[New Zealander’s] had the right to go to the beach and do the things they've always done.’ This 

goal fitted well into the themes Key had noted throughout his communication on this issue.  

 

Social and governmental challenges (effect on decisions) 

 

Communicate decision making process 

The analysed texts suggested Key did communicate the decision making process around 

repealing and replacing the Foreshore and Seabed Act, but not as explicitly as suggested in the 

initial framework. To clarify, throughout the course of the communication analysed Key was 

often clear on what stage of the decision making process the issue was at, and what that meant. 

This can be seen by the collection of quotes in Box 6.23. 

 

Box 6.23: John Key on the decision making process 

 

Breakfast, TV One – 19/01/2009 

"(The issue) hasn’t actually come to Parliament yet. But it will. It will have to go through a whole 

select committee process." 

 

Sunrise, TV 3 30/06/2009 

"I haven’t seen the report at all. I understand the review's very weighty, it’s some hundreds of 

pages. So the Government with have to work its way through that and see how it goes." 

 

Breakfast, TV One – 03/11/2009 

"Well, ideally, if we are going to repeal it we need to replace it at the same time. It’s quite a 

complex issue and we’re working our way through that. And I don’t think there’s much point in 

saying 'well look, we’re repealing but we haven’t quite sorted out how we’re going to replace it.' So 

it’s really just the process of that. But we’re hopeful for around some time next year." 
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Breakfast, TV One – 06/04/2010 

"Well I guess you'd have to get the votes in Parliament. So..... no, nothing. But I don't think it will be 

contentious being in public domain. In other words, it's held on the account of all New Zealanders 

irrelevant of your ethnicity. You can't sell it, you can't do a lot of things with it. It's just held there." 

 

Source: (TV3, 2009, 30th June; TV.ONE, 2009, 11th March, 2009, 19th Junuary, 2010, 6th April) 

 

The collection of quotes in Box 6.23 illustrate Key's communication that highlighted the decision 

making process. This was understandable considering Key and the National led Government 

had signalled the intention to look at this issue from the time they entered office. More 

importantly, as noted earlier in this chapter, a part of the issue often highlighted by both Key 

and media coverage was the working relationship between National and the Māori Party. In 

other words, due to the novelty of the two parties working together and the fact that the 

decision was not going to affect many New Zealanders, the decision making process became 

almost as big a story as the decision itself. 

However, as was the case in the last case study, the majority of the intended audience 

would not consume the amount and variety of texts coded during the analysis of this case study. 

In essence, the communication of the decision making process came through the linking of small 

pieces of communication coded throughout Key’s communication on the issue; something the 

general public would not do. 

Nevertheless, due to the fact that the process was in the spotlight, Key was clearer and 

more frequent in communicating on the decision making process around this issue than on 

raising GST. In other words, while it was not explicit about the entire decision making process, 

he was much more explicit about the process as its current stage. By outlining what stage of the 

decision making process the issue was at, Key gave himself the opportunity to communicate 

why the government was making the decision. This communication was especially important 

around this decision since it was a decision based on the policy of a minor party colleague that 

was somewhat out of line with traditional National Party ideology. Again, such communication 

can help in gaining public respect for the decision. So even if the public do not agree with the 

decision, they are more likely to understand why the decision was made. 

 

Communicate lack of delivery 

One area of the initial framework that gets little attention in the other case studies is 

communication surrounding the lack of delivery. But, in regards to Key's communication around 

repealing and replacing the Foreshore and Seabed Act, the Prime Minister's communication that 

fits into this area is different to what was originally intended in the initial framework. When 
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designed, this section of the framework was included to encourage governing leaders to admit 

when they were unable to achieve a goal, or had not done so yet. However, in relation to this 

issue, the intention of Key's communication does not seem to suggest the honesty this 

suggestion intended. Rather, the communication coded under this category was highlighted by 

Key’s ultimatum to the Māori Party, who threatened not to support the Government’s preferred 

policy. Specifically, during the period where Key and the Māori Party leadership were publically 

disagreeing about the specifics of the new law, Key noted the possibility of not changing the law 

at all in a number of texts, as shown in the quote in Box 6.24. 

 

Box 6.24: John Key – Checkpoint, Radio New Zealand - 08/06/2010 

 

"It's my view that once we finally put a document on the table for parties to consider, and I've 

made this quite clear to the Māori Party, if in the end the Māori Party decided not to support our 

recommendations then the Government would be shelving the position and we'd be leaving the 

2004 Act in place." 

Source: (Radio.New.Zealand, 2010, 8th June) 

 

The quote in Box 6.24 is a typical example of Key's communication around this time about the 

possibility of not repealing the Foreshore and Seabed Act. Generally speaking, Key’s 

communication suggests if the Maori Party did not support his viewpoint, than they would not 

get a decision. This is an important finding as it once again shows the risk caused by Key's 

earlier focus on the positive working relationship between the two parties. This could be 

interpreted in a number of ways. For one, by communicating such conviction, Key's 

communication may be interpreted as such a sign of his strong leadership; unwilling to bow to 

the whims of his minor party colleagues. Such an interpretation may also be garnered due to the 

concern the public had about the motives of the Māori Party, as noted earlier. This may be 

important to show in the New Zealand context, where a big criticism of the MMP system has 

been the idea that the 'tail can wag the dog.'19 On the other hand, this communication could be 

interpreted as a sign of Key's stubbornness; unwilling to cooperate with those who disagree 

with him. If viewed this way, such communication would be evidence that Key does not have the 

executive capabilities to be a governing leader in a mixed member proportional representation 

system that encourages deliberation. This is unclear, so the final conclusion is that this 

communication is not applicable to the initial framework. 
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Social and governmental challenges overview 

Overall, Key’s ability to effectively communicate the social and governmental challenges around 

this decision somewhat correlated with the initial framework. Key was effective at 

communicating the decision making process, probably the most effective suggestion to 

communicate the broader theme of this section of the framework. By communicating how the 

decision on the issue of this chapter was made more clearly, Key gives himself the opportunity 

to communicate the reasons why the decision was made. Again, such communication can help in 

gaining respect from the public for the decision. This is especially important around this issue 

due to the fact that the initial review of the Act was a policy of one of National’s minor party 

allies. 

However, Key’s communication around a potential lack of delivery has highlighted the 

problems noted earlier between the National and the Māori Party once the specifics of the 

proposed policy were being finalised. This problem was magnified somewhat by Key’s emphasis 

on the two parties’ effective working relationship around the issue in earlier communication. 

Such communication could be seen in a number of ways. Importantly, Key’s reaction to the 

disagreement between the two parties could be seen as evidence that Key is stubborn, and does 

not have the executive capabilities to effectively run a coalition government. 

There was not enough communication of Key Showing remorse for hard yet necessary 

decision to warrant its own section. While there was communication found suggesting Key 

understood the anger the Māori Party and their supporters had, this was in relation to the 

original Act, rather than a decision made under Key’s leadership. Thus, such communication did 

not correlate with the suggestion in the initial framework, as it did not promote the reflectivity 

intended by the initial suggestion.20 

 

Conclusion 

Overall, John Key's communication on the issue of repealing and replacing the Foreshore and 

Seabed Act can best be summed up as consistently ‘somewhat’ matching the initial framework. 

Again, as was the case with the first case study, much of this had to do with the specific context 

of the issue at hand. This can be seen in the review of the analysis in Box 6.25, where many of 

the initial suggestions were seen 'somewhat.' For example, Key started communicating 

consistently on this issue more than two years prior to the replacement Act being passed, with 

several visual cues implicitly or explicitly promoting public debate and input. Yet this was more 

likely due to the policy being a cornerstone of the National Government’s Confidence and Supply 

agreement with the Maori Party than Key’s pursuit of ongoing public dialogue. This can be seen 

in the lack of visual cues showing Key with ordinary members of the public. That said, there 
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were many presenting Key with members of the political elite and Maori Iwi leaders. Indeed, the 

challenges of office were more evident in this case study than any other.  

 

Box 6.25: Review - Case Study 2 
Suggestion Correlated Important Points 

 
Listening (responsive & reflective) 

Early communication/ 
Encouraging public debate 
 

Yes Started communication early and consistency due in 
large part because it was a founding principle of 
National’s Confidence and Supply agreement with the 
Maori Party in 2008. 
 

Respectfully responding to 
public concerns 
 

Somewhat Normally very implicit when addressing concerns 
and criticisms. 
 
Was sometimes dismissal when explicit about 
addressing concerns and criticisms. 
 

Visual evidence of the 
leader with members of the 
public 
 

No Almost exclusively showed Key with political and 
Maori elites. 

Rhetoric suggesting 
togetherness and affinity 
 

Somewhat Explicitly talked about the shared values of Maori and 
non-Maori. 
 
Undertones of non-Maori as norm and Maori as ‘the 
other.’ 
 

 
Leadership 

Communicate delivery 
 

Somewhat See communicate benefits of decision 

Consistent message in line 
with party ideology 
 

No Not National Party policy. 

Focusing on own qualities 
 

Yes May have been in order to seem as politically neutral 
as possible. 
 

Other visual and verbal 
cues associated with 
authority 
 

Somewhat Good use of rhetoric. 
 
Poor tone of voice (light). 
 
Not enough visual imagery. 
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Honesty/Trustworthiness 

Communicate change in 
position (where applicable) 
 

No Was not always explicit in noting that this was a 
Maori Party policy.  

Not reading from speech 
(where possible) 
 

Yes Only used in press conferences, where they are to be 
expected. 

Be open about 
controversies and potential 
problems 
 

N/A  

Being open and honest in 
response to media 
questions 
 

Somewhat Depending on the type of the text he was 
communicating through. 

Communication of non-
political personality 
 

Somewhat Very limited in number. Normally not in direct 
relation to communication about the issue itself.  

Other visual and verbal 
cues associated with 
honesty, trustworthiness 
and openness 
 

Somewhat Slight stumbling over words made it seem less 
rehearsed. 
 
But used similar language throughout. 
 

 
Common goals/Benefits of decisions 

Communicate benefits of 
decision 
 

Yes Suggested things would not change for non-Maori 
New Zealanders. 
 
Maori Iwi could test their customary right. 
 

Communicate end goals 
that resonate with the 
public 
 

Yes Broad goals that both Maori and non-Maori could 
identify with. 

 
Social and governmental challenges (effect on decisions) 

Showing remorse for hard 
yet necessary decisions 
 

No Showed remorse for hardships faced by Maori due to 
Labour Government policy from 2004. 

Communicate decision 
making process 
 

Somewhat Not explicit on from beginning to end, but was 
explicit about where it was at the time. 

Publically reveal as much 
as much information as 
possible 
 

N/A Suggestion not used. 

Communicate lack of 
delivery 
 

Somewhat But as threat against the Maori Party not doing as the 
Government wants.  
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But, most importantly, the importance of a changing context around the issue highlights the 

risks of emphasising certain suggestions from the framework. Or, more specifically in the case of 

this case study, the suggestions not in the original case study. Seemingly, this is in line with what 

market-oriented governing leaders have faced in the past. Indeed, the constructive working 

relationship between Key and the Māori Party leadership seemed to progressively become more 

strained as the specifics of the replacement Bill became more clear. This meant that the 

suggestion to use Communication suggesting relationship with members of other political parties 

ended up being a magnifying glass on the problems Key and the Maori Party leadership had in 

later stages; since the novelty of them working together on the issue was as much a story as the 

issue itself. Such problems were seen in his response to this strain as well, suggesting stubborn 

leadership. An extended list of the main lessons to be learned from this case study can be seen 

in Box 6.26. 

 

Box 6.26: Important lessons from Case Study 2 

• As the realities of the issue become more apparent it can have an effect on the context 

in which the leader is communicating. 

o Communication that was working at the beginning of the issue's saliency may 

not work as the context changes. 

• How much connection there is between the party and the policy (is it a minor party 

policy?) can have an effect on certain aspects of the framework. 

• The setting of certain communication (i.e: formal/not formal) can have an effect on the 

type of visual and verbal cues that would be considered acceptable and expected. 

• In certain contexts governing leaders may want to downplay the benefits of decisions. 

Or, more specifically, changes as a result of a decision. 

 

 

These results again provide valuable additional insights to add to the initial framework, as seen 

in Box 6.27. Some of the suggested ways of promoting particular qualities conflict with 

suggestions about how to promote other qualities. Furthermore, this case study highlighted the 

fact that certain suggestions overlap, which also needs to be taken into consideration when 

reviewing the framework. The importance and impact of the limitations placed on a governing 

leader like Key, who has far fewer resources than a governing leader in the United States was 

also highlighted in this analysis. As a result, the leader has less ability to create controlled texts 

that will be circulated extensively. Most of the communication they must rely on to get their 

message across is filtered into sound bites and short interviews on network television. As is 
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shown in the last two case studies, this has a resounding impact on the communication strategy 

of Key, who often has to resort to vague descriptions and slogans to get his message across. 

 
6.27: Potential new suggestions for framework from case study 

Suggestion Quality Associated With Short Description 

Communication suggesting 

relationship with members of 

other political parties 

 

Leadership Governing leaders should 

communicate a strong 

working relationship with 

other political parties, 

especially those they have 

governing agreements with. 

 
The next chapter will look at President of the United States, Barack Obama’s communication on 

the issue of health care reform.

142 
 



Section Two Chapter Seven Health Care Reform 
 

 

SECTION TWO 

CHAPTER SEVEN 
BARACK OBAMA: HEALTH CARE REFORM 

 

 

Introduction 

One of the salient issues during Barack Obama's first term as the President of the United States 

was around reforming the US health system. This issue's saliency came on the back of Obama 

signalling his intent to put forward a bill on the matter during the Democratic Primary and 

United States Presidential elections. Broadly speaking, The Patient Protection and Affordable 

Care Act (PPACA or 'Obamacare') aimed to decrease the number of uninsured Americans and 

reduce the costs of health care. Despite Obama's popularity as he entered office, the issue of 

health care reform was still a polarising one. Opinion polls suggest significant support for health 

care reform proposals in 2008. However, in 2009, when Obama reportedly changed his mind on 

including an individual mandate, public opinion towards the legislation decreased. From 

politicians and the public alike, detractors of the reforms suggested that Obama's proposed 

change to the US health system was a 'government takeover of healthcare.' Furthermore, in the 

context of an onset of an economic recession, there was concern around the cost to both the 

Government and the American public directly (CNN, 2010). 

 When looking at the coded analysis at a micro level, Obama's communication on the 

issue did correlate with most of the suggestions from the initial framework. In particular, the 

verbal and visual cues coded suggested Obama was effective at presenting himself as a listening 

leader who also had the strength needed for the job. Furthermore, a number of additional 

suggestions, not anticipated by the initial framework, were also discovered which helped 

enhance the communication of particular market-oriented qualities. But there were certain 

aspects of Obama’s communication that hurt the overall perception of his communication 

within each individual text. Even in communication designed to present Obama as a listening 

leader, 21 the overall perception gained from the text was that Obama was trying to convince 

detractors that he was right - a more traditional communication approach.  
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Listening (responsive & reflective) 

 

Early communication/ Encouraging public debate 

Obama had signalled his intent to look at the issue of health care reform well in advance of the 

decision being made. Obama started communicating his intention to look into health care 

reform, if he became President, almost two years before the 2008 Presidential Election  (Obama, 

2007). As a newly-elected President, Obama announced to a joint session of Congress in 

February 2009 that he would begin working with Congress to construct a plan for health care 

reform. In March, Obama convened a health care summit at the White House to begin to 

formulate policy to deal with the issue. Obama opened the meeting by noting, "in this effort, 

every voice has to be heard. Every idea must be considered. Every option must be on the table." 

(whitehouse.gov, 2009y) While Obama's communication was directed at politicians, such 

communication still suggests there is room for debate on the details and helps promote a public 

dialogue. 

 Furthermore, during this time the White House website featured a slideshow of photos 

showing Obama listening to participants address a summit in the East Room, as seen in Box 7.1. 

Such visual communication early on in the decision making process not only promotes the idea 

that there is room for consultation on the issue, but also helps promote Obama as a listening 

leader.   

 

Box 7.1: Obama listening to Senator Ted Kennedy at the Health Care Summit - 05/03/2009 

 

 
Source: (Lee, 2009) 
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Even throughout July and August 2009, just prior to bills passing through the Senate, the idea of 

public consultation was communicated well through various Obama-hosted town hall meetings 

across the United States, many of which will be highlighted throughout this chapter. During 

these meetings Obama would answer questions and listen to suggestions and concerns from the 

audience. Furthermore, Obama would promote and encourage public meetings on the issue of 

health care reform around the country. Such communication helped encourage other members 

of the public to discuss the issue, even if they did not do so in an official setting. They also 

helped spread the message that Obama was trying to get across to the public and clarify any 

misconceptions about the issue, promoting listening qualities.  

 

Respectfully responding to public concerns 

More often than not, Obama communicated a respectful acknowledgement of public concerns 

and criticisms on the issue. This can be seen as an important aspect of Obama's communication 

as he had attempted to build his reputation on being a listening leader. Many examples of 

Obama respectfully acknowledging public concern and criticism were found in Obama's 

communication on the issue, especially during mid-2009 when the issue was most salient. For 

example, one of the more prevalent criticisms of Obama's proposed reforms was that 

government would get too involved in the health care sector. Obama addressed this issue during 

this period, as seen by the quote in Box 7.2. 

 

Box 7.2: Barack Obama - ABC News' health care forum: Questions for the President: Prescription 

for America, ABC - 24/06/2009  

 

OBAMA: "Good. Well, look, both are great questions. We've been sort of circling around your 

first question, the whole big brother fear. What kind of insurance, Chris, do you have right 

now? What kind of coverage do you have?" 

 

CHRIS (audience questioner): "Blue Cross Blue Shield." 

 

OBAMA: "It's a Blue Cross Blue Shield. So if you're happy with your plan, as I said, you keep it. 

Now, there are some restrictions we want to place on insurers. Pre-existing conditions is a tool 

that has prevented a lot of people from either not being able to get insurance or, if they lose 

their job, they can't find insurance. We think those policies should end. So there are going to be 

some areas where we want to regulate the insurers a little more." 

Source: (ABC, 2009, 24th June) 
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As a typical example of Obama's answers in response to criticism and concern around the issue, 

this quote promotes the idea that Obama acknowledges the value of concern. In particular, the 

first two underlined sections of the quote shows Obama acknowledging the concern before 

giving his answer to the question. He does not fully disagree with the substance of the concern - 

that government will get more involved in health care – but he explains why he feels certain 

changes need to be made, as seen by the third underlined section of the quote.  

This correlates with the way to show a respectful acknowledgement of criticism and 

concern noted in the initial framework. There were quotes found that suggested a lack of 

respect for opposing views, especially when referencing criticism from other political elites 

rather than the American public. In such situations, Obama labelled similar criticisms 'scare 

tactics' and 'fear-mongering.' However, most of Obama's communication that falls under this 

suggestion of the initial framework was more reminiscent of the quote in Box 7.2 and thus 

overall Obama's communication correlated with the initial framework of this study. 

 

New suggestion found during analysis: 

Open and encouraging of public questioning 

Furthermore, the quote in Box 7.2 also highlights an aspect of Obama's communication that is 

similar to Respectfully responding to public concerns, but warrants acknowledging separately. 

While the initial framework highlights the need to be Open to media questioning, what was not 

anticipated was how much direct contact with public questioning Obama would have in settings 

such as town hall meetings. Therefore, Obama’s response to questions at such events is an 

important aspect of his ability to suggest he was listening. In such settings, Obama did seem to 

show encouragement of public questioning in a number of ways. For example, as already 

mentioned, Obama would often respond to a question by first communicating his appreciation 

for the question. Also, once he had answered the question he would often ask the questioner if 

he had answered the question adequately, before thanking the person for the question again. 

Such simple verbal cues imply Obama's willingness to answer the questions that are asked to 

him. Explicitly, in at such events Obama would often start the question and answer sections by 

noting he wanted to hear from people who disagreed with him, as seen by the quote in Box 7.3. 
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Box 7.3: Barack Obama - Town Hall – Portsmouth, NH - 11/08/2009 

 

"If I hear only from people who agree with me I'm going to actively ask some folks who are 

concerned about health care, give them a chance to ask their questions. Because I think we've got 

to make sure that we get out… surface some of the debates and concerns that people have.  Some of 

them are legitimate." 

Source: (whitehouse.gov, 2009i) 

 

Obama's rhetoric encouraging challenging questions from critics ties into the respect for 

criticism and concern noted above. Furthermore, it suggests Obama was actively willing to be 

open and honest about the issue as well. That said, while there was this encouragement, it 

became apparent in a majority of such texts that the vast majority of questions asked did not 

challenge Obama as he suggested he wanted. This is not surprising considering that a majority 

of people who attended these events were Obama supporters. As a result, the questions asked 

normally acted more as prompts to Obama to reinforce points he would make in his pre-Q&A 

speech rather than challenge him.  

 However, this cannot be blamed on Obama. Furthermore, the communication does 

highlight an important aspect of a leader suggesting they are in touch that was not anticipated 

by the initial framework. Therefore, such communication could be encouraged in other cases as 

well and will be considered in reflection on the framework. 

 

Visual evidence of the leader with members of the public 

Obama’s communication in the area of presenting visual evidence of himself with the public did 

correlate with the initial framework. This was not surprising, considering the town hall 

meetings Obama hosted that have already been noted. But these town hall meetings often took 

place in large auditoriums or areas, where there was a visual disconnect between Obama and 

the audience. There were certain town hall meetings where Obama was able to show these 

interactions more explicitly through visual communication. This is best seen in the backyard 

town hall meeting Obama hosted in 2010. The typical American backyard setting allowed 

Obama to show visual evidence of Obama having, as Obama's communication director Dan 

Pfeiffer noted, "an intimate conversation with middle class Americans." (quoted in Stolberg, 

2010) For example, Obama hosted a backyard town hall in Falls Church, Virginia specifically to 

talk about the health care reforms taking effect. The intimate interactions between Obama and 

the other attendees was best illustrated in the visual cues just before and after the formal 

section of the meeting. Obama entered the backyard and introduced himself by his first name 

only to many of the small group. Also, after the meeting concluded, Obama stayed in the 
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backyard to talk to people individually without the microphones covering their conversations. 

The visuals at these stages were reminiscent of regular local or family gathering. This can be 

seen in pictures 1, 3 and 4 in Box 7.4 below. 

 

Box 7.4: Barack Obama - Backyard Town Hall, Falls Church, VA - 22/09/2010 

Picture 1 

 

Picture 2 

 
Picture 3 

 
 

Picture 4 

Source: (whitehouse.gov, 2010a)  

 

The visual evidence of Obama, not only interacting with members of the public, but listening to 

them, helped to suggest the 'listening leader' quality Obama tried to establish during his time as 

President. Furthermore, if similarity between source and receiver does indeed enhance 

persuasion (Perloff, 1993: 146), then the viewing public were more likely to be receptive to the 

message Obama is communicating within such texts.  

 However, not all visual cues presented Obama suggested Obama was a listening leader 

within such texts. Even in the Backyard town hall meeting from Falls Church there were several 

visual cues that hindered the suggestion that Obama was a listening leader. One example in 

particular stood out. As Obama asked one member of the audience (a woman named Don) to 

share her story Obama turned away to sit in the shade. He did so while he was still talking to her 
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and as she started to speak. Such visual communication implicitly suggests a lack of a 

connection, and possibly a lack of respect, for the person he is interacting with. Furthermore, 

where Obama sits is visually quite far away from the speaker, similar to the visual disconnect 

seen in regular town hall texts. This is illustrated by the screenshots in Box 7.5. 

 

Box 7.5: Barack Obama - Backyard Town Hall - Falls Church, VA - 22/09/2010 

Source: (whitehouse.gov, 2010a)  

 

While a majority of the visual communication that showed Obama interacting with the public 

were coded overwhelmingly positively, small sections of the texts seemed to hinder the 

presentation of such qualities. Overall, Obama’s visual communication in such texts did fit in line 

with the suggestion from the initial framework. Yet, as will be discussed later in this chapter, the 

rhetoric involved in such texts did not help emphasise the listening quality these events were 

designed to promote.  

 

Rhetoric suggesting togetherness and affinity 

With more opportunities to speak at length about issues than his New Zealand counterpart, 

Obama had greater opportunities to talk more broadly about the issue being discussed. Obama’s 

ability to effectively suggest his togetherness and affinity with the public was part of this 

broader communication. This is best seen in a theme in many of Obama's closing remarks 

during speeches and town hall meetings; a theme that suggested together Obama, the 

Government, and the American people could deliver on health care reform. This is seen in the 

quote in Box 7.6. 
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Box 7.6: Barack Obama – Rally – College Park, MA – 17/09/2009 

 

OBAMA:  “So it goes to show you, and this is so important for young people, it goes to show you, one 

voice can change a room. And if a voice can change a room, it can change a city. And if it can 

change a city, it can change a state. If it can change a state, it can change a nation. If it can change 

a nation, it can change the world. We will change the world with your voice.  We need the voices of 

young people to transform this nation to meet up to the meaning of its dream. I need your voice. So 

I want to know -- are you fired up?” 

 

AUDIENCE: “Fired up!” 

OBAMA: “Ready to go?” 

AUDIENCE: “Ready to go!” 

OBAMA: “Fired up?” 

AUDIENCE: “Fired up!”  

OBAMA: “Ready to go?” 

AUDIENCE: “Ready to go!....” 

OBAMA: “Let's go change the world.” 

Source: (whitehouse.gov, 2009u) 

 

In general, the quote in Box 7.6 elicited an inclusive quality through Obama suggesting he 

needed the young people at the University of Maryland to help him get the job done. This 

togetherness was more explicitly promoted through the use of inclusive pronouns, as 

underlined in the quote. This was even further promoted by the exchange between Obama and 

the audience. Again such communication, often slightly altered depending on the city, state, or 

organisation Obama was speaking to, helped suggest a connection between Obama and the 

public. In doing so, such communication helps promote the idea that Obama is 'in touch' with 

the American public. Therefore, Obama’s communication did follow this section of the initial 

framework.  

 

New suggestion found during analysis: 

Retelling of ordinary peoples' stories 

Similar to Visual evidence of the leader with members of the public, one trend in Obama's 

communication that suggested he was in touch with the public was his use of rhetoric that 

suggested he had talked to ordinary people about how the issue had effected them. More 

specifically, in such communication Obama would retell stories about people he had met, or 
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received letters form, and how the health care system had affected them. An example of this can 

be seen in Box 7.7. 

 

Box 7.7: Barack Obama - ABC News, ABC - 15/08/2011 

 

"I met a young man here who ... right here, who as a consequence of health care reform, you know 

he's got a blood disorder that if it weren't for the health care reform act his family would have 

been capped out. And he wouldn't have the help that he needs. So, and you can tell he's an 

outstanding young man, and he's going to do great things and his family’s not going bankrupt as a 

consequence of it." 

Source: (ABC, 2009, 15th August)  

 

This type of communication by Obama again highlighted that fact that Obama had talked to, and 

more importantly listened to, members of the public about the issue. Through explicit examples, 

such communication reinforced the idea that Obama was 'in touch' with the American public. 

Furthermore, such communication also allows Obama to use empirical examples to illustrate 

and give validity to the points and arguments he made. Therefore, this suggestion will be 

reviewed in Section Three of this thesis. 

 

Listening overview 

Overall, from the material analysed for this study, Obama indeed had the ability to use both 

visual and verbal communication to suggest he was a ‘listening leader’ in a way that correlated 

with the initial framework. Obama started communicating about his desire to reform the 

American health care system almost two years before he was sworn into office. This 

communication continued frequently throughout the first year of his Presidency. Furthermore, 

while the bills started to be passed through the Senate Obama still used communication that 

implied there was room for discussion and collaboration on the details of the decision. Thus, 

while Obama had decided that health care reform was needed, showing personal conviction, he 

still suggested collaboration was needed on the specific details of the decisions involved. For the 

most part Obama was also able to communicate a healthy level of respect for general criticism 

and concern of the reforms he was proposing at the time.  

 Also, due to the communication formats available for the President to communicate 

through, Obama was able to speak more broadly on this issue than his New Zealand counterpart 

could have. Through a number of communication techniques Obama was able to suggest that he 

was in touch with the public he claimed to represent. These techniques included suggesting 

togetherness and affinity with Americans, visual communication of Obama with Americans in 

151 
 



Section Two Chapter Seven Health Care Reform 
 

intermit settings, and communication suggesting that Obama had informed his judgement 

through conversations with ordinary people. This suggestion was further reinforced by Obama’s 

willingness to be asked challenging questions about the issue. Thus, while small aspects of  

Obama’s communication did not correlate with the initial framework in the area of Listening, 

most of it overwhelmingly did.  

 

Leadership 

Communicate delivery 

The coded material suggested that Obama was effective at communicating delivery. However, 

for the most part, this was not done as anticipated when designing the initial framework. As 

noted earlier in this chapter, a major theme throughout Obama's communication on the issue of 

health care reform was that he needed the support of the American people to get health care 

reform passed. Therefore, in his communication on health care reform before the bill was 

passed, Obama would communicate his determination to see the bill passed, as shown by the 

quote in Box 7.8.   

 

Box 7.8: Barack Obama - Speech – Minneapolis, MI - 12/09/2009 

 

“I don't know if you agree with me, but I think the time for bickering is over.  The time for games 

has passed.  Now is the time for action.  Now is the time to deliver on health care for every 

American.” 

Source: (whitehouse.gov, 2009q) 

 

Similar to Obama's communication outlined in the Communicating togetherness and affinity 

section of this chapter, such communication was often found during his final remarks in 

speeches and press conferences. In this communication, Obama would specifically talk about the 

desire to deliver on health care. Obama would communicate this message with a stern yet loud 

tone, thus further implying the determination he felt. Such communication suggests Obama’s 

leadership qualities in two specific ways. Firstly, by communicating his determination to pass 

health care reform, Obama implies personal conviction and strength. This is especially 

important in the US context, where the governing leader has less control in the decision making 

process than many of his western democratic counterparts. Secondly, the communication used 

by Obama suggested he was a leader who would do all he could to deliver on his promises. In 

essence, such communication suggested Obama had a desire to live up to his word and was thus 

honest.  
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 Furthermore, Obama's communication on delivery on this issue continued after the bill 

was passed. This was often mentioned in his Presidential Proclamations (see Appendices Table 

C), but also in speeches after the Act had been passed. For example, during a speech on women's 

health security in Denver, Colorado, on the 8th of August 2012, Obama again suggested he had 

delivered on his promises.  This can be seen in Box 7.9. 

 

Box 7.9: Barack Obama - Speech – Denver, CO - 08/08/2012 

“On the issues that matter, you don’t have to take my word for it, you can take me at my 

record.  Four years ago, I delivered on my promise to pass health reform before the end of my first 

term.  That’s what we did. The Affordable Care Act, also known as Obamacare. I actually like the 

name, because I do care.  That’s why we fought so hard to make it happen.” 

Source: (barackobama.com, 2012) 

 

Once again, such communication highlights Obama's commitment to the issue of health care 

reform, thus emphasising his personal conviction and strength. Also, by promoting the fact that 

he did deliver on his promise, Obama is able to present himself as a leader with competence. 

While not as frequent as the communication around delivery prior to the bill being passed, such 

communication was important for Obama to communicate given the timing, as he gained a 

growing reputation for not delivering results as a governing leader (Koffler, 2013). Therefore, 

Obama’s communication in this area correlates with the initial framework. 

 

Focusing on own qualities 

As already noted, Obama's ability to present strong leadership characteristics when 

communicating about health care reform were in line with the initial framework. The only 

verbal cues that overwhelmingly did not correlate with the initial framework were Obama's 

remarks relating the issue back to the previous Republican administration. An example of this 

can be seen in the quote in Box 7.10. 
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Box 7.10: Barack Obama - Town Hall - Raleigh, NC - 29/07/2009 
 

“When I hear critics talk about out-of-control spending, I start scratching my head.  I can't help but 

remember those same critics contributed to a $1.3 trillion deficit that I inherited when I took 

office…. I do think we shouldn't have a selective memory in terms of spending habits.  You hand me 

a $1.3 trillion bill and then you're complaining six months later because we haven't paid it all back. 

A debt, by the way, that was partially a result of two tax cuts that went primarily to the wealthiest 

few Americans and a Medicare drug program that wasn't paid for.  These are the same folks who 

are now complaining about, well, health care, we can't afford health care. You passed the 

prescription drug plan, didn't pay for it, handed the bill to me.” 

Source: (whitehouse.gov, 2009s)  

 

As can be seen by the quote in Box 7.10, Obama not only attacks the actions of the previous 

administration, he also indirectly attacks the people themselves. By comparing the actions of the 

previous administration with their criticisms of Obama, he is essentially calling them hypocrites. 

Such communication does not help Obama maintain the image of having strong leadership 

qualities. Whether this is a valid point or not is not an issue for this study to analyse. While such 

communication was not overwhelmingly seen in Obama’s communication, by concentrating 

attention on the previous administration Obama risks seeming defensive; attacking the 

communication raised by his opposition rather than focusing on the strength of his own 

argument. However, there were only six examples of such communication found in the eighty 

two texts analysed, with the others much briefer than the quote in Box 7.10. So the negative 

effect of such communication is likely to have been limited. In saying that, this communication 

still does not correlate with the initial framework. 

 

Other visual and verbal cues associated with authority 

Obama's communication suggesting his strength and conviction was reinforced by Obama's 

tone of voice. Due in large part to the charisma Obama possesses, the President was able to use 

his tone of voice to portray a versatile range of qualities suggested by the initial framework. 

ABC's Dean Frenkel describes Obama as having “style and panache. (It) can be warm when 

required, and he easily steps into his statesman-like mode...... He has control over his emotional 

range and the intensity in his voice can be raised or lowered at will.... he is using melody to 

enforce a point.” (Frenkel, 2011) Obama's tone of voice when suggesting a desire to deliver 

health care reform was a good example of this. While he usually ended sentences with 

downward inflections, in his communication around his determination Obama infused a Martin 

Luther King-like level of passion into his speech through an upward inflection at the end of 
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sentences. In essence, Obama's tone of voice during these statements reinforced the strength 

and conviction of the rhetoric.  

 The verbal cues that suggest Obama was effective in communicating strong leadership 

were also reinforced by visual ones. Once again, Obama's charisma allowed him to convey a 

strong presence in front of an audience. This could best be seen during speeches Obama gave in 

both political and public settings. During such speeches Obama would often stand in front of the 

audience with a stern look in his eyes, reinforcing his determination. Obama would scan the 

room as he addressed the crowd, signifying confidence.22 Obama would also use hand gestures 

such as a near closed first or pressing his thumb and index figure together. Obama's body 

language was usually broad without being frozen in one position to emphasise authority and 

strength. An example of such visual cues can be seen in the screenshot in Box 7.11. 

