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.  Abstract: 
      Political marketing has become the subject of increasing academic study over the 

last twenty years, as its usage in political practice has reached unprecedented levels. This 
paper explores the growth in the use of marketing in politics and its impact on international 
public opinion, both in theory and in practice.  This paper has two broad aims: to trace the 
theoretical development of political marketing and then demonstrate how these concepts can 
he used in the analysis of the International public opinion.   
Keywords: Marketing, Political Marketing, Political Marketing Mix, Public Opinion, 
International Public Opinion. 
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