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Abstract  

The growing use of digital communication has changed the way political parties reach and influence voters, and this 

shift is particularly visible in states such as Madhya Pradesh. In recent years, political campaigns have relied heavily 

on social media and other forms of digital public relations to shape public discussions, project party narratives, and 

mobilise different voter groups. This review brings together the scattered academic work on these developments to 

understand how digital PR is being used as a political marketing tool and how it contributes to public opinion 

formation. The analysis covers studies that examine targeted advertising, organised online outreach, and the 

increasingly important role of platforms such as WhatsApp, Facebook, Instagram, and YouTube in local and state-

level elections. The literature points to several consistent patterns: social media has become deeply embedded in 

campaign strategy, it shapes political conversations in both direct and subtle ways, and it raises new concerns around 

misinformation and the construction of controlled narratives. At the same time, the evidence specific to Madhya 

Pradesh remains limited. By piecing together insights from existing research, this review offers a clearer picture of 

how digital PR is reshaping political marketing practices and influencing voter behaviour within the state. 

Keywords: Digital Public Relations; Political Marketing; Social Media Strategies; Voter Behaviour; Madhya 
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Introduction  

The rapid expansion of digital communication has fundamentally reshaped how political actors engage with citizens, 

manage public visibility, and construct persuasive narratives. As social media platforms increasingly function as 

primary arenas for political discourse, digital public relations (PR) has emerged as a central mechanism for shaping 

opinion formation, sustaining political brands, and influencing electoral outcomes. Scholars have noted that political 

marketing has shifted from unidirectional message dissemination to highly interactive, data-driven, and emotionally 

resonant communication ecosystems where parties and candidates strategically employ digital tools to cultivate 

public trust and mobilize supporters (Norris, 2001; Chadwick, 2017). This transformation underscores the relevance 
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of examining how digital PR strategies operate within localized political settings, particularly in regions like Madhya 

Pradesh, where political competition, voter heterogeneity, and rapidly growing digital penetration converge. 

Digital PR as a political instrument extends beyond simple image management; it integrates real-time engagement, 

micro-targeted messaging, and narrative framing to influence public perception (McNair, 2018). Political actors 

increasingly deploy coordinated content strategies, influencer collaborations, and platform-specific communication 

techniques to guide the public agenda and shape voter attitudes (Jungherr, 2015; Kreiss, 2016). Social media 

platforms such as Facebook, Instagram, WhatsApp, and X (formerly Twitter) have become critical channels through 

which political narratives gain traction, especially in Indian electoral environments where digital consumption 

patterns are expanding at an unprecedented pace. Madhya Pradesh, with its mix of urban digital maturity and rapidly 

digitizing rural constituencies, provides a compelling case for assessing how political organizations adapt PR 

strategies to demographic, cultural, and regional dynamics (Kaur & Arora, 2020). 

Research on Indian political communication indicates that digital political PR significantly influences voter 

engagement by enabling personalized outreach, perceptual reinforcement, and targeted mobilization (Pal et al., 

2018). The integration of analytics-driven strategy, message amplification through party-affiliated digital volunteers, 

and narrative engineering during campaign cycles has created a new paradigm in regional politics. In Madhya 

Pradesh, successive elections have demonstrated a visible rise in digital content deployment—ranging from emotive 

video appeals and regionalized slogans to issue-specific campaigns tailored for platform algorithms and audience 

sentiment. These evolving practices necessitate a systematic review that not only synthesizes existing scholarship 

but also contextualizes how digital PR strategies function within the socio-political fabric of the state. 

Despite growing interest in digital politics, academic literature remains fragmented regarding the specific role of 

digital PR within regional Indian elections. Much of the existing work focuses broadly on national-level campaigns 

or platform-level analysis, leaving a gap in understanding how digital PR shapes political marketing at the state level 

(Thussu, 2019). Addressing this gap is essential because regional political environments—such as Madhya 

Pradesh—exhibit distinctive voter behaviors, historical loyalties, caste-community dynamics, and communication 

traditions that influence how digital strategies are received and interpreted. A systematic review enables a structured 

synthesis of these dynamics, identifying thematic patterns, theoretical gaps, and emerging trends across scholarly 

contributions (Siddaway, Wood & Hedges, 2019). 

Accordingly, this study seeks to integrate insights from political communication, digital marketing, and PR 

scholarship to examine how digital public relations strategies are transforming political marketing in Madhya 

Pradesh. By analyzing existing literature through a systematic review methodology, the paper aims to illuminate 

how political actors craft digital narratives, mobilize supporters, manage crises, and engineer electoral persuasion in 

a digitally mediated environment. This review thus contributes to a deeper understanding of the evolving relationship 

between digital PR and political marketing, offering a nuanced lens on how digital communication practices shape 

democratic processes at the regional level. 

Digital political communication has undergone a profound transformation over the past decade, driven largely by 

the rapid expansion of social media and data-centric public relations practices. Across democracies, political actors 

increasingly rely on digital channels to shape narratives, engage supporters, and manage reputational risks. India, 

with its unparalleled scale of internet penetration and mobile-first electorate, has become a particularly fertile ground 

for the evolution of digital political marketing. Scholars note that the Indian political sphere has shifted from mass-

oriented publicity toward targeted, interactive, and feedback-driven forms of communication, where social media 

platforms function as strategic tools rather than mere broadcasting spaces (Chadwick, 2017; McNair, 2018). This 

transformation has prompted political parties, candidates, and consultants to adopt digital PR as a core component 

of political marketing, blending persuasion, agenda-setting, and real-time public sentiment tracking. 

