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game theory The American Elections attract always the interest of political marketing science.
political marketing As elections they have been innovative with great appeal and their influence has a
elections global perspective. The Game theory approach in political marketing inaugurates
strategy a new strategic prospect for the political competition. It combines and evaluates

different political marketing strategies and show how they can affect the elections’
result. Game theory combines the models of conflict and cooperation for people
whose decision-making is considered rational. We consider the political

decision making

Correspondence competition as a strategic game, where we have to identify the opposing players,

the strategies used during the game and its rules. Using the game theory and the
Evangelia Markaki political marketing approach, our study examines the different strategies that
Aristotle University of politicians used during the American election of 2016, explaining how their strategy
Thessaloniki influences the result of the elections. We investigated mostly which approach on
University Campus financial, social and environmental issues, security issues, immigration and
Postal Code 54124 international relations has the best results for the political parties. We measure the
Thessaloniki intensity of the candidates’ focus on these issues and we present game theory

matrixes as examples to this innovative conceptual framework. This study presents
a new conceptual approach that can be used for strategic political marketing design
and campaigns.

Email: markakievi@yahoo.gr

Political Competition: Persons, Parties, Issues

The formation of voting behavior includes the evaluation of three different factors: the political parties, the
candidates and the political programs. Parties, issues and persons shape the context of the electoral competition.
Voters vote for political personalities, political parties and programs. In the past, political parties could easily
interpret and influence political behavior in an extensive network of voters. There was also some control over the
diffusion of information through the gatekeepers (Papathanasopoulos, 2000). Now, the dispersion of the information
is no longer exercised by the political parties, but by more powerful centers. The new technological means (web
2.0/3.0) of interaction, the internet and the social media have changed the influence exerted by the political parties
(Corner & Pels, 2003). These data influence the development, management, and formation of the electoral
competition. Today, politicians and voters have come to a dynamic balance of interaction. There is no need for a
voter to be ideologically positioned somewhere in order to make party choices (Markaki & Chadjipantelis, 2013, 2015,
2016, 2018). The party preferences are related to the political agenda of each political pre-election period, thus, the
confidence in the program of a political party can very often lead to specific political behaviors (Markaki, 2007).

In the 1980s, the theory of media malaise dominates and provides a good explanation for the indifference of the
electorate towards the traditional political parties (Markaki, 2007). Recent researches (Markaki & Chadjipantelis,
2013, 2015, 2016, 2018) also certify that the political parties do not exert an important influence anymore, as far as
the formation of political preferences is concerned.

The model of the rational voter indicates that the voter is not strictly identified to a particular political party, but is
interested in politics and examines the information available before forming a specific voting behavior (Markaki,
2007). In some countries, such as Greece, the political parties have maintained an intense interaction between the
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political party and the electorate. They have used the traditional clientelist system to their advantage and become
mediators between the voters and the state. It is noteworthy that the voters of 45 years of age and older tend to be
far more loyal to a political party than others age groups (Markaki, 2007). Connections with the political parties can
affect the voters’ ability to get a job, to have educational opportunities and make friends. Often these political
connections have additional benefits for the political persons or for the politicians, eg. organize and motivate
networks of voters and supporters (Huckfeldt & Sprague, 1987; Markaki & Chadjipantelis, 2013, 2014, 2017). Political
parties are involved via party executives in networks where people are motivated to exert influence through
interaction with others in a systematic and often organized way. They act as “vote sellers”, exerting pressure and
influence to less concerned voters (Ascension & Meléndez-Jiménez, 2009; Inglehart & Norris, 2000; Markaki, 2016).
According to Markaki’s and Chadjipantelis’ research (Markaki & Chadjipantelis 2013, 2018) more than two-fifths of
the respondents mention that someone has contacted them so as to influence them about a particular candidate
during the pre-election period.

