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Abstract

This study aimed to analyze the influence of braedsonality and sales promotion on brand equity iésd
implications for the decision to choose a candidategovernor of Riau province 2013-2018 periocheit
simultaneously or partially. Furthermore, the meltiod data collection in this study uses empiricabges from
the perspective of Political Marketing. The popiglatand sample of this research is the entire tjoul in
Riau Province that has the right to vote (17 yeaud over or married) at the time of the Generattiia Riau
Province First and Second Round in 2013 which arsalto 380 respondents. The method of taking thepka
using Multistage Random Sampling (MRS) using qoestaires and interviews, while for data analysisdus
path analysis using lisrel software version 16 SRES version 19. Results of the study explainithagrtial
brand persanolity significant effect on sales probamand brand equity and decision choose, in addito
variable sales promotion is also a significant @ffen brand equity and implications for the degisio choose.
While brand equity as well as having an effectlom decision simultaneously selecting brand perggnables
promotion and brand equity have a significant iefice on the decision to choose a candidate forrgovef
Riau Province period 2013-2018.

Keywords: Brand Personality, Sales Promotion, Brand Eqilisgision Selecting, and, Political Marketing

I.  INTRODUCTION

Believed to be the political marketing methods arsdiruments which can help politicians and politigarties to
be able to create a competitve advantage and windmpetition (Bauer, Huber & Herrmann A, 1986;IBu&
Collins, 1993; Kavanagh, 1995; Firmanzah, 2007).

Destination marketing in politics is helping pimial parties or political constituencies to betpet to
know the people represented or become a targettremddevelop a political issue in accordance \liir
aspirations, so the marketing that has been deedlopthe business world has become even more ssgdsy
the political world (Firmanzah 2008). To win thenggetition, the parties are required to deploy ampetitive
strategy that could affect the decision to chobsevbters. That is, the candidates and the pdlpiagies should
now have the ability of each to "Adu Popularity'dgmerform "Self Marketing" to encompass a majovitye of
the people.

Implementation of Regional Head Election Riauvittoe in 2013, is one of the local elections wtik t
escalation of tight competition, so that the ultienberbaai strategies have been shown by candjasiiesr by a
successful team of their internal politics as wadl through their consultants. In this context tharkéting
Science certainly be one branch of a very goodappmtopriate for application in the process of idtrction,
Forming Process favorite and until the processhissen a candidate in the polling stations. Thusnes
approach Political Marketing is the most effectivehe analysis of political strategy and winniBgased on the
above, this research is intended to review the chtfee General Election in Pilgub Riau Provinc@13 in the
perspective of Political Marketing.

Political Marketing is a study, which the marketi terminology used to photograph political
communication activities carried out by a politicabanization or individual. political communication this
study include two (2) terms, namely in the contfxBrand Personality and Sales Promotion. The pimemon
ELECTION Riau Province in 2013 is to find out tieationship directly and indirectly from the influge of the
variables of marketing such as Brand Personality Sales Promotion are assumed to be able to irdftuére
Brand Equity in an election, which further indictto influence voters in making the decision to ad® a
candidate for Governor.

II.  Theoretical Review
According Firmanzah (2008), in the process of RalitMarketing, used the implementation of 4Ps rating
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mix, namely:

1. Product means the party, candidates and paggsithat will be presented this constituents. pbdantains
concepts, ideological identity.

2. Promotion is advertising efforts, public relaoand promotions for a party in the mix in suchanner
according to the needs of society. In this casenibdia selection needs to be considered.

3. Price, includes many things, economic, psycholdgup to the national image. Economic price udels all
costs incurred party during the campaign periodcRslogical price refers to the price of psychotadi
perception, for example, voters feel comfortablehwethnic background, religion, education and ather
While the price of the national image with regavdathether voters feel the candidate can providesitipe
image and can be the pride of the country.

4. Place, is closely related to how to presentigiridution of a party and its ability to commurtieavith voters.
This means a party must be able to map the steietnd characteristics of the people both geograguiic
demographic.

Using the 4Ps of marketing in the world of pabtimake political marketing is not just limited ttee
issue ads, but more comprehensive. Political Margetgard to the way political institutions or pickl parties
when formulating a political product, develop praquis and publicity campaigns of political commurimat
segmentation strategies to meet the needs of gdoi¢he calculation of the price of a politicabpuct. So, the
core of political marketing is packed imaging, palligures and Personality a candidate who compgtetie
context of the General Election (Election) to tlemeral public who will choose (Ibham, 2008). Irsthase the
destination marketing in politics is how to heldifical parties to better know the community thepresent or
be the target and then develop a political isswecaordance with their aspirations.

