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Abstract - New political actors in established democracies raise key issues regarding the disruptive 
effects of new technologies on electoral competition, voter mobilization, and the design of political parties 
and organizations. This study focuses on the emergence of film actor Vijay's Tamilaga Vettri Kazhagam 
(TVK), which went to the 2026 Tamil Nadu Legislative Assembly (TNA) elections as a single party. The 
paper proposes a six-prong strategy for political change based on a case-study approach and 
secondary data analysis of campaign metrics, voter turnout data (85.1%), demographic distribution data 
and digital outreach footprints: (1) demographic targeting, (2) digital-first mobilization, (3) symbolic 
brand identity, (4) welfare-centric policy bundling, (5) ideological repositioning, and (6) organizational 
conversion of cultural capital. It was found that TVK's approach of mobilizing 85,000 fan clubs into 70,000 
booth level agents, with a special thrust on the large youth population (between 20 and 40 years, or 
about 2.28 crore voters) created a shock among the traditional Dravidian parties. The study provides a 
replicable model for party strategy when they are new, and theoretical understanding on how cultural 
followings can become institutionalized and become a part of the electoral infrastructure. Implications 
are drawn on political marketing, governance accountability, and the future of three cornered contest in 
the Indian states from 2026 onwards. 
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1. INTRODUCTION 
The structure of electoral democracy in India is in the process of changing. Young people have been the 
focus of both the electorate and the party machinery, smartphone ownership has topped 75% and there 
is growing discontent with traditional party machinery, all of which has set the stage for disruptive entry 
into the political arena. Tamil Nadu, which has been under the bipolar Dravidian battle between the 
Dravida Munnetra Kazhagam (DMK) and the All India Anna Dravida Munnetra Kazhagam (AIADMK), is now 
witnessing one of the biggest upheaval in the post-Independence Indian state politics in the form of the 
electoral debut of Tamilaga Vettri Kazhagam (TVK) founded and led by film actor Vijay in 2026. 

Theoretically, the TVK case is significant since it does not conform to the traditional types of dynastic 
successions, regional divisions, or coalitionist participation. Instead, TVK ran 234 campaigns to contest all 
the assembly seats, developed a campaign and communication system based on digital and social 
media and in an incredibly short period of time built a formal political movement from an existing cultural 
fan base. The party's rise led the academic and policy world to rethink traditional notions of cadre-
building, ground campaigning, and the use of celebrity capital in electoral politics. 

There are two aspects to the problem with which this paper is concerned. First, current literature on the 
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entry of new parties to politics in India is limited to either coalition calculus, caste arithmetic or to 
charismatic leadership, while none provides a combined model to the understanding of new parties as 
they combine with digital strategies and party change. Second, there is a lack of a framework for 
developing new-entrant strategies that are relevant to a youth-dominated, digitally native electorate by 
practitioners in all states. 

 

 

Fig -1: Disruption in Indian Electoral Politics TVK Wave in Tamil Nadu (2026) 
 

The aim of the study is to develop and test a framework to understand how disruptive political entrants 
make it on the electoral map in mature democracies. The goals are to (i) document the strategic 
architecture of TVK, (ii) pinpoint how cultural capital was translated into electoral infrastructure and (iii) to 
draw lessons for political innovation in the Indian states going forward from 2026. 

 

2. LITERATURE REVIEW 
Literature relevant to this study falls into four streams. 

1. Political innovation theory,  
2. Celebrity politics,  
3. Digital electoral mobilization,  
4. Organisational change in non-corporate settings. 

 
Political Innovation & Disruption: Political entry research has been dominated by a resource-based 
perspective on party construction, focusing on the resources in the form of ground cadre, financial 
support and existing alliance networks that make parties viable. More recent research has started to use 
Christensen's concept of disruptive innovation to the political marketplace, suggesting that incumbent 
parties, just like incumbent firms, are at risk when they over-serviced existing voters and under-served 
current or new voters. The TVK case offers empirical material to directly test this argument in the state-
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level context of India. 

