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Abstract  

Building a mental image of the state depends not only on advertising and 

communication activity; it must be accompanied by a full political marketing 

communication activity, this study aimed to identify the relationship between 

the political contacts and the mental image of the country. This study followed 

the descriptive approach. The research rely on a random sample. 470 

questionnaires were distributed and 396 were collected. This means that 93.1% 

we use "Multiple regression Cronbach's alpha" to examine the study 

hypothesis.  The study found that there is no relationship between political 

advertising and the emotional image. It also created a strong negative 

correlation between political public relations and the three components of the 

mental image. The study recommended a number of theoretical and practical 

proposals for decision makers and academics to consider in the future. 

Key words: political unrest, political promotion, political marketing

 

 

 



  

 98 10 

70107011470-2335 EISSN: 

 

  

      

            

         

                                                           

1

21023

2210361



  

 99 10 

70107011470-2335 EISSN: 

 

  



  

 100 10 

70107011470-2335 EISSN: 

 

  

                                                           

3 Newman Bruce: Handbook of Political Communication Research/ edited by Lynda Lee 

Kaid JA85.H36, 2004, Pp 17.

4 Newman Bruce (2004): Previous reference, Pp19.
5 Kotler, P., Andreason, A.:  Strategic Marketing for Non-Profit Organizations, Prentice 
Hall, Upper Saddle River, 1999, Pp111. 



  

 101 10 

70107011470-2335 EISSN: 

 

  

 

2117

                                                           
6 Henneberg, Stephan C.: Political Marketing Theory: Hendiadyoin or Oxymoron, 
University of Bath, School of Management, Working Paper Series, .01, Pp 4.
7 Aurel, Ovidiu GHIUŢĂ (2103): Marketing concepts within the political field, The USV 

Annals of Economics and Public Administration, Volume 13, Issue 1 07 , 2013. Pp. 43.
8 Richards, Jef I. & Curren, Catharine M., Oracles on "Advertising": searching for 
definition, journal of Advertising, Vol. XXXI No.2, 2002. Pp 63. 



  

 102 10 

70107011470-2335 EISSN: 

 

  

Ovidiu

01

                                                           

90532102-38-12-09-08-http://www.aldiyarlondon.com/2012

16-45-15-15-03-2012-36/4070
10 Ovidiu Aurel GHIUŢĂ: Previous reference. Pp 44. 

11 

2101 https://www.ministryinfo.gov.lb/3186

http://www.aldiyarlondon.com/2012-08-09-12-38-36/4070-2012-03-15-15-45-16
http://www.aldiyarlondon.com/2012-08-09-12-38-36/4070-2012-03-15-15-45-16
http://www.aldiyarlondon.com/2012-08-09-12-38-36/4070-2012-03-15-15-45-16


  

 103 10 

70107011470-2335 EISSN: 

 

  

 

0

2

                                                           
12 Wring D, Reconciling Marketing with, Political Science: Theories Political Marketing, 
Journal of Marketing management, 1997.pp 656.

13 210362



  

 104 10 

70107011470-2335 EISSN: 

 

  

3

4

                                                           

14 

2101

25

15 210126

16 2110300



  

 105 10 

70107011470-2335 EISSN: 

 

  

Andrew, et.al, 

2011Alvarez, Campo, 2014

                                                           

17 210366
18 Alvarez, Maria D., and Campo, Sara (2014): The influence of political conflicts on 
country image and intention to visit: A study of Israel’s image, Tourism Management 41, 
pp 71.
19Lepp, Andrew, and Heather Gibson, Charles Lane (2011):  Image and perceived risk: A 
study of Uganda and its official tourism website, Tourism Management 32, pp 676.
20 Lepp, Andrew, and Heather Gibson, Charles Lane (2011):  Previous reference, pp 676.
21 Alvarez, Maria D., and Campo, Sara (2014): Previous reference, pp 71.



  

 106 10 

70107011470-2335 EISSN: 

 

  

Alvarez, Campo, 

2014

 (Lepp, et.al, 252011) 

                                                           

22 2117

28

23 2100

https://kenanaonline.com/users/ahmedkordy/posts/264288
24 Alvarez, Maria D., and Campo, Sara (2014): Previous reference, Pp 76. 
25 Lepp, Andrew, and Heather Gibson, Charles Lane (2011):  Previous reference, Pp 682.



  

 107 10 

70107011470-2335 EISSN: 

 

  

0Alvarez, Campo, 2014

0

0 

00 

02 

03 

 

04 

                                                           

26 2102

09055
27 Alvarez, Maria D., and Campo, Sara (2014): Previous reference, Pp 74.

 التسويقية السيلسية:تصالات  الا

 الاعلان السيلس ي.-1

 الدعلية السيلسية.-2

 العلاقل  العلمة السيلسية.-3

 الاورة الذهنية للدولة:

الاورة الوجدانية 

 للدولة.

 .الاورة الادراكية للدولة



  

 108 10 

70107011470-2335 EISSN: 

 

  

05 

06 

07 

08 

09 

471



  

 109 10 

70107011470-2335 EISSN: 

 

  

 

471

471471

40161

0487.45

63

3726

09.7263537.5

364530.44600.4

45.350.0

2.50



  

 110 10 

70107011470-2335 EISSN: 

 

  

49.635.2

3.82

9.4 

8.920.558.2

01.7

28.4528.6

60103.7000506

219.420257.0

26313.3

9.6 37.2

211124.021113499

03.93511599901.6

611174993.87511

01.4

59.0

69.020.3

 57.2

9.42.8

094.60.3

5.871.6

29.0

SPSS v 

24  

 



  

 111 10 

70107011470-2335 EISSN: 

 

  

AMOS v 24 

     

   0

Cronbach’s alpha

0

Cronbach’s alpha  
.888 .767 .806 .762 .792 .763

.921          . 