 

Box 7.11: Barack Obama - Town Hall - Grand Junction, CO - 15/08/2009 

 
Source: (whitehouse.gov, 2009g) 

 

Furthermore, another interesting trend in Obama’s visual communication found during such 

texts was Obama’s reaction to audience applause. During audience applause, Obama would 

often pause speaking, turn his head to the left (visual images right), look slightly up, and present 

an almost stoic expression on his face. Such visual cues are often associated with both 

leadership strength and vision, as is illustrated in Box 7.12.  
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Box 7.12: Obama's reaction to applause. 

 

Town Hall – Portsmouth, NH - 11/08/2009 
 

Speech to the American Medical Association - 
15/06/2009 

Speech – Denver, CO 08/08/2012 

 

Speech – Minneapolis, MI - 12/09/2009 

Source: (barackobama.com, 2012; UpTakeVideo, 2009a; whitehouse.gov, 2009i, 2009q) 
  

Obama's reaction seems to suggest an acknowledgement of the applause he is receiving without 

suggesting he is looking for the applause. Such visual communication helps emphasise Obama's 

leadership characteristics further. Obama once again implicitly shows strength in his ability to 

not have an overly emotional reaction to the applause he is receiving while still acknowledging 

them. This stoic expression is also a signifier for strength and thoughtfulness. In essence, a vast 

majority of Obama's visual communication helps emphasise the strong leadership cues 

suggested by the initial framework of this study. 

 

Suggestion found in a previous case study: 

Communication suggesting relationship with members of other political parties 

As Key communicated around the repeal and replacement of the Foreshore and Seabed Act, 

Obama was able to highlight his relationship with politicians from the other major American 

political party, the Republicans. This was best seen in Obama's official speech to Congress on the 

issue on 9th September 2009, as illustrated in Box 7.13.  
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Box 7.13: Barack Obama – Speech to Congress – Washington DC – 09/09/2009 

 

“It's a plan that incorporates ideas from many of the people in this room tonight -- Democrats and 

Republicans. And I will continue to seek common ground in the weeks ahead. If you come to me 

with a serious set of proposals, I will be there to listen. My door is always open.” 

 

 

“We will immediately offer low-cost coverage 

that will protect you against financial ruin if you 

become seriously ill. This was a good idea when 

Senator John McCain proposed it in the 

campaign, it's a good idea now, and we should 

all embrace it.” 

 

Source: (whitehouse.gov, 2009r) 

 

Similar to Obama's communication outlined under Early communication, the quotes in Box 7.13 

highlight Obama's willingness to listen and work with both Democrats and Republicans on the 

issue. Such communication not only implicitly promotes deliberation, but also promotes an 

image of Obama possessing strong administrative attributes. In essence, Obama communicates 

his ability to lead other politicians in a successful effort to effectively get decisions made. Such 

communication also works against suggestions Obama is stubborn, a reputation a number of 

market-oriented leaders have gained when promoting polarising decisions.  

 The ability for a governing leader to show this quality is probably even more important 

in the American context than the New Zealand one. This is due to the greater level of diplomacy 

needed to get policy passed. In essence, politicians are much more individualised in the US 

context, with loyalty lying more with the region they represent rather than the party they are 

aligned with. Thus, the ability to show a positive relationship with members of both parties in 

order to produce results is an effective way to promote the idea that the governing leader has 

the skills required to hold their position of power.  

 

Leadership overview 

According to the analysed material Obama was effective at promoting strong leadership 

attributes that correlate with the initial framework. Obama was able to do so in large part 

thanks to the freedom he had to talk more broadly about the issue in longer speeches through 

media outlets not as readily available to his New Zealand counterpart. Obama's constant 
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communication suggesting a determination to deliver on health care not only suggested a desire 

to deliver on the promises he made, but also implied personal conviction and strength. His 

ability to communicate a healthy relationship with politicians from both parties helped suggest 

he was effective at leading government to get good decisions made. Indeed, Obama implied 

personal conviction in wanting to achieve health care reform while also communicating a 

willingness to collaborate with others on the finer details. In doing so, Obama may have found a 

way to balance the listening/leading dichotomy that hurt the image of many first generation 

market-oriented governing leaders. Obama was also able to reinforce his communication 

suggesting strong leadership characteristics though both his ability to control his tone of voice, 

as well as the visual presence he commanded.  

 Communication that could be coded under the suggestion of communicating a Consistent 

message in line with party ideology was not evident in the material analysed. This is interesting, 

as it potentially highlights the lack of emphasis on party unity within the US political structure. 

Or, more likely, it may signify that such communication is not appropriate for governing leaders’ 

communication outside the confines of election campaigns. As noted in the literature review, the 

goals of campaign communication and non-campaign communication are very different. So too 

are the target audience. While in campaign communication candidates are targeting potential 

voters, when communicating in non-campaign communication the governing leader is 

communicating with the greater general public. Thus, communicating party ideology may be 

alienating to many members of the viewing audience. This is something that will be addressed 

when reviewing the framework. 

 

Honesty/Trustworthiness 

Not reading from speech (where possible) 

Unlike many of the texts analysed when examining Key's communication, Obama had a more 

control over a greater number of texts analysed. As a result, it is not surprising that Obama used 

pre-written speeches more often. However, due to the context of where they were often used, 

Obama was able to do so without projecting the negative communication traits that normally 

result from reading pre-written speeches. In particular, Obama was often reading these 

speeches from what is commonly referred to as a presidential teleprompter; two clear screens 

positioned, normally off camera, on either side of where the leader is speaking. An illustration of 

this can be seen in Box 7.14. 
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Box 7.14: The Presidential Teleprompter 

 

 
 

Source:  http://www.telepromptermirror.com/speechteleprompter.htm 

 

As a result Obama was able to read from speeches while still being able to scan the audience he 

was speaking to. This style of eye contact is not as effective at suggesting honesty with viewer 

watching the broadcast of the speech as direct eye contact with the camera. But such eye 

contact would seem would seem out of place in the context of the situation Obama is speaking 

in. By simulating eye contact with the audience within the text, Obama was still able to suggest a 

connection with the audience within the text.   

 Furthermore, Obama's ability to talk as though he was speaking without notes was not 

hindered by the use of a teleprompter. More specifically, Obama was often able to maintain his 

natural cadence and emotional inflections in his speaking patterns when using a teleprompter. 

Again, this is a sign of Obama's ability to control his tone of voice and style of speech. Thus, 

despite reading from a speech, Obama's communication did not come across as pre-planned, 

manipulated, and thus inauthentic; as you would expect from such communication. In other 

words, Obama's communication came across as sincere and authentic.  

 Although unclear, these findings may also suggest that Obama used these teleprompters 

as notes rather than to read speeches in full. Indeed, Obama's lack of ability to convey the same 

level of sincerity and authenticity when more obviously reading speeches in front of him further 

suggests this theory. During communication where Obama read his speech from the top of the 

podium he was standing behind, Obama's tone of voice was noticeably flatter, thus lacking the 

emotion his communication normally conveyed. Furthermore, the use of such pre-written 
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speeches also visually hindered his ability to convey the same level of sincerity. As seen in Box 

7.15, Obama was unable to make eye contact with the audience or camera when reading from 

his speech. In doing so, his ability to connect with either audience is hindered. In essence, the 

simulated connection that eye contact produces is lost in such situations. 

 

Box 7.15: Looking down at notes 

 

AARP Tele-Town Hall - Washington D.C. - 28/07/2009 

 
 

 

Statement - Washington D.C. - 17/07/2009 

  
Source: (whitehouse.gov, 2009f, 2009l) 
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Such communication may hinder Obama's ability to convey authenticity through his verbal and 

visual communication. However, the number of such instances is greatly outnumbered by the 

texts analysed where Obama either did not use fully written speeches, or it was not obvious he 

was using them. In these texts Obama's ability to convey honesty, authenticity, and a connection 

with the audience were greatly improved. Therefore, Obama’s communication in this area 

somewhat correlated with the suggestion of the initial framework. 

 

Communicate change in position (where applicable) + Be open about controversies and 

potential problems + Being open and honest in response to media questions 

One area where Obama's communication did correlate with the suggestions of the initial 

framework was around being open about his change in stance on aspects of the issue. In 

particular, Obama was honest about his change in stance on the inclusion of an individual 

mandate to purchase health insurance. An explanation for this change in position was all the 

more important when considering a lack of an individual mandate was a defining difference 

between Obama’s health care proposal and those of other candidates during the Democratic 

primaries. Most notably, when questioned on the matter by reporters, Obama acknowledged his 

change in stance on this issue; noting why he originally believed his original position, but also 

what he learnt that made him change his mind. This is best illustrated by the quote in Box 7.16. 

 

Box 7.16: Barack Obama - Interview with Dr. Jon LaPook - CBS Evening News, CBS - 25/05/2011 

 

"During the campaign I was opposed to this idea because my general attitude was the reason 

people don't have health insurance is not because they don't want it, but because they can't afford 

it. And if you make it affordable, then they will come. I've been persuaded that there are enough 

young uninsured people who are cheap to cover, but are opting out. To make sure that those folks 

are part of the overall pool is the best way to make sure that all of our premiums go down. I am 

now in favour of some sort of individual mandate as long as there's a hardship exemption. If 

somebody truly just can't afford health insurance even with the subsidies that the government is 

now providing, we don't want to double penalize them. We want to phase this in, in a way that we 

have time to make sure that coverage is actually affordable before we're saying to people 'go out 

and get it.'" 

Source: (CBS, 2011, 25th May) 

 

By explicitly communicating why he changed his position, Obama's motivation for a change in 

position is not left as open to interpretation. Or, more importantly, Obama doesn't leave it open 

to suggesting he was simply dishonest about the matter in order to win the primaries. In 
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essence, such communication runs counter to the traditional communication strategy of 

downplaying negatives, as seen by Key around raising GST.  

 The example above also highlights another aspect of Obama's communication that 

correlates well with the initial framework. Considering the challenging question being asked of 

him, Obama's willingness to give a full answer to the question is a typical example of Obama’s 

reaction to such questioning. In essence, Obama was often willing to give full answers to the 

questions asked of him around his proposed health care reform. This was even found in 

situations where Obama seemed slightly perturbed by the aggressive way certain interviewers 

would ask Obama about the issue (i.e George Stephanopoulos). In essence, Obama was able to 

convey strength in the face of an aggressive interviewer, while also being open and honest about 

the fact that, indeed, he had changed his position on the issue. Thus, Obama’s communication in 

these areas correlated with the framework of this study. 

 

Communication of non-political personality 

As with many of suggested communication methods outlined in the framework, Obama's ability 

to communicate more broadly about the topic were increased thanks to the time allowances 

given in the media texts analysed. Speaking more broadly on the issue also included Obama 

being able to communicate his non-political personality through communication on the issue. 

This was most commonly seen when Obama would explain how the issue of health care affected 

him. On many occasions this involved Obama describing the struggles his mother faced with the 

health care system while battling cancer. An example of this can be seen in Box 7.17.  

 

Box 7.17: Barack Obama – Speech – Washington, DC – 11/05/2009 

 

“As I've mentioned before during the course of the campaign, my mother passed away from 

ovarian cancer a little over a decade ago. And in the last weeks of her life, when she was coming to 

grips with her own mortality and showing extraordinary courage just to get through each day, she 

was spending too much time worrying about whether her health insurance would cover her bills. 

So I know what it's like to see a loved one who is suffering, but also having to deal with a broken 

health care system. I know that pain is shared by millions of Americans all across this country.” 

Source: (whitehouse.gov, 2009k) 

 

Similar to the communication highlighted under the new suggestion Retelling of ordinary 

people's stories, communication like that seen in Box 7.17 connects a real world example to the 

issue being discussed. In doing so, Obama is able to lend validity to the point his is making. 

Furthermore, by noting how the issue has directly affected him, the audience is more likely to 
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feel as though they are gaining a better understanding of Obama as a real person, rather than 

simply a political figure. Such communication helps Obama seem more relatable; potentially 

providing an emotional connection between Obama and the public. Of course, Obama's 

communication that fits under this suggestion also highlighted other aspects of Obama's 

personal life such as the fact that he was a parent and a husband. These examples were often 

only loosely connected to the issue of health care reform to which he was communicating. That 

said, such communication may again help Obama establish a closer connection to the public, 

helping him gain their trust. Thus, Obama’s communication correlated with this suggestion of 

the initial framework. 

 

Other visual and verbal cues associated with honesty, trustworthiness and openness 

One of the interesting trends that became apparent during the analysis of Obama's 

communication was the way Obama seemed to use his clothing to project a particular 

leadership quality. While Obama would often wear darker coloured formal suits in more formal 

settings, in settings where Obama had to interact with members of the public, there was a 

noticeable difference in Obama's attire. For example, Obama would wear lighter coloured 

clothing, such as light blue dress shirts, beige pants and no jacket. This strategic difference in 

clothing was most noticeable during town hall meetings. These texts were often broken up into 

two parts; an initial speech by Obama followed by a question and answer session. Obama would 

alter his clothing according to which section of the town hall he was conducting. Obama would 

often start the town hall dressed in a darker coloured three piece suit. But once he had finished 

his speech and was inviting questions from the audience, Obama would often take his jacket off 

and roll up his sleeves. This can be seen in Box 7.18. 

 

Box 7.18: Barack Obama - Town Hall - Belgrade, MT - 14/08/2009 

 
Obama rolling his sleeves up after taking off his jacket. 

Source: (whitehouse.gov, 2009h)  
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By making this alteration to his attire, Obama implicitly communicates a less authoritative and 

more casual tone. This was not only due to the fact that he is not as formally dressed, but also 

due to the lighter colours that are prominent. The less formal tone also emphasises the 

conversational aspect of this section of the meetings, thus further highlighting the inclusiveness 

and listening aspects of Obama's leadership qualities.23 Due to the similarity in visual cues 

found, more on this will be covered in the next chapter on Obama’s communication around the 

recovery act. However, Obama’s communication here does correlate with the suggestions from 

the initial framework.  

 

Honesty/Trustworthiness overview 

Overall Obama’s communication did correlate with the initial framework of this study. Again, 

this was often helped by the generally lengthier time Obama was able to speak for during the 

texts analysed, which allowed him to talk more broadly about the issue. For example, Obama 

was able to effectively communicate his non-political personality through relating the issue 

back to his personal experiences. In doing so, Obama presented a more relatable image of 

himself that people could connect with. Furthermore, again, Obama was able to use his charisma 

and verbal skills to promote a sense of sincerity and authenticity not thought to be possible 

when reading from a teleprompter. This was also in part thanks to the use of presidential 

teleprompters that do not highlight the leader reading from a speech as much as papers being 

read from a podium would. Obama's ability to communicate both authority and openness 

through his alteration of clothing presents an interest facet on how governing leaders may 

juggle the listening/leading dichotomy. It should also be noted that, once again, the coded 

material's under Communicate change in position (where applicable) and Be open about 

controversies and potential problems were so similar that they were grouped together. Indeed, 

with the communication around each having so much to do with each other, they will be 

addressed in the revised model. 

 

Common goals/Benefits of decisions 

Communicate benefits of decision 

Throughout the coding process for this case study it became apparent that Obama talked 

regularly about the potential benefits the public would get from the introduction of Obamacare. 

Depending on the context of and type of text he was communicating through, Obama was able to 

communicate a portion or the full list of benefits he believed the American people would see in 

almost all texts analysed. The only times these were not communicated were in some texts that 

Obama had little control over, and where these texts only used small snippets of him speaking. 

Indeed, in the majority texts analysed Obama would outline a consistent list of benefits the 
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public would see. For example, in a press conference on the 22nd of July 2009 Obama went into 

detail about a number of benefits he believed Americans would see. Box 7.19 is a list of benefits 

Obama highlights in this speech. 

 

Box 7.19: Benefits of PPACA According to Obama 

Barack Obama - Press Conference - Washington D.C. - 22/07/2009 

 

 Insurance companies will not be able to drop your coverage if you get too sick.  

 If you lose your job, change your job, or move, you'll still be able to have coverage. 

 Insurance will cover preventive care as well as sickness care. 

 No insurance company will be allowed to deny you coverage because of a pre-existing 

medical condition. 

 Better choice and affordability though a health insurance exchange. 

 It will limit the amount your insurance company can force you to pay for your medical 

costs out of your own pocket. 

 Stop money being wasted in federal health-care programs. 

 Save $100 billion in subsidies from insurance companies 

 Promote extensive care rather than expensive care. 

 Eliminate money wasted in Medicare 

 Save seniors money on prescription drugs 

 

Note: These are bullet points summarising the main points Obama noted 

Source: (New York New.York.Times, 2009)  

 

A version, portion, or broad summary of these benefits were communicated by Obama in most 

of the longer speeches and town hall meetings analysed. Not surprisingly, in a majority of 

examples, Obama communicated the benefits in relation to 'Middle America.' But in texts 

targeted towards particular segments of the population, for example Doctors, Obama's rhetoric 

and list would be adjusted to suit. In other words, Obama’s communication on the benefits of 

the change in health care is suited to the receiving market. By continually communicating these 

benefits Obama may be providing a clear understanding of why he is moving forward with 

health care reforms. So, at face value, Obama’s communication correlated with the framework of 

this study.  

 However, Obama may have used such communication too much. Rhetoric was coded 

under this heading more than any other single heading suggested in the initial framework by a 

large margin. 15.5 per cent of all coded material highlighted Obama explicitly communicating 
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the benefits of his health care reforms that the public would see. Furthermore, another 10.9 per 

cent of all coded material highlighted Obama explicitly communicating the problems that would 

be fixed. That is a total of 26.4 per cent of all coded material that was coded under this heading. 

This does not include communication that further implied the benefits of the health care 

reforms, much of which explicitly communicated other aspects of the suggestions from the 

initial framework. 

 Obama's tendency to communicate the benefits of the decision to such a degree actually 

tainted the overall perception of the media texts that highlighted such strong signifiers of the 

suggestions from the initial framework. In other words, a text may show Obama interacting with 

members of the public, answering questions and listening to their concerns. But these qualities 

were overshadowed by Obama's constant communication about the benefits of the health care 

reforms. In other words, the overall theme of the communication was 'Obama selling health care 

reform' rather than 'Obama talking about health care reform with Americans.' 

 The Fall Church backyard town hall noted earlier is a good example of this. As suggested, 

the visual communication highlighted Obama discussing and answering questions on health 

care reform with members of Middle America in Middle America. However, when looking at the 

verbal communication of this event, the cues did not correlate with the listening area of the 

initial framework of this study; at least, not on an authentic level. Generally speaking, the official 

meeting starts with Obama listening to the home owner, Paul Brayshaw, talk about his struggles 

with the old health care system and how the reforms have and will help him. Secondly, Obama 

spoke to the audience about the aspects of the reforms that are about to come into effect and 

how they will benefit Americans. The theme of which can best be summarised by the quote in 

Box 7.20.  

 

Box 7.20: Barack Obama - Backyard Town Hall, Falls Church, VA - 22/09/2010 

 

“There are so many good things about this I might have forgotten one.” 

Source: (whitehouse.gov, 2010a) 

 

Thirdly, Obama called on people, "pre-selected by the administration,"(Stolberg, 2010) to tell 

their stories about how the reforms have or will help them. Finally, Obama invites members of 

the audience to share their stories or ask questions. In doing so, all of these stories and 

questions prompt Obama to talk about the benefits of the reforms more. In essence, while the 

communication looked market-oriented, it was clearly not actually market-oriented. While 

Obama did interact with members of the public, it was for the most part only with those who 

agreed with him. In essence, the communication is 'hollow'; selling the idea that the leader is 
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listening and 'in touch' while actually attempting to sell Obama's health care reforms to the 

public. In doing so, the actual rhetoric in the text was more reminiscent of sales-oriented 

communication might look like; persuading the audience to believe the leader's point of view 

through market intelligence influenced communication methods.  

 In such communication, it may have helped Obama to dedicate less time to selling the 

explicit benefits of the decision and dedicate more time communicating other aspects of his 

personal character. This may be as simple as using communication that relates the issue back to 

his personal life or seeking out more challenging questions as was done by Tony Blair under the 

machismo strategy in 2005. While doing so would mean less time selling the decisions, Obama's 

communication on the benefits of decisions may be more effective, as it may be less likely to be 

interpreted as 'shilling'.  

 

Communicate end goals that resonate with the public 

As noted in other sections of this thesis, the communication of end goals is very similar to the 

communication of benefits of decisions. However, rather than communicating the specific 

benefits that will be gained, communicating end goals are the general achievements that will 

come from these benefits. As a result, the themes communicated in this area are normally in 

close correlation to the benefits foreseen. This was the case in Obama's communication of the 

goals he wanted to achieve with this health care reform. Indeed, during his speech to Congress 

on health care reform in September 2009 Obama specifically communicated the three goals he 

wished to achieve with these reforms, as seen in Box 7.21 below. 

 

Box 7.21:  Barack Obama – Speech to Congress – Washington DC – 09/09/2009 

 

“The plan I'm announcing tonight would meet three basic goals. It will provide more security and 

stability to those who have health insurance. It will provide insurance for those who don't. And it 

will slow the growth of health care costs for our families, our businesses, and our government.” 

Source: (whitehouse.gov, 2009r) 

 

These goals were communicated by Obama in many of the texts analysed. Also, in many texts 

where Obama did not have the opportunity to outline benefits at length (i.e: television news 

pieces), these goals were used as substitutes for communicating the benefits of the reforms. 

These simple goals communicated by Obama are understandably goals that should resonate 

with the American public. The goal to provide more security and stability should resonate with 

those with health insurance. It should do so due to the reputation insurance companies have for 

dropping health insurance carrier’s coverage for a variety of reasons. People without health 
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insurance should relate to Obama's second goal, as they too would enjoy the security of having 

health insurance. Finally, communicating the goal of slowing the growth in cost of health care 

may have resonated with the American public for a couple of reasons. Firstly, this goal should 

have resonated with the public due to the fact that health care costs for individuals and 

especially small businesses was not only increasing, but increasing at an ever growing rate. 

Furthermore, by communicating the goal of slowing the growth of health care costs for the 

government, Obama implies his focus is on fiscal responsibility. This is something that would 

resonate with the American people at a time when the U.S Government had a debt of $14 

trillion, the highest since 1945. 

In essence, the goals Obama communicated through the texts analysed seem to correlate 

well with the common criticisms voiced about the American health care system. As a result, such 

communication may help Obama explain the reasoning behind his decision. Thus, Obama’s 

communication in this area correlated with the suggestion of the initial framework.  

 

Common goals/Benefits of decisions overview 

As can be seen above, Obama's communication in this particular area was extensive. He was 

able to communicate a consistent list of potential benefits the public would see as a result of 

Obamacare. In doing so, Obama might have been able to maintain a clear leadership brand. That 

said, Obama may have used explicit communication in this area too much and too often. 

Obama's tendency to communicate the benefits of the decision to such a degree seemed to 

overshadow some of the communication suggesting market-oriented qualities as outlined by 

the initial framework. Indeed, many of the cues suggested by the initial framework were found 

when looking at the coding of rhetoric at a micro level. Yet, when looking at Obama's 

communication within a text as a whole, such communication seems 'hollow'; designed to look 

market-oriented rather than actually be market-oriented.  

 On the other hand, Obama's ability to communicate end goals that should resonate with 

the public was present, without being so overbearingly so. In doing this, Obama should have 

been able to establish a connection with the public, allowing them to instil more trust in the 

President as he attempts to achieve them. 

 

Social and governmental challenges (effect on decisions) 

Showing remorse for hard yet necessary decisions 

Communicating remorse and understanding over the effects of the health care reforms was not 

often something that was found in Obama's communication. In fact, only one example of such 

communication was found in all the texts analysed. This communication came under the context 

of the switch in the distribution of subsidies for doctors from 'the quantity of care to the quality 
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of care.' During his speech to the American Medical Association Obama communicated he 

understood why doctors may prefer the system of subsidies the way it stood at the time. This is 

outlined in Box 7.22. 

 

Box 7.22: Barack Obama - Speech to the American Medical Association - 15/06/2009 

 

"I recognize that it will be hard to make some of these changes if doctors feel like they're 

constantly looking over their shoulders for fear of lawsuits. I recognize that.... I understand some 

doctors may feel the need to order more tests and treatments to avoid being legally vulnerable. 

That's a real issue." 

Source: (UpTakeVideo, 2009a) 

 

With Obama's speech to the AMA targeted predominantly towards medical professionals, the 

quote in Box 7.22 shows Obama communicating an understanding for the potential struggles 

the target audiences may have with the introduction of health care reform. Indeed, this is most 

explicitly shown by the underlined text in the quote. 

 However, again, such communication was only found once, and only applied to a tightly 

targeted audience. This style of communication could have been better presented in other texts 

intended to be received by other, more broad segments of the American public. By doing so, 

Obama may have been better able to communicate the image of having considered the 

implication of his decision. This is especially true around the inclusion of an individual mandate 

which, although he was honest about his change in stance, never showed sympathy for the 

necessary cost it put on the public. Thus, Obama’s communication does not correlate with the 

initial framework in this area.  

 

Communicate decision making process + Communicate lack of delivery 

As suggested earlier in this chapter, the structure of the American government does not 

promote party allegiances in Congress as strongly as in the New Zealand system promotes party 

allegiances. Without the same level of collective responsibility that is present in the New 

Zealand system of government the process of getting bills passed is normally much more 

complex, time consuming, and therefore difficult. As a result, in the US context it is more 

important for Obama to communicate the decision making process on a particular issue 

compared to his New Zealand counterpart. This is something that Obama did very well in 

certain texts prior to the bill being passed. For example, when hosting a town hall in Cleveland, 

OH, Obama clarified a statement he made about when the bill would be passed. This quote can 

be seen in Box 7.23. 
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Box 7.23: Barack Obama - Town Hall  - Cleveland, OH - 23/07/2009 

 

"I do think that sometimes people get the idea (that).... I had said, let's get this done by August. 

Now, what I was referring to is, let's get bills voted out of the House and the Senate by August. That 

still means that we'd have to come back in the fall; we'd have to reconcile the differences between 

the Senate bill and the House bill; have a new bill; it would go back to the Senate and the House 

again to be voted on; then finally come to my desk. Our target date is to get this done by the fall. 

That's the bottom line. But keep in mind that even if we got it done in the fall, most of these 

changes would be phased in over several years. So it's not as if you're going to wake up tomorrow 

and suddenly the health care system is all changed completely...... That's going to take some time. 

It's not going to happen overnight." 

Source: (whitehouse.gov, 2009j)  

 

As shown by the quote in Box 7.23, Obama's communication outlines the remaining process 

needed to get a health care bill passed. In doing so, Obama highlights the complex process and 

difficulties that come from reconciling bills coming from both the House and the Senate. In 

highlighting this process, Obama is communicating why the delivery of the promises he made 

prior to entering office are taking time. This is further communicated through Obama's rhetoric 

highlighting the fact that the delivery of the changes that will come with health care reform will 

take years to implement. In essence, Obama's communication in this area helps in managing 

public expectations. This was one of the main reasons this suggestion was included in the initial 

framework. As such, Obama’s communication in these areas correlates with the initial 

framework.  

 

Suggestion found in a previous case study: 

Discussing other potential options 

Obama’s communication in discussing other potential health care reform options did correlate 

with the suggestion that stemmed from the first case study of this thesis. Again, while such 

communication was not present in all texts, it was normally present in those that afforded 

Obama more time to talk. The most obviously example of this was Obama's communication 

around the idea of a 'single-payer plan,' as seen in the quote below. 
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Box 7.24: Barack Obama – quoted by Keith Hennessey – 13/08/2009 
 
 

"A single-payer plan would be a plan like Medicare for all, or the kind of plan that they have in 

Canada, where basically government is the only person -- is the only entity that pays for all health 

care.  Everybody has a government-paid-for plan... government pays for everything, like Medicare 

for all.  That is a single-payer plan.... I have not said that I was a single-payer supporter because, 

frankly, we historically have had a employer-based system in this country with private insurers, 

and for us to transition to a system like that I believe would be too disruptive.  So what would end 

up happening would be, a lot of people who currently have employer-based health care would 

suddenly find themselves dropped, and they would have to go into an entirely new system that had 

not been fully set up yet. And I would be concerned about the potential destructiveness of that kind 

of transition. All right?  So I'm not promoting a single-payer plan." 

Source: (Hennessey, 2009) 

 

The quote in Box 7.24 is a prime example of the rhetoric Obama would use when speaking about 

a potential 'single-payer plan.' This communication shows two key cues that could have helped 

Obama show respect for this other potential option. Firstly, Obama briefly described what a 

'single-payer plan’ is. In doing so, Obama implicitly acknowledged the argument. Furthermore, 

Obama took the time to explain why he disagreed with this argument. In doing so, Obama 

implicitly showed a level of respect for the opposing argument without agreeing with it. Indeed, 

in other examples of such communication found Obama acknowledges how well such an option 

has worked in other countries, before explaining why he believed it would not work in the 

United States. 

 By using such rhetoric, Obama suggested he had considered options other than his own. 

Such communication should help Obama show that his drive to pass health care reform was not 

done out of stubbornness; a perception many first generation market-oriented governing 

leaders faced when making polarising decisions. Such communication can help in gaining 

respect for decisions, even if they do not agree with it. 

 

Social and governmental challenges overview 

Obama was effective in communicating several of the suggested cues that highlight social and 

governmental challenges. As has been noted many times throughout this chapter, Obama was 

often able to do this thanks to the less constraining text formats available to him. Obama often 

used real examples of aspects similar to his reforms being used in certain sections of health care 

to communicate the reasoning behind his decision. Obama also outlined health care reform 
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options other than the one he proposed; respectfully describing them before communicating 

why he believed they would not work in the American setting. Such communication cues may 

help present Obama as being well informed on key aspects related to making the decision on 

health care reform. Thus, while a portion of the American public may not have agreed with 

Obama's position on the issue, such communication should have resulted in them having a 

greater level of respect for his position on the issue. Such an image would help Obama stay clear 

of the reputation of being 'stubborn' that was gained by many first generation market-oriented 

governing leaders when they made polarising decisions. However, these positive characteristics 

could have been emphasised further if Obama had done more to communicate remorse and 

understanding for the potential hardships people would face due to his decision. While he did so 

when talking to medical professionals, such communication was lacking when the target 

audience for communication was Middle America.24  

 

Conclusion 

As Box 7.25 indicates, an overall assessment of this case suggests that Obama's communication 

highlighted his market-oriented qualities, as it correlating well with the initial framework of this 

study. Indeed, when looking at the coded data at a micro level, Obama's communication did 

correlate with most of the suggestions from the initial framework. 

 

Box 7.25: Review - Case Study 3 
Suggestion Correlated? Important points 

 
Listening (responsive & reflective) 

Early communication/ 
Encouraging public debate 
 

Yes Started communicating intention prior to entering 
office. 
 
Continued once in office. 
 
Extensive town hall meetings with public speaking to 
and listening to members of the public 
 

Respectfully responding to 
public concerns 
 

Yes Often noted ‘legitimate concerns’ or ‘good questions’ 
when challenged. Summarised the argument, noted 
why he disagreed or why he felt aspects of the policy 
criticised were needed. 
 

Visual evidence of the 
leader with members of the 
public 
 

Yes Especially Backyard town halls showed Obama 
talking with members of the American public. 
 
However, small signifiers of lack of respect and 
distance.  
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Rhetoric suggesting 
togetherness and affinity 
 

Yes Suggested he needed the public’s help to get effective 
health care reform done. 

 
Leadership 

Communicate delivery 
 

Yes Communicated a determination to get health care 
reform passed. 
 

Consistent message in line 
with party ideology  
 

No May not be appropriate. 

Focusing on own qualities 
 

Somewhat Attacked the actions of the previous administration, 
but normally indirectly and not often.  
 

Other visual and verbal 
cues associated with 
authority 
 

Yes Effective use of tone of voice to convey conviction 
and strength. 
 
Commanding visual presence with gestures 
signifying strength, conviction and vision. 

 
Honesty/Trustworthiness 

Communicate change in 
position (where 
applicable) 

Yes Outlined why he believed what he originally 
believed, and what information made him change his 
mind. 

Not reading from speech 
(where possible) 
 

Somewhat Used pre-written speeches, but did not suffer from 
the lack of eye contact or flat speaking patterns what 
would be expected from such communication thanks 
to his use of teleprompters. 

Be open about 
controversies and potential 
problems 
 

Yes See Communicate change in position (where 
applicable) 
 

Being open and honest in 
response to media 
questions 
 

Yes While occasionally perturbed by aggressive 
interviewers, Obama would give open answers to the 
questions asked. 

Communication of non-
political personality 
 

Yes Related issue back to his families experiences. 

Other visual and verbal 
cues associated with 
honesty, trustworthiness 
and openness 
 

Yes Changed attire to seem more casual and relatable 
when being asked questions. 

 
Common goals/ Benefits of decisions 

Communicate benefits of 
decision 
 

Somewhat Did have a clear list of benefits the public would see 
as a result of the decision. 
 
However, did so too much, especially in texts 
designed to show Obama was in touch. 
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Communicate end goals 
that resonate with the 
public 
 

Yes Three clear goals that were consistent with Obama’s 
overall communication strategy. Sometimes used as 
a replacement for benefits when he did not have 
time to go into detail.   

 
Social and governmental challenges (effect on decisions) 

Showing remorse for hard 
yet necessary decisions 
 

No Only one example was found relating to a very 
tightly targeted audience. 

Communicate decision 
making process 
 

Yes Outlined what needed to be done and why it would 
take time (expectation management). 

Publically reveal as much 
as much information as 
possible 
 

N/A Not used 

Communicate lack of 
delivery 
 

Yes See Communicate decision making process. 
 

 
Suggestion found in a previous case study 

Communication suggesting 

relationship with members 

of other political parties 

 

Yes Communicated willingness to work with members 
from both parties on the specifics of the reforms. 

Discussing other potential 

options 

 

Yes Outlines single-payer plan option and why he does 
not think it would work in the US, even though it 
works overseas. 

 

 That said, when watching the texts analysed more broadly, this is less evident. This is because 

of Obama’s tendency to oversell the benefits the public should see as a result of the decision. 