Another important factor of influence is the connection between the candidate and the social activity. That activity
provokes impact in the voter’s everyday life (Frederick, 1994; Markaki, Sakas, Chadjipantelis 2011). Thus, the socially
oriented “activity” of the political persons increases the electoral support towards these persons. This activity is also
presented and dispersed in the social and the traditional media channels (Markaki & Chadjipantelis, 2020).
According to a recent research (Markaki & Chadjipantelis, 2013, 2015, 2016, 2018), the candidates constitute the
second most important factor of influence in the formation of political preferences. Today the candidates are
presented as political personalities that embody specific roles with a strong communicative effect. Forming a strong
impact influences the politician’s image and fame, which are key factors of political influence. The political image
and fame require attention and preparation (McNair, 2003), given the fact that both are related to a politician’s
reputation, which can motivate specific voting behavior.

On the other hand, most of the times the aestheticization in politics loses the political meaning because it focuses
mostly on the mediation and the communication strategy (Corner & Pels, 2003; Markaki, 2007). The post-ideological
period and the Americanization of politics have significantly reduced the boundaries between the opposite political
parties, e.g. the Right and the Left. Image management, style development, communication strategy are all important
components of a candidate’s political marketing strategy (Corner & Pels, 2003; Markaki, 2007). The style in politics
is important and it is part of a long and difficult process that has both commercial and entertaining characteristics,
which are easily supported by the social media environment and the political campaign context.

Successful politicians have a personal style of communication, and the diffusion of their messages is supported by
communication strategies, the use of social media and the traditional campaign management. Today lack of political
interest has been replaced by interest in political infotainment framed by the new social media (Markaki &
Chadjipantelis, 2016, 2018). The importance of the political elections also affects the influence of the political persons.
Thus, the municipal elections are mostly focused on the candidates, and the national elections are mostly oriented to
the political parties. However, the leading figure of the political party plays a crucial role. In all types of elections,
the political persons have a dominant influence, as their role is to develop, implement and adapt policies. Their
intelligence, their flexibility, their code of ethics, their insight cannot be attributed to the political parties.

Finally, there is an important discussion about the way political issues and political programs influence voting
behavior. Recent research (Markaki & Chadjipantelis, 2013, 2015, 2016, 2018), even though they mention their
importance for the political agenda, show that the political program does not play a primary role in voting behavior.
More than the 40% of the respondents believe that the political program has no crucial influence as a factor that
forms political preferences, even if the 50% of the respondents assess as important issues such as national, financial
and social ones, probably because these issues determine people's lives, and affect the standard of living as well as
the quality of life in a society.

The information and the data mentioned above show in a clear way that the political marketing strategy and
campaign design must take into consideration a wide range of approaches and aspects so as to form a political
campaign that can achieve a voter’s preference towards a particular candidate.

The Game theory Concept and Applications
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According to Lambertini (2011 p. 26) “a game is a mathematical instrument that serves the strategic interactions
among agents, where players are households, firms, public institutions, or nations. Many social, economic and
political situations, more or less familiar to all of us, are characterized by the interplay among actors with either
converging or conflicting interests”.