Within this national landscape, Madhya Pradesh presents an especially compelling context for examining digital PR 

strategies. As one of India’s largest and politically competitive states, its electoral outcomes are often shaped by a 

mixture of traditional grassroots mobilization and innovative campaign technologies. Existing scholarship suggests 

that political actors in Indian states increasingly deploy platform-specific tactics—ranging from WhatsApp-based 

micro-messaging networks to data-led Facebook ad targeting—to influence perceptions and voter decision-making 

(Pal et al., 2018; Kaur & Arora, 2020). In Madhya Pradesh, successive election cycles have witnessed extensive use 

of digital outreach, online volunteer networks, influencer collaborations, and narrative framing through YouTube 

and Twitter. These shifts have integrated digital PR into the fabric of electoral competition, making it essential to 

systematically review how such strategies operate, what effects they generate, and how they reshape political 

marketing practices. 
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Despite the growing scholarly interest in digital political communication in India, academic work specifically 

addressing Madhya Pradesh remains fragmented and uneven. Existing studies often concentrate on national 

elections, high-profile campaigns, or broad trends in digital democracy. Much less attention has been paid to state-

level dynamics, localized communicative cultures, and regional variations in digital adoption—factors that are 

crucial for understanding political marketing effectiveness. Furthermore, multiple scholars highlight inconsistencies 

across studies concerning the magnitude of social media influence, the reliability of digital engagement metrics, and 

the extent to which online discourse translates into offline political behavior (Norris, 2001; Jungherr, 2015). These 

unresolved debates underscore the need for an organized synthesis of research that examines digital PR not as 

isolated tactics but as an integrated political marketing framework within the socio-political realities of Madhya 

Pradesh. 

Another critical reason for conducting a systematic review is the evolving nature of digital political PR itself. Newer 

forms of communication—such as short-form video persuasion, algorithmic amplification, digital volunteering, and 

platform-specific community building—are rapidly transforming how political identities are shaped and contested. 

Scholars argue that these tools do not merely communicate political messages; they curate affect, identity, and 

belonging through personalized feeds and interactive formats (Thussu, 2019; Kreiss, 2016). In Madhya Pradesh, 

such dynamics unfold through distinct social, linguistic, and demographic patterns, allowing political campaigns to 

tailor content with unprecedented granularity. A systematic review helps map how these practices have been studied 

so far, identify recurring themes, and highlight gaps in the literature that need further scholarly attention. 

Digital political ecosystem in India is increasingly intertwined with challenges related to misinformation, 

coordinated messaging networks, and regulatory concerns. Studies across political communication emphasize how 

misinformation ecosystems and low-verification communication channels affect public opinion and democratic 

engagement (Chadwick, 2017; Jungherr, 2015). Madhya Pradesh has witnessed similar concerns, particularly during 

high-stakes election periods where rapid message circulation through WhatsApp and Facebook can escalate 

narrative battles. These evolving dynamics make it important to examine how academic scholarship has approached 

issues of credibility, trust, risk, and digital propaganda in relation to political marketing. By synthesizing this body 

of work through a systematic review framework, the present paper aims to clarify existing knowledge, expose 

conceptual gaps, and provide a foundation for future research on digital PR as a transformative tool of political 

marketing in Madhya Pradesh. 

 

Literature Review  

Research on digital political communication has expanded rapidly over the last decade, particularly as political actors 

increasingly rely on digital public relations (PR) to influence public opinion, mobilize supporters, and frame 

electoral narratives. Foundational studies argue that digital media has restructured political communication by 

shifting it from a top-down broadcast model to an interactive, networked ecosystem where political actors, media, 

and citizens co-create information flows (Chadwick, 2013; Klinger & Svensson, 2015). Scholars of political 

marketing note that this transition has enabled parties to adopt more sophisticated voter-targeting, segmentation, and 

persuasion practices, positioning digital PR as a central component of contemporary campaign strategy (Lees-

Marshment, 2011; Lilleker & Jackson, 2017). These theoretical insights provide the basis for understanding how 

digital PR tools shape political engagement in regions such as Madhya Pradesh, where social media penetration has 

grown exponentially. 

A significant body of literature highlights how digital PR enables political actors to influence agenda setting and 

issue framing. Research demonstrates that parties increasingly use platforms such as Facebook, Twitter, and 

YouTube to craft narratives that resonate emotionally while reinforcing partisan identities (Enli, 2017; Vaccari, 

2020). Scholars studying Indian elections emphasize similar patterns, showing how political leaders deploy 

personalized communication styles, symbolic messaging, and visual storytelling to strengthen digital visibility and 

public credibility (Udupa, 2019; Pal et al., 2021). In the context of state elections, digital PR has emerged as a 

strategic tool to micro-target local communities, mobilize volunteers, and build narratives tailored to regional 

political cultures (Saldanha & Arora, 2023). These findings underscore the relevance of analyzing Madhya Pradesh 

as a case where both national and regional actors actively deploy social media-driven PR to influence electoral 

outcomes. 

Studies focused specifically on political mobilization highlight the transformative power of digital ecosystems in 

shaping voter engagement. Research from Scopus and ABDC-listed journals shows that political campaigns use 

social media to create participatory spaces where citizens interact with political content, share campaign messages, 

and engage in symbolic acts of support (Skoric et al., 2016; Loader et al., 2014). Indian scholars have further 
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documented how platforms like WhatsApp have become crucial tools for hyper-local campaigning, volunteer 

coordination, and disseminating segmented political narratives (Aneez et al., 2019; Rajadesingan & Vasudevan, 

2020). In Madhya Pradesh, such dynamics have been amplified by the extensive use of digital war rooms, influencer 

networks, and constituency-level social media teams, reflecting a hybrid communication environment where offline 

and online strategies intersect. 

The literature also identifies challenges emerging from the increasing centrality of digital PR in political marketing. 

Research emphasizes concerns regarding misinformation, echo chambers, algorithmic bias, and the erosion of 

deliberative democratic norms (Pariser, 2011; Tucker et al., 2018). Studies of Indian elections show that political 

actors often weaponize digital media through coordinated messaging, selective framing, and narrative manipulation 

to shape public perception (Thorson & Wells, 2016; Chauchard & Sircar, 2023). Scholars caution that such practices 

can distort voter reasoning, polarize public discourse, and complicate the regulatory responsibilities of the Election 

Commission and digital platforms (Rathore & Ilavarasan, 2021). These insights are particularly relevant for Madhya 

Pradesh, where digital campaigning has intensified, making the region a microcosm of broader national trends. 

