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ABSTRAK 

 
Penelitian ini dilakukan untuk mencari pengaruh market orientation, candidate 

positioning, dan party’s good image terhadap successful political marketing 

Partai Gerindra pada pemilu (pemilihan umum) legislatif tahun 2014. Peneliti 

menggunakan penelitian kuantitatif yaitu dengan cara melakukan penyebaran 

kuesioner secara offline kepada para pemilih yang telah memilih Partai Gerindra 

pada pemilu (pemilihan umum) legislatif tahun 2014. 

Hasil analisis menunjukkan bahwa terdapat pengaruh positif market orientation 

terhadap successful political marketing, terdapat pengaruh positif candidate 

positioning terhadap successful political marketing, penelitian ini juga 

menemukan bahwa terdapat pengaruh positif party’s good image terhadap 

successful political marketing.    

Berdasarkan uraian diatas, maka peneliti menyarankan beberapa faktor yang 

mempengaruhi successful poltical marketing Partai Gerindra pada pemilu 

(pemilihan umum) legislatif tahun 2014. Faktor tersebut adalah market 

orientation, candidate positioning dan party’s good image. Contohnya untuk 

party’s goog image Partai Gerindra harus memiliki kepedulian terhadap rakyat 

dengan beraksi nyata membantu rakyat.  

Kata Kunci: Market Orientation, Candidate Positioning, Party’s Good Image, 

Successful Political Marketing, Partai Gerindra. 
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ABSTRACT 

 
The objective of the research was to find the effect of market orientation, 

candidate positioning, and party's good image of the successful political 

marketing Gerindra on legislative elections 2014. Researchers used quantitative 

research that is by doing offline questionnaires to voters who have chosen 

Gerindra on legislative elections in 2014. 

The research showed that there is a positive effect of market orientation towards 

successful political marketing, there is a positive influence of candidate 

positioning towards successful political marketing, this study also found that 

there is a positive influence on the party's good image towards successful 

political marketing. 

 Based on the description above, researcher suggest several factors that affect 

the successful political marketing Gerindra on legislative elections 2014. These 

factors are market orientation, candidate positioning and party's good image. 

Examples for the party's good image Gerindra should have concern for people 

with real action to help the indonesian people. 

  

Key Word: Market Orientation, Candidate Positioning, Party’s Good Image, 

Successful Political Marketing, Partai Gerindra. 
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