Celebrity Politics, Celebrity Cultural Capital: A significant amount of research has been conducted in 
the field of South Indian politics on the phenomenon of film stars participating in electoral politics and 
there are no fixed views on converting movie popularity to votes. Previous research by M. G. 
Ramachandran and J. Jayalalithaa revealed that the cultural capital can only be converted if it is backed 
by the institutional infrastructure. On the other hand, some other actor-politicians such as the ones who 
were not as successful in the polls showed that celebrity is not enough. The literature, however, hasn't fully 
theorized for what conditions conversion is successful. 

Digital Electoral Mobilization: The Indian 2014 general elections and 2019 general elections have seen the 
role of social media outreach growing and influencing the voter perception, especially among the first-
time voters. But a lot of this activity has been seen as an add-on to ground campaigning. The growing 
view is that, with the TVK case now as proof, digital channels are no longer just an adjunct to campaign 
but a place by themselves. 

Organizational Transformation: The idea of informal networks being converted into formal institutional 
structures has been a focus in organizational studies and explored in the context of social movements 
and trade unions, and only rarely has been applied to the development of fan clubs to party booth 
agents. This is an obvious conceptual depth of understanding deficit. 

 

3. RESEARCH GAP AND OBJECTIVES 
Based on the above literature, four limitations were identified. Secondly, there is no comprehensive 
framework that deals with new-entrant political parties that at the same time invest in celebrity capital, 
digital strategy, and welfare bundling. Secondly, there is an under-theorization of the cultural following to 
electoral infrastructure conversion. Thirdly, symbolic brand identity as a success factor in new-party 
formation is only dealt with in an anecdotal fashion. Fourth, lessons for political innovation are not 
systematically extracted in the context of different states in India. This study addresses these gaps 
through the following research objectives: 

RO1: To document the strategic pillars deployed by TVK in the 2026 Tamil Nadu assembly election. 

RO2: To examine how TVK converted cultural and demographic capital into electoral organization. 

RO3: To develop a replicable framework for political innovation applicable to new-entrant parties in 
India's evolving democracy. 

RO4: To derive universal lessons for incumbent and challenger parties contesting elections from 2026 
onward. 

 

4. METHODOLOGY 
The study has a qualitative, single case study research design, which is followed by secondary 
quantitative data analysis. The case-study method is suitable as TVK is a key case of political disruption, 
whose mechanisms may help to reveal more general theoretical patterns. 

Data Sources: The secondary data consisted of three types  

1. Electoral data from the Election Commission of India (ECI) on constituency-wise results, voter turnout 
(85.1%) and demographic breakdowns  
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2. Campaign data on TVK's manifesto commitments, its digital campaign metrics, the number of rallies 
attended, and the number of booth agents deployed (70,000 out of 85,000 fan clubs) and  

3. Media and policy commentary gathered from English and Tamil print sources from July 2024 through 
the post-election period. 

Analytical Method: An inductive approach was used for data coding thematically. A total of 20 different 
strategic moves were first identified and subsequently grouped in six pillars of a higher order by axial 
coding. The coding scheme was triangulated with campaign outcomes like voter turnout, demographic 
swing, and vote share at constituency-level. 

Limitations of Method: There is a lack of statistical generalizability as dictated by the single case design, 
but the analytical generalization to theory is maintained. The sources used were taken from secondary 
sources, which means that there is a source-bias risk this risk is reduced using multiple independent 
sources. 

 
5. PROPOSED FRAMEWORK THE SIX-PILLAR MODEL OF POLITICAL INNOVATION 
Based on the case analysis, the study proposes a Six-Pillar Framework for new-entrant political 
transformation. The framework is conceptually organized as follows: 

 

Fig -2: Six Pillar Model of Political Innovation 
 

Pillar 1 : Demographic Targeting. The new entrant identifies an under-served voter segment, in this case 
the 20–40 age cohort representing 40% of the electorate (2.28 crore voters) and constructs the entire 
policy and communication architecture around it. 

Pillar 2 : Digital-First Mobilization. The campaign uses social media as the primary, not supplementary, 
channel of voter contact, achieving mass reach with a fraction of traditional campaign expenditure. 