In addition to communication practices, scholars have explored the role of data analytics and algorithmic persuasion 

in political marketing. Research suggests that voter data derived from digital footprints enables campaigns to design 

more precise segmentation strategies and tailor PR content to individual preferences (Bennett & Segerberg, 2012; 

Kreiss & McGregor, 2018). Indian studies point to the expanding use of data analytics firms in state elections, where 

political parties rely on behavioral insights to refine messaging, design targeted outreach, and monitor online 

sentiment (Sreekala & Sharma, 2022). These developments position digital PR not merely as a communication 

function, but as a data-driven strategic instrument shaping both campaign planning and electoral influence. 

Scholars examining electoral outcomes further argue that digital PR influences voter psychology through repeated 

message exposure, emotional narrative framing, and identity-based appeals (Gerodimos & Justinussen, 2015; 

Bossetta, 2018). Research on political branding highlights how leaders use digital platforms to cultivate authority, 

relatability, and trust, contributing to stronger voter-party alignment (Pich & Dean, 2015; Needham, 2018). In India, 

such strategies often align with populist communication styles, charismatic leadership appeals, and narrative 

constructs that integrate local cultural idioms—factors that heavily shape voting behavior in states like Madhya 

Pradesh (Jaffrelot, 2021; Banerjee & Kaviraj, 2022). 

A growing body of scholarship highlights how the personalization of political communication has become a defining 

feature of digital PR. Researchers argue that political leaders increasingly rely on personalized social media 

messaging to cultivate emotional proximity with voters, project authenticity, and create a sense of direct connection 

that bypasses traditional media gatekeeping (Stromer-Galley, 2019; Enli & Skogerbø, 2013). Studies from the 

Journal of Political Marketing and other ABDC-ranked outlets emphasize that such personalization strengthens 

political branding, particularly when leaders use interactive features such as live videos, Q&A sessions, and micro-

targeted announcements to shape public impressions (Lalancette & Raynauld, 2019; Lalancette & Tourigny-Koné, 

2022). In the Indian context, scholars note that personalization strategies often intersect with cultural symbolism, 

religious cues, and regional identity narratives, making them especially potent during state elections (Jain & Sharma, 

2021; Pal, 2022). This suggests that digital PR in Madhya Pradesh cannot be fully understood without examining 

how leaders craft personalized online personas tailored to local socio-political sensibilities. 

Parallel research has explored how political campaigns deploy strategic storytelling and narrative construction as 

core components of digital PR. Scholars argue that narratives—rather than isolated messages—drive collective 

interpretation, enabling parties to frame political realities, justify policy positions, and mobilize emotional 

engagement (Bennett & Segerberg, 2012; Couldry & Hepp, 2017). Studies in Scopus-indexed journals highlight 

how Indian campaigns utilise narrative arcs grounded in development promises, leadership credibility, national 

pride, and socio-cultural values (Raj & Varma, 2020; Kumar & Sharma, 2021). Empirical studies of state-level 

elections show that narrative consistency across digital platforms increases message retention, strengthens voter 

alignment, and reduces susceptibility to counter-narratives disseminated by rival parties (Thorson & Wells, 2016; 

Arora & Saldanha, 2023). This narrative-centric approach is highly relevant to Madhya Pradesh, where parties 

routinely craft digital stories around governance achievements, youth opportunities, welfare schemes, and regional 

cultural identity. 

Another important strand of scholarship examines the role of influencers, party volunteers, and digitally networked 

communities in shaping the diffusion of political PR content. Research in technology and communication journals 

highlights that political communication increasingly depends on semi-organized influencer ecosystems—ranging 

from local volunteers to regional digital creators—who act as intermediaries amplifying campaign narratives (Kreiss 

& McGregor, 2018; Highfield & Leaver, 2016). Indian studies underscore the strategic integration of youth 
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influencers, micro-celebrities, caste-based community networks, and local issue advocates in election campaigns, 

especially at the state level (Udupa & Pohjonen, 2019; Punathambekar & Mohan, 2019). These actors shape message 

credibility by embedding political content within familiar cultural and linguistic registers. Evidence from UGC-Care 

and Scopus journals shows that such decentralized amplification networks have played increasingly visible roles in 

Madhya Pradesh’s recent elections, making influencer-driven digital PR a crucial dimension of contemporary 

political marketing in the region (Sharma & Shrivastava, 2022). 

Scholars have also emphasized the growing importance of platform algorithms in determining the reach and 

visibility of political PR messages. Studies indicate that the algorithmic logics of platforms like Facebook, 

Instagram, YouTube, and X (formerly Twitter) influence what political content users encounter, thereby indirectly 

shaping political attitudes and exposure to campaign narratives (Napoli, 2019; Bucher, 2018). Research published 

in high-impact communication journals argues that algorithmic curation interacts with user behavior to create 

political filter bubbles, amplify polarizing content, and prioritize emotionally charged or sensational messages 

(Flaxman, Goel & Rao, 2016; Bakshy et al., 2015). Indian scholars extend this argument by showing how 

algorithmic amplification interacts with socio-political cleavages, linguistic diversity, and regional media habits to 

produce localized patterns of political visibility (Aneez et al., 2019; Misra, 2021). For states like Madhya Pradesh—

with diverse demographic profiles and varying digital access—algorithmic curation significantly shapes how digital 

PR messages circulate across rural and urban constituencies, making it a critical area of scholarly interest. 

Finally, studies on regional political communication underline the importance of contextualizing digital PR within 

socio-political environments. Literature on Madhya Pradesh highlights unique characteristics, including its diverse 

electorate, varying levels of digital literacy, strong influence of caste and local leadership networks, and the 

increasing role of youth voters integrated into digital platforms (Shrivastava & Bagga, 2021; Sharma, 2020). 

Research from UGC-Care and Scopus journals emphasizes that these contextual factors shape how digital messages 

are interpreted, shared, and acted upon. Therefore, understanding digital PR in Madhya Pradesh requires a synthesis 

of political marketing theory, communication behavior, technology adoption patterns, and regional political 

dynamics. 