While such communication is obviously encouraged by the initial framework, too much hurts 

the overall perception of the individual media texts. This is especially the case in texts designed 

to show Obama talking with, and listening to, members of the public. Under all four main 

suggestions under the Listening quality of the initial framework, the analysed material 

suggested that Obama promoted it well. The Fall Church backyard town hall example is 

probably the best example of this problem. When treating the initial framework like a check list, 

Obama’s communication ticks all four boxes under Listening. This would suggest Obama is in 

touch with the public, a corner stone of market-oriented behaviour. However, when looking at 

the actual detail of the verbal communication, it is actually Obama selling his policy, other 

members of the public selling his policy, and people giving him prompts in the form of questions 

to sell his policy. So while it looked market-oriented, it was clearly not actually market-oriented. 

This problem emphasises a point made in the introduction of this thesis. The framework for 
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market-oriented governing leaders’ communication is not intended to highlight how out of 

touch leaders can seem in touch. As the findings from this case study would suggest, in order for 

a governing leader to use market-oriented communication effectively, they must actually 

practice market-oriented behaviour. If not, the communication falls into the sphere of 'selling.' 

And, as history shows, the public often see through such communication (for example, see: Lees-

Marshment, 2001: 134-80). 

 During this case study it became clear that one aspect of the initial framework that 

needs attention was the lack of communication that even implicitly suggested some level of 

party ideology was involved in the decision Obama was making. This suggests that such 

communication is actually not applicable for non-campaign communication, where the 

politician are trying to communicate with the public at large rather than simply potential voters. 

A summary of such lessons can be seen in Box 7.26.   

  

Box 7.26: Important lessons from Case Study 3 

• With a greater opportunity to speak at length, Obama was able to talk more broadly 

about the issue and present a more personal quality to the communication. 

• Communication relating back to party ideology may not be appropriate in general non-

campaign communication. 

• Too much selling of the benefits the public will see as a result of a decision can hurt the 

overall perception of texts designed to show the leader is in touch with the public.  

 

This case study also highlighted suggestions to improve the framework, because it showed how 

the difference in the structure of governing leadership communication helped Obama 

communicate more broadly around the issue compared to what his New Zealand counterpart 

could. More specifically, with more of Obama’s communication being produced by the 

Administration than his New Zealand counterpart, Obama was afforded the time to present both 

verbal and visual signifiers of less issue-specific communication. Most notably, Obama was able 

to better communicate his non-political personality through rhetoric on health care. The 

extended length of Obama’s communication also highlighted two new potential additions to the 

model in its revision. Both suggestions fall under the Listening quality, as seen in Box 7.27.  
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Box 7.27: Potential new suggestions for framework from Case Study 3 

Open and encouraging of 

public questioning 

Listening 
 

Associated with being open 

and honest in response to 

media questions, leaders 

should also be open and 

encouraging of public 

questioning. 

 

Retelling of ordinary peoples' 

stories 

Listening Retell stories from regular 

people the leader has met to 

show they are in touch. Also 

gives empirical evidence to 

the points they are making.  

 

 

The following chapter will examine President Barack Obama’s communication on the issue of 

Recovery Act investment. 
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SECTION TWO 

CHAPTER EIGHT 
BACAK OBAMA: RECOVERY ACT 

INVESTEMENT 
 

 

Introduction 

The American Recovery and Reinvestment Act of 2009, commonly referred to as the Recovery 

Act, was the most consistently publically salient policy issue during Obama’s first term in Office 

(Grunwald, 2012: 256). Its consistency stems from the initial stages of the Act were signed 

within a month of Obama being sworn into office and, due to its size, new aspects of the Act 

were being announced throughout the term. But most importantly, the Act’s focus on economic 

investment came when the United States was suffering its worst economic recession since the 

Great Depression. Therefore, it is not surprising that the general issue of the economy was 

considered by the public to be the most important problem facing the country at the time 

(Jones, 2009). Among a large range of initiatives, the nearly US$800 billion Act included 

government investment into health, education as well as infrastructure. The long term reception 

accorded to the Act has been polarised (Newport, Jones, & Saad, 2010). Criticism of the Act came 

from both the ideological left and right. Criticism from the right often suggested that the Act 

involved too much government intervention. They argued that "[l]ower tax rates and a 

reduction in the burden of government are the best ways of using fiscal policy to boost growth." 

(Cato-Institute, 2009) Conversely, criticism from the left often suggested that the Recovery Act 

did not invest enough. They argued that, in order to gain bipartisan support, the policy did not 

"even cover one third of the (spending) gap." ("Nobel Laureate Paul Krugman: Too Little 

Stimulus in Stimulus Plan," 2009)  

 Broadly speaking, Obama’s communication on this issue correlated with the initial 

framework of this study. Due to the economic crisis that predicated the Recovery Act, Obama’s 

concentration seemed to be on showing competency and decisive leadership qualities rather 

than deliberative ones, even though this was hindered by Obama’s consistent attacks on the 

previous administration.  
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Listening (responsive & reflective) 

Early communication/ Encouraging public debate 

 Obama's communication on this issue started in late November 2008, when the President-Elect 

announced that he had directed his economic team to come up with a recovery plan. This was 

seen as an urgent issue needing action. Work on the bill started two months before then 

President-Elect Obama was sworn in and Obama signed the Act into law less than a month into 

his official presidency. Obama noted his intention to sign the plan soon after taking office, as 

shown in Box 8.1.    

 

Box 8.1: President-Elect Barack Obama - Your Weekly Address - 21/11/2008 

 

"I have already directed my economic team to come up with an Economic Recovery Plan that will 

mean 2.5 million more jobs by January of 2011 – a plan big enough to meet the challenges we face 

that I intend to sign soon after taking office. We’ll be working out the details in the weeks ahead, 

but it will be a two-year, nationwide effort to jumpstart job creation in America and lay the 

foundation for a strong and growing economy." 

Source: (ChangeDotGov, 2008)  

 

The quote in Box 8.1 suggests the specifics of the Act had not been finalised, most explicitly 

shown in the two underlined sections. But the President-Elect's communication also suggested 

that the matter would be resolved quickly by the economic team. This suggests that what 

needed to be finalised were a few specific details. Therefore, such communication did not 

indicate the issue was up for public debate. So while Obama started communication on the issue 

as early as realistically possible, the communication did not encourage public discourse, which 

does not correlate with the initial framework.  

 However, the context surrounding this issue needs to be taken into consideration. 

Indeed, Obama highlighted the urgency of the Act to deal with the economic crisis, as shown by 

the quote in Box 8.2. 

 

Box 8.2: President-Elect Barack Obama - Speech - Bedford Heights, OH - 16/01/2009 
 

"The need for us to act is now. It's never been more urgent..... That's why I've moved quickly to 

work with my economic team and leaders of both parties on an American recovery and 

reinvestment plan that will immediately jump-start job creation and long-term growth. And I'm 

pleased that Congress has seen the urgency as well and is moving quickly to consider such a plan." 

Source: (ChangeDotGov, 2009) 
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The quote in Box 8.2 highlights why normal levels of public consultation were not permissible in 

the case of this decision. While not an ideal scenario, in situations of such urgency the 

importance of quick and decisive action is more important than deliberation (Lilleker & Lees-

Marshment, 2005b: 33). It could be argued it is a necessary part of being in government and 

handling a crisis, when communicating decisive and competent leadership takes precedence 

over communication suggesting deliberation. The background and context of an issue can effect 

communication which needs to be considered when reflecting on the framework.  

 

Respectfully responding to public concerns 

While Obama responded to public criticism and concern, it was normally not explicit. One of the 

major criticisms around the Recovery Act was that it would add to the already large deficit the 

Government had. Therefore, in his communication on the issue, Obama would highlight the fact 

that the decision did mean they would be adding to the deficit, as seen by the first quote in Box 

8.3.  

 

Box 8.3: Barack Obama - Your Weekly Address - 14/02/2009 

 

"[W]e've inherited a trillion dollar deficit, which we must add to in the short term in order to jump-

start our sick economy….” 

 

“Now, some fear we won't be able to effectively implement a plan of this size and scope, and I 

understand their scepticism. Washington hasn't set a very good example in recent years.” 

 

Source: (whitehouse.gov, 2009b) 

 

In such communication Obama would note that in order to do what he believes was required to 

fix the problem they needed to add to the deficit. Again, such communication acknowledged a 

concern already present and often noted by those who criticised the Act. That said, when it 

came to public criticism, Obama never explicitly highlighted that this particular problem, or any 

other, was a public concern. Obama was implicitly acknowledging that the criticism was correct. 

But Obama would do so to explain his reasoning for doing so, as shown in the underlined part of 

the quote.  

In the few examples where Obama did explicitly highlight public concern, Obama's 

response did not correlate with the initial framework. This can be seen in the second quote in 

Box 8.3. In such communication Obama would suggest he understood such concerns. However, 

Obama would do so by often using it as a link to peoples lack of faith in the Government. More 
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specifically, he would link it back to the failings of the previous administration, or as a prompt 

for him to talk about his personal determination. In other words, Obama used it as a way to 

promote his determination rather than to acknowledge and respond to the concern itself. Thus, 

the communication acknowledging their concern came across as disingenuous. Thus, overall, 

Obama's communication only somewhat correlated with this suggestion in the initial 

framework. 

 

Visual evidence of the leader with members of the public 

The analysis of Obama's communication on this issue suggested the President did not effectively 

provide visual evidence of interactions with members of the public. As a ratio, far more audio-

visual texts presented Obama giving speeches at sights of Recovery Act investment projects and 

at the Whitehouse than were found for the previous case study. As a result, many of the texts 

analysed had Obama isolated from members of the public. In essence, the visual communication 

normally included Obama standing at a podium alone, with fellow political elites, or with those 

in charge of the project receiving investment. Examples of this can be seen in Box 8.4. 

 

Box 8.4: Common visual communication of Obama in Recovery Act texts 

 

Speech - Las Vegas, NA - 27/05/2009 

 

 

Speech - U.S. Conference of Mayors – 

Washington D.C. – 21/01/2010 

 
 

Source: (whitehouse.gov, 2009o, 2010o)  
 

 

Again, such visual communication is understandable considering the context of many of these 

texts. But such communication highlights the problem of being in office noted in the literature 

review chapter of this thesis. Being in government often results in more visual evidence of the 

leader with other political and social elites rather than regular people. It is possible that 

Obama’s communication involved less public consultation as a decision on the issue had been 

made by the time Obama started frequent communication. That said, as suggested earlier in this 

thesis, governing leaders need to engage in market-oriented communication even when 
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decisions have been made. This, of course, means showing the leader is in touch, even in 

retrospect. Since much of the material analysed was controlled by the Obama administration, 

they could have been more productive in including footage of Obama talking to workers and 

audience members at the sites of the events where permitted. This could have been attached at 

the beginning and/or end of the texts. As it stands, the majority of communication exclusively 

presents Obama talking to people, rather than with members of the public.    

 Even in the twenty audio-visual texts designed to show Obama directly interacting with 

members of the public25 such visual communication was surprisingly lacking. Most notably, four 

of the six backyard town hall meetings Obama hosted on the issue lacked such communication. 

These visual texts, filmed by and uploaded onto the Administration website, were shot mainly 

using close up shots. Examples of this can be seen in Box 8.5.  

 

Box 8.5: Illustration of Obama in backyard town halls 

 

Backyard Town Hall - Albuquerque, NM – 
28/09/2010 

 

Backyard Town Hall - Des Moines, IO - 
29/09/2010 

 

 Source: (whitehouse.gov, 2010b, 2010c) 

 

The visual communication in such texts almost exclusively showed Obama without the 

members of the audience he was speaking to.26 Obama did answer questions from the people in 

attendance in the latter half of these events. However, the visual communication did not 

enhance the notion that Obama was connected to these people. This is a surprising visual 

strategy considering the purpose of these backyard town halls was to present Obama intimately 

interacting with the American public. Obviously this lack of visual communication explicitly 

showing interaction between Obama and members of the public was a failure of those creating 

the content.  

 In saying that, there were a few visual cues that hindered the image of Obama 

connection with the audience that were directly a result of Obama’s visual cues. One of these 

notable cues was found in two backyard town hall meetings analysed. At one point during each 
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of these texts Obama was shown reading a card handed to him by one of his assistants. In each 

case Obama would read the card as an audience member asked him a question. This is 

highlighted by the screenshots in Box 8.6. 

 

Box 8.6: Obama not paying attention to person asking question 

 

Backyard Town Hall - Columbus, OH - 

18/08/2010 

Backyard Town Hall - Fairfax, VA - 

13/09/2010 

 

Source: (whitehouse.gov, 2010e, 2010i) 
 

 

Such visual communication can be interpreted as suggesting a lack of respect by Obama for the 

person asking the question. In such situations it may have been better for Obama to either wait 

until the question was finished before reading the note, or politely asking the questioner to stop 

for a second so he can read the message.  

Again, overall those creating the final text failed to present this effectively. However, 

since the communication was created by the Administration, this still falls back on Obama. 

Research suggests that people take in visual cues much more than what politicians say (Maarek, 

1995; Masters & Sullivan, 1989). So, again, the effectiveness of such communication in 

presenting a connection between Obama and the public is compromised. 

  

Rhetoric suggesting togetherness and affinity 

One area that Obama's communication correlated with the framework of this study was in his 

communication suggesting togetherness and affinity with the public. Interestingly, considering 

the theme of the previous section of this chapter, much of Obama's verbal communication 

within these texts did promote Obama’s happiness to interact with members of the American 

public. Notably, one of the common themes observed throughout the backyard town halls was 

Obama beginning by noting how refreshing and important it was to get out of the White House 

and talk to the American people. This is shown by the quote in Box 8.7. 
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Box 8.7: Barack Obama - Backyard Town Hall - Richmond, VA - 29/09/2010 

 

“This is really a casual setting, so I hope that we just open it up for a good conversation about 

where the country is at, where it’s going, how folks are feeling down here in Richmond.  I want to 

hear from you at least as much as you’re hearing from me. I find this really useful to me because 

when you’re in Washington all the time and you’re in these battles, sometimes you’re in what’s 

called the bubble.  And I’m always trying to do what I can to break out of it and be able to get back 

with folks and have a conversation.” 

Source: (whitehouse.gov, 2010d) 

 

The quote above highlights the value Obama places on interactions with the public. Such 

communication also highlights the challenges of government highlighted at the beginning of this 

thesis. In this case Obama specifically identifies the bubble effect that can come with the time 

restraints that accompany being President.  

 More generally, Obama promoted this togetherness and affinity through his 

communication of needing the American people to help him to help him through the difficult 

period; not surprising considering the harsh economic conditions of the time. This 

communication would often come in his closing remarks of a speech, press conference or town 

hall meeting. An example of which can be seen in Box 8.8. 

 

Box 8.8: Barack Obama – Town Hall – Los Angeles, CA – 19/03/2009  

 

“And that is exactly what I intend to do. But I cannot do it without you, the American people. As I’ve 

said many times, change in this country comes not from the top down, but from the bottom up. 

That’s why I’m here today – because it will take all of us talking with one another and all of us 

working together to see our nation through this difficult time and bring about a brighter day.” 

Source: (whitehouse.gov, 2009w)  

 

Obama's togetherness and affinity with the public was further emphasised by his 

communication highlighting his knowledge of the town, city or state he was speaking in. In such 

communication Obama would highlight a history of accomplishments that would relate to the 

area he was speaking in, as seen in Box 8.9. 
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Box 8.9: Barack Obama - Speech - Columbus OH - 18/06/2010 

 

"From the very first railroads to the Interstate Highway System, our nation has always been built 

to compete.  And you know, the history of Ohio is a testament to that.  Nearly two centuries ago, 

our nation's first federally funded highway -- the National Road -- was extended across Ohio, 

bringing a generation of settlers west to this new frontier, and paving the way for the automobile 

that would transform our landscape."   

Source: (whitehouse.gov, 2010h) 

 

Such communication may not have directly suggested a connection between Obama and those 

consuming the final text. However, it does suggest a connection between Obama and the public 

within the text. Overall Obama's ability to use communication that promoted togetherness and 

an affinity with the target audience did correlate with the initial framework. By highlighting his 

need to talk to the people to stay in touch, his need for them to be behind him, or by relating 

back to the local community, Obama promoted the 'in touch' quality that may have been lacking 

due to urgency under which this decision was made. Thus, Obama’s communication correlated 

with the framework in this area.  

 

Suggestion found in a previous case study: 

Retelling of ordinary peoples’ stories 

Another trend in Obama's communication that suggested he was in touch with the public was 

his use of rhetoric that suggested he had talked to ordinary people about how the issue had 

affected them. In such communication Obama would retell stories about people he had met, or 

had received letters from. More specifically, Obama would often note how, thanks to Recovery 

Act investment, owners of small businesses were able to grow their business again and rehire 

staff. An example of this can be seen in Box 8.10. 

 

Box 8.10: Barack Obama – Speech – 25/05/2010 
 

“I just met with Trapper Clark and Tom Sturtevant, who are the state of Maine’s Small Business 

Owners of the Year.  They started a company that manufactures aluminium trailers about four 

years ago with twenty employees.  They’ve grown rapidly over the last few years, and that growth 

has been supported by a Recovery Act loan from the Small Business Administration.  They also got 

some fees waived.  And today, they have 85 employees, are planning to add another 15 by the end 

of this year, and hope to add another 30 by the end of 2011.” 

Source: (whitehouse.gov, 2010j) 
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This type of communication by Obama, again, highlighted that fact that Obama had talked and, 

more importantly, listened to members of the public about the issue. Through explicit examples, 

such communication reinforced the idea that Obama was 'in touch' with the American public. 

Furthermore, such communication also allows Obama to use empirical examples to illustrate 

and give validity to the points and arguments he made. Therefore, this suggestion will be 

reviewed in Section Three of this thesis. 

 

Listening overview 

Obama's communication of listening and in touch qualities only somewhat correlated with the 

initial framework of this study. But this was in part due to the context of the issue being 

communicated. Obama’s communication was strong in suggesting togetherness and an affinity 

for the American people. This was done by highlighting the common values and characteristics 

that Obama and American people hold dear. Obama also showed a respect for criticism and 

concerns around the issue. While not explicit in labelling them as public concerns, he did not 

deny that the decision did indeed add to the Government deficit before explaining why he was 

doing that. 

 Obama started communication as early as realistically possible. However, outside a few 

specific details, his rhetoric implied that the decision had already been finalised. This may have 

been needed given the context of the situation. As Obama's decision was around a perceived 

crisis, showing swift and decisive action was probably more important than highlighting public 

consultation on the issue before it was made. This is not to say Obama should not have shown 

himself engaging with the public on the issue after the decision had been made. While plenty of 

evidence was found showing Obama talking to the public about the issue, very little showed 

Obama explicitly talking with them. Furthermore, the visual communication analysed 

emphasised this problem, even in communication explicitly designed to show Obama 

interacting with the public.27  

  

Leadership 

Communicate delivery 

As already noted, much of Obama's communication on this issue came after the decision had 

been made. Therefore, it is not surprising that Obama's communication highlighting delivery 

correlated with the initial framework. Most notably, Obama’s communication around delivery 

related to the positive steps the economy was taking forward thanks in part to the Recovery Act. 

Furthermore, Obama often linked this to his time as President. This can be seen in the quote in 

Box 8.11. 
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Box 8.11: Barack Obama – Speech - Dallas, TX – 09/08/2010 

 

“The month that I was sworn in, we lost 750,000 jobs. Subsequently, we lost 600,000 jobs in each 

month after that.  The stock market plunged; the country had lost trillions of dollars worth of 

wealth.  And people were talking about us possibly tipping into a Great Depression. And so we 

knew we had to act quickly, and we did.  And as a consequence of the actions we took, not all of 

which were popular at the time, we were able to stabilize the financial system and get finance 

circulating again.  We were able to stabilize the economy, stop just the complete bloodletting of 

jobs throughout the economy.  And whereas we were losing 750,000 jobs every single month, we 

have now seen private sector job growth for seven consecutive months.  Where we were 

contracting at a rate of 6 per cent per quarter, we’re now growing once again.” 

Source: (whitehouse.gov, 2010k) 

 

The quote in Box 8.11 explicitly notes that it was because of the decision made that the 

American economy was doing better than it had been beforehand. While Obama does not 

explicitly partner this delivery with himself as a leader, he does imply the connection. This is 

done in two ways. Firstly, Obama notes that these are policies ‘we've put in place.’ When Obama 

uses the term "we" in the underlined instances above, he is including himself in the collective. 

More importantly, Obama implies his connection to the delivery by highlighting the difference in 

employment just prior to him taking office and after. Such communication suggests that these 

goals were achieved under Obama's watch, even if he does not directly associate the delivery 

with himself. Such communication by Obama promotes his competent leadership skills; able to 

deliver in tough situations. Emphasising such qualities is extremely important around issues 

link this, as it demonstrates his ability to be effective in crises. Thus, Obama’s communication 

correlates with this section of the framework.  

  

Consistent message in line with party ideology  

Obama did use consistent communication that seemed to be implicitly in line with party 

ideology. Yet the connection between the communication and party ideology was not strong. 

The most notable example of this was Obama's communication in some texts that suggested his 

vision for a new economic future. An example of this can be seen in Box 8.12. 
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Box 8.12: Barack Obama - Your Weekly Address - 30/10/2009 

 

"The economy we seek is one where small businesses can flourish and entrepreneurs can get the 

capital they need to plant new seeds of growth. The economy we seek is one that’s no longer based 

on maxed out credits cards, wild speculation, and the old cycles of boom or bust – but rather one 

that’s built on a solid foundation, supporting growth that is strong, sustained, and broadly shared 

by middle class families across America.  That is what we are working toward every single day. And 

we will not stop until we get there." 

Source: (whitehouse.gov, 2009x) 

 

As is the case in Box 8.12, certain texts analysed highlighted Obama suggesting a move away 

from a 'boom or bust' economic model. He would communicate a desire to contribute to a 

rebuilt American economy where those who worked hard got rewarded. This was often 

connected to ideals about rewarding the working and middle classes. Such communication 

seems to be in line with traditional Democratic Party ideology (Fenn, 2014). It seems to suggest 

an ideological belief in reducing the economic disparities between the upper and lower socio-

economic groups. Such communication suggested this is in line with Obama’s own personal 

beliefs. Furthermore, by communicating such information, Obama may have been be able to 

establish or strengthen a connection with those who shared such beliefs.  

 However, again, this connection is not strong; more likely a coincidence than Obama 

explicitly playing to Democratic traditions. This is understandable, considering the fact that the 

party system in the United States is not as strong as in many western democracies (Trent, 2011: 

5-6). While this may somewhat correlate with the initial framework, this is still an area of the 

framework that will be addressed when revising the framework.  

 

Focusing on own qualities 

The analysed material suggested that Obama's communication on this issue focused too much 

attention on the opposition. A large theme in Obama's communication included placing blame 

for the economic downturn on the previous administration. In particular, Obama had a tendency 

to heavily associate the economic problems, such as the high deficit, with the Bush era tax cuts 

of the early 2000s. Obama would suggest that the Bush era tax cuts were introduced without a 

way of paying for them. Thus Obama suggests those involved should not have the right to 

criticise the Recovery Act or have the ability to make decisions. An example of this can be seen 

in Box 8.13. 
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Box 8.13: Barack Obama - Speech – Kansas, MI - 08/07/2010 

 

"These folks drove the economy into a ditch, and they want the keys back. And you get to say the 

same thing to them that you said to your teenager: You can't have the keys back, because you don't 

know how to drive yet." 

Source: (whitehouse.gov, 2010l) 

 

Such communication does not help Obama maintain the image of having strong leadership 

characteristics. Firstly, such communication is inconsistent with the listening leadership image 

Obama tried to promote. This could be especially detrimental in communication on this issue 

since it runs counter to his communication on trying to get bipartisan support, as highlighted 

later in this chapter. Furthermore, by concentrating attention on the previous administration, 

Obama risked insinuating he was defensive on the issue; attacking the opposition rather than 

focusing on the strengths of his own argument. 

 Such communication may have been acceptable early in his presidency, when the 

economic circumstances were still associated with the previous administration's time in power. 

But the example in Box 8.13 came almost eighteen months into Obama’s presidency. By this 

time the President of the day should have avoided blaming others for how circumstances were 

under their watch, even if their point was legitimate. Thus, Obama’s communication did not 

correlate with the initial framework of this study.   

 

Other visual and verbal cues associated with authority 

In the analysis of Obama’s communication on the issue of Recovery Act investment there were 

many verbal indicators that suggested Obama possessed strong and decisive leadership 

qualities. Some of these have been noted throughout this chapter. However, while frequent, 

many of these verbal indicators were very small. More precisely, these indicators would often 

come from the choices in language Obama made. For example, Obama would often note that he 

would find it ‘unacceptable’ to lead America into a future where the economy did not get past 

the recession. Obama would also note how he was ‘determined’ and ‘committed’ to see such a 

result. Or, Obama would talk about how he 'demanded' that those in Washington work hard to 

come up with solutions that would work to create more jobs and grow the economy.  

 More broadly, Obama consistently communicated his determination to get past the 

economic problems faced at the time; and that he believed that the Recovery Act was part of the 

solution. In such communication, Obama would highlight his investment in getting results by 

pinning his belief in his decision against his desire to be re-elected, as seen in the quote in Box 

8.14. 
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Box 8.14: Barack Obama - Town Hall - Costa Mesa, Orange County, CA - 18/03/2009 

 

"We've got to get past this petty bickering, the constant trivialization of politics, and focus on 

getting the job done..... I didn't run for President to pass on our problems to the next generation, or 

the next President.  I ran for President to solve these problems so that you've got a better shot in 

life.......  If I could get done what I think needs to get done in four years, even if it meant that I was 

only President for four years, I would rather be a good President taking on the tough issues for four 

years than a mediocre President for eight years." 

Source: (whitehouse.gov, 2009v) 

 

Such communication implies Obama has strong personal conviction; that he is determined to 

get results. This was most explicitly seen in the underlined sections of the quote, which have a 

theme of "getting the job done." Furthermore, Obama communicates the importance of making 

tough decisions. He does so by suggesting that he would be willing to risk losing his job if it 

meant doing the best job possible. This implies his willingness to make unpopular decisions if 

necessary; again implying personal conviction. 

 These verbal cues were backed up somewhat by the visual cues found. Again, in the 

visual imagery of Obama, the President had a commanding presence. When speaking to an 

audience Obama would often present broad body language and a lively determined expression 

on his face. He would often softly shake his fist or shake his finger, not pointing directly at 

people, but to show conviction. A good illustration of this can be seen is seen in Box 8.15. 

Through body language and dress, Obama was able to convey confidence and authority. 

 

Box 8.15: Barack Obama - Speech - Wakarusa, IN – 05/08/2009 

 

 
Source: (whitehouse.gov, 2009d) 
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However, such visual cues were not as prevalent in the texts analysed for this case study as in 

the last. There were a number of reasons for this. Firstly, as will be discussed in more detail 

later in the chapter, Obama did not use a teleprompter as often when using pre-written notes 

and full speeches. Rather, Obama would read from the notes in front of him. In doing so, 

Obama’s body would become more slouched, noticeably narrowing his shoulders. In essence, 

Obama was less often able to maintain the broad body language that signifies strength and 

authority.  

 Thus, while Obama did show verbal and visual cues that correlate with the initial 

framework, they were not as common as frequent or effective as they could have been. Again, 

this is surprising, considering the context of the issue suggested the need for a strong and 

competent leader. In saying that, Obama’s visual and verbal cues did still correlate with the 

initial framework.  

 

Expanding suggestion found in a previous case study: 

 Communication suggesting relationship with members of other political parties 

Certain aspects of Obama’s communication suggested he had a good working relationship with 

members of both major US political parties, especially early on. As noted in the chapter prior, 

the ability to show this quality is especially important in the American context, due to the lack of 

unified party voting blocks. Thus the ability to show a positive relationship with members of 

both parties in order to develop and produce results is very important. This was even more 

important in the context of this case study as the issue needed an urgent decision. Furthermore, 

in this case study Obama’s communication also highlighted Obama’s working relationship with 

other important stakeholders. This is best seen in the quote in Box 8.16. 

 

Box 8.16: Barack Obama - Denver, CO - 17/02/2009 
 

“It's the product of broad consultation and the recipient of broad support -- from business leaders, 

unions, public interest groups, from the Chamber of Commerce and the National Association of 

Manufacturers, as well as the AFL-CIO. From Democrats and Republicans, mayors as well as 

governors. It's a rare thing in Washington for people with such diverse and different viewpoints to 

come together and support the same bill. And on behalf of our nation, I want to thank all of them 

for it.” 

Source: (whitehouse.gov, 2009t)  

 

Such communication suggests Obama has the ability to work with numerous groups to get a 

decision made; thus highlighting his administrative qualities. Also, such communication 
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highlighted Obama’s willingness to listen to constructive ideas from multiple sources, no matter 

what political allegiance they had. It may have been important for Obama to communicate such 

qualities on issues such as this. This is not only due to the urgency of the issue, but also due to 

the fact that Obama’s listening qualities in regard to the public were noticeably absent before 

the decision was made. 

 Again, it should be noted that, in this case, Obama extended the scope of who he 

suggested he was working with. Obama not only highlighted his ability to work with politicians 

from other parties, but other stakeholders as well. Therefore, this suggestion found during 

earlier case study analysis can be expanded later in the revised model. 

 

Leadership overview 

Overall, Obama's communication somewhat correlated with the initial framework. Importantly, 

Obama was effective in communicating delivery on the issue while he had been President, even 

though at times this was not explicit. This is not surprising considering a vast majority of 

Obama's communication on this issue came after the decision had been made. Obama was also 

able to use consistent, yet normally small, verbal cues to reinforce an image of having strong 

and decisive leadership qualities. Broadly speaking, Obama would emphasise his determination 

to “get the job done,” going as far as to suggest his willingness to lose Office in order to do the 

right thing. Such communication further suggests personal conviction. This is a quality 

important to communicate on issues of urgency, where competence and drive take precedence 

over deliberation. This quality was somewhat backed up by visual cues found.  

 However, they were not found as frequently as expected. Relying on speeches without 

using a teleprompter meant Obama's ability to use broad body language and eye contact to 

signify strength and authority was hindered. Furthermore, Obama's frequent communication 

relating economic problems back to the Bush administration goes against the framework of this 

study. While such communication may be more acceptable near the beginning of his time in 

office, it was less acceptable eighteen months later. Obama was not effective at promoting party 

ideology within his communication. Some of the more consistent communication found during 

analysis did imply a level of ideology that does fall in line with Democratic Party ideals. That 

said, this seemed more coincidental than purposely done. 

 

Honesty/Trustworthiness 

Not reading from speech (where possible) 

As noted earlier in this chapter, Obama used pre-written speeches without teleprompters quite 

often in communication on this issue. If teleprompters were only used as notes rather than to 

read full speeches then this is somewhat understandable. By relying more heavily on notes 

191 
 



Section Two Chapter Eight Recovery Act Investment 
 

Obama was able to present more complex information about this large scale issue than would 

have otherwise been possible. Yet, as a result, Obama was less able to maintain consistent eye 

contact with the audience he was speaking to. This can be seen in the collection of screenshots 

in Box 8.17.  

 

Box 8.17: Obama reading from notes in front of him 

Speech – Pittsburgh, PN - 02/06/2010 

 
 

Speech – Kokomo, IN - 23/11/2010 

 
 

Speech - Arcadia, FL - 27/10/2009 

 

Speech - Washington D.C. - 07/08/2009  

Source: (whitehouse.gov, 2009e, 2009n, 2010f, 2010n)  

 

Obama’s lack of eye contact was also present in communication formats where direct eye 

contact with the camera, thus simulating eye contact with the viewer, is usually found. This was 

most evidently seen in several 'Your Weekly Address' online video journals where Obama 

talked about the issue. While in these texts Obama did not look down at his notes, it was clear 

that Obama was looking at a teleprompter slightly off camera. This can be seen in the screenshot 

in Box 8.18. 
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Box 8.18: President-Elect Obama looking slightly off camera - Your Weekly Address - 

21/11/2008 

 

 
Source: (ChangeDotGov, 2008) 

 

During speeches in front of a live audience the use of teleprompters is not glaringly obvious, as 

the leader often seems to be scanning the audience rather than going from one teleprompter to 

another. However, in text formats where eye contact with the camera is expected, the lack of it 

is glaringly obvious. As a result, Obama's ability to illicit a connection and trust with the viewer 

is hindered. Furthermore, the fact that Obama's communication is pre-planned is also more 

obvious. Thus, Obama's ability to present his communication as authentic is also hindered. So, 

Obama's communication did not correlate with this suggestion of the initial framework. 

  

Communication of non-political personality 

The coded material highlighted a lack of evidence of Obama communicating his non-political 

personality. Only two pieces of communication found showed Obama directly relating the issue 

of Recovery Act investment to his non-political personality. Not surprisingly, these examples 

were found in the more intimate setting of backyard town halls. In both cases Obama would 

relate the goal of improvement in the economy back to the luxury he and his wife had, despite 

coming from average families when they were growing up. This can be seen in Box 8.19. 
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Box 8.19: Barack Obama – Backyard Town Hall - Fairfax, VA - 13/09/2010 

 

"And my wife and I, we came out of hardworking families who didn’t have a lot. But because the 

economy was growing, because there was an emphasis on what was good for the middle class, we 

were able to get a great education. We were able to get scholarships.  Michelle’s dad worked as a 

blue-collar worker, but just on that one salary he was able to provide for his family and make sure 

that they always had enough and the kids had opportunities." 

Source: (whitehouse.gov, 2010i) 

  

By relating his goal back to how the economy of yesteryear worked for him and his family, 

Obama is making himself more relatable. Furthermore, by communicating a real life example of 

how economic growth has affected him personally, Obama lends validity to the argument he is 

making. This may have led to a greater level of trust in Obama, and thus a greater willingness to 

accept a polarising decision he made. 

 However, again, only two examples of Obama relating the issue back to himself found in 

all the analysed material. There are several reasons why this might be. Firstly, as noted earlier 

in the chapter, much of Obama's communication on this issue focused on the finer details of the 

decision. In doing so, it may have been harder for Obama to connect the information back to his 

own personal experiences. Furthermore, as the issue of Recovery Act investment was an 

economic issue, rather than a social issue like health care reform, Obama may have decided to 

concentrate his attention on seeming like a competent leader rather than a relatable figure. This 

may have been especially prudent considering the urgency and magnitude of the issue. Again, 

this suggests context is important in how a governing leader chooses to communicate. This will 

be addressed in Section Three of this thesis. 

