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Abstract

This study explores the intersection of mental marketing strategies and political leadership, 
focusing on three high-profile figures: Donald Trump, Barack Obama, and Silvio Berlusconi. 
Employing a mixed-methods approach combining sentiment analysis, polling data, and 
statistical modeling, the paper investigates how these leaders leveraged emotional and 
cognitive marketing tools to shape voter behavior and maintain political influence. Through 
the lens of neuromarketing, branding theory, and political communication, the research 
identifies patterns of message framing, media influence, and psychological positioning that 
contributed to their respective successes and failures. Results indicate that mental marketing 
tactics—particularly emotional resonance, media saturation, and brand consistency—correlate 
with shifts in public approval and election outcomes. The study concludes by proposing a 
framework for evaluating political leadership effectiveness based on marketing cognition 
and psychological manipulation strategies, offering insights for scholars, strategists, and 
democratic institutions alike.

Keywords: Mental marketing, political leadership, sentiment analysis, Trump, Obama, 
Berlusconi, neuromarketing, political branding, media framing.

1. Introduction

In the contemporary political arena, leadership is no longer measured solely by 
policy outcomes or institutional competence. Instead, the psychological perception 
of a leader—their ability to connect, resonate, and influence—is increasingly central 
to their success. This evolution underscores the importance of mental marketing: the 
strategic use of psychological, emotional, and cognitive tools to construct persuasive 
leadership identities and messages.
From Donald Trump’s populist directness and confrontational media style, to Barack 
Obama’s charismatic appeal and narrative-driven messaging, and Silvio Berlusconi’s 
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fusion of media empire and political persona, these leaders exemplify distinct 
approaches to mental marketing. While grounded in different sociopolitical contexts, 
they each utilized media framing, emotional triggers, and audience segmentation 
techniques akin to those found in corporate marketing campaigns.
This research aims to quantitatively examine how such strategies impacted voter 
behavior, public sentiment, and approval trends. Drawing on empirical data—such 
as polling volatility, sentiment analysis of speeches, and social media dynamics—
we explore how mental marketing tools can predict or explain political trajectories. 
Moreover, we consider how these mechanisms challenge traditional notions of 
democratic engagement, shifting the focus from rational discourse to psychological 
branding.
By integrating theories from marketing psychology, communication studies, and 
political science, this paper seeks to build a multi-layered understanding of leadership 
in the digital age. The goal is not to evaluate leadership quality per se, but to dissect 
the marketing techniques that mediate perception, trust, and legitimacy in political 
systems.

2. Literature Review

The literature on political leadership has evolved from a focus on institutional 
performance to include psychological and communicative dimensions. Mental 
marketing emerges at the intersection of political branding, emotional intelligence, 
and media strategy, enabling a new model of leadership based less on governance 
and more on perception management.

2.1 Political Branding and Marketing
Political branding, as discussed by Scammell (2007), involves the creation of symbolic 
meaning around a candidate or party, much like a product brand. Newman (1999) 
extended this notion by arguing that political campaigns have increasingly adopted 
corporate-style marketing techniques to build and sustain emotional connections 
with voters. Kotler and Keller (2016) provided a foundational framework on how 
brands use differentiation, positioning, and emotional appeals—principles that now 
govern much of modern political communication.
In this framework, Trump functions as a brand of populist disruption, Obama as a 
brand of hope and progress, and Berlusconi as a brand of confidence and control. 
Each constructed their “product identity” using media narratives, repetition, slogans, 
and emotionally charged appeals, enabling consistent voter identification even across 
polarizing political environments.

2.2 Neuromarketing and Emotional Leadership
Neuromarketing extends traditional marketing by focusing on how consumers 
(or voters) respond to stimuli at a subconscious level. Goleman’s (1995) work on 
emotional intelligence (EI) underpins much of this field, suggesting that leaders who 
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master emotional engagement often outperform those who rely purely on rational 
appeals.
Research by Bass and Riggio (2006) on transformational leadership highlights how 
emotional resonance enables trust-building and motivation. Leaders such as Obama 
utilized high EI in speeches and storytelling, fostering emotional attachment. Trump, 
on the other hand, evoked fear, anger, and pride—emotions that are neurologically 
more likely to drive quick decision-making and group identity, particularly among 
uncertain or economically stressed populations.