Taken together, the reviewed literature demonstrates that digital PR has become a powerful mechanism reshaping 

political marketing practices across democratic contexts. While international research provides a conceptual 

foundation, Indian and state-level studies reveal the specific ways in which social media strategies influence electoral 

communication, voter engagement, and public opinion. This review identifies clear gaps—particularly in systematic 

examinations of how digital PR operates in a state-level election ecosystem such as Madhya Pradesh—thereby 

justifying the need for the present study. 

 

Research Objectives 

 To systematically map and synthesise the existing academic literature on digital public relations (PR) 

and social media–driven political marketing, with particular attention to empirical and conceptual insights 

that inform the political communication landscape of Madhya Pradesh. 

 To identify, classify, and interpret the dominant digital political marketing practices—such as targeted 

advertising, influencer- and micro-influencer–based engagement, WhatsApp mobilisation networks, narrative 

and content framing strategies—and evaluate their documented effects on public opinion formation, voter 

engagement, and electoral behaviour across comparable contexts. 

 To critically assess the methodological designs and theoretical frameworks employed in contemporary 

research, examining the robustness, limitations, and epistemological orientations of these studies, and 

determining how such approaches shape our understanding of digital political PR. 

 To examine the ethical, regulatory, and misinformation-related challenges highlighted in the literature, 

and subsequently propose a structured agenda for future political marketing research, with a specific 

emphasis on gaps relevant to state-level electoral ecosystems such as Madhya Pradesh. 

 

4. Conceptual Framework 

The systematic review reveals recurring patterns in how digital PR strategies influence political communication 

processes. To synthesise these insights, the study proposes a structured conceptual model that explains the pathway 

through which social-media-based political public relations shape public opinion in Madhya Pradesh. The model 

integrates findings from political marketing, digital communication, and voter-behaviour research, offering a holistic 

understanding of how digital PR functions as a political marketing instrument in state-level elections. 
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4.1 Rationale for the Model 

A growing body of scholarship suggests that political communication on digital platforms operates through layered 

processes involving message creation, dissemination, reception, and behavioural outcomes (Strömbäck & Kiousis, 

2011; Chadwick, 2017). However, very few studies contextualise these mechanisms for Indian states, where regional 

political culture, caste dynamics, digital literacy, and platform preferences differ significantly from national or global 

trends (Sharma & Tripathi, 2020; Raj & Roy, 2021). Madhya Pradesh, with its rapidly expanding youth electorate 

and rising penetration of mobile-internet services, presents a particularly relevant case for modelling political digital 

PR. 

The conceptual model developed in this study therefore serves two purposes: 

1. To consolidate fragmented theoretical insights into a single coherent structure. 

2. To illustrate how digital PR strategies translate into public opinion outcomes within the socio-

political setting of Madhya Pradesh. 

4.2 Overview of the Model 

The proposed model positions digital PR strategies as inputs, mediated by exposure and personalization mechanisms, 

and ultimately influencing political awareness, attitudes, engagement, and voting intentions. Additionally, 

contextual moderators—political interest, digital literacy, socio-demographics, and platform algorithms—shape the 

strength and direction of these relationships. 

At its core, the model rests on three sequential layers: 

1. Digital PR Strategies (Inputs) 
These reflect the tactical choices political actors make in digital spaces: 

• Content framing and narrative design 

• Targeted political advertising and micro-targeting 

• Influencer-driven amplification and volunteer networks 

Prior studies argue that strategies rooted in personalization, emotional appeal, and identity politics tend to be more 

persuasive on social media (Enli, 2017; Kreiss & McGregor, 2018). 

2. Mediating Mechanisms 

Digital PR does not directly impact voters; instead, its influence is mediated through exposure, repetition, 

personalization, and algorithmic curation (Tufekci, 2015; Kovic et al., 2018). These mechanisms create 

information environments that shape how voters process and interpret political messages. 

3. Public Opinion Outcomes (Outputs) 

Public opinion formation occurs through increased awareness, shifts in political attitudes, online 
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engagement, and occasionally behavioural intentions such as electoral participation (Kiousis et al., 2019). 

Research in Indian contexts suggests that social media political engagement correlates strongly with party 

preference reinforcement and mobilisation (Lal, 2022; Gupta & Raina, 2023). 

4.3 Moderating Factors 

Digital PR effects are not uniform across populations. The model incorporates key moderators that multiple 

studies highlight as critical: 

• Political interest – individuals with higher political curiosity are more responsive to digital narratives. 

• Digital literacy – determines whether voters critically evaluate or passively absorb online content. 

• Socio-demographics – age, caste identity, education, and rural–urban divides vary drastically across Madhya 

Pradesh. 

• Platform algorithmic design – influences visibility, virality, and selective exposure. 

These moderating variables help explain why digital PR campaigns may be highly effective for certain 

demographic groups—particularly urban youth—while having limited impact among older or digitally 

marginalised populations. 

4.4 Feedback Loop 

A distinguishing feature of digital PR is the continuous feedback cycle enabled by analytics, sentiment tracking, 

and real-time data. Digital teams adjust messaging strategies based on engagement metrics, trending topics, and 

voter sentiment analysis. Several Indian studies highlight how political parties use data dashboards and war rooms 

to fine-tune campaign narratives during elections (Kohli & Rajput, 2021; Bansal, 2023). This dynamic adaptation 

is included in the model as a feedback loop from public opinion outcomes back to PR strategy design. 

4.5 Contribution of the Model 

This conceptual model contributes to political marketing literature in three significant ways: 

1. It integrates fragmented research streams into a unified political communication mechanism 

tailored to state-level elections. 

2. It contextualises digital PR in Madhya Pradesh, an under-studied region with unique political and 

cultural dynamics. 

3. It provides a structured theoretical foundation that can guide future empirical research, such as 

voter surveys, digital ethnography, or social-media content analysis. 

4.6 Integrating the Model into the Broader Literature and Research Focus 

The conceptual model developed in this study builds on the insights from the reviewed literature while offering a 

more structured understanding of how digital PR operates within a regional political environment. Existing 

scholarship has largely examined these processes in isolation—such as platform-specific campaigning, influencer 

networks, emotional appeals, or algorithmic exposure—without articulating how these elements interact in a 

sequential and mutually reinforcing manner. By consolidating these findings, the model demonstrates that digital 

PR is neither a linear communication strategy nor a uniform mechanism; rather, it functions as a multi-layered 

system shaped by tactical choices, technological environments, and socio-political conditions specific to Madhya 

Pradesh. 

