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Abstract: This study aims to Analysis the practices of political marketing in
the media-based electoral campaigns of the Kurdistan Region Parliament’s
sixth term, held on October 20, 2024. The election witnessed the emergence
of new and unconventional patterns in political promotion mechanisms,
particularly through the intensive use of digital media. The researchers
adopted a descriptive, analytical, and comparative methodology to analyze
the strategies employed by the three main electoral lists: the Kurdistan
Democratic Party (KDP), the Patriotic Union of Kurdistan (PUK), and the
New Generation Movement, as these parties secured the majority of votes
and parliamentary seats.

The study yielded several significant findings, most notably: the increasing
effectiveness of digital media marketing in attracting youth voters,
especially in urban areas; the impact of emotional media messaging on voter
behavior; and the rise of political personalization alongside a noticeable
decline in the influence of traditional media in favor of digital platforms.
Furthermore, the research indicated that some electoral lists benefited from
the support of digital influencers to expand their voter base, while negative
campaigning had an adverse effect on the image of certain parties, despite
its capacity to stimulate protest voting.
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In light of these findings, the study recommends the enactment of
legislation to regulate the content of digital electoral campaigns and to limit
defamation and misinformation. It also advocates for the training of electoral
staff in modern political marketing techniques, the promotion of critical
political awareness among the public, and the encouragement of professional
and positive campaign discourse that enhances transparency and fosters
effective and informed participation in the democratic process.
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Conclusion:

The 2024 Kurdistan Parliament elections demonstrated that political marketing is
no longer merely an auxiliary tool; rather, it has become a decisive factor in shaping
electoral campaigns and directing voter behavior. This trend is expected to continue
in the coming years with the advancement of artificial intelligence tools and data

analysis.

The significant development witnessed in political marketing reflects a
transformation in political practice from a logic of ideological persuasion to a logic
of political consumption, where the voter becomes a “consumer” of the political
messages presented to them. The effectiveness of this marketing is evident in its
ability to combine scientific analytical tools with modern communication media,
creating a new model of electoral campaigns that transcends the traditional
boundaries between media and politics.

Research Findings:

1. Digital marketing strengthened candidates’ communication with youth, especially
in urban areas.

2. Emotional messages played a major role in changing voting tendencies.

3. Some campaigns achieved relative success due to creativity and reliance on
personal marketing.

4. Traditional media lost part of its influence in favor of digital media.

5. Digital marketing was the most prominent tool in the recent elections, due to its
wide reach and low cost compared to traditional media.

6. Emotional messages resonated strongly with voters affected by economic and
social crises.

7. Negative marketing weakened the image of some electoral lists, despite its
effectiveness in stimulating protest or punitive voting.

8. Political personalization emerged as a new tool, with greater reliance on the
candidate’s image rather than their program or party.

9. The involvement of influencers and artists had a significant impact on attracting
groups that are usually uninterested in politics, thereby expanding the electoral base
of some parties.
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Recommendations:

1. Enacting clear media legislation to regulate digital campaign content and prevent
defamation and misinformation.

2. Training electoral staff to manage modern campaigns using the tools of political
marketing science.

3. Promoting a critical political culture among the public to counter the influence of
emotional or superficial promotional campaigns.

4. Supporting initiatives to monitor media campaigns to ensure integrity and
transparency.

5. Calling on political parties to adopt positive and professional discourse instead of
aggressive rhetoric that leads to voter disengagement.
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