Game theory arises in the early 18th century but begins to become more widely known and operating as an
independent scientific field in the mid-2oth century.
This theory belongs to the field of economic study and science but has been established as an independent field since
1928 with the work of Neumann and in 1944 with a study written by Oskar Morgenstern. Game theory deals with
Zero or non-zero-sum games in a competitive environment, where emphasis is placed on the decision-making process
with strategic interdependence. Game theory explains the way in which players, considered as "opponents", decide
their respective strategy and actions towards the other.
The strategies used in this context are either pure strategies, where each player chooses a single strategy, or mixed
strategies, where there is a combination of different strategies with different frequencies.
According Matsumoto and Szidarovszky (2016) the game theory is the fundamental methodology, and has application
in many fields of noncooperative and cooperative games including conflict resolution. We can use the game theory
concepts in examples, applications and case studies which are selected from economics, social sciences, engineering,
the military and homeland security.
In game theory, we come across some general assumptions. We consider players ("opponents") to be rational, not
responsive to emotion but purely driven for the purpose of winning over the opponent. There is also the "principle
of common knowledge", meaning that each player is aware of the possible choices of himself and his opponent.
Finally, players choose strategies at the same time without knowing each other's movements and there is no
cooperation for mutual help.
Another fundamental characteristic of Game Theory is the Nash equilibrium, named by the mathematician John
Forbes Nash. The Nash Equilibrium is a method of strategically resolving "non-cooperative games", where there are
two or more opponents. Nash balance describes a strategy profile a* which is the best choice of a player i and the
best option if one chooses other than a* i.
The application of this theory and formula has influenced many modern sciences in their evolution, such as
microeconomics and macroeconomics, engineering, biology, but also disciplines, such as sociology and political
science. Competitive games exist not only in the business world, but also in the electoral competition between
candidates from different parties.
Every game has certain rules, specific strategies, which the players can choose from and which lead to specific results.
These results can arise as a consequence of the players’ interdependent behavior. During the game at least two
decision makers are interacting. Interactions are strategic, mutual, interdependent decisions. With the
implementation of the Game Theory on these interactions, mathematic concepts are applied in the decision-making
process. The rules, the strategy and the interaction are three of the main determinants of the game.
Kreps (1990a) states that game theory allows economists to make better explanations and predictions.
According to Bhuiyan (2016) game theory is widely used in political affairs, on the areas of international politics,
war strategy, war bargaining, social choice theory, strategic voting, and political economy. The Game theory is
an effective tool to analyze a situation of conflict between individuals, companies, states, political parties.
Rationality of actors and the choice of strategies are one of the basic assumptions of game theory.
In the current study, we try to examine how the application of game theory in political science can be considered as
a tool to form political marketing strategies as well as to make electoral predictions. It can also be used as a tool to
produce explanations in political competition as well as to extend the mathematical applications in politics.

The Case Study: American Elections

The 2016 Presidential Elections in the United States of America are deemed to be a transitional phase in the
American politics. It is the fifth time in the American history of elections that the winner of the popular vote
eventually lost the elections due to the federal and the electoral system. The mainstream of both political parties
was not as stable as in former elections, while significant issues for the role of the USA in the world and the domestic
politics played a decisive role in determining the outcome.
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The goal in the US election is for each party to win, gaining the largest percentage of electors in the states, who in
turn elect the new President and Vice President. Based on the party and electoral system of the United States, the
candidates rally first within their parties for each to be able to run into the presidential elections. For the
Republicans, these elections featured 17 originally vying for the nomination, while the leading candidates to run for
President were Donald J. Trump, Ted Cruz and Marco Rubio. The majority of the candidates rallying for the
Republican Nomination held a political position beforehand mostly as Governors or Former Senators, compared to
Trump, who first interfered in politics in 2016. Trump very quickly criticized and demonstrated an aggressive
attitude towards his fellow candidates, the Democratic Party as well as, in general politics, towards politicians and
the media, resulting in a win of 35 States in the primaries. Ted Cruz managed to win 10 States in this polarized
scenery, and Rubio only 3 States. After securing his nomination, Trump chose Mike Pence, who was then holding
the position of the governor of Indiana, as his running vice president.

On the Democratic Party, the competition in the primaries was clear from the very beginning. Hillary Clinton faced
tough competition from the Senator of Vermont, Bernie Sanders. Clinton won 31 States, while Bernie Sanders won
the rest of the 20 States. After winning enough delegates for her nomination, she named Tim Kaine, U.S. Senator
for the state of Virginia, as her vice-presidential running mate.

In the present study we examine the application of game theory through the strategies followed by the candidates
in a series of issues that shaped the political agenda, on account of political marketing and behavior.

As for the election results, 58,8% of the States were won by the Republicans and the remaining 41,2% by the
Democrats. The elections featured third-party candidates including Libertarian Gary Johnson and the Green, Jill
Stein, who won 3.28% and 1% percent of the popular vote, respectively.