 

Other visual and verbal cues associated with honesty, trustworthiness and openness 

There were several other visual and verbal cues in Obama's communication that suggested 

honesty, trustworthiness and openness. The most explicit example of this was in Obama's 

promotion of a website, recovery.org, that allowed the public to see how Recovery Act money 

was being spent. An example of  this can be seen in Box 8.20.  
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Box 8.20: Barack Obama - quoted by Schroyer 2009 

 

"It's a plan that's been put together without earmarks or the usual pork barrel spending. It's a plan 

that will be implemented with an unprecedented level of transparency and accountability. And we 

expect you, the American people, to hold us accountable for the results. And that's why we've 

created recovery.gov. A web site so that every American can go online and see how this money is 

being spent and what kind of job is being created, where those jobs are being created. We want 

transparency and accountability throughout this process." 

Source: (Schroyer, 2009) 

 

Obama's communication around this website stressed the importance of transparency and 

accountability, as shown most clearly in the underlined text. In doing so, Obama implies he is a 

trustworthy leader. Furthermore, such communication also suggests Obama's confidence in the 

decision itself, as he is willing to have the public see the finer details of it.  

 Obama’s visual cues in communication on this issue were similar to those found in the 

previous case study. To reiterate a point made, an interesting finding in the texts analysed was 

Obama’s tendency to alter his dress in accordance with the context of his communication. A 

good example of the type of attire Obama was often seen in was evident in a photo attached to 

the whitehouse.gov webpage on the backyard town hall Obama hosted in Des Moines, IO.  

 

Box 8.21: Barack Obama - Backyard Town Hall - Des Moines, IO - 29/09/2010 

 
Source: (whitehouse.gov, 2010c) 
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Again, the image in Box 8.21 shows Obama in smart, yet not overly formal clothing for the 

backyard town hall. Obama’s dress shirt sleeves are rolled up and he is in lighter, almost beige 

coloured pair of pants. Such attire does promote a more approachable image than traditional 

political attire. Thus, again, such findings do correlate with this suggestion in the initial 

framework.   

 

Honesty/Trustworthiness overview 

Again, Obama's communication promoting his honesty, authenticity and trustworthiness 

somewhat correlated with the initial framework. When it came to communicating a non-

political personality, evidence was only found in two analysed texts. Not surprisingly, these 

examples were found in two of the three backyard town hall meetings that were produced in 

late 2010. In both texts Obama would relate the goal to see improvement in the economy back 

to his wife and his personal experiences growing up in days gone by. Also, Obama's promotion 

of the recovery.gov was an effective cue suggesting open, honest, and accountable leadership. 

This was helped by Obama’s calculated presentation of visual cues that promoted a more 

approachable image.  

 However, Obama’s use of pre-written speeches without a teleprompter did hinder his 

ability to make eye contact with the audience during many speeches. In situations where Obama 

was able to read from teleprompters, it was occasionally in communication formats where its 

assistance was glaringly obvious. This may have been in an attempt to communicate more 

complex information that helped promote Obama's competent leadership qualities. But this also 

had the effect of limiting Obama's ability to connect with the audience through eye contact.  

 It should be noted here that the data suggesting positive or negative reactions to media 

questioning was very similar to that noted in the previous chapter. Thus, a section on Being 

open and honest in response to media questions was not needed here. And while Obama's 

communication on the AIG bonus payments controversy was closely linked to his 

communication on this issue, it did not fall under the parameters of this case study. Thus, with 

no other controversies to speak of,  a section on being open about controversies and potential 

problems was not included. Furthermore, suggesting Communication [around a] change in 

position (where applicable) was not applicable to this case study. 

 

Common goals/Benefits of decisions 

Communicate benefits of decision 

Due to the broad scope of the initiatives within the Recovery Act, communicating a consistent 

message about the benefits of the decision was more complicated than in the other case studies 

of this thesis. However, Obama was able to communicate a few key broad themes of benefits in 
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many of the texts analysed. In such communication, Obama would discuss these broader themes 

in relation to the part of the Recovery Act, or part of the country, he was talking about at the 

time. Examples of such themes can be seen in Box 8.22 below. 

 

Box 8.22: Benefits of ARRA according to Obama 

 

 Save and create jobs 

o "In these last few months, the American Recovery and Reinvestment Act has saved 

or created nearly 150,000 jobs (including) jobs building solar panels and wind 

turbines, making homes and buildings more energy efficient....... It's a project that 

took about half a year to complete, created 200 jobs" (quoted in Ball, 2009)  

o "The $2 billion investment in clean energy will create 1,600 construction jobs, 

using mostly U.S.-made products at an Arizona plant.... Two more solar power 

plants in Colorado and Indiana will create more than 2,000 construction jobs and 

1,500 permanent jobs." (quoted in Fargen, 2010)  

 

 Ability to be globally competitive in the 21st Century 

o "We have to lay a new foundation for growth, a foundation that will strengthen 

our economy and help us compete in the 21st century.  And that's exactly what this 

budget begins to do."  (whitehouse.gov, 2009a) 

o "That's why we'll invest in priorities like energy and education; health care and a 

new infrastructure that are necessary to keep us strong and competitive in the 21st 

century." (whitehouse.gov, 2009c)  

 

 Cleaner Renewable Energy – Saving on Energy Bills 

o “Building a robust clean energy sector is how we will create the jobs of the future… 

The Recovery Act awards I am announcing today will help close the clean energy 

gap that has grown between America and other nations while creating good jobs, 

reducing our carbon emissions and increasing our energy security.” 

(whitehouse.gov, 2010g) 

o "We will modernize more than 75 per cent of federal buildings and improve the 

energy efficiency of two million American homes, saving consumers and taxpayers 

billions on our energy bills." (whitehouse.gov, 2009c) 
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Box 8.22 illustrates three examples of particular themes in Obama's communication throughout 

a number of different texts. While Obama was able to communicate such qualities in many 

different texts, they were almost never as consistent as even those in Box 8.22 might suggest. 

But the general themes of such communication would suggest that Obama was able to 

communicate a somewhat consistent list of benefits that, on the surface, did correlate with the 

framework of this study. 

 In saying that, again, Obama did have a tendency to explicitly communicate the benefits 

the public would see from such decisions. Rhetoric was coded under the heading of 

Communicating benefits of decisions more than any other single heading, by a large margin. 

17.6% of all coded material was communication that showed Obama explicitly communicating 

the benefits of his health care reforms. Furthermore, another 7.4% of all coded material was 

communication that showed Obama explicitly communicating the problems that would be fixed 

with these benefits. Thus, a total of 25.1% of all coded material was coded under this heading. 

Again, as mentioned in the previous chapter, this meant that the individual texts did not seem to 

suggest communication in line with the initial framework quite as effectively as if it had been 

broken down and checked off like a check list. Rather, Obama ‘selling the benefits of the policy’ 

became an overarching theme of the communication, even in those designed specifically to 

show Obama as in touch. But this problem did not seem to have the same level of impact on 

communication around this issue as it did the last. This was partly due to the greater ratio of 

texts analysed being speeches, where deliberation is less expected. Again, this may also be due 

to the fact that the context of this issue called for more decisive leadership. Therefore, the 

overemphasis on selling the benefits did not seem to hinder the communication suggesting 

listening leadership as much. This suggests context is very important.     

Another interesting finding from this case study highlights an additional aspect of the 

initial framework that will to be re-examined in the reflection in Section Three of this thesis. 

One of the main factors for including this suggestion in the initial framework was to discourage 

communication focusing on the problems being resolved. Obama did note the negatives 

potentially to be resolved quite frequently in his communication on the issue. This 

communication was often around the theme of the declining US economy. An example of this 

can be seen in Box 8.23. 
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Box 8.23: Barack Obama – Speech – Parma, OH – 08/09/2010  

 

“Millions of jobs were lost before our policies even had a chance to take effect.  We lost 4 million in 

the six months before I took office.  It was a hole so deep that even though we’ve added jobs again, 

millions of Americans remain unemployed.  Hundreds of thousands of families have lost their 

homes.  Millions more can barely pay the bills or make the mortgage.  The middle class is still 

treading water, and those aspiring to reach the middle class are doing everything they can to keep 

from drowning. “ 

Source: (whitehouse.gov, 2010m) 

 

The quote in Box 8.23 highlights the general theme of Obama's communication in this area. 

However, this kind of communication did not seem as unjustified as anticipated by the initial 

framework. This may have been because of the context under which the decision was made. 

Again, the recession was considered a crisis issue needing urgent and decisive action in an 

attempt to fix a developing problem more than an attempt to improve on the status quo. In 

other words, because the decision was made under the guise of an economic crisis, Obama's 

communication of the crisis was not unjustified. If anything, communicating this information 

suggested that Obama had an understanding of the problems of the time. Also, such 

communication gave the public a better understanding of the challenges Obama and the 

Government faced in their decision making process; creating a better understanding of why a 

decision had to be made so quickly; with little public consultation. These findings will be taken 

into consideration when revising the framework later in the thesis.   

 

Communicate end goals that resonate with the public 

Obama's communication on Recovery Act investment focused on economic performance; where 

the economy had been in the past, where it was at the time, where it could be in the future, and 

how to get there. So it is not surprising that much of Obama's communication seemed to imply a 

very broad yet clear goal. The general trend in Obama's communication suggest his goal was to 

see the United States return to economic dominance; to build an economy for the 21st century 

that rewards hard work, as seen in Box 8.24. 
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Box 8.24: Barack Obama - Speech - Fairfax County, VA - 14/10/2009 

 

"[T]hat's why our goal is not just to rebound from this recession, but to start building an economy 

that works for all Americans. Where everyone who's looking for work can find a job. And not just a 

temporary job, but a permanent job that lasts from season to season. Where our stock market isn't 

only rising again, but our businesses are hiring again.... And ultimately, that's the engine of our 

economy, businesses large and small getting back on their feet. And that's the focus of our efforts." 

Source: (whitehouse.gov, 2009m)  

 

This general goal was communicated by Obama in many of the texts analysed. As mentioned 

earlier, polling data indicated that the problems facing the American economy at the time were 

considered the most important national issue by most Americans. Therefore, Obama's goal of 

seeing the United States return to economic dominance was a goal that should have resonated 

with the American public at the time. As a result, the communication of such goals may have 

helped Obama in establishing a connection, and trust, with the public. In establishing this trust, 

the public were more likely to trust Obama's plan to achieve this goal, even if they were weary 

of how he planned to achieve it. Thus, Obama’s communication in this area correlated with the 

initial framework. 

 

Common goals/ Benefits of decisions overview 

Overall, Obama’s communication correlated with this section of the framework. This is not 

surprising. As already noted, in the context under which this communication was being 

produced Obama may have wanted to concentrate more on suggesting his leadership skills and 

logistical information rather than listening skills and emotional cues. Obama was able to 

communicate a few key benefits through certain general themes that would be discussed in 

relation to the specific area of the Recovery Act he was talking about. Obama again tended to 

heavily communicate the benefits of the decision. Yet it is interesting that the high level of 

communication in this area did not seem to hinder the texts as much as they seemed to in the 

previous case study. This may be due to the difference in the texts available for analysis, or the 

fact that this was an economic issue and not a social one. Obama also communicated the 

negative issues that the economy the Recovery Act looked to address. While the initial 

framework suggests not concentrating so much attention to the problems being resolved, under 

the context of this issue such communication may have been warranted. The expectations that 

come with this change in context is something that will be addressed in Section Three of this 

thesis. 
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Social and governmental challenges (effect on decisions) 

Showing remorse for hard yet necessary decisions 

Obama was effective at demonstrating remorse and understanding for the target audience in his 

communication. Of all the case studies in this research, this is the case study where a leader 

truly showed reflective thinking about the issue. The most explicit example of this came during 

the Twitter town hall meeting Obama had in July 2011. During the event, Obama was asked 

about any mistakes he thought he made in handling the recession and what he might do 

differently. The first part of Obama’s response can be seen in Box 8.25. 

 

Box 8.25: Barack Obama – Twitter Town Hall – 06/07/2011 

 

“One would have been to explain to the American people that it was going to take a while for us to 

get out of this.  I think even I did not realize the magnitude, because most economists didn’t realize 

the magnitude of the recession until fairly far into it. Maybe two or three months into my 

presidency where we started realizing that we had lost four million jobs before I was even sworn 

in.  And so I think people may not have been prepared for how long this was going to take and why 

we were going to have to make some very difficult decisions and choices.  And I take responsibility 

for that, because setting people’s expectations is part of how you end up being able to respond 

well….” 

Source: (whitehosue.gov, 2011) 

 

The quote in Box 8.25 highlights communication by Obama that shows a level of reflexivity not 

seen in other case studies. Obama highlights errors in his own judgement in evaluating the 

severity of the situation. Furthermore, Obama suggests this had an effect on the public; the lack 

of clarity on his part did not prepare the public for the severity of the situation. Lastly, Obama 

explicitly takes responsibility for this misjudgement and the effect it had on the public.  Part of 

the reason Obama is able to communicate this is because that the communication comes almost 

forty two months after the initial aspects of the Recovery Act took effect. Thus, Obama’s 

hindsight may be much clearer than on other issues where continuous communication, and the 

saliency of the issue, was not as strong. Whatever the case may be, in this area, Obama’s 

communication correlated with the framework of this study.     

 

Communicate decision making process 

As suggested earlier in this chapter, the President of the United States has less authority over 

the decision making process in comparison to many other governing leaders in western 
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democracies. Without the same level of collective responsibility the process of getting bills 

passed through Congress is normally much more complex, time consuming, and generally 

difficult. As a result, it was probably more important for Obama to communicate the decision 

making process on a particular issue compared to his New Zealand counterpart. However, on 

the issue of Recovery Act investment, Obama was not very detailed in his communication of the 

decision making process. An example of Obama’s communication in this area can be seen in Box 

8.26. 

 

Box 8.26: Barack Obama - quoted in Dinan and Ward 2009 

 

"[M]y expectation is that the energy committees or other relevant committees in both the House 

and the Senate are going to be moving forward a strong energy package..... It will be authorized. 

We'll get it done. And I will sign it." 

Source: (Dinan & Ward, 2009) 

 

The quote in box 8.26 is indicative of Obama's communication in this area. As seen in many of 

the other examples found, the quote above could suggest two things. Firstly, the quote seems to 

suggest Obama is more concerned with suggesting he wants to ‘get the job done’ than 

communicating the decision making process explicitly. This lack of depth in Obama’s 

communication in the area may be a result of the fact that most of the communication on this 

issue came after the initial Act had been passed. As a result, it is possible that Obama felt as 

though he did not need to communicate the decision making process in great depth. Secondly, 

and congruently to that, the lack of control a President has over the decision making process 

may have impacted Obama’s communication. Indeed, the mixture of this and the crisis-like 

aspect of the issue may have led Obama to concentrated more on managing the decision making 

process than communicating the decision making process. In particular, Obama may have 

concentrated on getting enough support from both Senate and House Representatives in order 

to get all the smaller bills associated with the Recovery Act passed during his first term. In doing 

so, Obama may have had less opportunity to concentrate on managing public opinion (also see 

Lilleker & Lees-Marshment, 2005b: 25-6).  

That said, it would be advisable for him to do so. With many aspects of the Act to be 

passed over the course of Obama’s first term in office, such communication was still possible.  

Also, by doing so, Obama may have been better able to demonstrate executive competence; how 

he formulated an effective policy in only a few months. Furthermore, by providing such 

information, Obama would have been able to provide the American public with a better 

understanding of why he made the decisions he did. This may include certain challenges that 
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prevented him from adding or removing certain elements to the initial decision, or aspects of 

the decisions around it later on, that the public may have approved or disapproved of. Without 

extensive communication in this area such information may be lost. As a result the American 

public may not have the best understanding of why Obama made the decision he did. Therefore, 

Obama’s communication only somewhat correlated with the initial framework. 

   

Communicate lack of delivery 

Obama's communication around lack of delivery did correlate well with the initial framework of 

this study. Specifically, the President often communicated the fact that he had not delivered 

everything yet. When it came to such communication Obama seemed to be very effective at 

informing the public about the fact that the benefits they could expected as a result of the 

decision may not be seen in full effect for a couple of years. In other words, Obama would often 

use rhetoric that suggested that progress had been made, but that there was more to come. The 

quote in Box 8.27 is a broad example that was defined in greater detail in communication in less 

laid back contexts. 

 

Box 8.27: Barack Obama – The Tonight Show with Jay Leno, NBC – 19/03/2009 

 

“But the important thing over the next several months is making sure that we don't lurch from 

thing to thing, but we try to make steady progress, build a foundation for long-term economic 

growth. That's what I think the American people expect." 

Source: (NBC, 2009, 19th March) 

 

Obama was adamant in his communication, especially early on, that the progress would not be 

seen straight away. In fact, in many texts produced early on in Obama's time in office he would 

specifically note that the economic conditions would likely get worse before they got better. 

Such communication is a good way to manage public expectations; making sure the public do 

not expect too much too soon. Such management is vital around issues such as this, where the 

effects of the economic decline have a noticeable and sometimes drastic impact on the lives of 

many people. Thus, Obama’s communication in this area did correlate with the initial 

framework of this study.  

 

Social and governmental challenges overview 

Overall, Obama's communication of the social and governmental challenges surrounding the 

issue somewhat correlated with the framework of this study. But much of the communication 

that fit in this section was discussed earlier in the chapter since the coded communication also 
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fell under these headings.28 Showing remorse and understanding for the difficulties the public 

faced due to the economic recession was something that Obama communicated very effectively. 

In doing so, Obama was able to show a level of reflectiveness not seen in the other case studies. 

This was likely to be due to the extended timeframe where this issue was considered salient, 

both because of the ongoing decision making around the issue and the importance of economic 

growth at the time. Obama was also clear communicating around expectation management; 

informing the public about the fact that the benefits that were expected to come from the 

decision might not be seen in full effect for a number of years. 

 However, Obama was not too detailed in his communication of the decision making 

process. The coded material suggests Obama was more concerned with suggesting he wanted to 

‘get the job done’ than communicating the decision making process explicitly. Such a choice lost 

Obama the opportunity to provide the public with a better understanding as to why he made the 

decision he did. This choice may have been made due to the context of the situation, where the 

crisis aspect of the situation called for a strong and decisive leader rather than a deliberative 

one. Such communication is a good way to manage public expectations.29 

 

Conclusion 

Obama’s communication around Recovery Act investment somewhat correlated with the initial 

framework. This in part is likely due to the context around the issue. As an issue of urgency 

early on, communication suggesting Obama was publically deliberating was nearly impossible. 

Furthermore, such communication may not have been suitable. In particular, Obama often failed 

to use communication that would suggest he was listening and in touch with public opinion. 

Obama’s lack of attempt to connect with the public was replaced with an even greater emphasis 

on communication highlighting his strong and decisive leadership qualities. Indeed, presenting 

more decisive leadership over deliberation may have been more important, as the public looked 

for action to be taken on a crisis. This suggests Obama did not feel the need to have a 

conversation with the public about the issue, but rather inform them of it. That siad, as 

suggested earlier in this thesis, governing leaders still need to engage in market-oriented 

communication even when decisions have been made. In essence, governing leaders need to 

take steps to justify what they have done in a market-oriented way. This, of course, means 

showing they are in touch, even in retrospect. Furthermore, while overall Obama was able to 

communicate competent leadership, there were still aspects of his communication that hurt his 

ability to present such strength. Notably, by blaming the economic conditions on the previous 

administration so much in later communication, Obama seemed to not want to take 

responsibility for the lack of delivery, despite noting progress would take time. The subsequent 
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attacks on those politicians who disagreed with him seemed to go against his own suggestion 

that “we can disagree without being disagreeable.” (CBS, 2011, 25th May) 

This is not to say that Obama’s communication did not correlate with a majority of the 

suggestions in the initial framework somewhat. Indeed, the scope and timeframe of 

communication allowed for more reflective communication than in any other case study. More 

specifically, the communication analysed from the second half of Obama’s first term in Office 

showed Obama admitting he misjudged the severity of the economic crisis. The fact that such 

results were only really found in this case study suggest that governing leaders may need more 

time than the others allowed for leaders to show true reflection on the issue of discussion. 

 

Box 8.28: Review – Case Study 4 
Suggestion Followed? Important points 

 
Listening (responsive & reflective) 

Early communication/ 
Encouraging public debate 
 

Somewhat Did not start well before signing of Act due to bill 
being signed very early in Obama’s Presidency. 
 
However, frequent communication on this issue was 
seen throughout his first term in office. 
 
Did not encourage public debate in order to promote 
quick and decisive leadership action. 
 

Respectfully responding to 
public concerns 
 

Somewhat Normally not explicit in highlighting public concerns 
when responding to them. 
 
When he did, his response was not to acknowledge 
and directly respond to criticism, but to use it to 
promote his determination. 
 

Visual evidence of the 
leader with members of the 
public 
 

No Too much isolation or imagery of leader with other 
political or social elites. 
 
Not only Obama’s fault, but also his administration's 
communication team. 
 

Rhetoric suggesting 
togetherness and affinity 
 

Yes Suggested value in talking to regular people. 
 
Suggested he needed them behind him to achieve 
progress. 
 
Suggested connection with the local community he 
was speaking in. 
 

 
Leadership 

Communicate delivery Yes Associated the belter economic conditions explicitly 
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 to the decision and implicitly to his time in Office.  
 

Consistent message in line 
with party ideology  
 

Somewhat Small cues loosely associated with Democratic ideals. 
But not strong or frequent. 

Focusing on own qualities 
 

No Often blamed the previous administration of the 
economic situation. Suggesting they should not be 
able to criticise as a result. 
 
 
 

Other visual and verbal 
cues associated with 
authority 
 

Yes Overall theme of Obama’s communication.  
 
Small verbal cues such as the choice of wording. 
 
Less notable, but still present, visual cues such as 
posture, dress, and hand gestures. 
 

 
Honesty/Trustworthiness 

Communicate change in 
position (where applicable) 
 

N/A  

Not reading from speech 
(where possible) 
 

No Used speeches in front of him much more. 
 
Used teleprompters in video journals, which meant 
he was looking slightly off camera. 
 

Be open about 
controversies and potential 
problems 
 

N/A  

Being open and honest in 
response to media 
questions 
 

Yes While occasionally perturbed by aggressive 
interviewers, Obama would give open answers to the 
questions asked. 

Communication of non-
political personality 
 

No Only two examples found. 

Other visual and verbal 
cues associated with 
honesty, trustworthiness 
and openness 
 

Yes Promoted website dedicated to showing how money 
was being spent. 
 
Used clothing to promote a more approachable image 
when appropriate.  
 
 

 
Common goals/Benefits of decisions 

Communicate benefits of 
decision 
 

Yes More consistent themes than consistent in explicit 
detail. Largely due to the scope of the issue. 

Communicate end goals Yes Suggested goal of getting the United States back into 
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that resonate with the 
public 
 

economic prominence. 

 
Social and governmental challenges (effect on decisions) 

Showing remorse for hard 
yet necessary decisions 
 

Yes Showed reflection 

Communicate decision 
making process 
 

Somewhat Did talk about current stage, but not detail about 
process before or after that point. 
 
 

Publically reveal as much 
as much information as 
possible 
 

N/A Not measurable. 

Communicate lack of 
delivery 
 

Yes Suggested results would take time. 

 
Suggestion found in a previous case study 

Retelling of ordinary 

peoples' stories 

Yes Related the Recovery Act back to the growth of small 
businesses. 

Communication suggesting 

relationship with members 

of other political parties 

Yes Emphasised the need to work together to help deal 
with the economic crisis.  
 
Further suggested need to work with other important 
stakeholders. 

 

Valuable suggestions for improving the initial framework can be derived from certain areas 

where Obama did not follow the framework. The initial framework discouraged highlighting the 

problems being resolved, due to the risk of insulting or angering relevant stakeholders. 

However, in the context of trying to hinder crises rather than improve a less urgent issue, such 

communication did not have any of the negative tendencies expected. Rather, such 

communication seemed to complement the situation. Again, this and many other findings from 

this case study were taken into consideration during the reflection of the framework. A list of 

the three most important lessons from this case study can be seen in Box 8.29. 
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Box 8.29: Important lessons from Case Study 4 

• Reinforced the notion that urgent situations call for decisive action, which should be 

reinforced in communication. 

o This may also have an effect on the leader’s concentration on appearing 

relatable.  

• The discovery of ‘overselling’ the explicit benefits the public would see from the Act did 

not seem to be as unexpected in this case study as the last. 

o Could be due to the greater number of speeches analysed. 

o Could be due to the issue promoting stronger leadership as opposed to 

deliberation. 

• Highlighting the negative problems trying to be resolved was not as much of a 

hindrance to seeming in touch as initially anticipated. 

 

 

This final case study also highlighted how one of the newer suggestions from a previous case 

study could be extended. Indeed, as this issue involved economic investment into many private 

businesses, the case study highlighted the potential for communicating a good relationship with 

relevant stakeholders as well as other political parties. This would further enhance the image 

that the governing leader in question has the competent leadership skills to hold the job they 

have, which is outlined in Box 8.30.  

  

Box 8.30: Extended suggestion from a previous case study 

Suggestion Quality Associated With Short Description 

Communication suggesting 

relationship with members of 

other political parties and 

stakeholder groups 

Yes Governing leaders should 
communicate a strong 

working relationship with 
other political parties and 

relevant stakeholder groups. 

 

The thesis now moves to Section Three. Chapter Nine will explore common themes and 

noticeable differences when comparing the case studies in more detail.   
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SECTION THREE 
CHAPTER NINE 

REFLECTION PART 1: IMPORTANT TRENDS 
AND NOTICEABLE DIFFERENCES 

 
 
 

Introduction 

The previous four chapters of this thesis have highlighted a number of strengths and 

weaknesses found in the initial framework for market-oriented governing leaders’ 

communication and suggested additional concepts to add. This chapter uses all four cases 

studies to highlight important trends found, such as highlighting the lack of reflection in both 

leaders’ communication and how presenting listening qualities also led to the perception of 

good leadership. This chapter will also highlight the noticeable differences found, such as the 

effect different types of media texts had on the leaders’ communication. These important trends 

and noticeable differences are taken into consideration to further add information and 

understanding that will be taken into the revision of the framework in Chapter Nine. 

 

Common trends 
Timing and its effect on governing leaders’ perceived willingness to listen 

Box 9.1: The change in respect over time 

 

      Election/ Case study analysis ends  

  Becoming more defensive  Staying defensive   

 Respectful   Decision   Reflective?  

         

 

Overall the four case studies showed that both leaders were at least somewhat successful in 

using communication to suggest they were in touch with their respective publics. However, an 

interesting trend throughout the case studies was how the verbal cues in both leaders 

communication that suggested openness to discussion and concern, especially from other 

political parties, steadily declined as they came closer to a final decision being announced. This 

was most noticeable in Key’s communication around the Foreshore and Seabed issue, and 
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Obama’s communication around the Recovery Act. In both cases the leaders promoted the idea 

of bipartisan support for the issue early on in their communication. Yet, as decisions on the 

issues approached, and after final decisions had been made, both leaders' communication 

changed. 

From a practical standpoint, such a finding may be understandable: the further out from 

a decision being made, the more room governments and governing leaders have to manoeuvre 

on an issue. On the other hand, as the final decision gets closer, there is less room for governing 

leaders to manoeuvre; thus they are less likely to ask for input. Furthermore, the leader needs to 

start communicating a more concrete stance; conditioning the public to what they are going to 

do, thus avoiding any surprises. At the same time, the trap both leaders fell into was not only 

using verbal cues that suggested they were less open to consultation and criticism, but were 

also more dismissive and critical of such input, from both politicians and the public.30 An 

example of such communication can be seen in Box 9.2. 

 

Box 9.2: Barack Obama - Your Weekly Address - 11/07/2009 

 

“Now, I realize that when we passed this Recovery Act there were those who felt that doing nothing 

was somehow an answer.  Today, some of those same critics are already judging the effort a failure 

although they have yet to offer a plausible alternative.” 

Source: (UpTakeVideo, 2009b) 

 

Such communication would be easy to fall back on; as a governing leader needs to defend the 

decision they have made. In essence, as the realities of the decision become more apparent it 

can have an effect on the context in which the leader is communicating. But this trend in 

governing leaders’ communication is one of the main problems with traditional communication 

strategies, as argued in the opening section of this thesis. Such communication has a tendency to 

make a leader seem stubborn, which can hurt a governing leader’s ability to appear to be in 

touch.  

 Evidence from all four case studies suggested that both leaders showed respect for 

public criticisms and concerns. Yet, once a decision had been announced, explicit 

communication that would fall under this suggestion by both leaders was less evident. 

Governing leaders need to engage in market-oriented communication even when decisions have 

been made; they need to take steps to justify what they have done in a market-oriented way. 

This means showing they are in touch, even in retrospect. Thus, while both leaders' 

communication correlated with this section of the initial framework if the framework was used 
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like a checklist (i.e. at least seen once or twice), this communication was not seen throughout 

each leaders’ communication on these issues during their first term in office.  

 

Still little reflection 

A flow on effect of this defensive communication was a lack of communication by both leaders 

that suggested truly reflective thinking. This included communication highlighting the struggles 

and frustrations people faced because of the decisions and explicitly highlighting the short or 

long term drawbacks of the decisions. For example, the suggestion of Communicating the 

drawbacks of decisions is a suggestion not in the initial framework. It was discovered in Key’s 

communication around raising GST. This was the only case study where such communication 

was found. But even in this case study such communication was not used to highlight Key truly 

reflecting on the decision. Rather, this communication was used to highlight the fact that part of 

the Government’s greater tax switch would address this issue. As another example, Key showed 

remorse and understanding for those who were negatively affected by the initial Foreshore and 

Seabed Act. But this was not an Act Key was responsible for. Therefore, while such 

communication showed he was in touch with their struggles, it did not show he was aware of 

any effect he had on them. In essence, Key’s communication in both cases highlighted a negative 

in order to imply a positive aspect of his decision, rather than to communicate reflection. These 

were the closest examples found of Key being truly reflective, and are still not to the standard 

suggested by the initial framework. 

That said, the lack of evidence suggesting true reflection may also be due to the 

restrictions placed on this research. The only case study where true reflection about an issue 

was found was in Obama’s communication on the Recovery Act. In this case, communication 

suggesting Obama was reflecting on the problems around the issue, and the effect this had on 

the public, was not seen until communication almost two years after the major results of the 

decision took effect. An example of this can be seen in Box 9.3. 

 

Box 9.3: Barack Obama – 60 Minutes, CBS – 07/11/2010 

 

“I do get discouraged. I mean, there are times where I thought the economy would [have] gotten 

better by now... As President… you’re held responsible for everything. But you don't always have 

control of everything. Especially in an economy this big there are limited tools to encourage, the 

kind of job growth that we need... At the time, we knew that it probably wasn't great politics... I 

made the decision to go ahead and do it and it proved as costly politically, as we expected. 

Probably actually a little more costly than we expected, politically... One of the things that I think is 
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important for people to remember is that this country doesn't just agree with the New York Times 

editorial page. And, I can make some really good arguments-- defending the Democratic position. 

And there are going to be some people who just don’t agree with me. And that’s okay.” 

Source: (CBS, 2010, 7th November) 

 

Again, this quote came almost two years after the first initiatives of the Recovery Act were put 

into effect. On the other hand, when it came to the two New Zealand case studies, the 

implementation of the decisions did not take effect until less than a year before the next election 

(the cut off point for research on those case studies). Furthermore, the most important aspect of 

Obama’s health care reforms, the opening of Obamacare insurance exchanges, did not take effect 

until after Obama’s first term was over.  It is possible that the level of reflectiveness anticipated 

by the original framework would be present in communication by both leaders further on from 

the actual decisions taking effect. However, while the level of reflection expected early on by the 

initial framework may have been excessive, both leaders could still have communicated a 

reflective quality more often than seen in the case studies analysed. In doing so, both leaders 

would have had more balanced communication strategies, showing honesty and relatability 

which, as a result, the public would likely be more receptive to.31 

 

Reaction to criticism by text format 

Another trend from the analysis of the case studies was how both leaders’ reaction to criticism 

was very much dependent on where the criticism was coming from, the setting they were in, 

and the type of text they were communicating through. For example, in texts where one of the 

political leaders was either communicating directly with the public (town hall meetings) or 

simulating a conversation with the public (video journals) both leaders were more open, 

forthcoming, and respectful of concerns than they were when asked about the same criticisms 

and concerns by journalist in press conferences or one on one interviews.32 While it could be 

argued that such reaction by the leaders was due to the more combative relationship between 

political elites and the media, such communication still does not match the initial framework as 

well as it could. While the governing leaders' less open verbal and visual cues may be directed at 

the journalists asking the questions, if the journalist is voicing concerns that the public have, 

then the governing leader could still be perceived as out of touch, defensive, and therefore not 

as honest. Again, by employing the same level of openness to journalist criticism as leaders do to 

direct public criticism, without being bullied, they may be able to better maintain a long term 

image of having the qualities associated with market-oriented behaviour. This is especially 

important considering the texts, where leaders are questioned by journalists, have a much 

greater circulation than those with direct or indirect public questioning. 
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Good listening leads to perception of good leadership 

The designing of the initial framework was done anticipating that there was a dichotomy 

between the qualities of leading and listening. This was mainly due to the problems found in the 

existing literature, especially on the one case study with a similar theme to this thesis.33 

However, one trend to come out of the case studies was that, in the cases where both leaders’ 

best used communication that emphasised their ‘in touch’ qualities, such communication also 

enhanced the qualities associated with competent leadership. In retrospect this finding is 

logical. One of the main goals of the initial framework was to highlight how a governing leader 

should show how they were listening without following public opinion. Certain aspects of both 

leaders’ communication show that can be done. Furthermore, as the leadership literature 

suggests, one of the key aspects of good governance is not stubbornly making decisions based 

solely on personal belief and conviction (Masciulli et al., 2009: 3), especially when it comes to 

the details of a broader decision.  

This was further emphasised by another similar trend in both leaders' communication; 

how both leaders communicated their working relationships with other parties and leaders in 

the decision making process. Not anticipated by the initial framework, this trend is unsurprising 

for a number of reasons. Firstly, in the New Zealand Mixed Member Proportional representation 

electoral system, it is almost always important for a government and a governing leader to be 

able to successfully work with minor parties in order to form a government and achieve change. 

Although the United States Federal elections are, for the most part, First Past the Post the lack of 

party unity means this is equally, if not more, important. 

