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Abstract

The study aimed to explore the contribution of political
marketing on enhancing the quality of information received by voters,
and determine whether social media plays a moderating role in the
relationship Dbetween political marketing and the quality of this
information. To achieve these goals, the dimensions of the political
marketing model were selected based on previous models grounded in the
marketing mix (4Ps) theory. Thus, political marketing in this study is
represented by four dimensions; political product, political price, political
distribution, and political promotion. The dimensions of the quality of
information provided to voters were selected from information quality
models based on the theory of information systems quality. Quality of
information provided to voters (information quality) is thus based on
information accuracy, information completeness, information timeliness,
and information reliability. The problem of the study was represented by
(how can social media be used in political marketing to enhance the
quality of information provided to voters), and the importance of the
study stems from its connection to the developments taking place in the
fields of marketing, technology and information systems. The descriptive
analytical method was used in this study to achieve its objectives. To
illustrate the relationships to be tested in the study, a model was
constructed based on previous theories and models. The model focused
on the impact of political marketing on the quality of information
provided to voters, as well as the impact of political marketing on the
quality of information provided to voters with social media as a
moderating variable. The sample included voters in Nineveh
Governorate, Irag. A questionnaire was prepared based on previous
studies and distributed electronically and retrieved for 743 respondents.
The study model generated Five main hypotheses and Sixteen sub-
hypotheses. The model was tested using confirmatory factor analysis to
verify its validity and reliability, and the hypotheses were tested using
statistical software packages (SPSS Ver. 26, AMOS Ver. 24). The study
resulted in several findings including a significant impact of political
marketing on the quality of information provided to voters, and a
significant impact of political marketing on the quality of information
provided to voters with social media as a moderating variable, indicating
that social media strengthens the relationship between political marketing
and the quality of information provided to voters. The study recommends
the need to pay attention to political marketing and the presence of social
media in all its dimensions, which enhances the quality of information
provided to voters.

Keywords: Political marketing, information quality, social media,
elections, voters, political parties, political candidates.
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