Supported the development of the system of gowemt of a democratic Indonesia, as now, the
function and role of the mass media channels, pdtit and electronic media, radio, internet andpted with
the number of channels of television stations kaate sprung up either national or local TV areak feouse or
disseminate messages, news or information throagious forms of marketing communication and paiitic
marketing, program political campaigns through raedhannels publications, public relations, prommtio
personal contacts and creativity of political adigang that is exposed to widely open plan or ebeyond the
borders of the country or borderless country to lelviewers without exception.

According to Kotler and Neil (2009: 3), that tlkencept of political marketing, or understanding
Political Marketing are:

"An intensification of marketing for the successaotandidate or political party with all their galal activity

through the campaign program of economic developroersocial concerns, themes, issues, ideas, ideso

and messages aimed at a political program thdtésed has a high attraction and also be ableftaence for
every citizen and institution / organization effeety. "

According to Baines in Nursal (2004) that:

"The development of political marketing which implentation started from developed countries with a

democratic system of government like the UnitedteStaEuropean Union, Japan, South Korea and to a

developing country like Indonesia ".

In political marketing is known one of them igdlitical publicity. Publicity is an attempt to palarize
themselves candidates or parties contesting théuitien. There are four known forms of publicityp the
treasury of political communication (Lees-Marshm@@05), namely:

a. Pure Publicity namely popularize themselvesufphocommunity activities with a social setting tisanhatural
or what it is. For example, the month of Ramadaah Binl is an annual activity cycle so that it becerae
reality that is what it is. Candidates can takedpportunity to market itself. For example, by sayfHappy
Living Month of Ramadan" or "Happy Chinese New Yeaith frills candidate's name or photo. More and
more kinds pure form of publicity is tilled, the nregpopular candidate.

b. Free Ride Publicity namely publicity by utiligirthe access or ride the other party to participatgularize
themselves. For example, by performing a speakarf@tum organized by other parties, to sponsdrding
movement, participating in sporting events in aclare of voters and others.

c. Tie-In Publicity namely by using an extra-ordinaews (extraordinary events). For example, tsinpam
earthquake or flood. Candidates can portray hinaseH person or a party who has a social conscsntieat
the impact gaining the sympathy of the audience.

d. Paid Publicity as a way to popularize themseblesugh the purchase of rubric or programs in riress
media. For example, the installation of an adv@toadvertising spots, advertising columns, digpla else
blocking time programs in the mass media. In sinlyyi@roviding a special budget for media spending.

According Nursal (2004) adapted Kotler (1995) &&der and Olson (1993), there are several stdges o
voter responses to stimulation are:

1. Awareness, ie, if one can remember or realiaédlcertain party is an election contestants. \Wighnumber
of election contestants were many, build awaremessne-Kukan quite difficult, especially for newrges.
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5.

Clearly, a voter will not vote for contestants wdmnot have the brand awareness.

. Knowledge, that is when a voter to know someartgnt elements of the product contestants, bdbstance

and presentation. These elements will be intergreteas to form a specific political meaning in thieds of
voters.

. Liking, which is a stage where a twisting likgarticular contestant for one or more politicalamag that

formed in his mind in accordance with their asinas.

. Preference, the stage at which the voter corssttiat one or some of the political meaning ofakhs formed

as an interpretation of the political product ofantestant can not be generated in a more satisfacich
other contestants.
Conviction, voter arrives at the conviction &est a particular contestant.

Meanwhile, according to Bambang Purwoko (206§)ja&ns that: "In the

elections directly, democracy there means the dppity for every citizen of the
community to hold public office, also means the anynity for people to use their
political rights directly and the opportunity to keachoices and participate to control
running of the government ",

According Fitriyah (2005), stated that the intaace ELECTION directly make all the regions should
prepare themselves as well as possible and tryithoan take place democratically and quality sdlyeget a
regional head and deputy

regional head who can bring progress to the regiwhto empower communities area.
In addition, one purpose of convening direct etattian also provide political
education for the public areas, where they wilhiie experience and participate in
political activities. "

1.

a.

b.

According to Aaker (1997), there are five (5ndinsions in measuring Brand Personality), namely:
Sincerity (down-to-earth, honest, wholesomegchd)
Describing about the sincerity of a brand imagertavide the best to the consumer perspectiveethes
four of these dimensions, namely:
Down to earth, that all the brands should bmmat according to consumer ratings. This ratichalt the
brand could reflect something that can be enjoyedamsumers through the products offered.
Honest, means an honesty, in the sense thatctheprovide information in accordance with thecpared
reality of the consumer.

¢. Wholesome, brand describe something that cathavalue or benefit to the consumer

d.