.868         . 

.736        . 

.709          . 

.649         . 

.467          . 
 .848              

 . 
 .760             . 
 .726               . 
  1.017        .
  .778       . 
  .738        . 
   1.045           . 
   .621            

. 
   .459         . 
    .780    . 
    .753     . 
    .678     . 
     .855          

   
     .680        . 

796 Kaiser-Meyer-Olkin Measure of Sampling Adequacy

2836.919 Bartlett's Test of Sphericity

64.071 Total Variance Explained

2104

AMOS v 24 



  

 112 10 

70107011470-2335 EISSN: 

 

  

            

               

          

3

2

PClose RMSEASRMRCFICMIN/DFDFCMINMeasure

Excellent Excellent Excellent Excellent Excellent Excellent Excellent Interpretation

2104

3

CRMSV, 

MaxR (H) AVE

3

 
Mean Std. D CR AVE MSV 

MaxR(

H)
      

 3.7 0.1 0.884 0.568 0.552 0.934 0.754 
     

 

0.1 77 
NaN NaN 0.000 0.000 -0.374 NaN 

    

 3.6 95 NaN NaN 0.000 0.000 0.743 -0.436 NaN 
   

 3.5 72 0.781 0.550 0.168 0.823 0.338 -0.341 0.367 0.742 
  

 3.6 95 0.798 0.570 0.251 0.810 0.501 -0.291 0.499 0.342 0.755 
 

 2.5 89 0.763 0.617 0.168 0.763 0.293 -0.168 0.292 0.410 0.078 0.785 

2104



  

 113 10 

70107011470-2335 EISSN: 

 

  

2

2104

  

        

      

1.15

1



  

 114 10 

70107011470-2335 EISSN: 

 

  

157

295

4(Estimate) 

   Estimate S.E. C.R. P Label 

  .169 .063 2.673 .008 par_15 

   .136 .060 2.270 .023 par_16 

   -.057 .054 -1.048 .295 par_17 

   .244 .083 2.941 .003 par_19 

   .315 .074 4.255 *** par_20

 .262 .079 3.324 *** par_21 

   -.379 .071 -5.332 *** par_18 

   -.418 .068 -6.128 *** par_22 

   -.206 .061 -3.382 *** par_23 

2104

396

87.45471

SPSS

 

Campo, Alvarez ,2014

Andrew, et.al., 2011

                                                           
28 Alvarez, Maria D., and Campo, Sara (2014): Previous reference.



  

 115 10 

70107011470-2335 EISSN: 

 

  

      

-.379-.418

-.206

            

             

   

                                                                                                                                                                                     
29 Lepp, Andrew, and Heather Gibson, Charles Lane (2011):  Previous reference.



  

 116 10 

70107011470-2335 EISSN: 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  

 117 10 

70107011470-2335 EISSN: 

 

  

  

0 

2100

2 

2101

3 

2110 



  

 118 10 

70107011470-2335 EISSN: 

 

  

4 

2102

5 

22117

6 

2103 

7 

92102

8 

2101 

9 22117

 Sources in English

1- Alvarez, Maria D., and Campo, Sara, The influence of 

political conflicts on country image and intention to visit: A study of 

Israel’s image, Tourism Management 41, 2014. 

2- Aurel, Ovidiu GHIUŢĂ, Marketing concepts within the 

political field, The USV Annals of Economics and Public 

Administration, Volume 13, Issue 1 07 , 2013. 

3- Henneberg, Stephan C., Political Marketing Theory: 

Hendiadyoin or Oxymoron, University of Bath, School of Management, 

Working Paper Series, .01, 2004. 

4- Kotler, P., Andreason, A., Strategic Marketing for Non-Profit 

Organizations, Prentice Hall, Upper Saddle River, 1999. 



  

 119 10 

70107011470-2335 EISSN: 

 

  

5- Lepp, Andrew, and Heather Gibson, Charles Lane, Image 

and perceived risk: A study of Uganda and its official tourism website, 

Tourism Management 32, 2011.  

6-  Massey, J. E., An Empirical Test of Brand Extension on IMC 

Effectiveness. Journal of Marketing & Communication, 5(3), 2010. 

7- Miller S., Brand salience versus brand image: Two theories 

of advertising effectiveness. Journal of Advertising Research, 38(5), 

1998, 83-88. 

8- Newman Bruce, Handbook of Political Communication 

Research/ edited by Lynda Lee Kaid JA85.H36, 2004. 

9- Ovidiu Aurel GHIUŢĂ,  Marketing concepts within the 

political field, The USV Annals of Economics and Public 

Administration, Volume 13, Issue 1 07 , 2013. 

10- Reid M. Luxton S. & Mavondo F., The relationship 

between integrated marketing communication, market orientation, 

and brand orientation. Journal of advertising, 34(4), 2005, 11-23. 

11- Richards, Jef I. & Curren, and Catharine M., Oracles on 

"Advertising": searching for definition, journal of Advertising, Vol. 

XXXI No.2 , 2002. 

12- Wring D,, Reconciling Marketing with, Political Science: 

Theories Political Marketing, Journal of Marketing management, 1997.  

  

0 0532102

-2012-36/4070-38-12-09-08-http://www.aldiyarlondon.com/2012

16-45-15-15-03

http://www.aldiyarlondon.com/2012-08-09-12-38-36/4070-2012-03-15-15-45-16
http://www.aldiyarlondon.com/2012-08-09-12-38-36/4070-2012-03-15-15-45-16