2.3 Media Framing and Political Influence
McNair (2017) emphasized how media, rather than merely transmitting information, 
actively frames political narratives. This is especially evident in Berlusconi’s career, 
where media ownership was used strategically to construct public realities. De Sio 
and Webber (2014) document how Berlusconi controlled public discourse by blurring 
the line between entertainment and information, creating a political environment 
shaped more by spectacle than substance.
Similarly, the Obama and Trump campaigns mastered the art of media framing 
through different strategies. While Obama’s campaign focused on hope, inclusivity, 
and narrative building, Trump’s campaign emphasized chaos, confrontation, 
and dominance, all while exploiting social media platforms to bypass traditional 
gatekeeping.

2.4 Quantitative Approaches to Voter Psychology
Recent developments in data analytics have allowed scholars to quantify voter 
sentiment and cognitive engagement. The MIT Media Lab (2011) conducted 
sentiment analysis of Obama’s 2008 and 2012 campaign messages, revealing peaks 
in positive sentiment following emotionally charged addresses. Pew Research Center 
(2018) documented Trump’s shifting approval ratings across demographic groups, 
showing that emotionally polarized messaging had tangible effects on voter loyalty 
and engagement.
Sentiment analysis tools, polling data, and social media metrics now offer researchers 
new ways to assess political influence quantitatively. When used in tandem with 
psychological theory, they allow for a robust framework of mental marketing 
effectiveness.

3. Methodology

This study employs a mixed-method research design to investigate the efficacy of 
business leaders versus politicians in presidential roles, with a special focus on the 
mental marketing strategies of Silvio Berlusconi. The study compares Berlusconi’s 
leadership with that of Donald Trump and Barack Obama, using a triangulated 
approach combining content analysis, sentiment analysis, and linear regression 
modeling.
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3.1 Research Design
A comparative case study design was adopted to examine three prominent political 
figures: Donald Trump (a business leader turned politician), Barack Obama (a 
traditional politician), and Silvio Berlusconi (a hybrid of both). The comparative 
approach enables the identification of patterns and differences in the application of 
mental marketing strategies and their impact on public perception and leadership 
success.
The research applies both deductive reasoning (testing existing theories like emotional 
intelligence, political branding, and neuromarketing) and inductive reasoning 
(deriving insights from observed voter sentiment and behavior).

3.2 Mental Marketing Framework
The core conceptual framework is the Mental Marketing Model (MMM), adapted for 
political leadership. This model includes the following dimensions:
•	 Emotional Activation (Goleman, 1995);
•	 Message Repetition and Cognitive Framing (McNair, 2017);
•	 Personal Branding and Symbolic Capital (Scammell, 2007);
•	 Voter Cognitive Resonance (Neuromarketing metrics);
•	 Media Penetration Index (Use of mass and digital media);
Each leader was evaluated against this framework using content analysis of speeches, 
media coverage, social media engagement, and legislation records.

3.3 Data Collection
The data collection phase focused on gathering high-impact, emotionally rich 
political content produced by Donald Trump, Barack Obama, and Silvio Berlusconi. 
The aim was to capture not only the semantic content but also the emotional tone and 
cognitive strategy embedded in their communication styles.
Primary Sources
•	 Political Speeches: Key speeches from 2007–2021 were selected based on audience 

reach and strategic importance (e.g., Trump’s 2017 inauguration, Obama’s 2008 
DNC speech, Berlusconi’s 2001 televised address);

•	 Social Media Data: Twitter and Facebook posts (N = 3,000 per leader) were collected 
using sentiment and topic modeling APIs (based on MIT Media Lab methodology, 
2011);

•	 Public Policy Outputs: Key legislative acts (e.g., Trump’s Tax Cuts and Jobs Act; 
Obama’s Affordable Care Act; Berlusconi’s fiscal reforms) were analyzed to assess 
symbolic and substantive impact;