Pillar 3 : Symbolic Brand Identity. A culturally resonant emblem (the whistle, evoking both the leader's on-
screen persona and the metaphor of "blowing the whistle on corruption") creates instant brand 
recognition and ideological signaling. 
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Pillar 4 : Welfare-Centric Policy Bundling. A coordinated package of welfare commitments (₹2,500/month 
for women heads of household, six free LPG cylinders, ₹4,000/month unemployment allowance for 
graduates, eight grams of gold for brides, collateral-free ₹20 lakh education loans) outbids incumbent 
welfare schemes while addressing specific anxieties of women, youth, and educated unemployed. 

Pillar 5 : Ideological Repositioning. The entrant occupies the centre-left third axis by simultaneously 
labelling one major party an "ideological opponent" and the other a "political adversary," and by 
anchoring itself in the cross-caste ideological trinity of Ambedkar, Periyar, and Kamaraj. 

Pillar 6 : Organizational Conversion of Cultural Capital. The cultural following is institutionalized into 
electoral infrastructure in this case, 85,000 fan clubs systematically converted into 70,000 booth-level 
agents from February 2025 onward. 

The pillars interact dynamically. Demographic targeting determines the content of welfare bundling, 
digital-first mobilization amplifies symbolic brand identity, and organizational conversion delivers the 
ground execution that translates digital persuasion into ballot-box outcomes. 

 
6. RESULTS 
The findings of the empirical research are reported below by framework pillar. 

 

Fig -3: Key Pillars of TVK Election Campaign Empirical Results at a Glance 
 

Demographic Outcomes: The age group 20-40, which accounts for 40% of registered voters in 
Tamilnadu, showed disproportionately high responsiveness towards the message of TVK over the issues 
like unemployment, abolition of NEET and anti-dynastic politics. There was a high voter turnout of 85.1%, 
the highest ever in Tamil Nadu assembly election, which reflected the extent of voter mobilization and 
was both broad and intensive. 

Digital vs ground spend: The traditional campaign expenditure of TVK is very much less compared to 
DMK and AIADMK. Social media outreach achieved similar or higher reach among voters, confirming the 
idea that digital platforms can be main social media campaign grounds. 
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Brand Recognition: The whistle symbol gained instant public traction and the term “30% Stalin Tax” 
coined by Vijay, denoting corruption that absorbs 30% of public money, became a handy political cliche, 
a catchphrase, an organizing slogan for anti-incumbency sentiment. 

Welfare Bundling Reception: The welfare package, which had been designed to go beyond the existing 
welfare initiatives of the DMK like Magalir Urimai Thittam, resonated with the women voters, the 
unemployed graduates and the fishing communities in the rural areas (where the commitments included 
a statutory Minimum Support Price for fish, ₹27,000 lean-season relief and insisting on the return of 
Katchatheevu). 

Ideological Positioning: The "third axis" positioning was quite successful, sucking up dissatisfaction 
against DMK (the incumbent) as well as AIADMK (the failed alternative), leaving TVK as the only credible 
"axis" to contain the multidirectional voter discontent. 

Organizational Depth: Even though TVK was recently established, the conversion of 85,000 fan clubs to 
70,000 booth level agents resulted in a ground network that is similar in structure to traditional cadre 
parties. 

Leadership Signaling: Vijay's personal contest for two urban, hot-seat constituencies (Perambur in 
Chennai and Trichy East) was like a very credible signal of personal political investments as opposed to 
the perceived bureaucratic distance of the incumbent leadership. 

 
7. THE GENERATIONAL CATALYST GEN Z AS THE DEMOGRAPHIC ENGINE OF POLITICAL DISRUPTION 
Talking about the electoral cycle of 2026 in Tamil Nadu without putting the young, the Gen-Z those born 
between 1997 and 2012 and are 18-28 during the voting in the centre of the discussion is incomplete 
analytically. This was an estimated of the electorate of Tamil Nadu and had the highest number of first-
time voters than any other in Tamil Nadu since 1977. This engagement was not just in quantities it 
appeared qualitatively different in terms of motivation, medium and mobilization pattern and it was the 
operational engine that enabled the Six-Pillar Framework to be turned into electoral outcome. 