The findings of the case studies seem to back up this claim within the context of this 

research; when leaders do actually listen to the public, other political parties, and relevant 

interest groups, it can also help their ability to promote competent leadership, even if they do 

not follow that advice. 

 

Leaders can show personal conviction without going against the greater public. 

On a similar note, another finding from the case study analysis was that governing leaders do 

not have to go against dominant public opinion to show strong personal conviction. This was 

best seen in the first case study, where Key outlined how the National Government went against 

the advice of the tax working group. Again, Key shows conviction in suggesting bottom lines that 

he and his government have put forward in their negotiations with the Maori Party and Maori 

Iwi in their negotiations around repealing and replacing the Foreshore and Seabed Act. What 

this showed is that governing leaders can show personal conviction without antagonising the 

general public. 
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Highlighting the problem not as detrimental as initially thought 

One aspect of the initial framework that turned out to be predominantly incorrect was the idea 

that leaders should not communicate the problems that the decision seeks to address. As noted 

in Chapter Five, the idea of this research came following a small comparative case study done in 

late 2010. One of the findings from that research suggested that communicating the problems 

being resolved risked a negative reaction from important stakeholder groups. That said, the 

four more extensive case studies done for this research suggest that this was less likely than 

originally anticipated. Furthermore, when such a reaction was at risk of occurring, the potential 

benefits of clarifying this aspect of the decision outweighed the damage that such a risk could 

cause. Again, this was seen in Key’s communication around tax manipulation seen in Box 5.20. 

Therefore, such communication may not only be okay, but should be encouraged. 

 

Lack of ideology 

Communication that could be coded under the suggestion of a Consistent message in line with 

party ideology was not particularly evident in the material for all four case studies analysed. 

Potential evidence of such material was found in Key’s communication on raising GST and 

Obama’s communication on the Recovery Act. However, in both cases the link between the 

communication and traditional party ideology was weak. This suggestion was included in the 

original framework through the Robinson's model for market-oriented campaign 

communication and the fact that first generation governing leaders had been criticised for not 

having principled beliefs (Promise, 2005; Robinson, 2006). But the lack of such findings spurred 

further reflection on the issue. With the benefit of hindsight, the lack of such communication in 

the context of non-campaign communication is understandable. As noted in the literature 

review, the goals of campaign communication and non-campaign communication are very 

different (Goldstein & Ridout, 2004: 208). So too are the target audiences for campaign 

communication and government communication. While campaign communication is designed 

to mobilise specific target audiences to vote for a particular party and/or leader, non-campaign 

communication is designed to appeal to a much larger demographic; especially on salient issues 

that gain mainstream attention. Thus, communicating party ideology may alienate many 

members of the public. In essence, both leaders may have avoided such communication 

purposely; attempting to use other communication strategies to promote strength and 

conviction that do not include the same ideologically divisive cues.  
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Comparative differences 
Control over texts used 

The most noticeable difference between the two leaders' communication is how expansively 

they talked about the issue in each case study. Obama spoke much more broadly about the 

issues of health care reform and the Recovery Act than John Key did about raising GST and the 

Foreshore and Seabed Act repeal and replacement. This was mainly due to the differences in 

information distribution and how much control each administration had over the content noted 

in Chapter Two. As Key had less control over the final communication released, much of the 

communication came in short sounds bits and short quotes in written media. As a result, the 

scope of such communication, both visual and verbal, was much more limited than what would 

be expected in campaign communication. In other words, outside the most important issue 

specific communication, it was hard for Key to promote the broader qualities suggested by the 

initial framework. This included presenting visual evidence of Key with members of the public, 

suggesting togetherness and affinity with the pubic, and communicating his non-political 

personality. Indeed, when looking at the two first case studies, most of the communication that 

suggested broader, non-issue specific, aspects of Key’s leadership qualities came from the 

occasional lengthier interview on a morning variety programme, online video journals, longer 

radio interviews, or transcripts of Key speaking in the House of Representatives. However, as a 

ratio of the communication found, and the circulation of such texts, these pale in comparison 

with the texts that contain shorter, more issue specific quotes. 

 Since more of Obama’s communication came in lengthier formats, a greater ratio of 

Obama’s communication came in the form of speeches and town hall meetings than press 

conferences and one on one interviews. As a result, the length of time Obama was able to speak 

on the issues was much greater than Key was able to. This led to him talking more broadly 

about the issues. In essence, Obama was not restricted to speaking about policy detail specific 

communication the way Key was. Thus, Obama was better able to illustrate visual and verbal 

cues suggested by the initial framework more often. Obviously the Obama Administration has 

more resources than their New Zealand counterparts. That said, investment by the National 

Party in filming more of Key’s public engagements and uploading them onto the National Party 

website, youtube, and making them available to the media may help Key demonstrate more of 

the visual and verbal cues suggested by the initial framework. 
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Issue specific communication continued 

The fact that the content analysed was non-campaign, rather than campaign, communication 

still had an effect on Obama’s content. Most notably, the content highlighting Obama’s non-

political personality was only really found in one of the US focused two case studies. Such 

communication is understandably harder to disseminate when promoting an issue rather than 

the leader and their party. The promotion of this quality was only markedly found in the 

Obamacare case study analysis, where Obama would link the issue back to his own life by 

describing the struggles his mother faced with the healthcare system when she was battling 

cancer. While similar communication was a key feature of the suggestions to Blair in the 

Promise Report and Scammell's findings (Promise, 2005; Scammell, 2007b), this tactic was used 

leading up to and during an election campaign. This trend highlights how hard it is for 

governing leaders to disseminate such information during the day to day running of a 

government. Indeed, the personal profile opportunities are not as readily available in the 

context of issue specific communication as they are in more generalised election campaigning. 

Furthermore, such information, if too explicitly communicated, may be seen as disingenuous by 

the audience, especially in media texts where it is not expected. Yet, as Obama's communication 

on Obamacare showed, it can still be effective when used in the right context. In doing so, the 

leader can present a more relatable persona and, by giving real world examples around the 

issue, justify decisions further.  

 

Difference in communication of economic and social issues 

On a similar note, another interesting trend found when comparing the two leaders’ 

communication was the differing ratio of what might be labelled ‘emotive’ to ‘logistical’ 

communication found when comparing a leader’s communication around the two social policies 

(Foreshore and Seabed|Health Care Reform) compared to the economic ones (Raising 

GST|Recovery Act). When comparing each leader’s communication around the social issues 

analysed it was apparent that each leader had dedicated more communication to ‘emotive’ 

communication cues, such as suggesting they were listening, than they had in communication 

around economic matters, where a larger ratio was dedicated to logistical communication such 

as their leadership competence and strength. While 'selling the policy' was still a priority in all 

case study communication analysed, this may suggest that the leaders felt it was more 

important to emphasise a connection with the public on social issues than on economic ones.  

This is interesting in itself. But it also highlights a broader issue that needs to be taken into 

consideration in the final model. It shows that differing contexts of issues have an effect on the 

communication strategies applied. This suggests that the newly designed framework needs to 
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be designed to be universally applicable enough to adjust to such differing contexts. This is 

taken into consideration when revising the framework in the following chapter.  

 

The dichotomy between leading and authenticity 

Another area of difference between the two leaders’ communication was their ability to balance 

the conflicting visual and verbal cues that promote leadership strength and relatability. In the 

case of Key, his communication highlighted a focus on maintaining the image of being a “typical 

Kiwi.” As a result, the amount of verbal and visual cues found that suggested Key had strong 

leadership qualities were very limited, even down to small implicit cues such as his tone of voice 

(light), posture (often slouched), and rhetoric (often casual and stumbling over words). These 

findings are somewhat understandable considering many of the more nuanced visual and verbal 

cues found in the Key case studies were in interviews on morning variety shows and in online 

video journals. Communication in such texts promoting the cues commonly associated with 

authority would seem out of place. However, even in the cues found in communication in other 

texts, such as press conferences or visual cues in television news pieces, Key emphasised 

relatability cues far more than ones suggesting authority. While such verbal and visual cues may 

help show such honest and authentic qualities, Key's communication was somewhat one-

dimensional. As Key led potentially polarising issues into the public consciousness, highlighting 

strong leadership characteristics that signify competence should have taken precedence over 

maintaining such a disproportionately high ‘open and honest’ image. More importantly for the 

overall development of the framework, the findings in the Key case studies suggest that some 

communication cues can produce conflicting effects. 

 That said, the analysis of Obama's communication suggested the visual cues that show 

honesty, authenticity, and relate-ability can be balanced with cues suggesting authority. Again, 

this is partly due to the time allowances Obama was afforded. This is also due to the versatility 

in Obama's communication style and presence he possesses, as mentioned in the previous two 

chapters. This can be seen in the way that Obama would stand with squared shoulders, look out 

into a crowd with a determined look on his face, but at the same time present his hands to the 

audience or camera in offering fashion, while speaking in somewhat casual language but in the 

deep voice. As a more explicit example, Obama implied personal conviction in wanting to 

achieve health care reform, but also highlighted a willingness to collaborate with others on the 

finer details. In doing so, Obama balanced this dichotomy better than Key. In essence, Obama's 

communication was more multi-dimensional than Key's. This suggests that, while there may be 

some difference and contradictory cues in the framework, they need to be managed according 

to the context in which the leader is communicating.  
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Too much selling 

The analysed material also suggested that Obama successfully communicated the benefits of 

decisions, as well as goals that would resonate with the American public, better than Key. 

However, more when broadly analysing the texts looked at rather than simply the coding done, 

there was a problem with this. Importantly, while Obama was more effective than Key in 

communicating the benefits the public would see from a decision, he communicated such 

information far more than was anticipated. This resulted in an overall communication strategy 

that seemed too ‘traditional’ in comparison to what the framework for market-oriented 

governing leaders’ communication would suggest. As noted in the case study chapters, rhetoric 

was coded under the heading of Communicating benefits of decisions more than any other single 

heading by a large margin, with the ratio much higher in the Obama case studies than in Key's. It 

is understandable that Obama would dedicate a large portion of communication to selling the 

decisions made. That said, this overwhelming dedication to such communication seemed to 

taint many media texts that strongly communicated the market-oriented qualities suggested in 

the framework. In other words, the lasting impression left by the text was ‘Obama selling his 

decisions’ rather than 'Obama talking about the issues with the American public.' This is 

especially important for communication in texts designed to show the governing leader is in 

touch. As mentioned in the previous chapter, Obama's overabundance of selling in 

communication on health care reform was more glaringly obvious than in communication on 

the Recovery Act. This was partly due to the urgent nature of the Recovery Act decision. This 

was also due to the types of texts Obama’s communication was done through. With Obama 

hosting proportionately more town hall meetings on health care reform, the overselling of the 

benefits stood out since the forum was designed to show Obama fielding and replying to 

questions from the audience. In essence, the communication suggested that Obama is trying to 

simulate market-oriented behaviour rather than actually being market-oriented. This would 

suggest that, just like the leader, the communication not only needs to look market-oriented, but 

actually be market-oriented, in order to be as effective as possible.34 Without the leader actually 

being market-oriented the communication comes across as ‘hollow.’ 

 

The impact of pre-written speeches 

Another difference between the two leaders was around the suggestion to not read from 

speeches (where possible). When looking at both leaders ability to follow the suggestion, Key 

used speeches a lot less than Obama did. But the main reasons this suggestion was included was 

that it was believed that by using speeches governing leaders would seem more managed, less 

authentic, convey less emotion, and have less eye contact with either the audience or the 

camera. Yet the findings from the case studies showed that this was not necessarily the case. 
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Despite not using speeches as often, Key’s communication often sounded more pre-rehearsed 

and flat than Obama’s did. Part of this was Key clearly saying particular anecdotes that were 

pre-planned, therefore his tone of voice and cadence still sounded scripted. Again, this was 

partly due to the comparison with Obama's natural charisma. But it was also due to Obama 

using teleprompters in situations where their use was not glaringly obvious.35 As a result, 

Obama was able to at least mimic eye contact with the audience, while also speaking as though 

it was not pre-rehearsed.36 This difference will play a role in the final model because it shows 

that, using the right technology in the right setting, using speeches can actually be an asset to 

natural sounding communication rather than a hindrance.  

 

Delivery communication not just retrospective 

The decision to include the suggestion that governing leaders should communicate delivery was 

due to many scholarly political marketing books and journal articles highlighting the 

importance of delivery management and communication in government (Lees-Marshment, 

2009a; Savigny & Temple, 2010). However, due to the restrictions placed on the empirical 

research, the findings in this area were not what were originally anticipated. Considering most 

of the benefits of these decisions would not be seen until the first term in office was over, 

communicating delivery after the decision was made was harder than anticipated. But Obama's 

communication did highlight an aspect around this suggestion that did serve as a good lesson. 

Obama’s highlighting of his determination to deliver prior to an official decision being made was 

not expected by the initial framework. Such communication helped Obama show a level of 

strength and belief that Key was missing. This comparative difference is understandable 

considering governing leaders in the US have less control over the decision making process than 

leaders in unitary systems. That said, since this framework looks to be as universally applicable 

as possible, this is still something that is noted in the revised model. 

 

General importance of context 

Before concluding this chapter, it is important to reiterate the importance of the context around 

the issue to how well each leader's communication correlated with the initial framework in each 

case study. Challenges such as the urgency of the decision, what type of issue it is 

(economic/social), the type of media text the leader is communicating through and whether the 

policy is the governing leader's parties or a policy of a coalition partner, all play a role in how 

the communication will relate to the framework. This was something that was mentioned in 

criticism of the initial framework before the testing was done. Yet it was believed that these 

issues were mainly being used as a way to evaluate how the leader promoted themselves, with 

the issues being more a tool to limit the scope of the research. That said, as already noted, much 
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of the communication found was more issue specific in nature than was anticipated. This 

resulted in its influence on what they leader could and should say being much greater than 

anticipated. Thus, the framework will be adjusted in a way that will make it less checklist 

oriented; enabling it to be more adaptable to the context of the issue and the type of governing 

leader using it. 

 

Conclusion 

Comparing and contrasting the findings in the four case studies has demonstrated that there are 

a number of realities of government that still seem to play a role in hindering leaders’ ability to 

communicate their own market-oriented qualities. Context played a major role in how much the 

two leaders’ communication correlated with the initial framework of this study. The limitations 

placed on leaders in communication that is most circulated such as television news, radio 

interviews, and newspapers only highlight small snippets of governing leaders’ communication 

which impacts on what a leader can say and, more importantly, how broad their communication 

can be in promoting the qualities suggested by the initial framework. 

However, there is more to these findings than simply context. Communication by both 

leaders somewhat correlated with the framework. But the ratio of material that was in line with 

the framework gradually declined as the decision was closer to being officially announced. Much 

of their communication became more traditional in nature, highlighting the positives and 

discarding and ignoring the negatives. This is best highlighted by the fact that there was still 

very little reflection seen by either leader, especially explicit reflection, until years after the 

decision had been made. By communicating such information earlier, governing leaders should 

be able to promote the 'in touch' qualities that are vital to the notion of market-oriented 

behaviour. 

 This is not to suggest that the findings from comparing the four case studies were a 

problem for the framework. Rather, the findings suggest the dichotomy between promoting 

listening leadership and leadership conviction can be overcome. Indeed, governing leaders do 

not necessarily have to follow public opinion in order to promote the idea that they are listening 

to it and taking it into consideration. Furthermore, highlighting such listening qualities can 

actually help promote competent leadership, especially in systems where governing leaders rely 

on members from other political affiliations to provide support for the decisions they make. 

 The common trends in the findings from the four case studies also highlight aspects of 

the initial framework that may actually work against a leader maintaining a positive public 

image. Most importantly, the potential benefits of highlighting the problems being resolved by 

the decision normally outweigh the potential risk for backlash by particular stakeholders.  
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All of these findings will have an influence on the revised model in the next chapter. 

However, they will not be the sole determinant in the revisions. Just because these four cases 

did not correlate exactly with the initial framework doesn’t mean the framework was wrong in 

areas where evidence was not found; and final decisions need to include consideration of 

previous academic research which went into the initial framework. The research will engage in 

reflection and a weighing up of all the sources in this thesis. For example, certain suggestions 

made still seem appropriate even where evidence for them in the case studies was limited. The 

next chapter will present the final revised model. 
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SECTION THREE 

CHAPTER TEN 
REFLECTION PART 2:  

REVISING AND FINAL MODEL 
 
 

 

Introduction 

In grounded theory research it is advised that the research create and experiment with as many 

codes as realistically possible in order to get an in depth look at all possible trends. However, as 

the findings are finalised, the researcher should remove any unnecessary codes (Strauss, 1987). 

It is also important to avoid overcomplicating the model and thus produce a model that 

balances overarching attributes that governing leaders should exhibit and detailed specific 

suggestions for ‘what to do’ to achieve those attributes.  This process will include removing, 

renaming, merging and expanding suggestions. It will change the framework from a two to three 

part model. This will provide a more informed, universally applicable and yet also useable 

model for future research and practice. This chapter will explain the changes made. Where 

appropriate, the chapter will also highlight what these changes say about the previous literature 

that influenced the initial framework. More than anything, the findings back up the literature. 

But they do suggest some of the suggestions moulded out of the previous research were too 

specific for a broader model. Other suggestions were not relevant, or relevant enough, in 

communication outside election campaigns. This chapter will then present the finalised model. 

 
Removing, renaming and merging unneeded suggestions 

A number of the original suggestions for how a market-oriented governing leader could 

communicate the five qualities noted were found not to be relevant to the final model for a 

number of reasons. These included suggestions that were not measurable by qualitative 

analysis or were overlapped with other suggestions. Below is an explanation for why some of 

the suggestions made in the initial framework will be removed, renamed, or merged with other 

suggestions. 
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Focusing on own qualities renamed Not attacking the opposition 

The suggestion of Focusing on own qualities came out of the idea that focusing on the opposition 

too much in communication may result in the opposition becoming the focal point of media and 

public attention. Furthermore, such communication can suggest a governing leader is overly 

defensive. In two of the four case studies analysed the governing leaders did not follow this 

suggestion, with Obama most overtly attacking his opponents in communication on the 

Recovery Act. With this taken into consideration, it is not surprising that research done by the 

Pew Research Center suggests over the first seventeen months after the first implementation of 

the Recovery Act public opinion starting to mirror high profile opponents’ views of the decision 

more closely (Galston, 2010). So, while evidence suggests leaders are still communicating in a 

way that does not match this suggestion from the framework, the apparent consequences of 

these actions suggest the findings back up the initial suggestion (James, 2000; Levine & Roberts, 

2010; Robinson, 2010c). 

But when doing the analysis of the case studies it became apparent that coding 

communication every time a leader focused on themselves was problematic. This was due to the 

amount of communication that could be coded under this heading and the range of 

communication types that would fall under his category, many of which are already seen in 

other suggestions from the framework. In doing so, the coding would basically be rendered 

worthless, other than to identify what was NOT coded in this way. In order to remedy this, the 

suggestion needed to be renamed in order or make it more economical and easier to measure. 

Therefore, the suggestion was renamed Not attacking the Opposition, which should be coded 

when the rule is broken. 

 
Be open about controversies and potential problems + Communicate change in position+ Publically 

Reveal as Much Information as Possible merging into Being open and honest in response to media 

questions 

The suggestion of being open about controversies and potential problems was included due to the 

controversy around Key's reluctance to talk honestly about his promise not to increase GST 

before the 2008 General Election. But the need for such advice was only really found to some 

degree on this issue and, to a lesser extent, in Obama’s communication on health care reform. 

That is not to say that the previous research suggesting leaders need to be open and honest 

about controversies and potential problems (such as Comrie, 2006; Edwards, 2009; Heppell, 

2008) is not relevant. Again, ground theory encourages coding very specifically in the initial 

stages of theory creation. But the findings from the case studies propose that this suggestion 

was not relevant enough to warrant an isolated prescription in the final model. Furthermore, in 

both cases the controversy involved an apparent change in position by the governing leader in 
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question. Therefore, coding under the heading Communicate change in position often overlapped 

with these findings. Thus, these suggestions can easily be merged into a more general 

suggestion, so it can still be used where applicable without complicating and convoluting the 

final model unnecessarily.  

 Similarly, the coding format used did not allow the suggestion to Publically reveal as 

much information as possible to be coded. This is especially problematic since, as noted in the 

previous chapter, in many of the New Zealand texts analysed it was impossible for Key to 

communicate more than just the most crucial information at any one time. This is not to say that 

the previous literature that backs up this suggestion is wrong. Rather, there are two main 

variables that made the application of the suggestion impractical. Firstly, the theory that backed 

up this suggestion was mainly based on communication in the US and UK contexts (for example  

seeCanes-Wrone et al., 2001; Lilleker, 2006); countries where governments have greater 

resources to communicate with the public than in a country like New Zealand. Secondly, and far 

more importantly, there was simple researcher error. The way the previous theory was 

moulded to suit the initial framework was problematic due to its impracticality with the data 

analysis process. It is speculative to suggest a leader is not revealing as much information about 

the subject as they have. The only way to know about such information is if it came through 

other sources, namely the media, and was not addressed by the governing leader or his 

government. Instances where the governing leader is not addressing information can easily be 

covered by a more general suggestion. Therefore, communication that would have fallen under 

all three of these suggestions will simply be coded under the Being open and honest in response 

to media questions suggestion when applicable.37 

  

Removing Consistent message in line with party ideology 

The suggestion to have a Consistent message in line with party was included predominantly 

through Robinson's model for market-oriented campaign communication and the fact that first 

generation governing leaders had been criticised for seemingly not having principled beliefs 

(Promise, 2005; Robinson, 2006). However, as noted in the previous chapter, this suggestion 

was not as relevant as anticipated due to the broader audience non-campaign communication is 

targeted towards. Again, this does not mean that the previous literature that moulded this 

suggestion was wrong. Rather, the merger of political marketing campaign literature that 

suggested promoting shared ideology (Robinson, 2006) and research promoting 

communication that implies personal conviction (Promise, 2005) was problematic. In hindsight, 

there is a clear distinction between ideological conviction and issue conviction. While the latter 

can promote strong leadership, the prior is too targeted for non-campaign communication 

(Goldstein & Ridout, 2004: 208).   The intention of seeming to be principled can be covered by a 
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number of the suggestions that are in the final model; suggestions that do not have the same 

ideologically divisive tendencies and so this suggestion was removed from the framework. 

Summarising the removing and/or merging unneeded suggestions 

As can be seen above, one of the most common problems with the initial framework was that 

there were simply too many explicit suggestions that, generally speaking, suggested the same 

thing; being honest. There were also times where the use of previous research in moulding the 

initial framework was problematic, either due to researcher error or the difference in campaign 

and non-campaign communication. Furthermore, other findings suggested that there are other 

ways in which the framework can be changed in order to make it not only less convoluted and 

issue specific, but more economical and easier to interpret as well.  

 

All of these changes can be seen in Box 10.1. 

 
Box 10.1: Changes to original framework for market-oriented governing leaders 

communication (Part 1) 
 

1. Listening (responsive & reflective)  
a. Early communication/ Encouraging public debate 
b. Respectfully responding to public concerns 
c. Visual evidence of the leader with members of the public 
d. Rhetoric suggesting togetherness and affinity 

2. Leadership 
a. Communicate delivery 
b. Consistent message in line with party ideology 
c. Focusing on own qualities Not attacking the Opposition 
d. Other visual and verbal cues associated with authority 

3. Honesty/Trustworthiness 
a. Communicate change in position (where applicable) 
b. Not reading from speech (where possible) 
c. Be open about controversies and potential problems 
d. Being open and honest in response to media questions  
e. Communication of non-political personality 
f. Other visual and verbal cues associated with honesty, trustworthiness and openness 

4. Common goals/Benefits of decisions 
a. Communicate benefits of decision 
b. Communicate end goals that resonate with the public 

5. Social and governmental challenges (effect on decisions). 
a. Showing remorse for hard yet necessary decisions 
b. Communicate decision making process 
c. Publically reveal as much as much information as possible 
d. Communicate lack of delivery 
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Moving and merging suggestions from last two qualities 

Another finding from the case study analysis was the fact that, by the time it came to explaining 

the findings from the last two qualities, Common goals/ Benefits of decisions and Social and 

governmental challenges, much of what could be explained under these headings had already 

been covered. Therefore, the suggestions that fall under these two categories could be, and are, 

realistically placed under the first three qualities. Other reasons for this change include that the 

first three qualities noted under the framework personal qualities directly associated with the 

governing leader; and the last two qualities are actually not so much 'leadership qualities' as 

they are areas of defence the governing leader can use to explain their actions.  

 

Merge Communicate benefits of decisions + Communicate delivery+ Communicate decision making 

process to create Communicate delivery, reasons for, and benefits of decision 

One of the major trends discovered early in the case study analysis process was that 

communication coded under Communicating delivery (under Leadership) was often also coded 

under Communicate benefits of decisions (under Goals and Benefits). This is understandable 

considering how likely it is that leaders will explain what benefits the public will or have gained 

when talking about what they plan on delivering, or have delivered. Furthermore, as noted in 

the case studies, communication of delivery is not exclusive to communicating what has already 

been delivered, as was anticipated when designing the framework. This highlights an important 

aspect of the delivery communication that is missing from political marketing literature. Most 

literature in the field of political marketing that looks at delivery communication focuses on 

communicating the achievability of promises prior to entering office (Lederer, Plasser, & 

Scheucher, 2005) or the success of delivery once in office (Esselment, 2012; Hughes & Dann, 

2010). But there is a lack of focus on communicating the determination to deliver while in office 

but before a decision has been made. Such communication was found during the case study 

analysis, especially in Obama’s communication. This unanticipated communication seemed to 

help the leader in question signify leadership strength through having the strong “issue 

conviction” noted earlier.  

Furthermore, as highlighted in the previous chapter, and in Box 10.2 below, telling the 

public why a decision is being made, thus focusing on the negative trend trying to be rectified, 

has a greater upside than originally anticipated. The suggestion not to focus on such negative 

trends was more grounded on the findings of a small case study done in late 2010 than on the 

previous literature. The evidence from this more extensive testing suggests the finding from this 

smaller case study was more likely an isolated incident than indicative of the greater trend. 

Therefore, they have been merged under the Leadership quality with the title Communicate 

delivery, reasons for, and benefits of decision.38 Again, this helped generalise the model further. 
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Box 10.2: Policy Exchange Director Neil O'Brien interviews Frank Luntz, US communications 

expert and political strategist - November 2012 

 

"why, therefore, so that." "Why" is fifty per cent, "therefore" is twenty per cent, "so that" is thirty 

per cent. Half the time you spend talking about the problem. Half the time you spend talking about 

the problem, what caused it, so you never let it happen again. Only twenty per cent of the time you 

talk about the solution. Because in the end people don't really want to know the details, they just 

want to know you've got a plan of action. And three, the "so that", that's the impact, how it's going 

to change your day to day lives." 

Source: (Luntz, 2012) 

 

Communication that was coded under Communicating decision making process is also included 

under this new suggestion. Communicating decision making process was included in the initial 

framework with the anticipation that such communication would help governing leaders with 

delivery expectation. More precisely, it was anticipated that giving the audience such 

information would give them a better understanding of why certain decisions had been made. 

However, such communication was rarely seen in detail outside Obama's communication on 

health care reform. Thus, as with being open about controversies and potential problems noted 

earlier, the findings from the case studies propose that this suggestion was not relevant enough 

to warrant an isolated prescription in the final model. 

 

Communicate lack of delivery renamed Communicating challenges to delivery and moved to 

Honesty/Authenticity 

The suggestion that governing leaders should Communicate lack of delivery came from the idea 

that if leaders did not openly talk about why they had not delivered on a promise, or delivered 

yet (i.e the challenges in the way of delivery) then the public may see them as an ineffective 

leader. Furthermore, the suggestion was included because it also helped governing leaders 

signify their honesty. The findings from the case studies suggest the literature is correct in 

noting that when progress is slow such information is needed (see Barber, 2007: 369-71). It is 

for this reason that this quality remains part of the framework under the Honesty/Authenticity 

quality. Furthermore, in order to give the model more clarity, the suggestion was renamed 

Communicating challenges to delivery. 

 

Communicate end goals that resonate with the public moved to Listening 

Similar to communicating delivery, the suggestion of communicating end goals that resonate 

with the public was included in the original framework for two reasons. First and foremost, it 
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was included in order to give the governing leader in question the opportunity to give a more 

well-rounded explanation of why they planned to make a particular decision. In doing so, such 

communication would give the public a greater understanding of the government's decision 

making process. Secondly, this suggestion was also included to help further establish a 

connection between the governing leader and the public. What was found in all of the case 

studies was that the goals of these leaders were so generalised that they were universal. In 

other words, the goals that the governing leaders communicated were goals that almost every 

citizen could relate to. It is for this reason that this suggestion fit well under the first quality of 

the framework, Listening.  

 

Breaking Show remorse for hard yet necessary decisions up into Communicate reflection of hard 

yet necessary decisions and Communicate understanding of public hardships and move to 

Listening 

The suggestion that a leader should Show remorse for hard yet necessary decisions came from the 

findings of the machismo strategy in the UK, where Blair had improved his personal image by 

accepting the hardships the public had to deal with due to some of the decisions he had made. 

Therefore, this suggestion was included in order to help promote the idea that the governing 

leader in question was being reflective about the decisions they had made; like a retrospective 

version of Respectfully responding to public concerns. However, as noted in the previous chapter, 

a large portion of the communication analysed came either before a decision was announced, or 

slightly after the decision had been made. This was due to the restrictions placed on the timeline 

for communication analysed in order to make this research manageable. That said, due to the 

findings of previous case studies, and the findings of case study four in this thesis, this 

suggestion still has a place in the framework. The limited political marketing research in this 

area only highlighted governing leaders communicating the hardships members of the public 

faced due to that government’s decisions (Promise, 2005; Scammell, 2007b). The case study 

analysis done for this research expands on this. It shows that leaders can also show an 

understanding of the hardships members of the public faced in relation to decisions they and 

their government did not make. It is for this reason that the initial suggestion will be broken up 

into Communicate reflection of hard yet necessary decisions and Communicate understanding of 

public hardships quality and placed under the Listening quality. 

 

Summarising the moving and merging suggestions from last two qualities 

Through moving and merging the framework further, the suggestions that fell under the last 

two categories of qualities in the original framework could realistically be placed under the first 

three qualities. This was done without hurting the quality of the framework. Rather, it was done 
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in a way that helped synthesise the framework before more suggestions are added in the next 

stage of this revision. 

 

All of these changes can be seen in Box 10.3. 

 
Box 10.3: Changes to original framework for market-oriented governing leaders 

communication (Part 2) 
 

1. Listening (responsive & reflective)  
a. Early communication/ Encouraging public debate 
b. Respectfully responding to public concerns 
c. Visual evidence of the leader with members of the public 
d. Rhetoric suggesting togetherness and affinity 
e. Communicate end goals that resonate with the public 
f. Communicate reflection of hard yet necessary decisions 
g. Communicate understanding of public hardships 

2. Leadership 
a. Communicate delivery, reasons for, and benefits of decision 
b. Not attacking the Opposition 
c. Other visual and verbal cues associated with authority 

3. Honesty/Trustworthiness 
a. Not reading from speech (where possible) 
b. Being open and honest in response to media questions 
c. Communication of non-political personality 
d. Other visual and verbal cues associated with honesty, trustworthiness and openness 
e. Communicating challenges to delivery 

4. Common goals/Benefits of decisions 
a. Communicate benefits of decision 
b. Communicate end goals that resonate with the public 

5. Social and governmental challenges (effect on decisions). 
a. Showing remorse for hard yet necessary decisions 
b. Communicating decision making process 
c. Communicate lack of delivery 

 

 

Discoveries from the 2nd generation of market-oriented governing leaders 

Expanding suggestions 

Up to this point the main aim of the revisions has been to remove and merge any unneeded 

suggestions in order to make the framework more succinct. In this section of the revision 

certain suggestions from the framework will be split into more than one category. This is done 

in order to help reflect the importance of some suggestions and make the framework clearer; 

helping set up the final stage of the revision process. The case study analysis showed how 

underdeveloped certain aspects of the original framework were, particularly the quality of 
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Leadership. This was mainly due to the focus on the areas of listening and honesty. But many 

suggestions for how to show this quality were discovered throughout the case study process.  

 

Breaking up Other verbal and visual cues of..... into more specific categories. 

The case study analysis showed just how important it was to separate out the Other verbal and 

visual cues of… suggestions under both the Leadership and Honesty/Trustworthiness qualities 

into more specific suggestions. In essence, these two suggestions were included as fail-safes to 

include anything not coded under the other suggestions that still promoted a quality. But they 

are far too broad for the final model. Therefore, the framework replaced these broad 

suggestions with more specific ones. Other verbal and visual cues of authority will be replaced 

with Communicate personal conviction - Strong and authoritative tone of voice - Language cues 

associated with determination and strength - Squared shoulders - Dark formal clothing - Strong 

facial expressions - Firm hand gestures - and In front of group/ focal point of imagery. Other verbal 

and visual cues of authenticity will be replaced with Leaning forward - Open arms and hand 

gestures suggesting an offering - Smile - and Lighter coloured, less formal clothing. While there 

were other ways leaders may promote these qualities, these were the most common trends 

found during the case study analysis. While many of the changes so far have highlighted the 

overestimation in the relevance of certain suggestions, this change highlights the opposite. The 

case study findings suggest that the literature on semiotic visual and verbal cues (for example, 

see Bruce, 1992; Campbell, 1983; Farwell, 2012: 57-92; Masters & Sullivan, 1989) is actually 

more important to the overall communication of a leader than initially anticipated. 

 

Breaking Not reading from speech (where possible) up into Maintaining reasonable eye contact 

with the audience and Speaking with a cadence that does not sound scripted 

The suggestion of Not reading from speech (where possible) was also problematic, partly because 

its intent was to discourage cues much broader than the title suggests. Indeed, the idea behind 

this suggestion was that, by reading from scripts, leaders lose the ability to come across as 

genuine as they can when looking directly at the audience at the location, or at the viewer 

watching the text. Indeed, the suggestion was predominantly grounded on Robinson’s (2010c) 

evaluation of market-oriented election advertising, which emphasised the importance of eye 

contact. It was also included due to the fact that reading from scripts can make the leader seem 

more ‘pre-produced’; where the rhetoric is carefully planned out in order to sell the audience on 

what they are trying to say (Bruce, 1992: 40-1, 73). However, there were far too many occasions 

found in the case study process where the leaders’ realistically needed to use speeches. 