Methodology: Constructing the Conceptual Framework

In order to gather the necessary data to form the strategies in a game theory context and test them, we put together
a dataset based on a state level. We collected the electoral results from the beginning of the electoral process on a
party level and for the representatives of both the final party candidates in each state (Donald Trump and Hillary
Clinton). In the dataset, we then included the political reference level during the campaign for each candidate in
each state using a 3-point Likert-like scale: regional, intermediate, and national level. The intermediate level
represents an emphasis on both the regional and the national level. Furthermore, using the content analysis
method, we assessed the frequency and intensity in references concerning specific issues with a 5-point Likert-like
scale. In an in-depth analysis of key issues, a total of 6 issues, as parameters, have been taken into account with
aggregated data deriving from each political campaign in a State level. The content analysis for the collection of the
data was performed on different electronic and audiovisual sources of information such as Television, videos, radio,
social media, websites, blogs, and interviews in newspapers. The issues that have been taken into account are the
following: society, economy, environment, safety, migration and international cooperation. We evaluated for each
of the following issues the selected strategy. One more strategy that was taken into consideration is the behavioral
attitude during the political competition, which was assessed using a 3-point Likert-like scale: aggressive towards
the other candidate, aggressive towards the opposite political party and consensual.

After having completed the evaluation, we created game theory matrixes for each issue. In the left column was
placed the winner of each state, which created 4x4 or 3x3 or 3x4 matrixes repeated 50 times, number corresponding
to the states in the USA. Then we used the mean for each strategy so as to have one matrix at the end. This
representation of the games leads us to find the dominant strategies and therefore ending up mostly with 2x2
matrix games. Then, we solved the game using the mixed strategy process.

Results

The political campaigns of Trump and Hillary in a comparative view
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Table 1 Issues in Clinton's speech (data aggregated per State)

Society Economy Environment Security =~ Migration International

Cooperation
Not at all 0.0 3.9 19.6 21.6 25.5 41.2
important
Slightly 0.0 5.9 23.5 29.4 13.7 7.8
important
Important 7.8 7.8 11.8 13.7 2 27.5
Fairly 11.8 51.0 7.8 11.8 21.6 7.8
Important
Very 68.6 19.6 25.5 11.8 23.5 3.9
Important
N/A 11.8 11.8 11.8 11.8 13.7 11.8
Total 100 100 100 100 100 100

The political campaigns of Clinton and Trump focused on a series of very different discourse choices and were rather
an interplay between the two rivals on their way to the White House. An analysis of the basic elements that comprise
their political campaigns provides crucial information on how the electoral competition has been shaped before the
elections. A collection of information revolves around political discourse, topics and political actions in the level of
each State along with an aggregation.

Analysing Clinton’s discourse, an emphasis on a threefold agenda that entails society, economy and the environment
is observed. Specifically, aggregating the references to key topics in her speeches and campaigns in each State, it is
clear that topics such as migration, security and international cooperation are not on the top of her agenda, while on
the contrary in 80% of the States the importance is being given to society.

On the other hand, Trump’s electoral campaign in the states seems to be focused in security, migration and the
American society. Trump’s references to the American economy were also particularly important for the success of
the electoral campaign. For Trump the factor environment is of very low importance along with international
cooperation, which does not seem to strike high in his agenda.

Table 2 2 Issues in Trump's speech (data aggregated per State)

Society = Economy Environment Security =~ Migration International
Cooperation
Not at all 0 0 51 3.9 3.9 13.7
important
Slightly 3.9 0 27.5 5.9 11.8 27.5
important
Important 25.5 9.8 5.9 11.8 31.4 17.6
Fairly 33.3 21.6 7.8 21.6 21.6 31.4
Important
Very 31.4 62.7 2 51 25.5 3.9
Important
N/A 5.9 5.9 5.9 5.9 5.9 5.9
Total 100 100 100 100 100 100

Clinton’s political discourse at her campaign was mainly aggressive towards Trump and less towards the party as an
entirety. Similarly, Trump’s discourse also entailed aggressiveness towards Clinton and not towards the Democrats.
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This is also explained by the nature of the electoral system, which personifies the electoral process in the faces of the
two candidates.