Digital Nativity and the Fall of the Information Gatekeeper: The Gen Z audience, which historically has 
been the audience of political information through Tamil print dailies, party-aligned television channels 
and cadre networks, was the audience for political information primarily through short-form video 
platforms Instagram Reels, YouTube Shorts and Moj, encrypted messengers WhatsApp and Telegram and 
creator-led commentary channels. With this change, it helped to break the gatekeeping role of the 
traditional ‘Dravidian media ecosystem' in India. TVK's strategy of content was designed for this pattern of 
consumption produced frequently, displayed vertically, and made for the meme culture, with the 
involvement of creators. Older parties, which relied on set-piece press conferences and extensive 
coverage of rallies were slower to adapt. So, Gen Z didn't just pass along TVK's message, they amplified, 
remixed, and redistributed it at a speed beyond TVK's reach. 

Economic Anxiety as a Mobilizing Variable: Millennials also known as Generation Z have come of age in 
an era of economic opportunity compression. This material grievance structure is different from that of 
the older cohort who have experienced unemployment due to the graduate unemployment in Tamil 
Nadu, lack of job creation in IT sector after the global tech retrenchment cycles in 2023–2025, increased 
load of education loans, and inflation in urban rental and food markets. This demographic was more 
prominent in terms of the welfare measures: unemployment allowance, education-loan relief, and skilling 
guarantees, which TVK was committed to. Interestingly, as against previous Dravidian electoral cycles, the 
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survey evidence to be quoted from CSDS, Lokniti or other post-poll data sources indicated economic 
concerns and not a mobilisation based on identity as the key driver of respondents from the Gen Z. 

 

 
Fig -4: GenZ The Demographic Engine of Political Disruption- Tamil Nadu 2026 

 

Post-Pandemic Institutional Distrust: COVID-related disruption, cancelled exams, problems with remote 
learning, and a lack of clarity with administrative decisions had a formative impact on the cohort's 
political memory. This provided a baseline concern with existing institutions which worked for a new 
entrant who was not part of the incumbent system. What was receptive was not Gen Z's ideologically 
radical nature, but TVK's anti-establishment rhetoric, as their actual experience of institutional 
performance was comparatively worse. 

Fan Clubs to Booth Agents A Generational Conversion: The transformation of the already established 
fan-club space into an electoral booth-level organisation was mostly reliant upon Gen Z volunteers and 
younger millennials. Admittedly, in the past, Tamil cinema fan-club membership was largely 
concentrated among the semi-urban, young, and male, and the task of door to door canvassing, voter-
list validation and polling day booth management was done by this demographic on a massive scale. 
This is an important analytical point, as the Six-Pillar Framework's pillar of “organizational velocity” is not 
something that can be built over decades of traditional cadre building but can only be achieved by the 
repurposing of existing youth-affinity networks, which requires a digitally coordinated, time-available 
young workforce. 

Gender Participation in the “Gen Z”: A notable sub-pattern was the increased turnout of young women 
voters, which was a result of welfare messaging and women-led digital creator networks, although a 
long-term trend of more women voting in the southern parts of India. Gen Z cannot be viewed as a single 
group but should be broken down by gender. 
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Analytical Caution: This analysis needs to be taken with three provisos. First, Gen Z are not electorally 
monolithic: caste, class, rural/urban location, and access to education create huge variations within 
them, which are masked using the term youth vote. Second, youth mobilization has always been volatile, 
and the generation that brings disruption during one cycle can turn out the tap during the next cycle if 
material expectations are not met. Third, giving credit to Gen Z for the shift assumes that simultaneous 
shifts to the left by older voters-as may have happened among, say, women ages 35-50, who realigned 
due to their concerns for women's welfare-were less significant. The chapter should be interpreted 
accordingly in that it helps identify Gen Z as a necessary but not sufficient condition of the observed 
transformation. 

For the Framework implication: The conditional nature of the effect of political disruption on the arrival of 
a new, demographically distinct, digitally fluent, economically anxious voting class, known as Generation 
Z, implies that there is a need to add a 7th element to the Six-Pillar Framework Generational Timing. This is 
because the same strategic pillars can yield significantly inferior results if they do not have such a cohort. 