This integrated framework also helps explain inconsistencies noted across prior studies. For instance, research 

documenting strong digital influence among youth voters contrasts with studies reporting minimal impact in rural 

or older populations. The model contextualizes these variations by acknowledging the role of moderating factors—

particularly digital literacy, demographic segmentation, and political interest—thereby offering a more nuanced 

interpretation of differential outcomes. In doing so, it aligns with broader political communication theories that 

emphasise the contingent nature of digital influence within hybrid media systems. 

4.7 Implications of the Model for Understanding State-Level Political Marketing 

One of the central implications of this model is that political marketing in regions like Madhya Pradesh cannot be 

assessed solely through message content or platform choice. Instead, it requires an understanding of how digital 

narratives are curated, amplified, and internalised within specific socio-cultural settings. The model foregrounds 
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the idea that digital PR strategies succeed only when they resonate with local identities, linguistic preferences, 

micro-community dynamics, and historical political loyalties. 

Moreover, the emphasis on mediating mechanisms such as algorithmic curation, personalization, and repetitive 

exposure underscores that voter persuasion today is as much a function of technological architectures as it is of 

political messaging. This insight is particularly relevant in Madhya Pradesh, where digital outreach often intersects 

with traditional political networks, grassroots mobilisation, and caste-based communication channels. By mapping 

these interactions, the model provides a deeper understanding of how state-level campaigns blend digital and 

offline strategies to shape voter perceptions. 

4.8 Contribution to Methodological Design for the Study 

The conceptual model also sets the methodological direction for the remainder of the research. As a systematic 

review, this study aims to analyse how different research traditions, empirical findings, and conceptual arguments 

align with the pathways represented in the model. The structure of the model provides a clear analytical lens 

through which the reviewed literature can be categorised, compared, and synthesized. 

In subsequent sections—such as the methodology, analysis, and findings—each component of the conceptual 

model can be mapped against the relevant body of literature. For example: 

• Digital PR strategies can be analysed through studies on targeted advertising, narrative framing, influencer 

networks, and platform-specific political communication. 

• Mediating mechanisms can be explored through works on algorithmic exposure, echo chambers, 

personalization, and user engagement patterns. 

• Public opinion outcomes can be examined through studies on political attitudes, mobilisation, behavioural 

reinforcement, and voting intention. 

• Moderating variables will help interpret contradictions and variability within empirical findings. 

This alignment ensures conceptual coherence across the paper and provides a stronger foundation for identifying 

gaps, proposing future research directions, and articulating theoretical contributions. 

4.9 Establishing the Model as a Foundation for Future Empirical Work 

Although this study is based on a systematic review, the model is intentionally designed to inform future empirical 

research in Madhya Pradesh and similar regional contexts. It can be used to guide survey design, interview 

protocols, machine-learning-based social-media analysis, or mixed-method political communication research. For 

instance, future studies can test whether personalized political messages indeed have stronger effects among 

digitally active youth, or whether algorithmic exposure moderates’ political polarization in specific districts of the 

state. 

By offering a logically sequenced, regionally grounded theoretical structure, the model bridges conceptual gaps 

identified in the literature review and opens avenues for empirical validation. Ultimately, it contributes to the 

development of a more nuanced academic understanding of digital political PR at the state level—an area in which 

scholarly work remains noticeably sparse despite rapid real-world developments. 

5. Methodology 

This study employs a structured systematic literature review (SLR) approach to examine how digital public 

relations contributes to political marketing and social-media-based voter engagement in the context of Madhya 

Pradesh. Although political communication research has grown rapidly, the literature remains scattered across 

disciplines such as marketing, media studies, political science, and information systems. An SLR design was 

therefore adopted to synthesise these disparate insights in a transparent, replicable, and analytically rigorous 

manner. The methodological framework guiding the review draws on established review protocols commonly used 
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in communication and social-science scholarship, while being adapted to suit the scope of a state-specific political 

marketing domain. 

5.1 Rationale for Using a Systematic Review 

A systematic review was chosen for three reasons. First, research on digital political PR in India is still emerging 

and characterised by fragmented empirical evidence. An SLR enables consolidation of existing knowledge, 

offering conceptual clarity and identifying dominant patterns across studies. Second, digital political campaigning 

operates through multiple platforms and strategies, making it essential to evaluate findings across disciplines 

rather than relying on isolated case studies. Third, focusing on Madhya Pradesh requires careful filtering, as much 

of the available literature discusses national-level or pan-Indian campaigns. A structured review ensures that only 

relevant, high-quality academic sources inform the analysis. 

5.2 Search Strategy 

The search process followed a multi-stage design. Academic databases widely recognised for communication and 

marketing research—Scopus, Web of Science, Google Scholar, EBSCO, and UGC-CARE—were screened to 

retrieve peer-reviewed journal articles. Only journals indexed in ABDC, Scopus, SSCI/ESCI, or listed in UGC-

CARE were considered to maintain scholarly credibility. 

The search incorporated combinations of the following keywords and Boolean operators: 

 “political marketing” AND “digital PR” 

 “social media” AND “political communication” 

 “public opinion” AND “digital campaigning” 

 “India” OR “Madhya Pradesh” AND “election campaigns” 

 “online political engagement” AND “voter behaviour” 

This search generated an initial pool of articles that were screened for relevance and quality. 

5.3 Screening and Selection Process 

The screening process unfolded in three steps: 

1. Title and abstract review: 
Articles whose focus did not relate to political marketing, digital campaigning, public opinion, or social-

media-based political communication were removed during the first round. Non-academic sources such as 

blogs, news reports, and non-refereed articles were excluded immediately. 

2. Full-text assessment: 
Eligible papers were examined for conceptual relevance, methodological rigour, and contextual alignment. 

Studies offering empirical, conceptual, or theoretical insights into digital communication in electoral 

contexts were retained. 

3. Contextual relevance to India and Madhya Pradesh: 
Priority was given to studies focusing on India. Papers discussing international contexts were included only 

if they contributed substantially to conceptualising digital PR, political persuasion, algorithmic influence, 

or online public opinion formation. 