Table 3 Discource strategies of Trump and Clinton (data aggregated per State)

Clinton Trump
Moderate Discource 13.7 5.9
Aggresive Discource towards the opponent 60.8 70.6
Aggresive Discource towards the party 13.7 17.6
N/A 11.8 5.9
Total 100 100

Comparing the levels of action of each party leader, it is clear that Clinton’s political campaign was focused mainly
on the federal level, with little importance being given at the State level, while Trump mainly focused on an interplay
of political actions between the federal and the state level. The emphasis on different levels of governance is also
explained by the topics the candidates chose to address in their respective campaigns. Given the political system of
the USA and the governance jurisdiction on the federal level, Clinton’s emphasis on the threefold society-economy-
environment explains the shift of her campaign on an almost solely federal level, while Trump chose to address topics
that do not directly imply a clear jurisdiction format.

Table 4 Clinton's and Trump's level of action (data aggregated per State)

Clinton Trump
Federal Level 82.4 37.3
Intermediate/ Interplay of the two levels 2 43.1
State Level 11.8 15.7
N/A 3-9 3-9
Total 100 100

Analyzing the elections from the perspective of the cost of each campaign, although Clinton managed to raise more
resources, Trump put to use his own personal resources and privileges as an entrepreneur to dominate the media
agenda. Trump vastly relied on his own fortune, as well as the infrastructures of his businesses, as he donated a total
of $66 million US dollars, while he cut down the costs of the campaign significantly when he decided to fly across
the country in his private jet and use his resorts and businesses to organize and stage events. At the same time, he
crowdsourced about $280 million from small donors giving $200 or less.

Clinton raised in total $1.2 billion, as the fundraising operation included mainly wealthy private donors and a small
number of volunteers that raised $100,000 or more from their own networks, and a small-dollar donor crowdsourced
operation following the model used by Obama in the 2012 elections. Her campaign was mainly relied on television
advertising and a small campaign to encourage voters to vote.

Table 5 Budget raised and spent of Clinton and Trump in million dollars.

Total Raised Total Spent
Clinton 1.190.7M 1.184.1M
Trump 646.8M 616.5M
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Even in the States that Clinton decided to allocate a great amount of her budget, Trump’s resources and his ability
to use airwaves and Twitter, secured the Republicans’ victory. In Florida, for instance, that voted for President Obama
in the previous elections, Clinton allocated almost 22 million US dollars, while Trump with only 13 million managed
to still win the State. Clinton allocated her highest budget in New York, using more than 140 million, Texas, Florida
and Massachusetts. Out of the 4 States she managed to win 2 of them, as Florida and Texas voted for the Republican
Party. Trump’s highest budgeted States featured Florida and Texas, but with the total amount of money spent on
each not going beyond 15 million.

In total, when it comes to the discourse strategies of Clinton and Trump, on the average of cases we observe a clash
between aggressive discourses towards the rival, while Trump opts out for a more aggressive in general discourse
also for the party.

Comparing the discourse attitude of Clinton in the elections for every State with the results, a win-lose situation is
observed. In the 7 States that Clinton opted for a more moderate discourse, it is observed that the lead was given to
Trump. On the contrary, when she opted for a more aggressive speech either towards the party or personally towards
the rival candidate, it led to an electoral competition without a certain winner. Therefore, a strategy entailing a more
aggressive discourse towards the rival was more suitable for Clinton.

Trump’s aggressive discourse strategy either towards Clinton or the Democrats, was for him the catalyst in winning
the majority of the States. Contradicting to Clinton’s moderate discourse in the 77 States, Trump chose an aggressive
attitude either towards Clinton or the party, leading to a win match for him, with the exception of South Dakota, in
which Trump’s discourse is moderate due to the long Republican tradition of the State.

Table 6 Comparison of results and strategies in selected States

State Election Results  Clinton's Dicource Trump's Discource

District of Columbia Democratic Moderate Aggressive towards Clinton
Indiana Republican Moderate Aggressive towards Clinton
Montana Republican Moderate Aggressive towards the party
Rhode Island Democratic Moderate Aggressive towards the party
South Dakota Republican Moderate Moderate

Utah Republican Moderate Aggressive towards the party
Texas Republican Moderate Aggressive towards Clinton

Furthermore, Trump’s emphasis on the interplay between the federal campaign and the state level has also been
decisive as a strategy for his electoral results. On the other hand, Clinton’s solid emphasis on a more federal oriented
campaign had negative effects on the outcome.

