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Evolution of a framework of co-creation in political marketing:

select cases
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6 Conclusion

This paper attempt to study the relationship between political marketing and
concretion. Indeed, in the marketing literature there is much discussion on
the concept of co-creation & its further application into various industries
(McColl-Kennedy et al. 2012, Gill et al. 2011, Cabiddu, Lui and Piccoli 2013)
but there is fewer research on application of co-creation concept in political
marketing (Langmaid,2012). Due to rapid growth of information and
communication technology, citizens become more aware and thus their
participation has also increased in the political system. Here Concretion as a
tool of marketing plays an active role. On the basis of the extent of impact
that it creates, four levels of co-creation in politics were suggested.
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