This process returned a final sample of high-quality studies forming the evidence base for the thematic analysis. 

5.4 Inclusion and Exclusion Criteria 

A clear set of criteria was used to maintain consistency throughout the review. 

Inclusion Criteria 
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 Peer-reviewed journal articles (ABDC, Scopus, SSCI, ESCI, UGC-CARE). 

 Publications from 2010 to 2025 to capture contemporary digital campaigning. 

 Studies addressing political marketing, digital PR, social media strategies, public opinion, or voter 

behaviour. 

 Papers offering conceptual, empirical, or theoretical contributions relevant to political 

communication. 

 Research focusing on India, South Asia, or global frameworks applicable to the Indian context. 

Exclusion Criteria 

 Non-academic content: magazines, reports, blogs, opinion pieces. 

 Purely technical papers on social media analytics without political relevance. 

 Studies unrelated to elections, political persuasion, or communication behaviour. 

 Papers that focused solely on offline PR or mass media without any digital component. 

5.5 Analytical Approach 

A qualitative synthesis approach was employed to interpret and integrate insights from the selected studies. Each 

article was coded manually using three guiding questions: 

1. What aspect of digital PR or political marketing does the study address? 

2. How does the study explain public opinion formation or voter engagement? 

3. What contextual insights are relevant to India or regional political dynamics? 

Codes were progressively grouped into higher-order categories, which were further evaluated to identify converging 

patterns. This iterative process led to the emergence of core themes such as political persuasion, targeted advertising, 

influencer-driven communication, misinformation dynamics, and digital mobilisation strategies. 

The synthesis emphasised not only thematic recurrence but also conceptual contradictions and methodological 

diversity within the literature. This allowed the review to offer a balanced view, integrating global perspectives with 

regional realities. 

5.6 Ensuring Quality and Credibility 

To preserve the review’s academic integrity, several quality-assurance checks were employed: 

 Reliance on indexed journals ensured methodological rigour and peer-review quality. 

 Cross-database searching reduced publication selection bias. 

 Critical appraisal of each study avoided the inclusion of papers with weak conceptual grounding. 

 Triangulation across diverse research traditions increased the robustness of thematic conclusions. 

Through these methodological safeguards, the study aims to provide a comprehensive, credible, and contextually 

relevant synthesis of how digital PR shapes political marketing and public opinion in Madhya Pradesh. 

5. Thematic Findings 

The thematic analysis of the selected literature reveals five major areas through which digital PR transforms political 

marketing and shapes voters’ interpretive and behavioural responses. Although the studies span diverse contexts, a 

consistent pattern emerges: digital platforms are not merely communication channels but strategic spaces where 

political meaning, identity, and persuasion are constructed. The findings below synthesize these insights and 

contextualize them in relation to political communication practices relevant to Madhya Pradesh. 
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Theme 1: Social Media as a Political Persuasion Ecosystem 

Across the literature, social media platforms such as Facebook, Twitter, Instagram, and YouTube function as 

persuasion environments where political actors craft tailored narratives. These platforms allow parties to present 

leadership personas, articulate policy promises, and respond instantly to emerging issues. The literature shows that 

persuasion is most effective when messages combine narrative storytelling, emotional resonance, and local 

relevance. In the Madhya Pradesh context, political parties have increasingly used micro-videos, slogan-based 

messaging, and issue-centric narratives to engage rural as well as first-time voters. This content-driven persuasion 

aligns with the broader trend of political communication shifting from traditional broadcast models to participatory, 

interactive networks. 

Theme 2: Targeted Political Advertising and Data-Driven Outreach 

Another major theme is the growing sophistication of targeted political advertising. Studies consistently emphasise 

that digital PR strategies now rely heavily on voter segmentation, behavioural analytics, and algorithm-driven 

message placements. Political campaigns use demographic, geographic, and psychographic insights to deliver 

tailored advertisements that resonate with specific audience clusters. In states like Madhya Pradesh, this approach 

has been visible in differentiated messaging for urban youth, women voters, tribal communities, and region-specific 

interest groups. The literature also notes that targeted advertising amplifies campaign efficiency by ensuring that 

persuasive messages reach audiences most likely to respond or engage. 

Theme 3: Voter Engagement and Participatory Political Culture 

A large body of research highlights how digital spaces promote two-way political engagement. Instead of simply 

broadcasting information, political actors increasingly encourage interaction through polls, comment-based 

discussions, live sessions, and interactive multimedia. This form of engagement reshapes political behaviour: 

citizens no longer remain passive recipients of information but become active participants in political discourse. In 

Madhya Pradesh, voter engagement has expanded through WhatsApp groups, local issue-based Facebook 

communities, and leader-driven Instagram content. The literature indicates that such engagement not only 

strengthens candidate visibility but also cultivates a sense of political efficacy among younger and digitally active 

voters. 

Theme 4: Misinformation, Polarisation, and Message Distortion 

While digital PR offers strategic advantages, the literature repeatedly documents concerns around misinformation, 

political rumours, selective exposure, and echo chambers. Studies caution that political actors may exploit these 

mechanisms to shape narratives in manipulative ways. In the Madhya Pradesh context, misinformation often 

circulates rapidly through closed networks like WhatsApp, creating challenges for fact-checking and public 

accountability. The thematic review shows that misinformation distorts public opinion, amplifies political 

polarisation, and complicates the voter’s ability to distinguish authentic messaging from manipulated content. This 

theme underscores the dual nature of digital PR as both a strategic tool and a potential ethical challenge. 

Theme 5: Digital Campaigning in Regional Political Contexts 

Finally, the literature emphasizes that digital PR must be interpreted within the socio-political context of each region. 

State-level political behaviour, demographic diversity, electoral history, and media habits shape how digital 

messages are received. Research relevant to Madhya Pradesh highlights the presence of multiple voter segments 

with distinct digital access patterns—urban users with high-frequency social media consumption, semi-urban groups 

adopting a mix of television and online platforms, and rural voters increasingly accessing content through low-cost 

smartphones and vernacular apps. This contextual layer reinforces the need to study digital PR not as a uniform 

national phenomenon but as a locally grounded political practice. 