Clinton’s orientation to society, environment and the economy in a cross analysis with the election results, showcases
that the priorities of the political campaign was not decisive as a strategy for a positive electoral outcome. In the
States that Clinton particularly emphasized on the environment, Trump’s emphasis on migration and security was
deemed more successful to the public. According to Pew Research Center, the issues that defined the voters’ decisions
were the economy, terrorism and foreign policy, explaining the shortcomings of Clinton’s political campaign.
Observing the orientation of the States based on previous results along with the results of the elections today, on the
traditional “Republican” states, Trump’s victory was clear, while on the traditional democratic States a competition
in 6 States ended up in a swift towards the Republicans.

From strategies to Game Theory

We tried to capture in tables the conflict of different political communication strategies in order to apply game theory.
We observe that when different strategies collide regarding the orientation of the attack on the opponent, we have a
2x2 game where both candidates must choose between two strategies: attack on the opponent and consensual
approach to the opponent.
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Capturing this in a game where the payoffs refer to numbers of votes won or lost in total the following illustration
is presented:

Table 7 Game 1: Trump and Clinton strategies

CLINTON
TRUMP ATTACK (ty=6/10) CONSENSUAL
(1-my=4/10)
ATTACK (mtx=3/10) -33,0 81,0
CONSENSUAL(1-tx=3/10) 55,0 8,0

First, we need to consider whether opposing players are using pure or mixed strategies. To investigate this, we
calculate the equilibrium point. We observe that the maximin is 55 and the minimax is 8. Therefore, they are not
identical, and the strategies used by the opponents are not pure, i.e. neither the first nor the second strategy (attack
or consensual) is used, but both in combination. Thus, the game is now solved using a mixed strategy in order to
understand the possibilities and the frequency of each strategy.

The table above is thus presented in the following form:

Table 8 Game 1: Pure Strategies of Clinton and Trump

CLINTON
TRUMP ATTACK (ty=6/10) CONSENSUAL
(1-my=4/10)
ATTACK (mtx=3/10) -33,0 81,0 X 81,0
CONSENSUAL(1-tx=3/10) 55,0 8,0 1-X 55,0
y 1-y
-33,0 8,0

As x we symbolize the probability of Trump to use attack as a strategy and 1-x is the probability to use consensual
strategy, while as y the possibility of Clinton to use attack and as 1-y the possibility to use consensual strategy.

For x:
-33x+55-55x=81x+(8-8x)
-88x+55= 73x+8
47=161x
x=47/161=0,291

Fory:
-33y+81-81y=55y+8-8y
-114y+81=47y+8
72=158y

y=72/158= 0,455
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So, to have Nash equilibrium, to Trump must be indifferent if he will play Attack or
Consensual. And therefore, in order to calculate the payoffs:

-33nx+55(1-nx)= 81nx+8(1-nx) = nx=0,29=3/10

Same, for Clinton, in order to calculate my:

-33ay+81(1-ny)=55ny+8(1-ny) = my=0,45=4/10

Therefore, Clinton’s consensual strategy in most cases seems to have cost her the elections, Trump’s attack is of his
advantage. When they both attack, Clinton seems to predominate, however, as mentioned above, Clinton chose for
most of the States a consensual strategy. Trump’s attack strategy on Clinton’s consensual has a high payoff and also
Trump’s consensual strategy predominates on either Clinton’s attack or consensual one.

Furthermore, in another example regarding the reference level, i.e. local, national or intermediate during the election
campaign, the depiction of the conflict of strategies is shown in the table below where we kept the strategy "local"
and merged the national with the intermediate level. The depiction of the game is presented as follows:

Table 9 Game 2: Level of Action

CLINTON
TRUMP
Local Intermediate/ National
Local -1,0 2,0
Intermediate/ National 49,0 24,0

We also need to consider here again whether opposing players are using pure or mixed strategies. To investigate
this, we calculate the equilibrium point: so maximin i.e. the maximum of the minimum values is 2 and minimax i.e.
the smallest of the largest values is 2 again. This indicates that there is a point of equilibrium, so this resolution of
the conflict comes through a game of clear strategies. Thus, Trump wins when he focuses on the local level during
the election campaign, even if Hillary addresses the voters with a focus on intermediate / national orientation.