Furthermore, when governing leaders use teleprompters, it does not create the same visual 

problems as reading from paper right in front of them. Finally, as discovered when comparing 
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the two leaders, reading from teleprompters can actually help a leader sound less produced. 

This again highlights the importance of distinguishing the prescriptions for non-campaign from 

campaign communication, and the importance of context to when this suggestion does and does 

not apply. Therefore, this suggestion was broken up into two suggestions; Maintaining 

reasonable eye contact with the audience applies to eye contact with the television audience, or 

the audience at an event, in situations where it is realistically possible, such as a town hall 

debate or in an internet video journal. Also included is Speaking with a cadence that does not 

sound scripted. While not as commonly needed as initially expected, the importance of such 

suggestions were highlighted in one of the primary interviews done for this research, as shown 

in Box 10.4. 

 

Box 10.4: Director at Blackham PR and former New Zealand Government Press Secretary,  

Mark Blackham on speaking naturally (primary interview) 

 

"I think it’s to stick with what comes naturally. Which needs a bit more explanation I think. But it’s 

the idea of... don’t say things that you normally wouldn’t. So I think the language of the what is 

natural to you is the best. The trouble is that many politicians don’t actually know what comes 

natural to them anymore. And that’s part of the professionalization of it. They don’t have a natural 

core, so it’s hard to express it. So what they have is people who are, people like myself, telling them 

they should be this or they should be that... [B]ecause you do try and...say the things that you think 

are going to be acceptable to the group you want to impress or the person you want to impress. 

But.... you can see it straight away... if you don’t normally talk like that or think like that then it’s 

readily apparent, you can’t keep it up. And it’s a bloody stress if you’re trying to do that. But in 

politics it’s what they do every day. And it’s transparent, it’s not natural, it’s artificial. So basically 

the advice is to stick with what comes naturally." 

Source: (Blackham, 2014) 

 

 

Breaking Early communication/ Encouraging public debate up into Start frequent communication 

early on in the decision making process and Maintain rhetoric encouraging public feedback and 

debate 

The suggestion of Early communication/encouraging public debate will also be split into two 

separate categories and renamed in order to reflect the difference, detail and importance of 

each one. This is especially important because, as mentioned in the previous chapter, one of the 

problems with the communication from both leaders was that their communication would 

become a lot less open and inviting of input the closer the communication came to a decision 
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being made. Therefore, as the previous research into Blair’s machismo strategy would suggest 

(Promise, 2005; Scammell, 2007b), it is important that the suggestions make it clear that 

encouraging public debate is not simply something that should be done before the decision has 

been made, but afterwards was well. Furthermore, as highlighted the first case study, 

communication should only start early, but be frequent. While a relationship between these two 

actions was likely assumed by those who suggest early communication (see Gibbons, 2004: 24; 

Wring et al., 2007: 21), the frequency aspect of the suggestion is something not explicitly 

highlighted in this prior work. As shown in the case study on Key’s communication around 

raising GST, early communication does not always go hand in hand with frequent 

communication. Therefore this suggestion was split into the suggestions titled Start frequent 

communication early on in the decision making process and Maintain rhetoric encouraging public 

feedback and debate. 

 

Added suggestions 

As with the last section of this chapter, this section of the revision expands the framework 

further. It does so by introducing new suggestions to the framework. These suggestions come 

from discoveries made during the case study analysis section of this thesis. Again, this will be 

done in order to make the framework clearer; helping set up the final stage of the revision 

process.  

 

Adding Providing solutions to potential public concerns 

The suggestion of Providing solutions to potential public concerns was an idea that came out of 

the first case study, but was not seen much in the analysis of the remaining three. But the 

suggestion still has merit, especially considering how Key maintained a strongly favourable 

public image while introducing a predominantly unpopular decision.39 This is because 

communicating potential solutions to public concerns can be perceived as evidence that the 

governing leader is truly thinking about the concerns brought to their attention, rather than 

simply saying they understand. It is for this reason that this suggestion was included in the 

framework under the Listening quality. 

 

Adding Communicating drawbacks to decisions 

As was mentioned in the previous chapter, there was a disturbing lack of reflective 

communication by both leaders in the communication analysed. This problem is probably best 

seen in the fact that the only time anything was coded under this new suggestion was around 

two drawbacks to one decision. While initially the communication that was coded under this 

suggestion seemed positive, upon further reflection problems became noticeable. In both case 
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the leader was highlighting these drawbacks in order to imply a positive; how they would deal 

with the issue. Yet the suggestion still has merit if actually executed as had been thought during 

the beginning stages of the coding process. Not only does such communication show the 

governing leader has an understanding of the decision they are making, it also shows a level of 

honesty that is not normally seen in traditional communication strategies. Therefore, despite 

the lack of successful execution in the case studies, this suggestion was placed under the 

Honesty/Trustworthiness quality. 

 

Adding Discussing other potential options 

The suggestion of Discussing other potential options came from the idea that leaders should talk 

about options not pursued in the decision making process, and why these options were not 

taken. Such communication better illustrates how the governing leader came to the decision 

they did. In doing so, such communication can help give the public a well-rounded 

understanding of how the leader came to the decision they did, even if the public do not agree 

with it. This was a new suggestion discovered during the first case study, which highlighted John 

Key maintaining an overwhelmingly positive public image despite introducing an extremely 

unpopular decision, as highlighted earlier. While such communication was found to an extent in 

the other three case studies, it was not as explicit as found in the first. However, it still has a 

place in the final model for the reasons noted above.  

 

Box 10.5: Pollster, Former Executive Assistant to the Prime Minister, Former Campaign 
Manager, 

David Farrar  (primary interview) 
 

"... Key spoke and again there were hostile questions, but his ability to engage with the audience - 

not just give what seems like a prepared answer, but to take what they’ve said, summarise it, say 

'look what you’re effectively saying is why did we go down this path? Were there alternatives?' And 

then he’d say 'yeah there is. Basically there were four alternatives. I could have done A, I could have 

done B, I could have done C. But here’s the problem I had with each of them. You might disagree, 

but I want you to understand this is why I didn’t do that.' By the end of it they weren’t changing 

their view on those issues, but they understood why he had done it. And most of all... so often you 

just think it’s politicians with stock answers; they have the prepared answer. When a politician can 

actually show they’ve listened to the question and give a unique answer, I guess." 

Source: (Farrar, 2014) 

 

When the Discussing other potential options suggestion was first included in the case study 

analysis it was placed under the Social and governmental challenges quality that no longer 
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exists. Yet the quality promotes competent leadership. Therefore the quality of Discussing other 

potential options was placed under the Leadership quality. 

 

Adding Communication suggesting relationship with members of other political parties and 

stakeholder groups 

Communication suggesting relationship with members of other political parties and stakeholder 

groups is an important suggestion to include due to its relevance in the context of decision 

making in both the United States and New Zealand. In both systems governing leaders often 

need to reach out to other parties, or members of other parties, in order to get decisions made.40 

Therefore, highlighting a strong relationship with members from other parties helps promote 

the idea that the governing leader has the skills needed to get decisions made. The suggestion 

was expanded further in the last case study, suggesting that showing a good working 

relationship with non-party stakeholder groups could also highlight a leader’s executive 

qualities. Therefore, this finding expands on the argument made in political marketing literature 

around strategy, which highlights the importance of stakeholders to the overall actions of 

market-oriented political parties (see Ormrod, 2005). Therefore, this suggestion was placed 

under the quality of Leadership.  

 

Adding Open and encouraging of public questioning to Being open and honest in response to media 

questions to create Open, honest, and encouraging of media and public questioning 

One unanticipated aspect of governing leaders’ communication was just how often governing 

leaders could come into direct contact with questions from members of the public. As shown in 

the Obama case studies, town hall meetings give a governing leader the opportunity to explicitly 

show they are listening and responding to the public. The suggestion that governing leaders 

should Be open and honest in response to media questions was sufficiently described when there 

were so many other specific suggestions as to how governing leaders could be more forthright 

with those that question them. However, with many of those specific suggestions merging with 

this one it is important to broaden the suggestions title to better reflect that. Therefore, this 

suggestion was renamed Open, honest, and encouraging of media and public questioning. 

 

Retelling of ordinary peoples' stories 

One trend found in the case study analysis suggested a leader was in touch with the public was 

rhetoric that suggested the leader had talked to ordinary people about how the issue had 

effected them. This was normally seen when the leader would retell stories about people they 

had come in contact with and how the problem or the decision had affected them. This type of 

communication again highlights the fact that the leader had talked to and, more importantly, 
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listened to members of the public about the issue. In essence, this discovery expands on the 

literature that suggests leaders should promote visual evidence of themselves with members of 

the public (for exampleBarry, 1997; Johnson-Cartee & Copeland, 2004; Messaris, 1997; Perloff, 

1993: 146). Through explicit examples, such communication also reinforces the idea that the 

leader is in touch with the public. Furthermore, such communication also allows the leader to 

use empirical examples to illustrate, thus give validity to, the points and arguments they make. 

Therefore, this suggestion was included under the Listening quality. 

 

Summarising extended and added suggestions 

In sum, the case study analysis helped to both highlight unneeded suggestions and, more 

importantly, highlight weaknesses in the initial framework. This was most obviously seen by 

just how under developed certain aspects of the framework were. Most importantly, the 

leadership section needed to be expanded to highlight its importance to the overall framework. 

But the other two qualities left also needed to be expanded in accordance with the new 

suggestions found during the case study analysis. Many of the new suggestions that help 

promote the qualities associated with market-oriented governing leaders’ communication help 

add value and depth to the qualities suggested by the initial framework. In doing so, they add 

further information to the political marketing literature on leadership communication that has 

tended to focus on election campaigns. However, when looking at the structure of the 

framework in Box 10.6, there are obviously many suggestions for a governing leader to follow. 

Considering how much impact the context of the country, the issue, and the text the leader is 

communicating through had on what the leader can promote, the framework is still too rigid to 

be universally applicable. The final stage of the revision will address this issue. 
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Box 10.6: Changes to original framework for market-oriented governing leaders 
communication (Part 3) 

 

1. Listening (responsive & reflective)  
a. Early communication/ Encouraging public debate 
b. Start frequent communication early on in the decision making process 
c. Maintain rhetoric encouraging public feedback and debate 
d. Respectfully responding to public concerns 
e. Visual evidence of the leader with members of the public 
f. Rhetoric suggesting togetherness and affinity 
g. Communicate end goals that resonate with the public 
h. Communicate reflection of hard yet necessary decisions 
i. Communicate understanding of public hardships 
j. Providing solutions to potential public concerns 
k. Retelling of ordinary peoples' stories 

 
2. Leadership 

a. Communicate delivery, reasons for, and benefits of decision 
b. Not attacking the Opposition 
c. Other visual and verbal cues associated with authority 
d. Communicate personal conviction 
e. Strong and authoritative tone of voice 
f. Language cues associated with determination and strength 
g. Squared shoulders 
h. Dark formal clothing 
i. Strong facial expressions 
j. Firm hand gestures 
k. In front of group/ focal point of imagery 
l. Discussing other potential options 
m. Communication suggesting relationship with members of other political parties and 

stakeholder groups 
3. Honesty/Trustworthiness 

a. Not reading from speech (where possible) 
b. Being open and honest in response to media questions 
c. Open, honest, and encouraging of media and public questioning 
d. Communication of non-political personality 
e. Other visual and verbal cues associated with honesty, trustworthiness and openness 
f. Communicating challenges to delivery 
g. Leaning forward 
h. Open arms and hand gestures suggesting an offering 
i. Lighter coloured, less formal clothing 
j. Maintaining reasonable eye contact with the audience 
k. Smile 
l. Speaking with a cadence that does not sound scripted 
m. Communicating drawbacks to decisions 

 

Turning the framework into a three stage model 

As can be seen by Table 10.6, the lessons learnt during the case study analysis were extremely 

valuable in better understanding how governing leaders should use communication to promote 

their market-oriented qualities. The changes and improvements to the framework are 

substantial, as is the benefit of following. Moreover, this was anticipated when setting out on a 

grounded theory approach. That said, the findings, as they are in Table 10.6, still do not optimise 

all the information gained from all the research done. More can be done to clarify the 

framework, which in Box 10.6 simply looks like a list of ideas. Therefore, this final stage of 
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revision turned the theory into a three stage model. This added stage comes between the three 

qualities market-oriented governing leaders should promote and the suggestions of how to 

promote them. In essence, the new stage creates a more detailed description of the qualities 

market-oriented governing leaders need to promote, and separates the suggestions out 

according to which of these they best fit under.  

 
Box 10.7: The finalised model for market-oriented governing leaders' communication 

Quality Sub-quality Common ways to communicate 
In Touch Communicate respectful 

acknowledgement of public 
concerns and criticism  
 

Respectfully explain 
 What the public are concerned about 
 Why they have this concern 
 Why the governing leader disagrees 
 
Other verbal 
 Communicate potential solutions to public 

concerns 
 
 

  

 Communicate the governing 
leader is listening to the public 

Verbal 
 Start frequent communication early on in the 

decision making process 
 Maintain rhetoric encouraging public 

feedback and debate 
 Communicate understanding of public 

hardships 
 Retelling of ordinary peoples' stories 
 
Visual 
 Visual evidence of the leader with members of 

the public 
 

 
 

  
 
 
 
 
 

 Communicate an emotional bond 
between the governing leader and 
the public. 

Verbal 
 Suggesting togetherness, affinity or an 

understanding of the public 
 Communicate end goals that resonate with the 

public 
 Showing reflection on hard yet necessary 

decisions 
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Leadership Communicate leadership strength Verbal 
 Communicate personal conviction 
 Strong and authoritative tone of voice 
 Language cues associated with determination 

and strength  
 Not attacking the Opposition 

 
Visual 
 Squared shoulders 
 Dark formal clothing 
 Strong facial expressions 
 Firm hand gestures 
 In front of group/ focal point of imagery 

 
 

  

 Communicate leadership 
competence 

Verbal 
 Communicate delivery, reasoning behind and 

benefits of decision 
 Communication suggesting relationship with 

members of other political parties and 
stakeholder groups 

 Discussing other potential options 
 
Visual 
 Imagery of leader working constructively with 

other political elites 
 

 
 

  

Credibility Communicate honesty Verbal 
 Open, honest, and encouraging of media and 

public questioning 
 Communicating challenges to delivery 
 Communicating drawbacks of decisions 
 
Visual 
 Maintaining reasonable eye contact with the 

audience 
 Leaning forward 

 
 

  

 Communicate authenticity and 
relatability 

Verbal 
 Communication of non-political personality 
 Speaking with a cadence that does not sound 

scripted 
 
Visual 
 Open arms and hand gestures suggesting an 

offering  
 Lighter coloured, less formal clothing 
 Smile 
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Six of the new sub-categories were included by breaking down the qualities into sub-qualities 

that were commonly seen in the case study analysis. As mentioned repeatedly over the last six 

chapters, context is important. Market-oriented governing leaders may need to make 

adjustments around contradicting suggestions depending on the country they govern in, the 

issue type, the stage of the decision making process, and the text they are communicating 

through, among many other uncontrollable challenges. Therefore, the suggestions in the 

Common ways to communicate column do not all need to be used in each piece of 

communication on each issue in each country. The revised model is not a checklist of rules 

leaders need to follow in all situations. This thesis does not present a mathematical formula for 

how much of each quality is needed in any given context. The context of the issue and personal 

judgement is still needed to get that balance right. Overall, the model does provide a balance 

between being intellectually fruitful enough to add to the growing list of frameworks and 

models in the area of political marketing in government, while also being broad enough to be 

universally applicable. 

 

Conclusion 

This chapter has revised the framework extensively according to findings from the case studies 

and further reflection and original thought. The final three stage model is more adaptable to the 

context of the issue the leader is promoting their qualities through and outlines both universally 

applicable qualities market-oriented leaders need to promote, and how this might be done in 

practical terms. This has maximised its usability for future use, whether it’s on social or 

economic issues, for governing leaders around the world. The next chapter will draw together 

overall conclusions from the research. 
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SECTION THREE 

CHAPTER ELEVEN 
CONCLUSION 

 
 

 

Introduction 

Political office introduces leaders to complexities not present in opposition. In making 

necessary yet unpopular decisions political leaders can lose their positive public image. The 

ability to appear to be listening while also being seen as competent and trustworthy is harder in 

government than opposition. Traditional defensive communication strategies further 

exacerbate this problem. This thesis has identified new forms of communication that 

contemporary governing leaders can use to highlight their market-oriented qualities. Through a 

grounded theory approach, which drew on existing literature and four case studies, the thesis 

has presented a new model for market-oriented governing leaders' communication which 

indicates the three broad qualities and seven sub-qualities that market-oriented governing 

leaders should promote. It also highlights specific and practical suggestions as to how these 

leaders can communicate such qualities. 

This conclusion summarises the process taken to come to the final model highlighted in 

the previous chapter. It also highlights the value this research has in the fields of political 

marketing, political leadership and political communication more broadly and, after conceding 

limitations, makes suggestions for further research using the new model. It then re-presents the 

final model with empirical illustrations drawn from best practice in the case studies and other 

empirical examples in previous literature. In doing so, the conclusion highlights the value of a 

model for market-oriented governing leaders’ communication for both our understanding of 

contemporary politics and political practice. 

 

 

 

 

 

241 
 



Section Three Chapter Eleven Conclusion 
 

The model development  

Process 1 – Literature review and original framework development 

The development of the model for market-oriented governing leaders’ communication took a 

grounded theory approach; continually developing over the course of the research. It started by 

looking at existing literature from the three fields of political marketing, political leadership, 

and political communication to answer three important questions; what trends in governing 

leaders actions have hurt their image of having market oriented qualities? What challenges have 

stopped governing leaders from maintaining the image of having market-oriented qualities? 

And what evidence can be found that suggests how these trends and problems might be 

remedied?  

 

Process 2 - Case study analysis 

330 different texts were analysed over four issues relating to two contemporary governing 

leaders’ communication and the findings helped shape the revision of the framework. 

 

John Key – Raising GST 

This case study demonstrated Key’s ability to communicate a respectful acknowledgement of 

public concern, criticism, and the other potential options that may achieve the same goal. In 

essence, Key used communication around this issue to suggest he was in touch with the public, 

understood their concerns, but was taking the course of action he thought was right. That said, 

there were some weaknesses in Key’s performance; such as his inability to explicitly promote 

leadership strength and use of more traditional communication strategies such as a failure to 

acknowledge and respect scrutiny. 

 

John Key - Repealing and Replacing the Foreshore and Seabed Act 

There were several indicators that suggested that Key was trying to present himself as a 

listening leader through this issue. Notably, Key started communicating on the issue more than 

two years prior to the decision being announced, with several visual cues implicitly or explicitly 

promoting public debate and input. However, communication was less effective the closer it got 

to the decision being made. His response to the accompanying criticism from inside and outside 

Parliament often suggesting stubborn rather than strong leadership. Key's communication fell 

back into traditional communication strategies to combat the challenges he faced 

 

Barack Obama - Obamacare 

Obama's communication suggested new ways to successfully juggle the image of being a leader 

who listens and a leader with personal conviction and strength. Most substantively, Obama 
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showed conviction in his communication suggesting his determination to achieve health care 

reform. At the same time, Obama was able to show strong listening characteristics in his 

communication promoting consultation and collaboration with politicians from both major 

parties, as well as the American public. Most importantly, this case study showed the 

importance of subtle visual and verbal cues. It also highlighted how altering such cues could 

help in presenting leadership strength or authenticity, depending on the context of the 

communication.  

Conversely, the in depth analysis carried out by this thesis also found that 

communication was more focus on explicitly selling the benefits Obamacare. It is 

understandable that governing leaders would want to promote the positive aspects of their 

decisions. But in the contemporary political environment of increasing levels and avenues of 

public input – especially on polarising issues – persisting with an overwhelming ratio of selling 

the benefits of decisions' can reduce the effectiveness of a piece of communication. This can 

suggest the leader is talking at the public rather than with them. This was one of the problems 

found in first generation market-oriented governing leaders’ communication; using traditional 

communication strategies despite getting into office on the back of an image of being in touch. 

This also adds weight to one of the initial arguments of this thesis: to present a market-oriented 

image a governing leader has to be market-oriented. If a governing leader is market-oriented 

but has not shown that through their communication, the communication may be perceived as 

hollow.  

  

Barack Obama - Recovery Act Investment 

Obama’s communication on Recovery Act investment lacked extensive verbal and visual cues 

that would help promote an image of having the listening qualities he explicitly promoted 

during his victory speech in 2008. Instead, Obama seemed to place greater importance on 

promoting strong leadership qualities, the goal of rebuilding America, and the challenges that 

they faced moving forward. Clearly the context of the issue plays a major role in how leaders 

should communicate. Indeed, Obama’s communication seemed to fit well with many of the 

particular challenges around the issue, including the lack of certainty about America’s economic 

future, the urgency of the issue, and the fact that most of the communication analysed came 

after a decision had been made. Overall, this resulted in Obama trying to appeal to the American 

public more on a logistical level than an emotional one. Obama’s communication here showed 

leaders still can show themselves to be reflecting on the decisions they make before the end of 

their first term.  
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Comparing the case studies – trends and differences 

Comparative analysis of the four case studies highlighted how leaders need to move from 

traditional communication to updated communication strategies in response to the changing 

context of the relationship between governing leaders and the public. The analysis also made it 

clear how the framework should be adapted to take account of the context.  

 

Process 3 - the final model 

The revision of the framework involved removing the unnecessary suggestions through simple 

deletion or by merging and renaming the qualities that were too specific or not quite 

representative of what was found in the case studies. Furthermore, suggestions that were found 

through the case study analysis were added which helped to plug many of the gaps in the 

framework. Finally, the framework was transformed into a three stage model which helped 

clarify the purpose of each of the suggestions made and better detail what qualities leaders 

should communicate. The final model for market-oriented governing leaders' communication 

provides a good balance between required information governing leaders need to communicate 

and possible suggestions for how this information may be implicitly and explicitly 

communicated in both verbal and visual communication. This results in a model that is 

universally applicable and useful for both future research and practice. 

 

Implications and value for academic research 

The findings of this research help solidify, acknowledge, and significantly expand understanding 

of how leaders should communicate in government in three areas of political research; political 

marketing, political communication and political leadership.  

 

Political marketing 

This study has explored pertinent and pressing communication issues relating to market-

oriented behaviour that have come to surface since the beginning of the 21st century. This 

thesis examined how a governing leader could use communication during the non-campaign 

period to illustrate their qualities commonly associated with market-oriented behaviour. This 

fills a gap in the literature around political marketing communication which had neglected how 

leaders in government might behave. Non-campaign communication needs to be very different 

from campaign communication. The model produced in this thesis plugs this important gap by 

highlighting how different political marketing is in government than in opposition. It outlines 

the many challenges of office that may hinder governing leaders’ ability to maintain the 

practices, and therefore image, that helped them win office in the first place. Yet it makes clear 

why entering office does not necessarily mean governments and governing leaders have to 
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disregard market-oriented practices in the name of good governance. As has always been 

claimed by political marketing theorists, market-oriented behaviour is more than simply 

following public opinion. Rather, market-oriented behaviour involves being in touch - which is a 

similar, yet not identical, quality. In essence, the research demonstrates that governing leaders 

do not need to follow public opinion to convey that they have listened to it. Leaders can show 

personal conviction while also showing they are in touch with the public they claim to 

represent. By looking at how governing leaders should communicate their market-oriented 

qualities, this research adds to the understanding of market-oriented behaviour in government 

by taking the communication aspect and putting a magnifying glass to it.  

 

Political leadership 

For studies in political leadership, the findings of this research add a new dimension to a 

contemporary theory in the field: namely that governing leaders need to be strong yet reflective 

in their decision making. The research outlines certain elements of public expectation around 

this theory, adding depth to understanding in this area as well as to what ‘strong’ and ‘reflective’ 

leadership means. In essence, that leaders can show strength through conviction of their own 

beliefs; doing what they believe is right, while also reflecting on the impact these decisions will 

have on the public. In other words, it looks at what the sub-qualities of these qualities are. The 

research also shows that if leaders use effective communication strategies the public doesn’t 

have to agree with a decision maker in order to accept and respect the decisions they make. In 

doing so, this research also adds weight to the argument that with good policy making that has a 

long term outlook, governments can actually increase their political capital in the long term. 

 

Political communication 

For the field of political communication, this study highlights the changing nature of 

communication between the political elite and the public. It suggests that the public are 

constantly demanding a greater voice in the discussion of salient political issues, whether it is 

through traditional or new communication channels. Furthermore, this research suggests that 

political elites need to respond in kind, not only through their actions, but through their 

communication of these actions. It also reaffirms the fact that campaign and non-campaign 

communication are vastly different. Non-campaign communication is not afforded the same 

ability for general personality promotion. It shows how the issue driven communication of non-

campaign periods require leaders to use more subtle methods of self-promotion in order to 

maintain the positive public image they took office with. This is especially important in an era 

where leaders, and politicians in general, are involved in "permanent campaigning" (Pippa 

Norris, 2002; Steger, 1999); having to make sure they are aware of what they say, how they say 
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it, and how the public will view it. Furthermore, the research highlighted the fact that non-

campaign communication needs to be less explicit in vocalising party ideology in order to 

appeal, or not be immediately disregarded, by a larger group of the population other than 

simply their key and potential voters.  

 

Overall value of the research 

This study does more than simply combine the fields of politics and marketing. While other 

studies have looked at the topic of this research in similar ways, such as political marketing 

communication running up to an election, this study fills the gap in research on the political 

marketing communication in government. It does so by taking contemporary accepted theories 

from the fields of political marketing, political leadership and political communication, merging 

them together in a succinct way, and adding to them with information from new case studies. It 

then presented the results in a clear applicable manner. Not only does this thesis highlight the 

problems facing leaders in power within a market-oriented environment, who need to both 

remain responsive to public views whilst showing leadership within the constraints of 

government, it suggests ways to resolve it. The final model can be used in further research and 

by practitioners and politicians. 

 

Limitations and suggestions for future research 

The model for market-oriented governing leaders' communication provides a fresh perspective 

on contemporary governing leaders’ communication of market-oriented qualities. That said, as 

with any piece of research, there are limitations. But these limitations do open up avenues for 

future research. 

 

Types of issues 

One of the most obvious limitations of this research was the type of issues looked at in the case 

study analysis. Broadly speaking, the case studies look at two types of issues; economic and 

social. More specifically, the case study analysis related to issues around taxation, government 

investment, ownership rights, and public health. Yet there are a number of other issue types 

that encompass government and leadership decision making that are not looked at in this 

research. These include education, foreign affairs, the environment, immigration, housing, and 

national security. It would not be possible to cover all of these within the confines of a PhD and 

still produce in depth primary data analysis. However, given that the findings from this research 

suggest that governing leaders’ communication on these types of issues might need to vary, then 

future research should apply the model to communication on new issue types to further develop 

our understanding of this topic. The ability of governments to be open and honest with the 
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public about issues of national security is quite difficult and restrained compared with most 

other issues around government decision making. The ability of governing leaders to be as 

forthcoming and explicit in their communication around such areas may have a major impact on 

how they can present themselves, or how they are expected to present themselves, especially 

around the quality of being in touch with public opinion. But we cannot be sure until more 

research is done. It could be that all issues need leaders to convey respect and responsiveness 

as well as justification in their communication. 

 

Timeframe 

Another important limitation of this research is that the empirical analysis only considered 

communication by governing leaders in their first term in office reflecting the nature of the 

current leaders available for analysis at time of writing. With case study analysis starting in full 

in early 2012, only John Key had completed his first term in office. It was therefore impossible 

to collect and make sound judgements on communication during these leaders second terms in 

office. But this could not be avoided, as most second generation governing leaders were also still 

in their first term at the time of the research's commencement. Future research could extend 

analysis to second or third term communication (for example, see: A. Young, 2014). 

 

Country-focus 

The final model was altered in the previous chapter through the analysis of two political 

leaders’ communication. As noted previously, the political systems and cultural settings these 

leaders found themselves in were vastly different. This resulted in findings that gave us an 

understanding of what suggestions would work across vastly different political systems, 

cultural settings, and issue types. How the suggestions are executed by a governing leader may 

depend on the social and political context they find themselves in. But the broad suggestions 

themselves remain applicable across all contexts.  

However, the limitations of only looking at leaders in two countries do need to be 

acknowledged. While this includes two different governing executive systems, there are other 

forms around the world with logistical and cultural differences which might play a role in the 

how the governing leader applies the framework. Indeed, the expectations placed on leaders by 

the different cultural norms of different societies would be, by themselves, factors in how a 

leader chooses to present themselves. The new model could therefore be applied to other 

countries to explore any potential comparative differences. 

Thus, such limitations open up new possibilities. The research has created a reflective, 

grounded theoretical model for market-oriented governing leaders’ communication that could 

be applied to a range of empirical analysis including the same leaders’ communication around 
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these or different issues in their second or, in Key’s case, third term. The model could also be 

used to test the communication of other governing leaders like the current British Prime 

Minister David Cameron or current Australian Prime Minister Tony Abbot. Even more 

interesting would be to test it against the communication of Kevin Rudd during his first stint as 

Australian Prime Minister due to his severe drop in public support in early 2010. Such research 

may bring about fresh ideas, suggestions, and findings that would not only highlight what 

leaders should do, but what they should not do. And as already indicated, research may also 

want to look at different kinds of issues, especially issues that add additional challenges such as 

national security.  

 

The final model for market-oriented governing leaders’ communication and illustrations 

The model is again presented in Box 11.1 on the following page. Furthermore, it presents 

examples of the suggestions as to how the suggestions may be used, and also how the 

suggestions should not be used.  
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Box 11.1: The Finalised Model for Market-Oriented Governing Leaders Communication 
Quality Sub-quality Common ways to communicate 

In Touch 
 

Communicate respectful 
acknowledgement of 
public concerns and 
criticism  
 

Respectfully explain 
 What the public are concerned about 
 Why they have this concern 
 Why the governing leader disagrees 
 
Other verbal 
 Communicate potential solutions to public concerns 

 

Examples of what to do Examples of what NOT to do 
Respectfully explain 
1. A lot of people are concerned about... 
2. They are concerned about this because they 

believe... 
3. While I understand this concern, as it's a 

legitimate one, let me explain why I 
disagree... 

 
Other verbal 
4. ... And we have listened to that concern. As a 

result, we will include... into the bill to make 
sure that is taken care of. 
 

Respectfully explain 
1. There are fear mongers out there who are 

criticising this decision for their own person 
gain. 

2. People don't have all the information so it's 
hard for them to understand the complexity 
of the situation. 

3. Those who criticise don't want to hear 
reason. 

 
Other verbal 
4. It's too late in the process to think about 

that particular problem. If it had been 
brought up earlier, we may have been able 
to do something about that. Blame the 
Department of ... We followed their advice. 
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Quality Sub-quality Common ways to communicate 
In Touch Communicate the 

governing leader is 
listening to the public 

Verbal 
5. Start frequent communication early on in the decision making process 
6. Maintain rhetoric encouraging public feedback and debate 
7. Communicate understanding of public hardships 
8. Retelling of ordinary peoples' stories 
 
Visual 
9. Visual evidence of the leader with members of the public 

 
Examples of what to do Examples of what NOT to do 

Verbal 
5. The department has been suggesting we 

look into...the question is, is it a good idea? I 
don’t know. We will have to wait and see. 

6. I encourage you to have a say. Ring your 
local politicians, send letters to my office. If 
you see I'm conducting a town hall in your 
area, come and voice your concern. 

7. But I understand that things are not perfect. 
In the current climate people are struggling 
because of... And that makes it hard to... 

8. And I met a young woman from around this 
area yesterday. She was telling me about the 
problems she had with...Which is a great 
illustration of why we are making this 
decision. Because I hear stories like that up 
and down the country. 
 
 
 
 
 
 

Verbal 
5. I can't comment on that at this stage. 
6. My colleagues and I will be making this 

decision soon. We will announce the final 
decision shortly. 

7. I think some people overplay how hard the 
situation really is. All it takes is effort... 

8. I have not heard from members of the public 
about it. But I have the statistics from the 
department that tell me so. 
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Visual 
9. More  

 
Source: (Flood, 2010) 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

 
Visual 
9. Less 

 
Source: (K. Murphy, 2006) 
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Quality Sub-quality Common ways to communicate 
In Touch Communicate an 

emotional bond between 
the governing leader and 
the public 

Verbal 
10. Suggesting togetherness, affinity or an understanding of the public 
11. Communicate end goals that resonate with the public 
12. Showing reflection on hard yet necessary decisions 

 
Examples of what to do Examples of what NOT to do 

Verbal 
10. We can't do this without you. With our 

shared values of... we see this great nation 
for the qualities it already has. But we also 
see the potential for further greatness in this 
area in the future. 

11. This decision will be made with three main 
goals in mind. These goals are... These are 
goals that everyone in this great country 
would like to see achieved, no matter what 
side of the political fence you sit on. 

12. But I can't stand before you today and say 
this decision was easy. It was anything but 
easy. While I still believe we made the right 
decision, I understand the frustration people 
feel towards me as a result, and why. 
 
 
 
 
 
 
 
 
 
 
 

Verbal 
10. I understand I'm quite different from the 

majority of the public I represent, and I 
accept that. I came from a unique 
background, which is why I believe the goals 
I set out for my family and I are very 
different to that of the ordinary person. 

11. These goals may seem insulting to ordinary 
members of the public. But this government 
shares these goals with many multi-national 
corporations around the world. 

12. I'm not here to talk about that issue. We 
made a decision. We knew what we wanted 
to do, and so it was the right decision. We 
should all move on. 
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Quality Sub-quality Common ways to communicate 
Leadership Communicate leadership 

strength 
Verbal 
13. Communicate personal conviction 
14. Strong and authoritative tone of voice 
15. Language cues associated with determination and strength  
16. Not attacking the Opposition 

 
Visual 
17. Squared shoulders 
18. Dark formal clothing 
19. Strong facial expressions 
20. Firm hand gestures 
21. In front of group/ focal point of imagery 
 

Examples of what to do Examples of what NOT to do 
13. This is something I truly believe in. I've 

heard the criticism and I've taken it on 
board. But I can't always do what the public 
want, that's unfortunately part of being 
effective in this job. This is one of those 
times. 

14. See example at the following web address: 
https://www.youtube.com/watch?v=Ub3P
V2Y1kOU 

15. Trust me when I say we understand what 
you expect from us on this issue, and we are 
determined to drive forward to live up to 
those expectations. We will fight on to make 
sure this gets done. 