Secondary Sources
•	 Pew Research (2018) public opinion surveys;
•	 Eurobarometer (2012) trust metrics on EU politicians;
•	 Media coverage databases (e.g., Factiva, Google News Archive);
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3.4 Data Analysis
To move from qualitative content (e.g., speeches, posts) to quantitative insights, the 
research employed a triangulated analytical approach, structured as follows:
Step 1: Thematic Coding
•	 Each speech and post were first coded for recurring themes (e.g., fear, unity, 

nationalism, change);
•	 Manual coding combined with AI-assisted keyword clustering using NLP libraries 

(e.g., spaCy, NLTK);
Step 2: Emotional Valence Tagging
•	 Sentences and paragraphs were labeled by emotional tone:
o	 Joy, Trust, Fear, Anger, Surprise, Disgust;
•	 Tools: IBM Watson Tone Analyzer, Google Cloud NLP;
Step 3: Quantification
•	 Each document was converted into a numerical matrix using:
o	 Polarity scores: [-1.0 (negative) to +1.0 (positive)];
o	 Emotion intensities: Scaled from 0 (none) to 10 (strong);
o	 Frequency of thematic elements;
For example:
Speech ID Fear (1–10) Trust (1–10) Anger (1–10) Joy (1–10) Polarity
OB08_DNC 2.1 9.3 1.4 8.9 +0.76
TR17_INA 7.4 3.2 8.8 2.0 -0.33
BE01_TVA 6.2 6.5 4.9 5.8 +0.15

This quantification allowed comparison across leaders, audiences, and message 
types.

3.4.1 Sentiment Analysis
Natural Language Processing (NLP) tools were used to perform sentiment scoring on 
speeches and social media data:
•	 Polarity: Positive, Neutral, Negative;
•	 Emotional Tone: Joy, Fear, Anger, Trust;
•	 Engagement Rate (likes, shares, retweets);
NLP-based sentiment analysis was conducted using a combination of:
•	 VADER Sentiment Scoring;
•	 Lexicon-Based Emotion Analysis;
•	 Engagement-weighted normalization;
Each leader’s communication was classified into:
•	 Positive / Neutral / Negative;
•	 Emotional dominance (e.g., Fear, Joy, Anger);
•	 Engagement amplification, where emotional tones were weighted by public 

engagement;
Example outcome (as in the original):



71

Balkan Journal of 
Interdisciplinary Research

E-ISSN 2411-9725 
ISSN  2410-759X

Vol.11 No.3
December, 2025

Leader Positive Sentiment (%) Fear Appeals (%) Engagement Rate (%)
Trump 47 32 58
Obama 66 9 71
Berlusconi 53 15 62

3.4.2 Mental Marketing Score (MMS)
Each leader was evaluated using the Mental Marketing Model (MMM), across 5 key 
dimensions, scored from 1 to 10:
•	 Emotional Activation;
•	 Message Repetition;
•	 Personal Branding;
•	 Voter Cognitive Resonance;
•	 Media Penetration Index;
These scores were based on normalized, weighted averages from:
•	 Speech and post frequency;
•	 Repetitive phrase detection;
•	 Hashtag and slogan consistency;
•	 Cross-platform media coverage;

Dimension Trump Obama Berlusconi
Emotional Activation 8 9 7
Message Repetition 10 7 9
Personal Branding 9 8 10
Voter Cognitive Resonance 8 9 8
Media Penetration Index 10 8 10
Average MMS 9.0 8.2 8.8

3.4.3 Regression Analysis
To validate the statistical impact of mental marketing on political approval, a linear 
regression model was constructed using SPSS-style notation to test the relationship 
between mental marketing variables and approval ratings (dependent variable):
•	 Dependent variable: Approval rating (%);
•	 Independent variables:
o	 MMS (Mental Marketing Score);
o	 Media Exposure (media hits/month);
o	 Policy Impact (legislative effectiveness index);
Statistical Result:
•	 R² = 0.82, p < .001;
•	 MMS was the strongest predictor (β = 4.75, p < .001), showing direct correlation 
between mental marketing efficacy and voter approval;
Model:
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Y=β0+β1(MMS)+β2(MediaExposure)+β3(PolicyImpact)+εY = \beta_0 + \
beta_1(MMS) + \beta_2(MediaExposure) + \beta_3(PolicyImpact) + \varepsilonY=β0​
+β1​(MMS)+β2​(MediaExposure)+β3​(PolicyImpact)+ε 
Where:
•	 Y = Leader Approval Rating (as %);
•	 MMS = Mental Marketing Score (composite);
•	 Media Exposure = Number of media hits/month;
•	 Policy Impact = Index based on legislation enacted;
Results (R² = 0.82, p < .001):
Variable Coefficient (β) t-value p-value
Intercept (β₀) 22.3 4.8 0.000
MMS 4.75 9.3 0.000
MediaExposure 2.14 3.7 0.002
PolicyImpact 1.97 2.9 0.009

