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Abstract :  Article info 

This study aims to highlight the role of political marketing dimentions in shaping public opinion 
from the point of view of the Algerian citizen, In light of the accelerating political movement that 
Algeria is witnessing today after its openness to democracy and freedom of opinion and expression, 
this  led  to  Algerian  entities  racing  to  gain  market  shares  to  continue  in  the  political  arena;  
Therefore, it cannot ignore the importance of the political marketing mix consistent with 
characteristics of the target segments in gaining. To achieve the desired goal, a model was built to 
clarify the relationships between the studied variables the Researchers tried to study it on the 
ground by preparing a questionnaire and distributing it to a random sample that included 255 
individuals, using SPSS program and some statistical methods, the results obtained showed that 
Algerian entities apply the political marketing dimentions in promoting their political ideas and 
programmes, they also showed the existence of a statistically significant relationship between the 
elements of the political marketing mix in terms of influence on the formation of public opinion in 
Algeria and the most influential is the political distribution 
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