2.

Cheerfull, describes the image that prospecresumers. Brand should be able to give an imagtenthkes
excited and impressed agile.

Excitement

Descriptive of this dimension describes the positimpression of a brand, consists of four perspestinamely:

a.

b.

Daring, brand describe the courage to ensurpdhlfermance of a brand, as well as headache medibat
must have the courage to say that this produdilésta provide relief.

Sprited, brands must create a product hightspifihis spirit can be identified from the brandggn in
guestion.

. Imaginative, should be able to create a brandgenfor consumers imaginative. Brand express about

something that is new so consumers tend to giaerit.

. Up to date, the brand could always do the ssooesdjustments to the recent development of davioral

or consumer demands.

. Competency

Describes relevant brand advantages comparedhtr @rands. Descriptions of these dimensions are as
follows:

. Reliable, brands must be trusted to carry sutuibctions. Consumers will identify the brand pisento the

reality that is felt when consuming a product.

. Intelligent, that brand of a product must beeatal describe intelligence or intelligence. It dartifikasi of

innovations usefulness of the product with the dran

. Successful, that a brand should create the safmme of success, where this image can be achiehed a

product is able to perform its functions.

. Sophisticated

That a brand should menggmbarkan about perfectionweakness of other brands. Descriptive of these
dimensions are as follows.

. Upperclass, that a brand should create the #sjore of higher than with other brands. The impoesss
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superior can provide a higher differentiation foe brand of the product concerned.
b. Charming, brand should be able to look stunréngpod impression of beauty more than the haméogedof
the depiction of the brand should be able to crdaszling impression sebuh.

5. Rudgeness
Might give an impression of a brand. There are patspectives of these dimensions, namely:

a. Outdoorsy, the brand is able to give the impoessf a high strength. Brand should provide infatibn about
the ability to cope with various problems in ac@rde with the specifications of the brand in questi

b. Tough, reflecting the grit impression of a brathet brand means to be truly able to survive sffiuhction in
size over time.

Sales promotion conducted by the seller carrbepgd based on the
objectives to be achieved. The grouping is as ¥slo
1. Sales promotion, namely promotion aimed at eraging or inducing customers to buy.

2. Trade promotion, namely sales promotion thatsanstimulate or encourage wholesalers, retaiéeqsorters
and importers to trade in goods / services of fflumsor.

3. Sales-force promotion, namely sales promotiah &ims to motivate the sales force.

4. Business promotion, the sales promotion thas amacquire new customers, retain contract relakigps with
customers, introduce new products, sell more tetiexj customers and educating customers. But glean}
kind of needs to be programmed to be affected, iremaplanning how companies still exist and fllri

Meanwhile, according to Kotler (2000):"Brand Equisyhighly related to how many of a brand’s cutomer
are satisfied and would incure cost by changingdbraalues the brand and sees it as a friend artedéuo the
brand. It also related to the degree of brand nawengnition, perceived brand quality, strong meatsd
emotional associations and other assets such astpatrade mark and channel relationship.

It is further mentioned that a voter will make aid®n to vote for several reasons:

1. The existence of attraction and satisfactiomwie candidates.

2. A large number of candidates.

3. Impressions media serving the positive thinggdlitical parties.

4. The belief that the process of selecting palitieaders considered as important as the regylptocess. This

belief is important as a proof that the public & apathetic, or are not pessimistic about the ggeof selecting

political leaders.

Based on the description in the conceptual framkwhat is based on the purpose of research, theorie
and research in order to answer the problems that heen submitted so the author can formulatgathgsis
as follows:

a. Brand Personality significant effect on theeSd@romotion Period candidate for Governor of Rleavince

from 2013 to 2018.

b. There is a significant influence on Brand Egjitand Personality candidate for Governor of Rfaavince

Period 2013-2018
c. Brand Personality significant effect to the B@am Choosing a candidate for Governor of Riauvifice

Period 2013-2018.

d. There is a significant influence on Brand Eg@ales Promotion candidate for Governor of RiaoviPice

Period 2013-2018.

e. There is a significant influence on the Salem®tion Decisions Choosing a candidate for Govenfo

Riau Province Period 2013-2018.

f.  Brand Equity significant effect to the Decisi@moosing a candidate for Governor of Riau ProviRegod

2013-2018.

g. There is a significant effect of Brand Persdgalbales Promotion and Brand Equity Decision to&e a

candidate for Governor of Riau Province Period 20038.

