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Abstract 

With the cost of living set to rise higher, one thing Americans can do to soften the blow is 
to adopt some proven ways to save money. What are these ways and how do the U.S. politicians 
respond to this? Have politicians ever considered the outcomes occurring as a result of 
ideas/proposals that reduce the cost of living? Several studies, both in business and politics, 
attempted to measure performance outcomes such as popularity, leadership, (customer/voter) 
satisfaction, (customer/voter) loyalty, and reputation. However, no attention was given to a 
crucial question: What is the effect of “ideas/proposals that reduce the cost of living” on the 
abovementioned political outcomes? In an attempt to build a simple and practical model and help 
politicians survive chaos, it was hypothesized that the development of proposals that reduce the 
cost of living is positively related to each one of the following political outcomes: Popularity, 
Leadership, Satisfaction, Loyalty, and Reputation. Data collected from 113 U.S. elected politicians 
(Members of State and Local Governments). Using correlation analysis, the study shows that the 
development of “proposals that reduce the cost of living” has a significant relatively strong 
positive relationship with popularity, a significant moderately high positive relationship with 
leadership, a significant moderately high positive relationship with (voter/citizen) loyalty, and a 
significant moderately positive relationship with reputation. Several implications can be drawn 
from this study’s findings and interesting directions for future research are provided. 

 
Introduction 

Nearly a decade after the 2008 recession and housing crash, much of the U.S. has fully 
recovered. As a result, most of the country is experiencing a rise in the cost of living, especially as 
home prices return to and surpass pre-crash levels (Forbes, 2017). With the cost of living set to rise 
higher in 2018, one thing Americans can do to soften the blow is to adopt some proven ways to save 
money. Otherwise, it will be difficult to escape this rising price tide (Forbes, 2017). 
 

Research Gap 
What are these ways? Pricing, as well as costs, consist of big questions for political marketing 

theorists (Wortmann, 1989). Some suggest that there exists no equivalent to an economical price in 
political exchange (Farrell and Wortmann, 1987). How this understanding is linked to the political 
exchange and how it could be managed as part of a political offering remains somewhat unclear 
neglecting the importance of cost of living since the fundamental basic needs include the need for 
food, drink, shelter, and personal hygiene (Table 1). Thus, the inability to satisfy these needs may be 
crucial even for the survival of the person in question (Maslow, 1968). 

 

Research Aim  
Taking the above into consideration, this study attempts to build a practical model to help 

politicians understand why developing “ideas/proposals that reduce the cost of living” is so 
important. The researcher builds on this “need” and examines the impact of “reducing the cost of 
living” on important political outcomes such as popularity, leadership, (customer/voter) satisfaction, 
(customer/voter) loyalty, and reputation.  
 
 



The Business and Management Review, Volume 10 Number 2 April 2019 

 

Conference proceedings of the Academy of Business and Retail Management (ABRM) 178 

 

Development of Research Hypotheses 
Antoniades (2018) examined the relationship between the 4 Ps of marketing (Product, Price, 

Place, Promotion) and political performance. The researcher argued that “political price” (described 
as “the offering of political ideas/proposals that reduce the voters’ cost of living”) has a positive 
effect on political performance. Building on Antoniades’ study (2018), the conceptual model 
comprises five hypothesized associations (Figure 1). 

 
Table 1: Research Gaps 

Proposals that reduce the cost 
of living 
 

 

Popularity Gap 

Proposals that reduce the cost 
of living 
 

 

Leadership Gap 

Proposals that reduce the cost 
of living 
 

 

Satisfaction Gap 

Proposals that reduce the cost 
of living 
 

 

Loyalty  Gap 

Proposals that reduce the cost 
of living 
 

 

Reputation Gap 

 
Figure 1: The Conceptual Model 
 

 
Research Methodology 

This quantitative study took place in the USA. The U.S. politicians who participated in the 
survey completed an online questionnaire. A questionnaire link was designed with Survey Monkey 
online software (Survey Monkey, 2017). Survey Monkey automatically exports data into an Excel 

Political Marketing Outcomes 
(Via the RBV Model) 

Scholars  
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Quality, Superiority, Leadership 
 
Political Performance:  
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spreadsheet. The process resulted in completed questionnaires from 113 U.S. elected officials. Based 
on the National Conference of States Legislatures (2010a) and the Bureau of the Census (1992), the 
total number of elected officials in the State and Local Governments are 7,382 (State) and 135,531 
(Local); Total 142,913. One-thousand (1,000) email invitations were sent; eighty-three percent (83%) 
of them were successfully delivered (13.5% response rate). All U.S. politicians’ contact information is 
officially published at the State Government official websites and the City Council official websites. 
The questionnaire was distributed and returned between 2 October 2017 and 19 November 2017.   