Discussion: Game Theory as a mean to win the elections.

Modern politics consists of three basic elements: the existence of a mass electorate, the competition of two or more
parties or candidates who try, using political communication and marketing methods, and a set of rules to control the
process, to attract voters who will vote for them and ultimately win the elections. Winning elections is the constituent
principal of each political party.

Today, the complexity of communication, the fragmentation of the social web, the ease of changing social order but also
the need for transparency, control and participation require the use of modern political communication tools. The new
model of political communication is a model of multiple transmitters and receivers. A characteristically important period
for political communication was the 1980s, when it was systematized and established in contrast to the past. The
management of impressions and publicity is today fully systematized and still exploratory, while it has marginalized
political journalism, the apocalyptic one, recovers due to the proliferation of information sources and the competition
between them, and has developed and diversified the political media due to the deregulation and digitalization of
communications. Political communication with various tools aims at turning the candidate into an eligible figure. In the
past, election news was mainly about what candidates were saying and doing. Now, the focus is mainly on how the
candidates win or lose the game, i.e. on their strategic mechanisms that adapt to the environment, the personality and
the political landscape in which the candidate moves. There are three dimensions of political communication influence:
policy evaluation, the degree of commitment of the parties involved and the degree of unanimity of the social agenda on
political issues. The effects of communication policy can be summarized as follows: the planned communication behavior
of politicians and the means they use to influence the formation of the political attitude and behavior of the target
audience, the growing importance of mass communication and its influence on the processes and practices of democratic
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societies and political communication as a mediation communication through electronic means (Markaki & Chadjipatelis
2016; McClurg 2006).

According to Soukup (2014) the ties between citizens and political parties become constantly much weaker. The
electorate is increasingly wavering and unstable. Political communication through electronic media is undoubtedly the
most effective way to promote and secure political support but also to shape political preferences, especially when we
refer to unstable or undecided voters, who are the decisive force in shaping the election result.Political communication
experts can influence the preferences by projecting the image they want for the political arena using the media in this
process. The formation of political preferences is influenced by both elements of the transmitter side of the message and
elements of the receiver side. From the transmitter side effect on the electorate has: the reliability of the source of a
message, its specialization, the sense of trust that the transmitter creates, the natural attractiveness. A typical example
is the Democrats, who in the 2000 presidential election said that George W. Bush's smile hid the irony of a rich boy
(Corner and Pels 2003). From the recipient's point of view, there is twofold relationship that needs to be taken into
consideration: the pre-existing political beliefs and the level of involvement in politics. A very useful approach to how
voters perceives political communication and act politically is the constructionist approach of Newman et al. (Negrine,
1996), who state that we have the world on the one hand and the media on the other. Their interaction is not simplistic
and clear. The citizen shapes his personal and party choices through many different experiences and information that
affect him differently. According to Himelboim et al. (2012), political communication strategic planning refers to a
specific process whose purpose is to establish and maintain relationships between the objective goals of the political
party or the political person. It combines the means, resources but also the requirements, needs and conditions that
prevail both in society and in the electorate. This is where our proposed conceptual framework finds its application.
Party strategies for elections entail the element of communicating a message, with a goal to influence the electorate and
ultimately win the elections. Perceiving the political competition in pre-electoral periods as a game between two actors
-parties in our case- unveils the features and characteristics that matter the most when forming a strategy. We have
beforehand characterized and perceived citizens as rational actors, who thus should be the political marketers and
communicators shaping the electoral campaigns. Game Theory presents an opportunity to measure and deeply analyze
the rules of a political system, political competition, and ultimately electoral behavior in an attempt to “win” the game.
Applying the basic principles of Game Theory, we consider players-political opponents (parties or candidate) to be
rational, purely driven for the purpose of prevailing over the opponent and not responsive to emotion. Political
Opponents operate under the "principle of common knowledge", as each player is aware of the possible means, systems
and choices of themselves and simultaneously the opponent’s. As they choose strategies at the same time, they are not
aware of each other's movements and there is no cooperation for mutual help. Therefore, game theory allows political
marketers to calculate the move of the opponent, respond appropriately and make better explanations and predictions
(Lambertini 2011).