[II.METHODS

Based on consideration of the purpose of reseahgh,design of this study is causality (verifica)icand
descriptive. Which in this study to test whetharéhis a significant effect between the independariables on
the dependent variable. Type of research is thé&&st Facto. Be required The type of data in thislystare
primary data and secondary data. Sources of primaty obtained from the results of empirical resedry
distributing questionnaires. According Sugiyono 1(2)) the sample is part of the number and chaiiatitey
possessed by this population totaling 2,242,56®rgotTherefore, the sample in this study is a pérthe
population is taken as a source of data and caesept the whole population. Thus the sample & ghidy is
selruh residents in Riau Province that has the tiglvote as many as 380 respondents. Data calldsteising
one) interview, as the technique of direct commaitinixn addressed to the respondent; 2) questionralist of
guestions prepared in the form of a simple metlgoe@stion closed; and 3) Observe, observe the aetwof
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companies linked to problem being studied. Whikertiethod of data analysis used in this researahitigy Path
Analysis. Variable measurement model Brand Perg#igndbales Promotion, Brand Equity and Decisions
Choose, use Interval Scale (Likert Scale), as asethe significance test with Test Validity andi&aility.

IV.RESULTSAND DISCUSSION

Descriptive analysis performed referring to eachhef variables that exist in the studied varialslesollows:
Through total score responses from 10 statemesd fin Brand Personality variables, it can be shahthe
response respondents about Brand Personality isdludthe category of "Good". Likewise with througtal
score responses from 10 statement filed regardmgdbequity variables, it can be seen that theoresp
respondents about Brand Equity included in the gmate of "Good". Meanwhile, through the amount of
feedback score of 5 statement filed regarding bégi®ecisions Selects, it can be seen that theonsgs of
respondents regarding Decision Choosing includethéncategory of "Not Good". Furthermore, to tdst t
hypothesis of this study can be described as fatlow

1. Effect of Brand Personality (X1) Against SalesrRotion (X2).
Based on the results of the calculation of the e/afithe path coefficients using SPSS 19.0 and EISB.70,
the value of the coefficient and t-test is as

Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 14.715 1.283 11.468 .000
Brand Personality (X1) .555 .036 .618 15.281 .000

a. Dependent Variable: Sales Promotion (X2)
follows.

1_000— 1 0. 615 —= > -0 E18

Once the path coefficient is obtained, then theuérfce of Brand Personality (X1) to Sales Promo{X2) can
be determined by multiplying the path coefficiefitttoe correlation matrix between variables becaXisewith
X2 causal variablepX2X1 = 0.618 x 0.618 = 0.382 x 100% = 38.2%. Havingmind the influence of the
independent variable on the dependent variable, the next test to see if a variable partial Br&sdsonality
(X1) significantly affects the variable Sales Prdimo (X2) using t-test two parties. Based on thewvahtable, it
is known that Brand Personality (X1) significandlffects the variable Sales Promotion (X2) for tittovalue is
greater than t-table or 15.281> 1.966.

2. Effect of Brand Personality (X1) Against Branquity (Z)
Based on the results of the calculation of the eafithe path coefficients using SPSS 19.0 and EISB.70,
the value of the coefficient and t-test is as

Coefficients?®

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 10.205 1.137 8.978 .000
Brand Personality (X1) .657 .032 724 20.423 .000

a. Dependent Variable: Brand Equity (2)
follows:

1.000— #1

0,724 = = -0 475

Once the path coefficient is obtained, then thtu@rfce of Brand Personality (X1) to Brand Equity ¢An be
determined by multiplying the path coefficient dfetcorrelation matrix between the variables becahse
variables X1 due to 4ZX1 = 0.724 x 0.724 = 0.524 = 52.4%. Having in mthd influence of the independent
variable on the dependent variable, then the nest to see if a variable partial Brand Personglky)
significantly influence the Brand Equity variablg) (using t-test two parties. Based on the tablevabd is
known that Brand Personality (X1) significantly lirdnce the Brand Equity variable (Z) because tHeeva
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count bigger than t-table or 20.423> 1.966.

3. Effect of Brand Personality (X1) Decision Agdithoose (Y)
Based on the results of the calculation of the e/afithe path coefficients using SPSS 19.0 and EISB.70,

the obtained value of the coefficient and t-test is as
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 4.268 .694 6.150 .000
Brand Personality (X1) .358 .020 .684 18.243 .000

a. Dependent Variable: Keputusan Memilih (Y)
follows:

1.000— 1 0. &84 — = b'd -0 532

Once the path coefficient is obtained, then thtu@rfce of Brand Personality (X1) to the Decisioro@$e (Y)
can be determined by multiplying the path coeffitief the correlation matrix between the variab{dsbecause
the causal variables YYX1 = 0.684 x 0.684 = 0.468 = 46.8%. Furthermohe, partial test to see if a variable
Brand Personality (X1) significantly affects theriahles using t-test two parties, it is known tligrand

Personality (X1) significantly affects the varialidecree Choose (Y) because the t-count value &@re¢han t-
table or 18.243> 1.966.