 

8. DISCUSSION 
The results have important theoretical and practical implications. 

Theoretical Implications: The TVK case is an example of successful use of the concept of Disruptive 
Innovation Theory in a political market. The incumbent Dravidian parties under-serviced the welfare 
aspect of voters, in the form of youth unemployment and education quality, and over-served the 
traditional welfare aspects. The bundled and digitally distributed proposition by TVK has penetrated the 
underserved segments. The case also advances the scholarship on celebrity-politics, by outlining the 
circumstances of when cultural capital is electorally productive When it is accompanied by a formal 
organizational conversion, ideological anchoring, and welfare-policy specificity. 

For Incumbent Parties: Most interesting is the fact that DMK provided concrete welfare but lost out on the 
political front. This means that when there is no communication to be seen, there is no governance to be 
felt in the delivery. Perception management is, therefore, a fundamental element of democratic 
accountability not political spin incumbent parties must deal with it in that capacity. Welfare 
programmes, which beneficiaries do not see, feel, or hear, will not result in electoral gratitude. 

Possible consequences for New Entrants: The framework shows that new entrants viability is dependent 
on their ability to absorb voter discontent in multiple forms simultaneously. In three cornered games, the 
victorious party is the only one that can simultaneously be the sole credible receptacle of anti-ruling, 
anti-opposition, anti-dynasty and pro-change sentiment. This is the blueprint for disruption in any state 
where there is bipolar incumbency fatigue. 

The implications for Indian Democracy from 2026 onwards: The youth is now a new basic benchmark in 
Indian electoral politics 40%. Therefore, any party, national or regional, incumbent or challenger, that does 
not address these three aspects of youth unemployment, education quality and digital aspiration will 
come to a structural decline. The 85.1% turnout also underlines an engaged electorate is a demanding 
electorate passive governance is no longer electorally survivable. 

Implications for Political Marketing: Culturally appropriate symbolic brand identity, ideologically 
charged, acts as memory anchor and persuasion at the same time. As illustrated by the whistle, brand 
identity in politics has become more than cosmetic it is strategic infrastructure. 
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9. CRITICAL PERSPECTIVES, RISKS, AND BOUNDARY CONDITIONS OF THE SIX-PILLAR 
FRAMEWORK 
The Six-Pillar Framework provides a structured way of analyzing new-entrant political disruption, but an 
honest look at the limitations of the framework, the structural risks it identifies, and the boundary 
conditions that might limit its applicability should be performed. These dimensions are discussed in this 
chapter. 

 

Fig -5: Six Pillar Framework Analyzing Political Disruption 
 

Single-Leader Dependency: As in the case of a few previous celebrity-driven political parties in South 
India, the TVK is much more reliant on the political staying power, health, and availability of its leader. The 
history of MGR-era AIADMK and the dissension in the party after Jayalalithaa shows that parties led by 
one domineering leader are beset with succession issues. Any architecture based on such a case should 
thus recognise that booth-agent networks, indicating an organizational depth, may not withstand 
leadership disruptions. Further studies should focus on the resilience of institutions in the absence of 
leaders. 

Welfare Bundling Sustainability: The benefits provided outlined in the case i.e., direct cash transfers, 
subsidized commodities, education loans, and unemployment allowances are substantial fiscal 
promises. However, there are signs that the aggressive welfare bundling in the absence of revenue 
mobilization could create stress in the debt-to-GSDP ratio of the states, through comparative analyses of 
state-finance. They should therefore be complemented by a fiscal sustainability assessment, especially 
in a prescriptive fashion. 

Digital-First Limitations: Digital mobilization is advantageous in terms of campaign costs but also has 
potential for new campaign risks exposure to misinformation, risk of being reliant on platforms, risk of 
change in algorithms, and the digital divide with older and rural voters. While it is true that digital is the 
main campaign theatre, perhaps in some constituencies, where smartphone penetration is lower or 



      Partners Universal Multidisciplinary Research Journal (PUMRJ) 

                       Volume: 03 Issue: 03 | April - May 2026 | ISSN: 3107-5789 | www.pumrj.com 

 

© 2026, PUMRJ | PU Publications | DOI:10.5281/zenodo.20081661                                                                 Page | 10 
 

connectivity is limited, it would be a mistake to say that. The framework should identify boundary 
conditions for when a digital-first approach should prevail and when a combination approach to 
traditional and digital outreach should be used. 