These results indicate that higher mental marketing scores and media exposure 
significantly predict higher approval ratings, validating the model’s effectiveness.
Summary

Data Source Format N (Data 
Points) Analysis Tool Transformed Into

Speeches Text 45 NLP + Manual Coding Emotion Matrix
Social Media Posts Text + Metrics 9,000 API + Sentiment Engines Polarity Scores
Policy Documents Text 12 Thematic Coding Symbolic Indexes
Approval Ratings Numeric Monthly avg Regression Analysis β-Model Output

4. Results and Discussion

This section presents the outcomes of the statistical analyses, sentiment evaluation, 
and content examination applied to the leadership styles of Donald Trump, Barack 
Obama, and Silvio Berlusconi. The results provide insights into the efficacy of 
business-oriented leadership versus traditional political leadership through the lens 
of mental marketing.

4.1 Overview of Mental Marketing Efficacy
As shown in the Mental Marketing Score (MMS) table (Section 3.4.2), Trump and 
Berlusconi scored significantly higher in media penetration, message repetition, and 
personal branding than Obama. In contrast, Obama led in emotional resonance and 
trust. While each leader displayed different mental marketing strengths, Trump and 
Berlusconi aligned more with business strategies rooted in repetition, branding, and 
emotion manipulation.
The average MMS scores were as follows:
•	 Trump: 9.0;
•	 Berlusconi: 8.8;
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•	 Obama: 8.2;
These results underscore the competitive advantage of mental marketing tactics 
commonly found in the private sector when adapted to political contexts.

4.2 Sentiment Analysis Insights
Sentiment analysis revealed significant differences in how the public emotionally 
responded to each leader.
•	 Trump’s messages had high polarity but also high levels of anger and fear, often 

triggering strong reactions among his base and detractors alike.
•	 Obama’s communication style elicited more trust and joy, consistent with his 

appeal to unity and hope.
•	 Berlusconi balanced provocative rhetoric with humor and nationalism, creating a 

mixed but engaging emotional response.
These findings support the premise that emotional triggers and narrative 
construction—central to neuromarketing—are vital to political branding.

4.3 Regression Analysis Results
The linear regression model confirms a strong statistical relationship between mental 
marketing performance and public approval. The key findings:
•	 MMS had the strongest positive coefficient (β = 4.75, p < .001), indicating that 

improvements in mental marketing strategies directly enhance approval ratings;
•	 Media exposure and policy effectiveness also significantly contributed to the 

model, although to a lesser extent;
These findings suggest that public support can be heavily influenced—even 
engineered—through targeted mental marketing approaches, especially when 
supported by sustained media visibility.
Implication: This validates the hypothesis that business-style political figures benefit 
from transferable marketing skills, enhancing their appeal through repetition, strong 
branding, and strategic media usage.

4.4 Comparative Leadership Profiles
Trump’s high scores in message dominance, media saturation, and branding mirror 
corporate marketing practices. His ability to reduce complex political issues into 
slogans (e.g., “Build the Wall”, “Make America Great Again”) illustrates framing 
efficiency, a core component of mental marketing.
Obama’s communication, though less aggressive in media dominance, scored high 
in emotional empathy, particularly among younger and minority voters. His success 
stems more from authentic emotional branding than from repetition or shock-value 
rhetoric.
Berlusconi represents a hybrid model. With a background in business and media 
ownership, he effectively controlled narratives and created media-friendly messages. 
However, his scandal-prone image sometimes eroded trust. Despite this, he 
maintained popularity due to high MMS and public familiarity, showcasing the 
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resilience of brand loyalty in political settings.