16. I'm here to concentrate on our policy. I'll 
leave them to talk about their own policy. 
 
 
 

13. I don't have an opinion on the matter. But  I 
really don't think the public want this to be 
done. So, despite expert advice, we have 
decided to do nothing. 

14. See example at the following web address: 
https://www.youtube.com/watch?v=PXTx
t8hJxEQ 

15. We may be in a bit of a helpless situation on 
this matter. So it is time we just have to 
throw your hands up in the air and say 'we 
can't win on this one.' 

 
 
 
16. While our decision may not have worked out 

as we expected, the Opposition's policy is 
much worse. They say they would... That's a 
terrible idea. So they really shouldn't 
criticise us. 
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Visual 
17. - 21.  

 
Source: (Beattie & McTague, 2013) 

 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

 
Visual 
17. - 21. See 'Examples of what to do' No# 34 
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Quality Sub-quality Common ways to communicate 
Leadership Communicate leadership 

competence 
Verbal 
22. Communicate delivery, reasoning behind and benefits of decision 
23. Communication suggesting relationship with members of other political parties and 

stakeholder groups 
24. Discussing other potential options 
 
Visual 
25. Imagery of leader working constructively with other political elites 
 

Examples of what to do Examples of what NOT to do 
Verbal 
22. We have delivered on our promise to...This 

was done so that... This will benefit the 
public by allowing for more… 

23. This decision was made through 
consultation with other parties, city councils 
relevant unions, and public interest groups. 
And on behalf of our nation, I want to thank 
all of them for their hard work. 

24. Some people suggested we do... This was a 
good idea in concept. However, going down 
that road would have meant... So we decided 
that it was not the best decision. 
 
 
 
 
 
 
 
 
 
 

Verbal 
22. I won't get into the details of that old policy 

now. Just trust me when I say we had our 
reasons, and it will benefit some in the long 
run. 

23. Our coalition partner tried to put road 
blocks in front of us. But considering the 
personal problems their leader has with me 
right now, that doesn't come as much of a 
surprise. 

24. A member of the Opposition suggested... But 
we didn't look into that. Why? Well, 
considering whom it came from that clearly 
has no basis in reality. 
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Visual 
25.  

 
Source: (AFP/GETTY, 2010) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Visual 
18. See example at the following web address: 

https://www.youtube.com/watch?v=Wdye
Tz8YbWI 
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Quality Sub-quality Common ways to communicate 
Credibility Communicate honesty Verbal 

26. Open, honest, and encouraging of media and public questioning 
27. Communicating challenges to delivery 
28. Communicating drawbacks of decisions 
 
Visual 
29. Maintaining reasonable eye contact with the audience 
30. Leaning forward 

 
Examples of what to do Examples of what NOT to do 

Verbal 
26. I want to hear from people who disagree 

with me as well. Because they have some 
really good questions that I feel need 
answering. I will make sure I answer them as 
explicitly as I can. But hold on to the 
microphone because, if I don't, tell me and 
I'll try to go a bit  deeper. 

27. But it's not going to be easy to get this done. 
We have many different stakeholders to 
consider, along with the short terms factors 
that may influence the long term benefits. 
This isn't going to happen overnight, 
especially considering our surplus is not as 
large as we were expecting. 

28. But there are some short term drawbacks to 
this decision. Notably, by investing in this 
now we will have less money to... 

 
 
 
 
 

Verbal 
26. I don't think I should talk about that right 

now. I'm here to talk about something else. 
But if you send the question to my 
communications team they will send you an 
appropriate answer. 

27. There are road blocks. But trust me when I 
say they are not important and we will deal 
with them in due time. People will just need 
to wait. 

28. I don't really want to get into the negatives. 
What I want to talk about are the great 
things this government is doing for all 
members of the community. 
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Visual 
29. & 30. 

 
Source: (NZNats, 2009) 

 
 

 

 
Visual 
29. & 30. 

 
Source: (Green-Party-of-Aotearoa-New-
Zealand, 2014) 
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Quality Sub-quality Common ways to communicate 
Credibility Communicate authenticity 

and relatability 
Verbal 
31. Communication of non-political personality 
32. Speaking with a cadence that does not sound scripted 
 
Visual 
33. Open arms and hand gestures suggesting an offering  
34. Lighter coloured, less formal clothing 
35. Smile 

 
Examples of what to do Examples of what NOT to do 

Verbal 
31. As I've mentioned in the past, this is 

something that effects all of us. I personally 
was affected by this growing up. When I was 
in high school at... about fifteen kilometres 
from where we are right now I...  And now, 
as a parent myself, I want my children to be 
able to... 

32. See example at the following web address: 
https://www.youtube.com/watch?v=IA1uy
OjnS0g 

 
 
 
 
 
 
 
 
 
 
 
 

Verbal 
31. As I've mentioned in the past, I will not be 

talking about any aspect of my personal life 
with the public. They elected me to make 
decisions that are best for them, not to talk 
about my personal experiences. This isn't a 
reality television show. So let's just stick to 
talking about the issue I came here to talk 
about. 

32. See example at the following web address: 
https://www.youtube.com/watch?v=Sqkk
RIfOdyg 
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Visual 
33.  

 
Source: (J. Murphy, 2013) 

 
 
 

34. - 35. 

 
Source: (Binkley, 2009) 

 
Visual 
33.  

 
(Source: 
https://www.youtube.com/watch?v=I1wttp6V
CqU) 

 
34. - 35. 

 
Source: (Glover, 2014) 
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Section Three Chapter Eleven Conclusion 
 

Final reflections 

This thesis has looked into the non-campaign communication of market-oriented governing 

leaders. Importantly, it has highlighted the need for a model that differs from those looking at 

campaign communication. In issue specific communication it is much harder to promote the 

personal qualities that the leader was perceived to have had as they took office. The model 

designed in this study helps with that. It outlines the important aspects of governing leaders’ 

credentials that need to be promoted in order for them to promote the qualities commonly 

associated with market-oriented behaviour. Most importantly, this research has shown that a 

leader can promote both strong personal convictions while also highlighting the fact that they 

are still in touch with the public. This can even be done in situations where they go against 

public opinion.  

It is encouraging that contemporary governing leaders’ communication is more 

reflective of their market-oriented qualities than their predecessors were. However, the case 

study analysis suggests that contemporary market-oriented governing leaders have not moved 

as far away from traditional communication strategies as the initial framework or the final 

model would suggest is appropriate. Importantly, this research suggests that second generation 

market-oriented governing leaders are still unwilling to be truly reflective about the decisions 

they and their governments have made. But it is going to take more than one generation for 

governing leaders to adopt and adapt to new communication strategies in government, just as it 

took political parties multiple decades to adopt and adapt to market-oriented strategies to get 

into office. The difference being, of course, that many of these parties adapted to such practices 

without the challenges of office adding extra time, resource, and public pressures on them. 

Further research is needed to fully understand market-oriented governing leaders’ 

communication; both how it is, and how it should be. It will be interesting to see how 2nd 

generation market-oriented governing leaders’ public images fare as they enter the second 

stage of their time in office. It will be interesting to see if late in their tenure they finally begin to 

show the reflective qualities former British Prime Minister Tony Blair showed after eight years 

in office. It will be more interesting to see if they do this in a timely enough manner, or if they 

will continue to only practice such qualities when it is too late. The model for market-oriented 

governing leaders' communication provides a valuable theory to both examine analysis and 

inform the practice of this. 
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Appendices 

 

Appendices Table A:   

John Key - Increasing GST 

Date Type Description Producer Source 

 

22/01/2010 Newspaper Benefits would rise with GST, says Key  

 

New Zealand 

Herald  

EBSCO Host 

09/02/2010 Newspaper GST hike, tax cuts tipped – Key  

New Zealand Herald 

Source:  

New Zealand 

Herald 

EBSCO Host 

10/02/2010 Newspaper Fears for low-wage earners Key floats GST 

increase in tax system changes 

By Shane Cowlishaw 

Pg. 01 

Southland Times 

 

EBSCO Host 

10/02/2010 Newspaper Key trades $4b tax cuts for GST rise 

By Tracy Watkins and Vernon Small 

Pg. A1 

The Press 

 

INNZ 

10/02/2010 Newspaper PM defensive after video reveals GST flip-

flop 

New Zealand 

Herald 

EBSCO Host 
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11/02/2010 Newspaper Flip-flop on GST puts Key's credibility on 

line  

New Zealand 

Herald 

Australia/New Zealand Reference Centre 

11/02/2010 Newspaper Key defended on GST stance 

Pg. 02 

Timaru Herald 

 

INNZ 

11/02/2010 Newspaper Public split over Key's GST plan 

By Colin Espiner 

Pg. A1 

Dominion Post EBSCO Host 

11/02/2010 Newspaper Support for rise in GST 

By Colin Espiner 

Pg. A5 

The Press 

 

EBSCO Host 

11/02/2010 Newspaper GST decision puts a wobble in the prime 

ministerial grin 

By Jane Clifton 

Pg. A4 

Source:  

Dominion Post INNZ 

23/02/2010 Newspaper GST rise unpopular according to poll  

By John Hartevelt 

Pg. A4 

The Press EBSCO Host 

23/02/2010 Newspaper Key unmoved by adverse tax poll 

By John Hartevelt 

Pg. A2 

 

Dominion Post EBSCO Host 
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27/02/2010 Newspaper Boost to elderly: 2pc rise in super Key 

pledges ‘double whammy’ to counter GST 

rise 

Pg. A1 

Dominion Post INNZ 

27/02/2010 Newspaper Key says GST rise good for pensioners 

By Colin Espiner 

Pg. A7 

The Press 

 

INNZ 

27/02/2010 Newspaper Pensioners' incomes to rise: Key 

Pg. A2 

Southland Times 

 

INNZ 

06/03/2010 Newspaper GST shuffle looks fair for super 

By Mary Holm 

New Zealand 

Herald 

INNZ 

 

07/05/2010 Newspaper Key pans idea of exempting food from GST 

By Vernon Small 

Pg. A7 

Dominion Post 

 

INNZ 

31/01/2011 Newspaper Party leaders go head-to-head 

 

New Zealand 

Herald 

EBSCO Host 

01/11/2011 Newspaper Goff firm on liar claim for PM 

By Kate Chapman 

Pg. 01 

Nelson Mail 

 

INNZ 

10/11/2011 Newspaper Bend it like John Key 

By John Hartevelt 

Pg. A4 

The Press 

 

INNZ 
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09/02/2010 Online Video Statement to Parliament 

 

Rt Hon John Key 

 

http://www.beehive.govt.nz/speech/statement-

parliament 

22/02/2010 Online Video PM on GST Poll 

 

nzherald.co.nz 

 

http://www.youtube.com/watch?v=zJKKwtna0

uI 

 

26/02/2010 Press Release Super Payments will rise under tax changes Rt Hon John Key 

 

https://www.national.org.nz/news/news/medi

a-releases/detail/2010/02/26/super-payments-

will-rise-under-tax-changes 

20/05/2010 Press Release Budget 2010 about opportunity for Kiwis 

  

Rt Hon John Key 

 

http://www.beehive.govt.nz/release/budget-

2010-about-opportunity-kiwis 

26/01/2011 Press Release Next steps in Govt plan to build faster 

Growth 

 

Rt Hon John Key 

 

http://www.scoop.co.nz/stories/PA1101/S000

97/next-steps-in-govt-plan-to-build-faster-

growth.htm 

 

11/02/2010 Questions in 

the House of 

Representative

s 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1002/S001

56.htm 

23/02/2010 Questions in 

the House of 

Representative

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.parliament.nz/en-

nz/pb/business/qoa/49HansQ_20100216_0000

0002/2-gst-increase%E2%80%94prime-
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s minister%E2%80%99s-statements 

23/02/2010 Questions in 

the House of 

Representative

s 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1002/S003

40.htm 

18/05/2010 Questions in 

the House of 

Representative

s 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1005/S002

62.htm 

19/05/2010 Questions in 

the House of 

Representative

s 

Questions for Oral Answer  Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1005/S002

82.hth 

25/05/2010 Questions in 

the House of 

Representative

s 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1005/S004

06.htm 

30/06/2010 Questions in 

the House of 

Representative

s 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1006/S004

77.htm 

27/07/2010 Questions in Questions for Oral Answer Office of the http://www.scoop.co.nz/stories/PA1007/S004
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the House of 

Representative

s 

  Clerk 11/questions-for-oral-answer-27-july-2010.htm 

03/08/2010 Questions in 

the House of 

Representative

s 

 

 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1008/S000

38/questions-and-answers-3-august-2010.htm 

24/08/2010 Questions in 

the House of 

Representative

s 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1008/S003

45/questions-for-oral-answer-24-august-

2010.htm 

25/08/2010 Questions in 

the House of 

Representative

s 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1008/S004

04/questions-and-answers-25-august-2010.htm 

08/09/2010 Questions in 

the House of 

Representative

s 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1009/S001

38/questions-and-answers-8-september-

2010.htm 

14/09/2010 Questions in Questions for Oral Answer Office of the http://www.scoop.co.nz/stories/PA1009/S002
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the House of 

Representative

s 

  Clerk 15/questions-and-answers-14-september-

2010.htm 

21/09/2010 Questions in 

the House of 

Representative

s 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1009/S002

98/questions-for-oral-answer-21910.htm 

22/09/2010 Questions in 

the House of 

Representative

s 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1009/S003

19/questions-for-oral-answer-22910.htm 

19/10/2010 Questions in 

the House of 

Representative

s 

 

 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1010/S003

20/questions-and-answers-19-october-

2010.htm 

08/12/2010 Questions in 

the House of 

Representative

s 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1012/S001

25/questions-and-answers-dec-8-2010.htm 

12/04/2011 Questions in Questions for Oral Answer Office of the http://www.scoop.co.nz/stories/PA1104/S002
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the House of 

Representative

s 

  Clerk 55/questions-and-answers-april-12.htm 

13/04/2011 Questions in 

the House of 

Representative

s 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://www.scoop.co.nz/stories/PA1104/S002

87/questions-for-oral-answer-april-13.htm 

15/03/2011 Questions in 

the House of 

Representative

s 

Questions for Oral Answer 

  

Office of the 

Clerk 

http://parliamenttoday.co.nz/2011/03/questio

ns-and-answers-march-15-2/ 

 

09/02/2010 Radio Checkpoint  Radio New 

Zealand 

University of Auckland Chapman Achieve 

12/02/2010 Radio Checkpoint  

 

Radio New 

Zealand 

University of Auckland Chapman Achieve 

06/05/2010 Radio Checkpoint  

 

Radio New 

Zealand 

University of Auckland Chapman Achieve 

 

04/02/2010 Speech Jobs and Growth: Speech to the Waitakere 

Enterprise Business Club 

  

Rt Hon John Key 

 

https://www.national.org.nz/news/news/medi

a-releases/detail/2009/02/03/jobs-and-

growth-speech-to-the-waitakere-enterprise-
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business-club 

26/02/2010 Speech Address to North Shore Grey Power 

  

Rt Hon John Key 

 

http://www.beehive.govt.nz/speech/address-

north-shore-grey-power 

11/05/2010 Speech Budget 2010: Investing in New Zealand's 

Future  

Rt Hon John Key 

 

http://www.scoop.co.nz/stories/PA1005/S001

58.htm 

11/08/2010 Speech Address to Royal New Zealand Returned 

and Services' Association 

 

Rt Hon John Key 

 

http://www.scoop.co.nz/stories/PA1010/S001

29/key-rsa-2010-annual-council.htm 

21/05/2010 Speech Post-Budget speech to Trans-Tasman 

Business Circle 

Rt Hon John Key 

 

http://www.johnkey.co.nz/archives/956-Post-

Budget-speech-to-Trans-Tasman-Business-

Circle.html 

 

18/08/2009 Television  3 News  TV3 University of Auckland Chapman Achieve 

18/08/2009 Television  Sunrise  TV3 University of Auckland Chapman Achieve 

10/02/2010 Television  3 News  TV3 University of Auckland Chapman Achieve 

10/02/2010 Television  One News  TV ONE University of Auckland Chapman Achieve 

10/02/2010 Television  TVNZ News at 8  TVNZ7 University of Auckland Chapman Achieve 

12/02/2010 Television  3 News  TV3 University of Auckland Chapman Achieve 

26/02/2010 Television  One News  TV ONE University of Auckland Chapman Achieve 

26/02/2010 Television  TVNZ News at 8  TVNZ7 University of Auckland Chapman Achieve 

08/03/2010 Television  Breakfast  TV ONE University of Auckland Chapman Achieve 

10/05/2010 Television  3 News  TV3 University of Auckland Chapman Achieve 
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17/05/2010 Television  Breakfast  TV ONE University of Auckland Chapman Achieve 

21/05/2010 Television  3 News  TV3 University of Auckland Chapman Achieve 

21/07/2010 Television  3 News  TV3 University of Auckland Chapman Achieve 

09/08/2010 Television  Campbell Live TV3 University of Auckland Chapman Achieve 

20/09/2010 Television  3 News  TV3 University of Auckland Chapman Achieve 

21/09/2010 Television  3 News  TV3 University of Auckland Chapman Achieve 

09/05/2011 Television  Campbell Live  TV3 University of Auckland Chapman Achieve 

18/07/2011 Television  3 News TV3 University of Auckland Chapman Achieve 

14/08/2011 Television Q+A  

  

TV ONE 

 

http://www.scoop.co.nz/stories/PO1108/S001

87/qa-interview-with-prime-minister-john-

key.htm (transcript) 

 

08/02/2010 Video Journal John Key - Video Journal 21 

  

NZNats 

 

http://www.youtube.com/watch?v=cbGFSnHD2

bk 

22/02/2010 Video Journal John Key - Video Journal 22 

  

NZNats 

 

http://www.youtube.com/watch?v=jY7dbdQ-

nmQ 

 

12/02/2010 Web page Key notes - Our Priorities 2010 

 

Rt Hon John Key 

 

http://www.beehive.govt.nz/newsletter/key-

notes-%E2%80%93-our-priorities-2010 

26/02/2010 Web Page Key Notes - Improving our tax system 

  

Rt Hon John Key 

 

http://www.beehive.govt.nz/newsletter/key-

notes-improving-our-tax-system 

01/10/2010 Web Page Tax Cuts Today Rt Hon John Key http://www.beehive.govt.nz/newsletter/special
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 -edition-tax-cuts-today 
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Appendices Table B:   

John Key - Repeal and Replace the Foreshore and Seabed Act 

Date Type Description Producer Source 

 

05/03/2009 Newspaper Beach access sacred in review, says Key 

 

New Zealand 

Herald 

Australia/New Zealand Reference Centre 

07/07/2009 Newspaper Key plays down Maori payments 

By Martin Kay 

Pg. A4 

Dominion Post INNZ 

03/11/2009 Newspaper Repeal of seabed act looks inevitable 

By Vernon Small 

Pg. A5 

Dominion Post EBSCO Host 

03/11/2009 Newspaper Repeal of act likely 

By Vernon Small 

Pg. A6 

The Press 

 

INNZ 

08/12/2009 Newspaper PM wants to work with Labour on seabed 

law 

New Zealand 

Herald 

EBSCO Host 

05/02/2010 Newspaper Foreshore and Seabed Act could go this 

year, PM tells Maori 

New Zealand 

Herald 

EBSCO Host 

06/02/2010 Newspaper PM urges 'realism' on act 

Pg. A2 

 

Southland Times 

 

INNZ 
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06/02/2010 Newspaper Foreshore act could be kept, says Key 

 

New Zealand 

Herald 

EBSCO Host 

06/02/2010 Newspaper PM looks for Foreshore and Seabed 

solutions 

New Zealand 

Herald 

EBSCO Host 

12/02/2010 Newspaper Foreshore ownership rift widens 

By Colin Espiner 

Pg. A2 

Dominion Post EBSCO Host 

12/02/2010 Newspaper Turia spurns Key's option on foreshore 

and seabed 

New Zealand 

Herald 

EBSCO Host 

13/02/2010 Newspaper Discontent as National, Maori work 

towards settlement 

By Colin Espiner 

Pg. A17 

Dominion Post EBSCO Host 

09/06/2010 Newspaper Foreshore choice overrides iwi 

By Tracy Watkins 

Pg. A2 

Dominion Post EBSCO Host 

15/06/2010 Newspaper Foreshore plan opens door to Maori 

claims 

By Audrey Young 

New Zealand 

Herald 

Australia/New Zealand Reference Centre 

15/09/2010 Newspaper Harawira declines to back seabed bill 

BBy Claire Trevett 

Pg. A2 

Dominion Post EBSCO Host 
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15/09/2010 Newspaper Harawira at odds with party 

By Claire Trevett 

Pg. A13 

The Press INNZ 

15/09/2010 Newspapers Harawira declines to back seabed bill 

By Claire Trevett 

Pg. A2 

The Press INNZ 

14/02/2011 Newspaper Harawira, foreshore, and clashing 

symbols 

Colin James 

Pg. B5 

Dominion Post EBSCO Host 

 

01/07/2009 Online Video John Key on the foreshore and seabed 
debate 

nzherald.co.nz http://www.youtube.com/watch?v=uvMn8MlSPlM 

02/11/2009 Online Video Foreshore & Seabed Act to be repealed nzherald.co.nz http://www.youtube.com/watch?v=MyDE6uYbXd

0 

14/06/2010 Online Video Key announces Foreshore & Seabed 
repeal 
 

nzherald.co.nz http://www.youtube.com/watch?v=WNmJbIkWHC

I 

 

09/12/2008 Press Release Speech from the Throne 

 

New Zealand 

Government 

http://www.scoop.co.nz/stories/PA0812/S00063.

htm 

 

04/03/2009 Press Release PM and Maori Party on Foreshore & New Zealand http://www.scoop.co.nz/stories/PA0903/S00053.
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Seabed Review 

 

Government htm 

 

31/03/2010 Press Release Govt seeks public views on foreshore and 

seabed 

 

Rt Hon John Key https://www.national.org.nz/news/news/media-

releases/detail/2010/03/31/govt-seeks-public-

views-on-foreshore-and-seabed-solutions 

31/03/2010 Press Release Foreshore and Seabed: Towards an 

Enduring Solution 

Rt Hon John Key https://www.national.org.nz/files/2010/Foreshor

eseabed.pdf 

09/05/2010 Press Release Speech to National Party Regional 

Conference 

New Zealand 

National Party 

http://www.scoop.co.nz/stories/PA1005/S00146.

htm 

14/06/2010 Press Release PM On Foreshore and Seabed 

 

New Zealand 

Government 

http://www.scoop.co.nz/stories/PA1006/S00208.

htm 

 

19/06/2010 Press Release News Letter From John Key 

 

New Zealand 

Government 

http://www.scoop.co.nz/stories/PA0903/S00056.

htm 

 

 

05/02/2010 Radio Checkpoint  Radio New 

Zealand 

University of Auckland Chapman Achieve 

11/02/2010 Radio Checkpoint  

 

Radio New 

Zealand 

University of Auckland Chapman Achieve 

19/02/2010 Radio Checkpoint  

 

Radio New 

Zealand 

University of Auckland Chapman Achieve 
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31/03/2010 Radio Checkpoint  Radio New 

Zealand 

University of Auckland Chapman Achieve 

01/04/2010 Radio Checkpoint  

 

Radio New 

Zealand 

University of Auckland Chapman Achieve 

08/06/2010 Radio Checkpoint  

 

Radio New 

Zealand 

University of Auckland Chapman Achieve 

09/06/2010 Radio Checkpoint  Radio New 

Zealand 

University of Auckland Chapman Achieve 

14/06/2010 Radio Checkpoint  

 

Radio New 

Zealand 

University of Auckland Chapman Achieve 

15/06/2010 Radio Checkpoint  

 

Radio New 

Zealand 

University of Auckland Chapman Achieve 

18/06/2010 Radio Checkpoint  Radio New 

Zealand 

University of Auckland Chapman Achieve 

07/09/2010 Radio Checkpoint  

 

Radio New 

Zealand 

University of Auckland Chapman Achieve 

14/09/2010 Radio Checkpoint  

 

Radio New 

Zealand 

University of Auckland Chapman Achieve 

09/02/2011 Radio Checkpoint  

 

Radio New 

Zealand 

University of Auckland Chapman Achieve 

 

19/01/2009 Television  Breakfast  TV ONE University of Auckland Chapman Achieve 
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04/03/2009 Television  3 News  TV3 University of Auckland Chapman Achieve 

04/03/2009 Television  One News at 4.30 TV ONE University of Auckland Chapman Achieve 

04/03/2009 Television  One News  TV ONE University of Auckland Chapman Achieve 

30/06/2009 Television  Sunrise  TV3 University of Auckland Chapman Achieve 

01/07/2009 Television  3 News  TV3 University of Auckland Chapman Achieve 

01/07/2009 Television  One News Tonight TV ONE University of Auckland Chapman Achieve 

01/07/2009 Television  One News  TV ONE University of Auckland Chapman Achieve 

06/07/2009 Television  3 News  TV3 University of Auckland Chapman Achieve 

06/07/2009 Television  Breakfast  TV ONE University of Auckland Chapman Achieve 

06/07/2009 Television  One News Tonight TV ONE University of Auckland Chapman Achieve 

06/07/2009 Television  One News  TV ONE University of Auckland Chapman Achieve 

02/11/2009 Television  3 News  TV3 University of Auckland Chapman Achieve 

02/11/2009 Television  One News Tonight TV ONE University of Auckland Chapman Achieve 

02/11/2009 Television  One News  TV ONE University of Auckland Chapman Achieve 

03/11/2009 Television  Breakfast  TV ONE University of Auckland Chapman Achieve 

03/11/2009 Television  Sunrise  TV3 University of Auckland Chapman Achieve 

30/03/2010 Television  Te Karere Te Karere TVNZ http://www.youtube.com/watch?v=EKetL4RlBaY 

31/03/2010 Television  One News  TV ONE University of Auckland Chapman Achieve 

31/03/2010 Television  3 News  TV3 University of Auckland Chapman Achieve 

31/03/2010 Television  TVNZ News at 8  TVNZ7 University of Auckland Chapman Achieve 

06/04/2010 Television  One News  TV ONE University of Auckland Chapman Achieve 
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06/04/2010 Television  Sunrise TV3 University of Auckland Chapman Achieve 

14/06/2010 Television  3 News  TV3 University of Auckland Chapman Achieve 

14/06/2010 Television  One News  TV ONE University of Auckland Chapman Achieve 

14/06/2010 Television TVNZ News at 8  TVNZ7 University of Auckland Chapman Achieve 

14/06/2010 Television  Te Karere Te Karere TVNZ http://www.youtube.com/watch?v=qKCx-GxVlwQ 

20/06/2010 Television  Marae TV ONE University of Auckland Chapman Achieve 

14/09/2010 Television  One News TV ONES University of Auckland Chapman Achieve 

14/09/2010 Television  TVNZ News at 8  TVNZ7 University of Auckland Chapman Achieve 

19/10/2010 Television  3 News  TV3 University of Auckland Chapman Achieve 

19/10/2010 Television One News  TV ONE University of Auckland Chapman Achieve 

19/10/2010 Television  TVNZ News at 8  TVNZ7 University of Auckland Chapman Achieve 

23/10/2010 Television  3 News  TV3 University of Auckland Chapman Achieve 

09/12/2010 Television 3 News  TV3 University of Auckland Chapman Achieve 

23/12/2010 Television  One News  TV ONE University of Auckland Chapman Achieve 

 

31/03/2010 Video Journal Video Journal 24 - Prime Minister John 

Key 

NZNats http://www.youtube.com/watch?v=MTcdMj-8wr8 

15/06/2010 Video Journal John Key PM - Video Journal 27 

 

NZNats https://www.youtube.com/watch?v=pFGtG3YJmw

k 

14/12/2010 Video Journal PM John Key on the new Marine and Coastal 

Area Bill 

NZNats http://www.youtube.com/watch?v=yAd2RdaNmas 
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04/03/2009 Web Page Foreshore and seabed law to be 

reviewed 

TVNZ http://tvnz.co.nz/content/2515528/2556418/arti

cle.html 

06/04/2010 Web page 'Reasonably small' amount under 

customary title - PM 

 

3 News http://www.3news.co.nz/general/reasonably-

small-amount-under-customary-title--pm-

2010040617#ixzz3DoR8wi7Y 

14/06/2010 Web Page Nats, Maori Party to scrap Foreshore and 

Seabed Act 

 

New Zealand 

Herald 

http://www.nzherald.co.nz/nz/news/article.cfm?c

_id=1&objectid=10651862 

 

14/06/2010 Web Page Speaking notes from Post Cabinet Press 

Conference on Foreshore and Seabed 

 

Rt Hon John Key http://www.beehive.govt.nz/speech/speaking-

notes-post-cabinet-press-conference-foreshore-

and-seabed 
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Appendices Table C:  

Barack Obama - Health Care Reform 

Date Type Description Producer Source 

 

22/09/201

0 

Back Yard 

Town Hall 

The Affordable Care Act & The Patient’s 

Bill of Rights 

 

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/2010/09/22/affordable-care-act-

patient-s-bill-rights 

 

21/07/2009 Newspaper Obama faults critics of reform proposals.  

By Ricardo Alonso-Zaldivar and Darlene 

Superville 

Pg. A7 

San Francisco 

Chronicle 

 

Factiva 

14/08/2009 Newspaper Obama is taking back the debate on 

health-care reform  

Seattle Times 

 

Factiva 

30/03/2010 Newspaper Obama touts new patient protections in 

health-care reform 

By Linda Feldmann 

Pg. 1 

Christian Science 

Monitor 

 

Factiva 

06/08/2010 Newspaper Why is Obama still pushing health-care 

reform?  

By Peter Grier 

Pg. 1P 

Christian Science 

Monitor 

 

Factiva 
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22/09/2010 Newspaper Opinion polls: Obama's health care reform 

law not a winner so far.  

By Mark Trumbull 

Pg. 1P 

Christian Science 

Monitor 

 

Factiva 

 

16/07/2009 Online Video My Interview with President Obama on 

Health Care 

Dr Jon LaPook 

 

http://www.cbsnews.com/videos/obama-fairness-

in-health-care-reform/ 

25/02/2010 Online Video White House Health Care Summit 

 

 

C-SPAN http://www.youtube.com/watch?v=0SL2rK0DInQ 

(part 1) 

http://www.youtube.com/watch?v=P8EzIK_b4aA 

(part 2) 

30/03/2010 Online Video President Obama Signs Health Reform 

Into Law 

 

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/president-obama-signs-health-

reform-law 

15/08/2011 Online Video President Obama: Call It Obamacare 

 

ABC News 

 

http://abcnews.go.com/Politics/video/president-

obama-call-obamacare-14309723 

28/09/2011 Online Video Open for Questions with President 

Obama 

 

The White House http://www.whitehouse.gov/photos-and-

video/video/2011/09/28/open-questions-

president-obama 

 

22/07/2009 Press 

Conference 

Obama’s Remarks on Health Care 

 

The New York 

Times 

http://www.nytimes.com/2009/07/22/us/politics

/22obama.text.html?pagewanted=all&_r=0 
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15/07/2011 Press 

Conference 

Press Conference by the President 

 

The White House  http://www.whitehouse.gov/the-press-

office/2011/07/15/press-conference-president 

 

18/11/2009 Press Release Statement from President Obama on the 

Patient Protection and Affordable Care 

Act 

The White House http://www.whitehouse.gov/the-press-

office/statement-president-obama-patient-

protection-and-affordable-care-act 

07/05/2010 Press Release Presidential Proclamation--National 

Women's Health Week 

 

The White House http://www.whitehouse.gov/the-press-

office/presidential-proclamation-national-

womens-health-week 

30/07/2010 Press Release Presidential Proclamation--45th 

Anniversary of Medicare and Medicaid 

 

The White House http://www.whitehouse.gov/the-press-

office/presidential-proclamation-45th-

anniversary-medicare-and-medicaid 

31/08/2010 Press Release Presidential Proclamation--National 

Prostate Cancer Awareness Month 

 

The White House http://www.whitehouse.gov/the-press-

office/2010/08/31/presidential-proclamation-

national-prostate-cancer-awareness-month 

10/09/2010 Press Release Presidential Proclamation--Childhood 

Cancer Awareness Month 

 

The White House 

 

http://www.whitehouse.gov/the-press-

office/2010/09/10/presidential-proclamation-

childhood-cancer-awareness-month 

16/09/2010 Press Release Statement by President Obama on 

Income, Poverty, and Health Coverage 

Data Released Today 

 

The White House http://www.whitehouse.gov/the-press-

office/2010/09/16/statement-president-obama-

income-poverty-and-health-coverage-data-releas 
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01/10/2010 Press Release Presidential Proclamation--National 

Breast Cancer Awareness Month 

 

The White House 

 

http://www.whitehouse.gov/the-press-

office/2010/10/01/presidential-proclamation-

national-breast-cancer-awareness-month 

04/10/2010 Press Release Presidential Proclamation--Child Health 

Day 

 

The White House http://www.whitehouse.gov/the-press-

office/2010/10/04/presidential-proclamation-

child-health-day 

29/10/2010 Press Release Presidential Proclamation--National 

Alzheimer's Disease Awareness Month 

 

The White House http://www.whitehouse.gov/the-press-

office/2010/10/29/presidential-proclamation-

national-alzheimers-disease-awareness-month 

29/10/2010 Press Release Presidential Proclamation--National 

Diabetes Month 

The White House http://www.whitehouse.gov/the-press-

office/2010/10/29/presidential-proclamation-

national-diabetes-month 

30/11/2010 Press Release Presidential Proclamation--World AIDS 

Day 

 

The White House http://www.whitehouse.gov/the-press-

office/2010/11/30/presidential-proclamation-

world-aids-day 

31/01/2011 Press Release Presidential Proclamation--American 

Heart Month, 2011 

 

The White House http://www.whitehouse.gov/the-press-

office/2011/01/31/presidential-proclamation-

american-heart-month-2011 

31/03/2011 Press Release Presidential Proclamation--National 

Cancer Control Month 

 

The White House http://www.whitehouse.gov/the-press-

office/2011/03/31/presidential-proclamation-

national-cancer-control-month 
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06/05/2011 Press Release Presidential Proclamation--National 

Women's Health Week 

 

The White House http://www.whitehouse.gov/the-press-

office/2011/05/06/presidential-proclamation-

national-womens-health-week 

05/08/2011 Press Release Presidential Proclamation--National 

Health Center Week 

 

The White House http://www.whitehouse.gov/the-press-

office/2011/08/05/presidential-proclamation-

national-health-center-week 

01/09/2011 Press Release Presidential Proclamation--National 

Ovarian Cancer Awareness Month 

 

The White House http://www.whitehouse.gov/the-press-

office/2011/09/01/presidential-proclamation-

national-ovarian-cancer-awareness-month 

01/09/2011 Press Release Presidential Proclamation -- National 

Prostate Cancer Awareness Month 

 

The White House http://www.whitehouse.gov/the-press-

office/2011/09/01/presidential-proclamation-

national-prostate-cancer-awareness-month 

03/10/2011 Press Release Presidential Proclamation -- Child Health 

Day, 2011 

 

The White House http://www.whitehouse.gov/the-press-

office/2011/10/03/presidential-proclamation-

child-health-day-2011 

03/10/2011 Press Release Presidential Proclamation -- National 

Breast Cancer Awareness Month, 2011 

 

The White House http://www.whitehouse.gov/the-press-

office/2011/10/03/presidential-proclamation-

national-breast-cancer-awareness-month-2011 

01/11/2011 Press Release Presidential Proclamation -- National 

Diabetes Month, 2011 

 

The White House http://www.whitehouse.gov/the-press-

office/2011/11/01/presidential-proclamation-

national-diabetes-month-2011 
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02/04/2012 Press Release Presidential Proclamation -- National 

Cancer Control Month, 2012 

 

The White House http://www.whitehouse.gov/the-press-

office/2012/04/02/presidential-proclamation-

national-cancer-control-month-2012 

 

30/08/201

1 

Radio The Tom Joyner Morning Show 

 

Kiss104fm 

 

http://www.washingtonpost.com/politics/transcri

pt-obama-on-the-tom-joyner-morning-

show/2011/08/30/gIQAXU3epJ_story.html  

 

05/03/2009 Speech White House Forum on Health Reform The White House http://www.whitehouse.gov/video/White-House-

Forum-on-Health-Reform 

05/03/2009 Speech Closing Remarks by the President at 

White House Forum on Health Reform, 

followed by Q&A, 3/5/09 

The White House http://www.whitehouse.gov/the-press-

office/closing-remarks-president-white-house-

forum-health-reform-followed-qa-3509 

11/05/2009 Speech President Obama on Coming Together to 

Bring Down Health Care Costs 

 

The White House 

 

http://www.whitehouse.gov/video/President-

Obama-on-Coming-Together-to-Bring-Down-

Health-Care-Costs 

15/06/2009 Speech Obama Proposes Sweeping Changes In 

Health Care To AMA 

UpTakeVideo 

 

http://www.youtube.com/watch?v=uG3IJazP5gk 

17/07/2009 Speech President Obama on Health Reform: We are 

Going to Get this Done  

The White House 

 

http://www.youtube.com/watch?v=jUE77MXuq6g 

09/09/2009 Speech  President Obama: Address to Congress 

on Health Insurance Reform 

The White House http://www.whitehouse.gov/video/President-

Obama-Address-to-Congress-on-Health-Insurance-
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Reform 

12/09/2009 Speech President Obama Talks Health Care in 

Minneapolis 

UpTakeVideo 

 

http://www.youtube.com/watch?v=5pxwXNMN5o

M 

17/09/2009 Speech Remarks by the President at Rally on 

Health Insurance Reform: University of 

Maryland, College Park Maryland 

  

The White House 

 

http://www.whitehouse.gov/the-press-

office/remarks-president-rally-health-insurance-

reform-college-park-md 

29/10/2009 Speech President Obama Explains Why Health 

Insurance Reform is Crucial for Small 

Business 

 

The White House  http://www.whitehouse.gov/photos-and-

video/video/president-obama-explains-why-

health-insurance-reform-crucial-small-business 

08/11/2009 Speech President Obama on Milestones on Health 

Reform and Iraq  

The White House 

 

http://www.youtube.com/watch?v=hK6N1iFRiPk 

09/11/2009 Speech Remarks by the President at the National 

Women's Law Center's Annual Awards 

Dinner 

 

The White House http://www.whitehouse.gov/the-press-

office/2011/11/09/remarks-president-national-

womens-law-centers-annual-awards-dinner 

24/12/2009 Speech President Obama on Senate Passage of 

Health Reform 

  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/president-obama-senate-passage-

health-reform 

29/01/2010 Speech President Obama's Speech at the House 

Republican retreat in Baltimore. 

