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Abstract

The scope of the concept of marketing has expanded rapidly, and modern marketing is becoming
more competitive and has put forward many ideas and proved to be a dynamic research.
Relationship marketing and political marketing are contemporary issues that are relatively new
areas in the field of marketing. As with other business organizations, political parties / political
organizations use communication marketing and try to put this concept into political marketing.
The purpose of this study is to develop a conceptual structural model using the concepts of
marketing relationship in the political market. In this research, we first tried to classify the
relationship marketing factors in the political domain using the interpretive structure model and
then presented in the framework of a power and influence power map. As derived from the model,
the components of the relationship and trust that lead to commitment are the main drivers of a
relationship marketing in the political arena.

Key words: political marketing, relationship marketing, commitment, trust, loyalty, interpretive
structure model
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