6. Discussion 
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The findings of this review illustrate how digital PR has become a strategic pillar of political marketing, reshaping 

how parties, leaders, and voters interact. A consistent pattern emerges across the literature: political communication 

is undergoing a structural transformation driven by the convergence of technology, user behaviour, and evolving 

campaign practices. When these broader insights are viewed through the lens of Madhya Pradesh, several important 

implications surface. 

First, the persuasive capacity of social media is not limited to message dissemination. It involves crafting narratives 

that align with local identities, cultural symbols, and socio-political expectations. This layered form of persuasion is 

especially relevant in Madhya Pradesh, where electoral decisions often hinge on local leadership appeal, 

developmental issues, caste dynamics, and welfare scheme perceptions. Digital PR amplifies these narratives in 

ways traditional campaign tools cannot match, particularly by enabling rapid message adaptation and audience-

specific tailoring. 

Second, the integration of data-driven advertising into political marketing represents a fundamental evolution in 

campaign strategy. Targeted political content enables parties to address diverse constituencies with precision, but it 

also raises questions about transparency and ethical boundaries. In a state with significant demographic diversity 

like Madhya Pradesh, targeted digital outreach helps political campaigns respond to varied concerns—from agrarian 

issues in rural belts to employment narratives in urban centres. However, the targeted nature of digital messaging 

also means that political persuasion becomes more fragmented, creating parallel narratives that may not always align 

with broader democratic discourse. 

Third, the rise of interactive online engagement reshapes the relationship between political actors and citizens. 

Digital PR encourages direct communication between leaders and voters, signalling a shift away from hierarchical 

communication models. This transformation is particularly significant in Madhya Pradesh’s political landscape, 

where youth engagement, local mobilisation, and community-level digital networks increasingly influence 

campaigning. The literature suggests that such engagement strengthens political awareness and participation, yet it 

also concentrates influence within digital ecosystems where visibility often depends on algorithmic amplification 

rather than substantive debate. 

Finally, the ethical risks associated with misinformation and polarisation present a critical challenge for democratic 

processes. While digital platforms expand political reach, they also enable the rapid spread of misleading content 

that can distort public perception. In Madhya Pradesh, where political narratives are often shaped by local rumours 

and interpersonal communication networks, misinformation travels quickly and influences opinion formation in 

subtle but powerful ways. This dynamic underscores the need for regulatory vigilance, stronger digital literacy 

initiatives, and responsible communication practices by political actors. 

Overall, the discussion reveals that digital PR is not simply an add-on to political marketing—it is a transformative 

force altering how political meaning is constructed, circulated, and contested. For Madhya Pradesh, this 

transformation offers new opportunities for inclusive engagement and strategic communication, while 

simultaneously raising concerns about authenticity, transparency, and democratic integrity. These insights justify 

the need for continued scholarly attention to state-level digital political practices and highlight the value of 

systematic research in understanding their long-term implications. 

Research Gaps 

A close examination of the reviewed studies reveals several gaps that continue to limit our understanding of digital 

political PR, particularly within state-level electoral environments such as Madhya Pradesh. 

First, although social media has become central to political communication, much of the existing scholarship is still 

dominated by national-level analyses or case studies focused on high-profile leaders. This leaves a significant gap 

in region-specific insights, especially regarding states with distinct socio-political cultures like Madhya Pradesh. 

Research rarely considers how local political history, caste dynamics, economic disparities, and digital access 

patterns shape the reception of online political messaging. 
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Second, while scholars frequently highlight the importance of targeted digital campaigns, empirical evidence 

explaining how segmentation works in practice remains limited. Few studies offer detailed accounts of how political 

organizations operationalize voter profiling, platform selection, message customization, or real-time analytics. This 

gap obscures the mechanics through which digital PR strategies influence voter perceptions and behaviours at the 

micro-level. 

Third, the literature lacks in-depth exploration of closed-network communication such as WhatsApp groups, local 

citizen forums, and community-based digital clusters. These channels are increasingly influential in rural and semi-

urban areas of Madhya Pradesh, yet remain difficult to study due to privacy constraints, vernacular communication 

patterns, and rapid message turnover. As a result, political messaging that circulates informally—often more trusted 

than official content—remains understudied. 

Fourth, while misinformation and polarisation are recurring themes, the research tends to treat these issues broadly 

without investigating how they evolve within specific social settings. For instance, the way misinformation is 

produced, contested, and internalised in Madhya Pradesh’s electoral ecosystem still lacks systematic analysis. The 

absence of longitudinal research further limits our understanding of how narratives gain traction over time and how 

voters reassess their political opinions across different election cycles. 

Finally, there is limited work examining the ethical, regulatory, and governance implications of digital political PR. 

Questions relating to transparency of political ads, data privacy, algorithmic bias, and accountability mechanisms 

are often raised but rarely examined in depth. This gap becomes even more pressing as digital strategies continue to 

evolve faster than existing policy frameworks. 

8. Future Research Directions 

Future scholarship can build on these gaps by adopting more context-rich, methodologically diverse, and 

interdisciplinary approaches. 

First, researchers should prioritise state-focused investigations that capture the political nuances of regions like 

Madhya Pradesh. Comparative studies across states may also illuminate how local socio-economic conditions, 

political cultures, and digital ecosystems shape the effectiveness of digital PR. 

Second, future work could examine the micro-mechanics of digital campaign design, including how political 

parties deploy data analytics, influencer collaborations, content sequencing, and platform-specific storytelling. 

Ethnographic and qualitative approaches may shed light on the behind-the-scenes decision-making processes that 

quantitative studies often overlook. 

Third, there is a pressing need to study closed digital networks and vernacular political communication, 

particularly in rural and tribal areas. Understanding how these informal circuits operate—and how trust, identity, 

and community norms shape political meaning—could significantly enrich the literature on digital persuasion. 

Fourth, future research should explore the long-term evolution of online political narratives. Longitudinal studies 

can capture how opinions shift across electoral cycles, how digital fatigue or increased literacy affects message 

interpretation, and whether online engagement translates into sustained political participation. 