In the study, we examined how the application of game theory in political science can be considered as a tool to form
political marketing strategies, as well as to make electoral predictions. We identified the added value of using Game
Theory as a tool to explain, while predicting, political competition, as well as to interdisciplinarily extend the
mathematical applications in politics. Political marketing with the use of game theory fills the gap from the political
party to how citizens eventually vote.
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Hepianyn

OL OHEPLKAVLKEG EKAOYEC TIPOOEAKUOUV TIAVTA TO eVOLAGEPOV TNG ETLOTAUNG
TOU TIOMTIKOU UAPKETIVYK. Q¢ EKAOYECG EXOUV UTTAPEEL KALVOTOUEG UE HEYAAN
amnXNon Kol n €MPPON TOUG EXEL TAYKOOLLO TIPOOTTIKN. H mpooyylon tng
Bewplag malyviwv oTo TMOALTIKO HOPKETIVYK €YKOLVIATEL LLO VEQ OTPATNYLKNA
TIPOOTTIKN Yl TOV TIOAITIKO QVIAYWVIOMO. Juvdualel kal afloloyel
OLODOPETIKEC OTPATNYLKEG TIOALTIKOU UAPKETLVYK Kal SEYVEL WG UImOpOoULV va
EMNPEACOUV TO AMOTEAECOUA TwWV ekAoywv. H Bewpla matyviwv cuvduadlel ta
MOVTEAQ OUYKPOUONG KOL OUVEPYAOLOG yla ATopa Twv omoiwv n Ann
anodacswv Bewpeital opBoAoyikr). OwPOoUUE TOV TIOALTIKO AVTAYWVIOUO WG
£€va OTPATNYLKO TalXVibL, OMou TMPETMEL VA EVIOTIOOUUE TOUC QVTIMOAOUG
TMALKTEG, TIG OTPOTNYLKEG TOU Xpnoldomoldnkav Katd Tn OLApKELX Tou
mayvidlol Kol ToUg KaVOVEG TOU. Xpnolpomowwvtag tn Bewpla matyviwv Kot
TNV TIPOCEYYLON TOU TIOAITLKOU HAPKETWVYK, N HEAETN Hog e€etalel TIg
OLODOPETIKEC OTPATNYLIKEC TIOU XPNOLUOTIOLNGAV Ol TIOALTIKOL KOTA TIG
OLEPLKAVLIKEG EKAOYEC ToU 2016, £ENYWVTAG TTWG N OTPATNYLKA TOUC EMNPeAleL
TO QmoTéAeopa Twv ekAoywv. Epeuvrioope Kupilwg mola mpooéyylon o€
OLKOVOLKA, KOWWVIKA Kal TeptBailoviika {ntnuata, Bépata oaodpaAelag,
UETAVAOTEUONG Kol SleBvwv ox€oewv €XEL TOL KOAUTEPA AMOTEAEGHATA YLa Ta
TIOALTIKA KOPHaTa. METpAE TNV €VTOon TNG eotiaong Twv urmoPndiwv os auta
To {NTAMATA Kal Ttapouolalou e PNTpes Bewplag malyviwy wg mapadelypata
O£ OUTO TO KOLVOTOUO €VVOLOAOYLKO TTAQLCLO. AUTH N UEAETN TTAPOUGCLALEL [
VEO EVVOLOAOYIKI) TIPOCEYYLON TIOU UTIOPEL VOl XpNOoLUOTIOINBEL yLlot oTPATNYLKO
oXE6LAOPO TIOALTIKOU UAPKETIVYK KoL EKAOYIKEC EKOTPOTELEG.
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