C-SPAN 

 

http://www.youtube.com/watch?v=zvwEjxDtwWs 
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25/02/2010 Speech Remarks by the President, Senator 

Alexander, Speaker Pelosi, and Senator 

Reid in Opening Statements at Bipartisan 

Meeting on Health Care Reform 

The White House http://www.whitehouse.gov/the-press-

office/remarks-president-senator-alexander-speaker-

pelosi-and-senator-reid-opening-stateme 

10/03/2010 Speech  Remarks by the President on Health 

Insurance Reform in St. Charles, MO: St. 

Charles High School, St. Charles, Missouri 

The White House 

 

Source: http://www.whitehouse.gov/the-press-

office/remarks-president-health-insurance-reform-st-

charles-mo 

21/03/2010 Speech President Obama On the Passage of 

Health Reform 

The White House 

 

http://www.youtube.com/watch?v=GALYnnAQFK

A 

22/06/2010 Speech Implementing the Affordable Care Act 

 

The White House http://www.whitehouse.gov/photos-and-

video/video/implementing-affordable-care-act 

26/07/2010 Speech 20th Anniversary of the Americans with 

Disabilities Act 

 

The White House http://www.whitehouse.gov/photos-and-

video/video/20th-anniversary-americans-with-

disabilities-act 

22/09/2010 Speech Remarks by the President at DCCC/DSCC 

General Reception 

 

The White House http://www.whitehouse.gov/the-press-

office/2010/09/22/remarks-president-dcccdscc-

general-reception 

08/10/2010 Speech President Obama Signs 21st Century 

Communications & Video Accessibility 

Act 

 

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/2010/10/08/president-obama-signs-

21st-century-communications-video-accessibil 
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28/02/2011 Speech President Obama and Vice President 

Biden Address National Governors 

Association 

The White House http://www.whitehouse.gov/photos-and-

video/video/2011/02/28/president-obama-and-

vice-president-biden-address-national-governor 

27/09/2011 Speech Remarks by the President at DNC Event--

West Hollywood, CA 

The White House http://www.whitehouse.gov/the-press-

office/2011/09/27/remarks-president-dnc-event-

west-hollywood-ca 

24/10/2011 Speech Remarks by the President at a Campaign 

Event -- Las Vegas, NV 

 

The White House http://www.whitehouse.gov/the-press-

office/2011/10/24/remarks-president-campaign-

event-las-vegas-nv 

16/12/2011 Speech Remarks by the President at the 71st 

General Assembly of the Union for 

Reform Judaism 

The White House http://www.whitehouse.gov/the-press-

office/2011/12/16/remarks-president-71st-

general-assembly-union-reform-judaism 

08/08/2012 Speech President Obama's Full Remarks in Denver, 

Colorado - with Sandra Fluke Introduction 

BarackObama.co

m 

http://www.youtube.com/watch?v=es3_ofkPRIM 

 

24/06/2009 Television Questions for the President: Prescription 

for America 

ABC 

 

http://abcnews.go.com/Politics/HealthCare/story?

id=7920012 

10/09/2009 Television American Morning CNN Factiva 

20/09/2009 Television  This Week with George Stephanopoulos ABC http://www.youtube.com/watch?v=lgBzmoo9izw 

30/03/2010 Television  Today Show 

 

NBC http://www.youtube.com/watch?v=mqdfENMNrs

Q 
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11/06/2009 Town Hall President Obama's Health Care Town 

Hall, Green Bay 

The White House http://www.whitehouse.gov/video/President-

Obamas-Health-Care-Town-Hall-Green-Bay 

01/07/2009 Town Hall President Obama Holds Online Town Hall 

on Health Reform 

The White House http://www.whitehouse.gov/video/President-Obama-

Holds-Online-Town-Hall-on-Health-Reform 

23/07/2009 Town Hall President Obama Hosts a Health Reform 

Town Hall in Ohio  

The White House 

 

http://www.whitehouse.gov/video/President-Obama-

Hosts-a-Health-Reform-Town-Hall-in-Ohio 

28/07/2009 Town Hall President Obama Holds a Health Care Town 

Hall at AARP  

The White House 

 

http://www.youtube.com/watch?v=I1wttp6VCqU 

29/07/2009 Town Hall President Obama: Health Reform Town 

Hall at North Carolina  

The White House 

 

http://www.whitehouse.gov/video/President-

Obama-Health-Reform-Town-Hall-at-North-

Carolina 

11/08/2009 Town Hall President Obama Holds a Health Reform 

Town Hall in New Hampshire  

The White House 

 

http://www.whitehouse.gov/video/President-

Obama-Holds-a-Health-Reform-Town-Hall-in-New-

Hampshire 

15/08/2009 Town Hall President Obama Holds a Health Care 

Town Hall in Colorado  

The White House 

 

http://www.whitehouse.gov/video/President-

Obama-Holds-a-Health-Care-Town-Hall-in-

Colorado 

14/08/2009 Town Hall President Obama Holds a Health Care Town 

Hall in Montana 

The White House 

 

http://www.youtube.com/watch?v=-ovCn-UOD74 

27/09/2010 Town Hall Remarks by the President in Conference 

Call with College and University Student-

The White House http://www.whitehouse.gov/the-press-

office/2010/09/27/remarks-president-
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Journalists 

 

conference-call-with-college-and-university-

student-jo 

15/08/2011 Town Hall Remarks by the President in a Town Hall 

Meeting in Cannon Falls, Minnesota  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/2011/08/15/president-obama-s-

town-hall-cannon-falls-minnesota 

 

07/08/201

0 

Video Journal Weekly Address: Medicare Officially 

Safer After Health Reform 

 

The White House http://www.whitehouse.gov/photos-and-

video/video/2010/08/07/a-white-house-

reception-justice-kagan 

 

22/07/2009 Web page Obama Talks Health Care With Fred Hiatt 

 

The Washington 

Post 

 

http://www.washingtonpost.com/wp-

dyn/content/article/2009/07/22/AR2009072202

522.html 

12/08/2009 Web page Obama touts health plan in Portsmouth 

By Michael McCord 

Seacoast online 

 

http://www.seacoastonline.com/article/20090812

/NEWS/908120357 

20/08/2009 Web page President Accuses 'Obamacare' Critics of 

'Bearing False Witness' 

By Lawrence D. Jones 

Christian Post 

Reporter 

 

http://www.christianpost.com/news/president-

accuses-obamacare-critics-of-bearing-false-

witness-40382/ 

18/12/2009 Web page Obama said health care reform will 

reduce the cost of health care 

By Robert Farley 

 

Tampa Bay 

Times 

 

http://www.politifact.com/truth-o-

meter/statements/2009/dec/18/barack-

obama/obama-said-health-care-reform-will-

reduce-cost-hea/ 
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13/08/2012 Web page Obama defends health care, attacks GOP 

tax plan in Iowa stops  

By Jason Noble 

Gannett News 

Service 

 

Proquest 
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Appendices Table D:   

Barack Obama - Recovery Act Investment 

Date Type Description Producer Source 

 

18/08/2010 Backyard Town 

Hall 

The Economy and the American Family 

 

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/2010/08/18/economy-and-american-

family 

13/09/2010 Backyard Town 

Hall 

President Obama Talks with Virginia 

Families on the Economy 

 

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/2010/09/13/president-obama-talks-

with-virginia-families-economy 

28/09/2010 Backyard Town 

Hall 

Discussing the Economy in Albuquerque 

 

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/2010/09/28/discussing-economy-

albuquerque 

29/09/2010 Backyard Town 

Hall 

Discussing the Economy in Des Moines 

  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/2010/09/29/discussing-economy-

des-moines 

29/09/2010 Backyard Town 

Hall 

Discussing the Economy in Richmond 

  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/2010/09/29/discussing-economy-

richmond 
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21/10/2010 Backyard Town 

Hall 

Backyard Discussion on Women and the 

Economy 

The White House http://www.whitehouse.gov/photos-and-

video/video/2010/10/21/backyard-discussion-

women-and-economy 

 

05/02/2009 Newspaper Obama hits back at critics of recovery plan  

By Denis Staunton  

 

Irish Times 

 

Factiva 

17/02/2009 Newspaper Obama signs $787 billion economic 

recovery measure 

By John Schroyer 

The Gazette 

 

Factiva 

25/03/2009 Newspaper Obama links budget to recovery 

By Jon Ward And Stephan Dinan 

Washington 

Times 

 

Factiva 

28/05/2009 Newspaper Obama touts projects like Nellis solar 

installation as part of economic recovery 

efforts  

By Molly Ball 

Las Vegas 

Review 

Factiva 

04/07/2010 Newspaper President Obama trumpets $2B in green 

energy projects 

By Jessica Fargen 

Boston Herald 

 

Factiva 

02/08/2010 Newspaper Obama: Stimulus law saved troubled 

nation  

Tribune 

 

Factiva 
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29/04/2009 Press 

Conference 

Presidential Press Conference 4/29/09 

  

The White House 

 

http://www.whitehouse.gov/video/Presidential-

Press-Conference-4/29/09 

07/12/2010 Press 

Conference 

Presidential Press Conference on Tax 

Cuts and Unemployment Extension 

  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/2010/12/07/presidential-press-

conference-tax-cuts-and-unemployment-extension 

 

20/09/2009 Press Release President Obama Announces Recovery 

Act Funding For Groundingbreaking 

Medical Research 

  

The White House 

 

http://www.whitehouse.gov/the_press_office/Pres

ident-Obama-Announces-Recovery-Act-Funding-

For-GroundingBreaking-Medical-Research 

08/01/2010 Press Release President Obama Awards $2.3 Billion for 

New Clean-Tech Manufacturing Jobs 

  

The White House 

 

http://www.whitehouse.gov/the-press-

office/president-obama-awards-23-billion-new-

clean-tech-manufacturing-jobs 

25/05/2010 Press Release President Obama Calls on Congress to 

Pass a Small Business Jobs Package 

  

The White House 

 

http://www.whitehouse.gov/the-press-

office/president-obama-calls-congress-pass-a-

small-business-jobs-package 

12/05/2011 Press Release Presidential Proclamation--Small 

Business Week 

The White House http://www.whitehouse.gov/the-press-

office/2011/05/12/presidential-proclamation-

small-business-week 
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08/01/2009 Speech Obama to boost alt. energy 

 

Politico 

 

http://www.politico.com/news/stories/0109/17214.

html 

16/01/2009 Speech President-elect Obama visits and speaks at 

Cardinal Fastener 

ChangeDotGov 

 

http://www.youtube.com/watch?v=9B97zqrJSao 

17/02/2009 Speech Remarks by the President and Vice 

President at Signing of the American 

Recovery and Reinvestment Act 

The White House 

 

http://www.whitehouse.gov/the_press_office/Remark

s-by-the-President-and-Vice-President-at-Signing-of-

the-American-Recovery-an 

12/03/2009 Speech Remarks by the President at Recovery 

Act Implementation Conference 

The White House http://www.whitehouse.gov/the-press-

office/remarks-president-recovery-act-

implementation-conference-31209 

19/03/2009 Speech President Obama Announces $2.4 Billion 

in Funding to Support Next Generation 

Electric Vehicles 

The White House http://www.whitehouse.gov/the-press-

office/president-obama-announces-24-billion-

funding-support-next-generation-electric-vehic 

13/04/2009 Speech The 2,000th Project 

  

The White House 

 

http://www.whitehouse.gov/video/The-2000th-

Project 

14/04/2009 Speech The President Explains His Larger Vision 

on the Economy 

 

The White House http://www.whitehouse.gov/video/The-President-

Explains-His-Larger-Vision-on-the-Economy 

08/05/2009 Speech President Obama on New Training for 

New Job Creation 

 

 

The White House http://www.whitehouse.gov/video/President-Obama-

on-New-Training-for-New-Job-Creation 
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28/05/2009 Speech President Obama on the 100th Day of the 

Recovery Act in Nevada 

Infomisa http://www.youtube.com/watch?v=Bwb2hWRFZo

M 

08/06/2009 Speech President Obama and Vice President 

Biden Announce Roadmap to Recovery 

The White House http://www.whitehouse.gov/the-press-

office/president-obama-and-vice-president-biden-

announce-roadmap-recovery 

05/08/2009 Speech President Obama Announces Recovery 

Grants in Wakarusa, Indiana 

  

The White House 

 

http://www.whitehouse.gov/video/President-Obama-

Announces-Recovery-Grants-in-Wakarusa-Indiana 

07/08/2009 Speech President Obama on July Unemployment 

and the Recovery Act 

  

The White House 

 

http://www.whitehouse.gov/video/President-

Obama-on-July-Unemployment-and-the-Recovery-

Act 

30/09/2009 Speech President Obama on the Recovery Act at 

NIH 

The White House 

 

http://www.whitehouse.gov/video/President-

Obama-on-the-Recovery-Act-at-NIH 

14/10/2009 Speech President Obama on Highways and 

Recovery  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/president-obama-highways-and-recovery 

15/10/2009 Speech Obama: America in better shape because of 

recovery act 

UpTakeVideo 

 

https://www.youtube.com/watch?v=RlpHK2hDtw

E 

26/10/2009 Speech President Obama Explains the Smart Grid 

and Economic Recovery 

  

 

 

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/president-obama-explains-smart-grid-

and-economic-recovery 
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02/11/2009 Speech President Obama: “Economy Back from 

the Brink” 

 

The White House http://www.whitehouse.gov/photos-and-

video/video/president-obama-

%E2%80%9Ceconomy-back-brink%E2%80%9D 

12/11/2009 Speech  President Obama Announces Job 

Creation Forum 

The White House http://www.whitehouse.gov/photos-and-

video/video/president-obama-announces-job-

creation-forum 

 

03/12/2009 Speech Remarks by the President and Vice 

President at the Opening Session of the 

Jobs and Economic Growth Forum 

  

The White House 

 

http://www.whitehouse.gov/the-press-

office/remarks-president-and-vice-president-

opening-session-jobs-and-economic-growth-forum 

04/12/2009 Speech President Obama Talks Jobs in Allentown 

  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/president-obama-talks-jobs-

allentown 

08/12/2009 Speech Job Creation and Economic Growth The White House  http://www.whitehouse.gov/photos-and-

video/video/job-creation-and-economic-growth 

09/12/2009 Speech New Recovery Act Funding for 

Community Health Centers 

  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/new-recovery-act-funding-

community-health-centers 

08/01/2010 Speech New Investment in Jobs and Clean 

Energy 

The White House http://www.whitehouse.gov/photos-and-

video/video/new-investments-jobs-and-clean-

energy 
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21/01/2010 Speech Talking Jobs with America’s Mayors 

  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/talking-jobs-with-america-s-mayors 

28/01/2010 Speech Creating New Jobs by Investing in High-

Speed Rail 

 

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/creating-new-jobs-investing-high-

speed-rail 

29/01/2010 Speech Remarks by the President on a Jobs Tax 

Credit in Baltimore, Maryland 

  

The White House 

 

http://www.whitehouse.gov/the-press-

office/remarks-president-a-jobs-tax-credit-

baltimore-maryland 

17/02/2010 Speech The Recovery Act - Year One The White House http://www.whitehouse.gov/photos-and-

video/video/recovery-act-year-one 

24/02/2010 Speech President Obama Addresses Business 
Roundtable 

The White House http://www.whitehouse.gov/photos-and-

video/video/president-obama-addresses-business-

roundtable 

20/04/2010 Speech The President's First Cabinet Meeting 

 

The White House http://www.whitehouse.gov/video/The-Presidents-

First-Cabinet-Meeting 

14/05/2010 Speech Helping Small Businesses Grow and 

Create New Jobs 

The White House http://www.whitehouse.gov/photos-and-

video/video/helping-small-businesses-grow-and-

create-new-jobs 

18/05/2010 Speech Rebuilding the Economy, Creating New 

Jobs 

 

 

The White House http://www.whitehouse.gov/photos-and-

video/video/rebuilding-economy-creating-new-

jobs 
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25/05/2010 Speech Putting Government on the Side of Small 

Business 

The White House http://www.whitehouse.gov/photos-and-

video/video/putting-government-side-small-

business 

02/06/2010 Speech Moving Forward on a New Foundation 

  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/moving-forward-a-new-foundation 

11/06/2010 Speech Removing Barriers for Small Business The White House http://www.whitehouse.gov/photos-and-

video/video/removing-barriers-small-business 

18/06/2010 Speech President Obama Breaks Ground on 

10,000th Recovery Act Road Project; Let 

the Summer of Recovery begin! 

  

The White House 

 

http://www.whitehouse.gov/blog/2010/06/18/pr

esident-obama-breaks-ground-10000th-recovery-

act-road-project-let-summer-recovery- 

02/07/2010 Speech President Obama on June Job Numbers The White House http://www.whitehouse.gov/photos-and-

video/video/president-obama-june-jobs-numbers 

08/07/2010 Speech Remarks by the President at Grassroots 

Event for Senate Candidate Robin 

Carnahan 

The White house http://www.whitehouse.gov/the-press-

office/remarks-president-grassroots-event-senate-

candidate-robin-carnahan 

10/08/2010 Speech Remarks by the President at a DSCC 

Finance Event in Dallas, Texas 

  

The White House 

 

http://www.whitehouse.gov/the-press-

office/2010/08/10/remarks-president-a-dscc-

finance-event-dallas-texas 

08/09/2010 Speech Remarks by the President on the 

Economy in Parma, Ohio 

The White House http://www.whitehouse.gov/the-press-

office/2010/09/08/remarks-president-economy-

parma-ohio 
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07/10/2010 Speech President Obama on April Job Numbers  The White House http://www.whitehouse.gov/photos-and-

video/video/president-obama-april-jobs-numbers 

25/10/2010 Speech Small Business and the Economy The White House http://www.whitehouse.gov/photos-and-

video/video/2010/10/25/small-business-and-

economy 

23/11/2010 Speech Standing Behind the American Auto 

Industry 

  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/2010/11/23/standing-behind-

american-auto-industry 

27/02/2012 Speech President Obama Speaks at National 
Governors Association Meeting 

The White House http://www.whitehouse.gov/photos-and-

video/video/2012/02/27/president-obama-

speaks-national-governors-association-meeting 

 

03/02/2009 Television  Anderson Cooper 360 Degrees 

 

CNN 

 

http://transcripts.cnn.com/TRANSCRIPTS/0902/0

3/acd.01.html 

19/03/2009 Television  Tonight Show with Jay Leno 

 

NBC 

 

http://www.whitehouse.gov/the-press-

office/interview-president-jay-leno-tonight-show-

3-19-09 

 

09/02/2009 Town Hall Remarks by the President at Town Hall 

in Elkhart, Indiana 

  

 

The White House 

 

http://www.whitehouse.gov/the-press-

office/remarks-president-town-hall-elkhart-

indiana 
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18/03/2009 Town Hall Town Hall in Costa Mesa, CA 

  

The White House 

 

http://www.whitehouse.gov/video/Town-Hall-in-

Costa-Mesa-CA 

19/03/2009 Town Hall Town Hall in Los Angeles The White House 

 

http://www.whitehouse.gov/video/Town-Hall-in-

Los-Angeles 

29/04/2009 Town Hall Town Hall in Arnold, Missouri 

  

The White House 

 

http://www.whitehouse.gov/video/Town-Hall-in-

Arnold-Missouri 

22/01/2010 Town Hall "White House to Main Street" Town Hall: 

Elyria, OH  

  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/white-house-main-street-town-hall-

elyria-oh 

02/04/2010 Town Hall Promoting Jobs and Growth Through 

Innovation 

The White House http://www.whitehouse.gov/photos-and-

video/video/promoting-jobs-and-growth-through-

innovation 

27/04/2010 Town Hall Remarks by the President at Ottumwa, 

Iowa Town Hall 

  

The White House 

 

http://www.whitehouse.gov/the-press-

office/remarks-president-ottumwa-iowa-town-hall 

20/06/2010 Town Hall Town Hall Meeting on the Economy 

  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/town-hall-meeting-economy 

20/04/2011 Town Hall Remarks by the President at a Facebook 

Town Hall 

  

 

 

The White House 

 

http://www.whitehouse.gov/the-press-

office/2011/04/20/remarks-president-facebook-

town-hall 
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21/04/2011 Town Hall Shared Responsibility and Shared 

Prosperity Town Hall 

  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/2011/04/21/shared-responsibility-

and-shared-prosperity-town-hall 

06/07/2011 Town Hall Remarks by the President in Twitter 

Town Hall 

  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/2011/07/06/twitter-town-hall 

22/07/2011 Town Hall President Obama Speaks to Town Hall 

Meeting at University of Maryland 

  

The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/2011/07/22/president-obama-

speaks-town-hall-meeting-university-maryland 

 

 

15/08/2011 Town Hall Remarks by the President in a Town Hall 

Meeting in Decorah, Iowa 

The White House http://www.whitehouse.gov/the-press-

office/2011/08/15/remarks-president-town-hall-

meeting-decorah-iowa 

17/08/2011 Town Hall Remarks by the President in a Town Hall 

Meeting in Atkinson, Illinois 

The White House http://www.whitehouse.gov/the-press-

office/2011/08/17/remarks-president-town-hall-

meeting-atkinson-illinois 

 

22/11/2008 Video Journal 11/22/08: President-elect Obama's 

Weekly Address 

 

 

ChangeDotGov 

 

http://www.youtube.com/watch?v=m17pz0R_qZo 
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31/01/2009 Video Journal Address of the President to the Nation 

The White House 

 

The White House 

 

http://www.whitehouse.gov/blog_post/moving_fo

rward 

14/02/2009 Video Journal A major milestone 

 

The White House  

 

http://www.whitehouse.gov/blog/09/02/14/A-

major-milestone 

21/02/2009 Video Journal 2/21/09: Your Weekly Address 

The White House 

The White House 

 

http://www.youtube.com/watch?v=WIWSi9ds9Zs 

10/07/2009 Video Journal 

 

 

 

 

Obama: Gains From The Recovery Act 

 

UpTakeVideo 

 

http://www.youtube.com/watch?v=StF-Td89JmI 

01/08/2009 Video Journal Weekly Address: President Obama Says 

GDP Numbers Show Recovery Act 

Working; Long-Term Investments Still 

Needed 

 

The White House 

 

http://www.whitehouse.gov/the_press_office/Wee

kly-Address-President-Obama-Says-GDP-Numbers-

Show-Recovery-Act-Working-Long-Term-

Investments-Still-Needed 

31/10/2009 Video Journal Weekly Address: Milestones on the 

Economy and the Recovery Act 

  

 

 

The White House 

 

http://www.whitehouse.gov/blog/2009/10/30/w

eekly-address-milestones-economy-and-recovery-

act 
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05/12/2009 Video Journal Weekly Address: Pushing Forward on 
Jobs 
 

The White House http://www.whitehouse.gov/photos-and-

video/video/weekly-address-pushing-forward-

jobs 

10/04/2010 Video Journal Weekly Address: Relief for the Middle 

Class at Tax Time 

 

The White House http://www.whitehouse.gov/photos-and-

video/video/weekly-address-relief-middle-class-

tax-time 

03/07/2010 Video Journal Weekly Address: A Solar Recovery  The White House 

 

http://www.whitehouse.gov/photos-and-

video/video/weekly-address-a-solar-recovery 

17/07/2010 Video Journal Weekly Address: Filibustering Recovery 

& Obstructing Progress 

  

The White House 

 

http://www.whitehouse.gov/blog/2010/07/17/w

eekly-address-filibustering-recovery-obstructing-

progress 

 

07/11/2010 Web page President Obama admits leadership 

failures 

Politico 

 

http://www.politico.com/news/stories/1110/448

05.html 
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Appendices Table E: Primary Interviews 

Name Position most noteworthy Date 

Sir Bob Harvey Former Mayor of Waitakere 

PR expert 

 

5th March 2014 

David Farrar Former Government Advisor & Market 

Researcher 

 

7th March 2014 

Mark Blackham Press Secretary to NZ Governemnt 1989-

1993 

Blackham PR 

11th March 2014 

Peter Fenn Fenn Communications 

Strategist, consultant to democratic party 

 

19th March 2014 
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Notes 

 
Notes 

1 These theories and arguments will be outlined in more detail in the Chapter Three.  
2 Many of the media texts analysed included material not relevant to the topics of the case studies. In 

these situations, irrelevant material was discarded from investigation and removed from the transcript or 

document before analysis (see Savin-Baden & Major, 2013: 421). For example, many Presidential 

Proclamation’s analysed around health care reform only included half to one paragraph of material that 

needed to be coded.  
3 Wring (2002) categorize ‘controlled’ and ‘uncontrolled’ media under the terms ‘paid’ and ‘free’ media 

due to the fact that the study concentrates on election campaign communication. 
4 The same rule would also apply for political ideology (see Robinson, 2006: 39), hence the inclusion of 

framework number 2d: Consistent message in line with party ideology. However, as will be noted in 

Section Three of this thesis, communicating explicit ideology in non-campaign communication is not 

advised. This is because the governing leader is communicating with the public at large, rather than 

potential and targeted voter segments.  
5 Furthermore, the differences in electoral systems were not taken into consideration early on. Both for 

the reasons noted around governing systems, but also because this study looks at non-campaign, rather 

than campaign, communication. Therefore, the electoral system has even less impact on communication 

than would be found in both political marketing and political communication studies around 

electioneering.  
6 While, for example, in secondary media texts journalists often have control over what sound bites are 

used, in relation to what, and where they are placed. This thesis works under the assumption that in 

contemporary political communication governing leaders will adapt their communication accordingly 

(see: Manheim, 1994: 7). 
7 For a comprehensive outline of the market-oriented party behaviour model, see: (Lees-Marshment, 

2001: 30-41; 2009a: 208). For the updated version of the model, see: (Lilleker & Lees-Marshment, 2005a: 

221-26) 
8 While this is normally associated with income tax, raising other taxes still risked muddying their brand. 
9 Part of Key’s argument for the larger tax switch that the rise in GST was part of was that it would help 

give people more money in their pockets to do things like buy homes.  
10 Newspapers, online videos, press releases, questions in the House of Representatives, radio, speeches, 

television, video journals, and web pages. 
11 (inthehouseNZ, 2011; nzherald.co.nz, 2010b; NZNats, 2010a, 2010b, 2010e; TV3, 2010, 10th Feburary, 

2010, 12th Feburary, 2010, 21st July, 2011, 18th July; TV.ONE, 2010, 8th March, 2010, 17th May) 
12 See Box 6.17 in the following chapter for a good example of this. 
13 (beehive.govt.nz, 2010b; NZNats, 2010e; Radio.New.Zealand, 2010; TV3, 2010) 
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Notes 

14 The Key led National Government introduced a capping of the New Zealand government bureaucracy 

(NZPA, 2008). 
15 The speech was written by Key (or his staff) but delivered by Governor General the Honourable Anand 

Satyanand, PCNZM, QSO. 
16 As noted in the previous chapter, coding under this suggestion was changed to highlighting 

communication where the leader focuses on attacking the opposition. 
17 Such a working relationship was actually suggested in relation to all political parties in the New 

Zealand Parliament, yet not to the same level. This was most obviously seen when Key would talk about 

the possibility of having universal support throughout Parliament for a proposed replacement act. 
18 These sound bites work out to approximately one and a half to two lines of written transcription. 
19 In other words, minor parties can have far more influence over who forms a government, and thus 

government policy, than their electoral numbers should allow. 
20 The suggestion to Publically reveal as much as much information as possible was, once again, not 

measured due to the suggestion being unmeasurable. 
21 In his victory speech on 4/11/2008 Obama claimed 'I will listen to you, especially when we disagree.' 

(quoted in D. Cohen & Greenberg, 2009: 66)  
22 Obama did this to read the two clear teleprompter screens stationed on either side of the podium. 

However, when watching the broadcast these are not seen.  
23 The most notable verbal cues that promoted the image of honesty and authenticity were highlighted in 

other sections of the chapter; notably under Not reading from speech (where possible). Thus, they did not 

need repeating. 
24 Publically reveal as much as much information as possible was once again not measured. 
25 These texts consist of fourteen regular town hall meetings, where Obama would field questions from 

the audience, and the six backyard town hall meetings, where Obama would interact with a smaller group 

of local residents.  
26 The only backyard town hall text where this wasn’t seen was in the one from Richmond, VA, where the 

meeting had to be moved indoors due to rain. In this case, they still used close up shots mainly. However, 

since Obama was standing in the middle of a circle of people, the cameras basically could not miss the 

audience. 
27 The new suggest of Open and encouraging of public questioning found in the previous case study was 

once again found. However, since the findings replicated those of the previous case study this is not 

elaborated on in this chapter.  
28 It should be noted that Obama did not really communicate enough on 'other potential options' to create 

a section for it. That is, of course, other than criticising those who believed they should do nothing.  
29 Once again, it should be noted that Publically reveal as much as much information as possible was not 

coded in this case study for the reasons given in the Chapter Five. 
30 This was also present in the governing leaders’ response to such feedback and criticism from media 

outlets and the Opposition, who were normally voicing similar, if not the same, criticisms and concerns 

that were part of the public lexicon. 
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Notes 

31 As seen with Tony Blair’s machismo strategy (Scammell, 2007a) 
32 This excludes John Key’s interviews on morning variety shows. The relaxed nature of the text format 

almost forces the leader to be more open/ not show signs of being defensive.  
33 Blair’s later time as Prime Minister of Great Britain. 
34 A misconception of this research early on was that it looked to see how leaders who were not in touch 

with the public could suggest they were. 
35 In earlier versions of this thesis the use of teleprompters was not even noticed until further visual 

coding highlighted teleprompters in such settings. 
36 The general exception to this rule was when it came to online video journals, where Key’s 

communication came across as much more authentic than Obama’s. 
37 The name of this suggestion will change to Being open and honest to media and public scrutiny later in 

this chapter. 
38 Yet, when it came to communicating the benefits the general public would notice from repealing and 

replacing the Foreshore and Seabed Act, Key's main goal was to communicate that the majority of New 

Zealanders would not notice a difference. However, it could be argued that this, in itself, was a benefit 

comparative to what the public were expecting. Therefore, it will be deemed a nonfactor. 
39 According to UMR research, the John Key’s public favourability averaged 74.25 per cent over the 2010 

year (UMR, 2015) while 69 per cent of New Zealanders opposed the decision to increase GST 

(New.Zealand.Herald, 2010). 
40 Unless a single party in New Zealand has, on its own, a majority of seats in the House of 

Representatives, which, until September 20th 2014, did not seem likely. 
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