The questionnaire used a structured approach with closed statements and was based on a 7-
point Likert rating scale (1932) ranging from 1 (Strongly Disagree) to 7 (Strongly Agree). The 
statistics used in this study were as follows: (a) the mean; (b) Pearson (1895) correlations to measure 
the linear relationship between the variables, and lastly, statistical hypothesis testing. The p-value is 
a number between 0 and 1 and interpreted in the following way: A small p-value (typically ≤ 0.05) 
indicates strong evidence against the null hypothesis. For this kind of studies, the correlation 
coefficient is more difficult to measure (Shortell, 2001). Thus, correlations above 0.40 are considered 
to be relatively strong; correlations between 0.20 and 0.40 are moderate, and, those below 0.20 are 
considered weak. Statistical results are presented in Table 2. 
 

Data Analysis and Presentation of the Findings 
3.1 Respondents’ Demographics 

Sixty-seven percent of the respondents (67%) were men and 33% were women. Forty-three 
percent (43%) of the respondents came from the Democratic Party, 37% came from the Republican 
Party, and 20% came from “Other” affiliations. Seventy-two percent (72%) were Local Government 
elected officials and 28% were State Government elected officials.  
 

Table 2: Statistical Analysis 
 

Variables Mean Pearson Cor.  p-value 

Proposals Reducing Cost of Living (RCL) 5.522 (PPL)  

Popularity (PPL) 5.088 0.393 0.001 

    

Proposals Reducing Cost of Living (RCL)  (LDR)  

Leadership (LDR) 4.858 0.365 0.001 

    

Proposals Reducing Cost of Living (RCL)  (STF)  

Satisfaction (STF) 5.336 0.067 0.484 

    

Proposals Reducing Cost of Living (RCL)  (LYT)  

Loyalty (LYT) 3.575 0.328 0.001 

    

Proposals Reducing Cost of Living (RCL)  (RPT)  

Reputation (RPT) 5.894 0.27 0.001 

 
Hypothesis Testing 
There is a positive relationship between a politician’s ability to produce proposals that reduce the 
cost of living and popularity 

The correlation value (0.393) shows a relatively strong positive relationship between a 
politician’s ability to produce proposals that reduce the cost of living and popularity. The results are 
significant with a p-value of 0.001.  
 

There is a positive relationship between a politician’s ability to produce proposals that reduce the 
cost of living and leadership 



The Business and Management Review, Volume 10 Number 2 April 2019 

 

Conference proceedings of the Academy of Business and Retail Management (ABRM) 180 

 

The correlation value (0.365) shows a moderately high strong positive relationship between a 
politician’s ability to produce proposals that reduce the cost of living and leadership. The results are 
significant with a p-value of 0.001.  
 

There is a positive relationship between a politician’s ability to produce proposals that reduce the 
cost of living and satisfaction 

The correlation value (0.067) shows a very weak positive relationship between a politician’s 
ability to produce proposals that reduce the cost of living and satisfaction. The results are not 
significant with a p-value of 0.484.  
 

There is a positive relationship between a politician’s ability to produce proposals that reduce the 
cost of living and loyalty 

The correlation value (0.328) shows a moderately high positive relationship between a 
politician’s ability to produce proposals that reduce the cost of living and loyalty. The results are 
significant with a p-value of 0.001.  
 

There is a positive relationship between a politician’s ability to produce proposals that reduce the 
cost of living and reputation 

The correlation value (0.27) shows a moderately positive relationship between a politician’s 
ability to produce proposals that reduce the cost of living and reputation. The results are significant 
with a p-value of 0.001.  
 

4. Conclusions and Suggestions for Further Studies 
The development of proposals that reduce the cost of living has a significant relatively strong 

positive relationship with popularity, a significant moderately high positive relationship with 
leadership, a significant moderately high positive relationship with (voter/citizen) loyalty, and a 
moderately positive relationship with reputation. The study urges politicians to work for a basic 
need of their audience through effective proposals that could reduce the cost of living. Not only for 
politicians, but for political parties and democratic governments also, this study’s outcomes could 
contribute to the improvement of their overall popularity, leadership, (customer/voter) satisfaction, 
(customer/voter) loyalty, and reputation.  

The study also opens up the opportunity for future research. New studies could collect data 
from other countries. The study’s model could consist of the basis to examine the relationship of the 
abovementioned political factors’ effect on various levels of a country’s political hierarchy, i.e., 
President/Prime Minister/Governor, Lawmakers, Congress Members (Lawmakers), Mayors, and 
Council Members.  
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