3. Effect of Sales Promotion (X2) Against Brand Egj(Z)
Based on the results of the calculation of the e/afithe path coefficients using SPSS 19.0 and EISBR.70,
the obtained value of the coefficient and t-test is as

Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 8.687 1.265 6.868 .000
Sales Promotion (X2) 716 .037 .709 19.520 .000

a. Dependent Variable: Brand Equity (Z2)
follows:

1_000— =2

0. 703 —= = - . 492

Once the path coefficient is obtained, then thtuarfce of Sales Promotion (X2) on Brand Equity ¢Zh be
determined by multiplying the path coefficient dietcorrelation matrix between variables becausewXi
variable due to ZpZX2 = 0.709 x 0.709 = 0.502 = 50.2%. The next tessee if a variable partial Sales

Promotion (X2) significantly influence the Brand @ty variable (Z) using t-test two parties and thsults of t-
count value is greater than t-table or 19.520>8..96

3. Effect of Sales Promotion (X2) Decision Agai@$toose (Y)
Based on the results of the calculation of the e/afithe path coefficients using SPSS 19.0 and EISB.70,

the obtained value of the coefficient and t-test is as
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.076 .698 2.975 .003
Sales Promotion (X2) 430 .020 .738 21.278 .000

a. Dependent Variable: Keputusan Memilih (Y)
follows:
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1_000— =2 0. T35 — 8= N -0 455

Once the path coefficient is obtained, then thtuarfce of Sales Promotion (X2) on Brand Equity ¢Zh be
determined by multiplying the path coefficient dietcorrelation matrix between variables becausewXia
variable due to ZpZX2 = 0.709 x 0.709 = 0.502 = 50.2%. The next testee if a variable partial Sales
Promotion (X2) significantly influence the Brand ity variable (Z) using t-test two parties and thsults of t-
count value is greater than t-table or 19.520>8..96

3. Effect of Sales Promotion (X2) Decision Agai@$toose (Y)
Based on the results of the calculation of the eafithe path coefficients using SPSS 19.0 and EISB.70,
the obtained value of the coefficient and t-test is as

Coefficients

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.110 573 1.938 .053
Brand Equity (Z) AT72 .017 .818 27.682 .000

a. Dependent Variable: Keputusan Memilih (Y)
follows:

1.000— = 0.818 —= b =330

Once the path coefficient is obtained, then thiiérfce of Brand Equity (Z) to the Decision Choogg ¢an be
determined by multiplying the path coefficient d¢fetcorrelation matrix between variables becauseith w
variable due to YpYZ = 0.818 x 0.818 = 0.670 = 67.0%. Furthermore, glartial test to see if a variable Brand
Equity (2) significantly affects the variable Deer€hoose (Y) using t-test two parties and the tesilt-count
value is greater than t-table or 27.682> 1.966.

3. Effect of Brand Personality (X1), Sales Promot{¥2), and Brand Equity (Z) Decision Against Cheq¥)
Here is the result of the calculation of decompasimodel using LISREL 8.70 is as follows:

1.000— 1

ki

0385
|

0.483 0.1zs

L

0.422

0.251

._c: -—i\il

Figure 1. Structural Decomposition Path
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Figure 2. Diagram t-values Decomposition

From the diagram path and t-values above, it issknthat the effect of Brand Personality (X1), Sales
Promotion (X2), and Brand Equity (Z) to the DecisiGhoose (Y) of 72.8% and the remaining 27.2% ¢ th
influence from other factors not examined in thisdy. Furthermore, to test the hypothesis can sanabusly
obtained the result that F count> F table (335.48,629) to fit the criteria of simultaneous testegected HO,
meaning that Brand Personality (X1), Sales Promot{¥2), and Brand Equity (Z) effect the decision
significantly to Choose (Y).

V. CONCLUSION
1. Brand Personality significant effect on Salesition with the influence of 38.2%
2. Brand Personality significantly influence thet Equity, with great influence 52.4%
3. Brand Personality significant effect on Decisgatects, with great effect by 46.8%
4. Sales Promotion significantly influence the Br&uguity, with great influence 50.2%
5. Sales Promotion significantly influence PrefeciSion, with the influence of 54,5%
6. Brand Equity significant effect on Decision $tdewith great effect by 67.0%
7. Brand Personality, Sales Promotion and BrandtEsjignificant effect on Decision Choosing theluehce of
72.8%
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