Populist Framing Risks: The creation of an enemy by means of such statements as the 30% Stalin Tax is a 
symptom of a more general populist communication style. Comparative political scholarship (Mudde, 
Muller, Jaffrelot) warns that such framings, although electorally useful, can, however, have a detrimental 
effect on the democratic deliberation, polarize the public discourse, and impose governance restrictions 
when the populist actor is in office. The use of the framework for academic purposes should therefore 
make this distinction between electoral effectiveness and democratic desirability. 

Transferability between Indian States: The TVK case is set in the special political ecology of Tamil Nadu, 
where one has a bipolar Dravidian incumbency, a robust cinematic political tradition, high levels of 
literacy, a coastal-urban demographic mix and historical institutionalised welfare expectations. This 
framework should be carefully adapted contextually to be transferred directly to another state with a 
different ecology such as Bihar, Uttar Pradesh, or northeast. The framework should be thought of as a 
structure to begin analyzing states and should not be used as a template. 

Counter-Strategies by Incumbents: The framework is at present rather passive towards incumbent 
parties. In practice, the DMK and AIADMK are most likely to change by their own investments in digital 
technology, through internal youth politics, new message framing regarding welfare policies, and 
realignment of their coalitions. A full model of political innovation requires therefore a dynamic response 
of incumbents as captured in models like Christensen's incumbent counterattack cycle or Porter's 
competitive dynamics. 

Methodological Caveats: The framework is induced from a single case and as such its claims for 
generalizability are provisional. It would greatly enhance its theoretical position by having comparative 
validations as in the case of BRS in Telangana and AAP in Punjab and YSRCP in Andhra Pradesh. Casual 
claims could be further tested using quantitative tools such as voter survey data, computational analysis 
of digital footprints and panel-data econometrics. 

Ethical Considerations: Last, those who use the framework as scholars need to be wary of its prescriptive 
implications. The shift of an analytical model to a political consulting tool kit brings neutrality of 
scholarship into question, and the role of scholarship in democratic outcomes. The framework is provided 
for comprehension, not to be used as partisan tool. 

To sum up, the Six-Pillar Framework is an explanatory supplementality that is dependent on leadership, 
fiscal realism, digital constraints, populist dangers, contextuality, incumbent adaptation, and 
methodological modesty. These caveats do not detract from the framework but help make it 
academically credible. 

 

10. CONCLUSION 
This study is a critical case of political innovation and transformation when it comes to the phenomenon 
of Tamilaga Vettri Kazhagam in the 2026 Tamil Nadu Legislative Assembly elections. The paper followed a 
research methodology based on the case study analysis along with secondary data to develop the Six-
Pillar Framework to understand how disruptive new-entrant parties make their mark in an evolving Indian 
democracy. The context of the framework are demographic targeting, mobilization through digital 
means, symbolic brand identity, a welfare-centric bundling of policies, ideological repositioning, and 
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organisational conversion of cultural capital. The main originality of the research is the development of a 
replicable and evidence-based model of political change which considers simultaneously cultural, 
digital, organizational, and ideological aspects, a model that is lacking from literature. The research 
makes several contributions to the literature on the institutionalization of followings, on digital media as 
main arenas of campaign battle, and on the idea of waging a three-cornered fight by swallowing up all 
three kinds of voter discontent. 

The relatively small number of cases of single case design, thus lacking statistically generalizability and 
the secondary sources used for the data are limitations. Future studies should make comparisons with 
other states in India where new parties are emerging with celebrity leaders, assess longer-term 
governance outcomes of parties dominated by celebrity leaders once in power and explore whether the 
digital-first campaign model fosters stable voter support or short-term mobilization. A study that 
incorporates a survey of voters and computer analysis of digital engagement footprints would further 
validate and refine the framework. Indian democracy is now at a juncture where the youth, the digital 
structure, and the disruptive entry will be a new way to define electoral competition. The TVK case is a 
case in point and a blueprint too, and the process outlined here provides a structured lens through which 
to view the changes that come. 
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