Fifth, scholars should examine the ethical and regulatory dimensions of digital political PR, especially in states 

with expanding digital penetration. Questions related to transparency in political advertising, use of personal data 

for micro-targeting, algorithmic amplification of political content, and governance of misinformation require 

rigorous, multidisciplinary inquiry. 

Lastly, emerging technologies such as AI-generated content, deepfakes, and automated bots represent new frontiers 

for political communication research. Studying how these tools shape persuasion, trust, and democratic 

accountability at the state level will be crucial for understanding the next phase of digital political marketing. 

9. Conclusion 
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This systematic review demonstrates that digital public relations has fundamentally reshaped political marketing by 

enabling more personalized, interactive, and data-driven communication strategies. Across the literature, social 

media emerges as a dynamic arena where political meaning is negotiated, contested, and amplified. The shift from 

one-way communication to multi-directional engagement has altered not only how political actors craft their 

messages but also how citizens interpret, share, and respond to political information. 

When viewed through the lens of Madhya Pradesh, these transformations acquire distinctive regional dimensions. 

The state’s demographic diversity, uneven digital access, linguistic variations, and strong local political identities 

create a complex communication environment that cannot be fully understood through national-level analyses alone. 

Digital PR strategies in Madhya Pradesh increasingly rely on platform-specific content, local issue framing, targeted 

outreach, and interactive digital communities, all of which contribute to reshaping political engagement among both 

urban and rural voters. 

At the same time, the dual nature of digital communication—offering opportunities for democratic participation 

while enabling misinformation and polarisation—highlights the need for critical evaluation. The review underscores 

that digital PR can strengthen political outreach and public awareness, yet it may also undermine informed decision-

making if deployed without ethical safeguards. 

Overall, this study contributes to the growing scholarship on digital political marketing by synthesizing existing 

research, identifying key themes, and illuminating the contextual specificities of Madhya Pradesh’s political 

landscape. The insights and gaps highlighted here lay a foundation for future academic work that can further clarify 

how digital PR influences voter behaviour, shapes public opinion, and redefines political competition in India’s 

evolving democratic environment. 
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Appendix (A) 

Author (Year) 
Country / 

Context 
Method 

Sample Size 

/ Period 
Key Finding  

Relevance to Madhya 

Pradesh 

Kitchenham 

(2004)  
Global 

SLR methodology 

framework 

Theoretical 

guidance 

Establishes systematic 

steps for literature 

reviews. 

Forms the foundation 

for Paper 2’s structured 

review approach. 

PRISMA (2020)  Global 
Reporting 

guideline 
Framework 

Standardised criteria 

improve transparency in 

study selection. 

Ensures Paper 2’s 

review is replicable for 

MP-based research. 

Chadwick (2017)  Global 
Hybrid media 

theory 

Multi-year 

analysis 

Hybrid media systems 

merge traditional + 

digital political 

communication. 

Explains how MP 

integrates local rallies 

with strong online 

messaging. 

Kumar & Mitra 

(2020)  
India 

Empirical analysis 

of political 

communication 

2020 dataset 

Shows digital 

engagement reshapes 

political messaging 

effectiveness. 

Mirrors MP’s digital PR 

campaigns targeted at 

youth and urban voters. 

Aneez et al. 

(2019)  
India 

Digital 

ethnography 

2019 

election 

cycle 

WhatsApp acts as a key 

node in political 

mobilisation. 

Highly relevant because 

MP campaigns depend 

heavily on booth-level 

WhatsApp groups. 

Pal (2022)  India 
Digital politics 

review 
Multi-year 

Political parties have 

shifted to 

professionalised digital 

PR teams. 

Reflects MP’s rise of IT 

cells and influencer-

based political 

promotion. 

Kumar & Rai 

(2021)  
India 

Survey-based 

analysis 
2021 

Shows that social media 

strongly affects voter 

perception and 

engagement. 

Aligns with MP youth 

voters’ preference for 

Instagram and YouTube 

political content. 

Mozilla 

Foundation 

(2024)  

India 
Election digital 

ecosystems report 

2024 

elections 

Political misinformation 

spreads fastest through 

closed networks. 

Critical insight for MP 

where encrypted 

WhatsApp clusters 

dominate mobilisation. 
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Author (Year) 
Country / 

Context 
Method 

Sample Size 

/ Period 
Key Finding  

Relevance to Madhya 

Pradesh 

Erfort (2024)  EU 
Comparative 

analysis 

2019 EU 

campaign 

Identifies strategic 

segmentation and 

targeted PR messaging. 

Helps interpret MP’s 

targeted outreach to 

tribal, women, SC/ST, 

and youth 

constituencies. 

Kruschinski & 

Bene (2022)  
EU Content analysis 

2019 

elections 

Parties personalise 

leaders and use data-

driven messaging. 

Matches MP 

campaigns’ 

personalised CM-

centric narrative 

strategies. 

Gil de Zúñiga et 

al. (2017)  
USA Survey 

Nationwide 

sample 

Social media replaces 

traditional news-seeking 

behaviour. 

Highly relevant to MP’s 

digital-native youth 

electorate. 

Shrivastava & 

Bagga (2021)  

Central 

India 
Regional survey 2021 

Digital campaigning 

rising quickly in Central 

Indian states. 

Provides direct regional 

alignment with MP. 

Sharma (2020)  
Madhya 

Pradesh 
Field-based study 2020 

MP voters combine 

online cues with offline 

political identity. 

Strong state-specific 

evidence validating 

MP’s hybrid PR 

ecosystem. 

Rahman (2022)  
India 

(rural) 
Empirical study 

Rural 

samples 

Digital literacy levels 

determine whether 

digital PR is persuasive. 

Important because MP 

still has large rural 

regions with uneven 

digital access. 

A Social Media 

Analysis of 

Political 

Narratives in MP 

(2024)  

Madhya 

Pradesh 

Social media 

content analysis 
2024 

MP’s political narratives 

evolve across platforms 

(YouTube, WhatsApp, 

Instagram). 

Direct MP-based 

empirical evidence 

supporting your themes. 
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