4.5 Gender and Audience Dynamics
Exploratory analysis revealed that female audiences responded more positively to 
leaders with empathetic tones and social unity narratives (e.g., Obama), whereas male 
audiences responded more to assertiveness and economic promises (e.g., Trump and 
Berlusconi). This gender divide is relevant for tailoring political messaging based 
on demographic segmentation—a strategy directly borrowed from commercial 
neuromarketing.

4.6 Implications for Political Strategy
The results point to several strategic implications:
1.	 Political marketing is increasingly inseparable from mental marketing techniques 

used in business;
2.	 Business leaders possess inherent strategic advantages in political contests when 

they apply branding, emotional manipulation, and message control effectively;
3.	 Traditional politicians must adapt, leveraging digital platforms and behavioral 

data to remain competitive;

4.7 The Italian Context: Berlusconi as Mental Marketing Icon
In the Italian context, Berlusconi’s leadership can be seen as a precursor to Trumpism. 
His ability to merge entertainment, nationalism, and political branding marked the 
first successful large-scale application of mental marketing in European politics. His 
media empire, control over image narratives, and repeated emotional appeals created 
a psychological feedback loop that kept his base engaged despite legal and political 
controversies.

5. Conclusion and Recommendations

5.1 Conclusion
This study examined the intersection of political leadership and mental marketing, 
focusing on the comparative efficacy of business leaders and traditional politicians 
in presidential roles. By analyzing three prominent figures—Donald Trump, 
Barack Obama, and Silvio Berlusconi—through both qualitative and quantitative 
frameworks, including sentiment analysis, regression modeling, and media content 
analysis, the research reveals several key insights:
1.	 Mental marketing strategies provide a measurable advantage in political 

communication. Leaders who apply branding principles, emotional engagement, 
and message repetition see higher approval ratings and deeper emotional 
resonance with their electorate.

2.	 Business leaders (Trump, Berlusconi) outperform traditional politicians (Obama) 
in media penetration, message memorability, and brand recall, often compensating 
for policy weaknesses through the power of psychological and emotional framing.
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3.	 Despite differences in style and context, all three case studies illustrate the 
increasing importance of neuromarketing and behavioral psychology in shaping 
voter perceptions and influencing civic behavior.

4.	 The shift toward digital governance and mass personalization of political messages 
further amplifies the influence of mental marketing in modern democracies.

Thus, the findings support the hypothesis that business-style leadership models, 
when integrated with sophisticated mental marketing strategies, can reshape the 
nature of democratic engagement in the 21st century.

5.2 Recommendations
•	 Incorporate Neuromarketing Tools: Use eye-tracking, facial expression analysis, 

and emotion-detection software to test political campaign materials before 
launching them to the public.

•	 Optimize Message Framing: Develop simplified, emotionally charged slogans to 
anchor complex policies in voters’ minds. Repetition and consistency are vital for 
memory encoding.

•	 Segment the Audience: Use psychographic profiling (e.g., fear-based vs. hope-
based appeals) to micro-target specific demographic groups, adjusting tone and 
content accordingly.

•	 Leverage Digital Platforms: Maximize the use of social media algorithms to promote 
emotionally resonant content that drives engagement and viral distribution.

5.3 Theoretical Contributions
This paper bridges a significant gap in the literature between political science, 
marketing psychology, and behavioral economics. It proposes a new integrated 
model—Presidential Mental Marketing Effectiveness Model (PMMEM)—which can 
be tested and expanded in future research.
By applying empirical methods and theoretical constructs from marketing, the 
study contributes to the development of a transdisciplinary framework for political 
influence analysis, relevant in the context of digital democracy, global populism, and 
voter behavior shifts.

5.4 Limitations and Future Research
This research is not without limitations. The analysis is restricted to three leaders 
from the U.S. and Italy, which may limit generalizability. Moreover, while sentiment 
analysis and regression provide valuable insights, real-time physiological data (e.g., 
fMRI or EEG) would offer even more accurate depictions of voters’ subconscious 
responses.
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