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This research aims to pathologize the propaganda of the Islamic
Consultative Assembly in the Islamic Republic of Iran, and the main
question of the research is: What are the harms of the propaganda of the
Islamic Consultative Assembly elections in the Islamic Republic of Iran?
The research method used is descriptive-analytical. In this research, twenty
experts and specialists in the field of elections and advertising were
interviewed using the purposive sampling method until theoretical
satiation. A questionnaire was prepared from the harms identified in the
interviews and distributed among 130 people, and the data and information
collected were carefully processed using SPSS software. The research
findings show that personal-financial harms are among the variables that
affect the reduction in the quality of election advertising. Also, the findings
have confirmed the impact of individual-non-financial harms and group-
security harms on the quality of election advertising.
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Introduction
Elections are considered one of the fundamental pillars of democratic systems. They
serve not only as a means for selecting representatives, but also as a crucial socio-
political process that strengthens democracy and enhances citizen participation. Electoral
campaigning is a key component of the election process and plays a significant role in
shaping public opinion, informing voters, and influencing electoral outcomes. Campaign
advertisements enable candidates to present their plans, goals, and viewpoints to the
electorate. Accordingly, this study aims to analyze and identify the shortcomings of
parliamentary election campaigning in the Islamic Republic of Iran.

Methodology
This study is applied-developmental and was conducted using a descriptive-analytical
methodology. A mixed-methods approach (quantitative and qualitative) was employed to
support the reasoning and analysis of the findings. In the first phase, relevant data were
gathered through expert interviews and subsequently analyzed using content analysis to
extract key categories. In the second part, the questionnaires were analyzed using SPSS
software.

Discussion
Political advertising is a form of communication aimed at influencing the attitudes of a
group or audience in alignment with the position and objectives of the political promoter.
Unlike the provision of impartial information, propaganda in its most fundamental
sense involves the dissemination of information with the explicit aim of shaping
audience perceptions in a particular direction. Political advertising is consciously and
purposefully designed to achieve specific goals and is often accompanied by both overt
and covert strategies. These strategies, which are tailored to suit the target audience and
its diversity, play a crucial role in determining the tools and methods employed in
political campaigns. In the realm of political advertising, local culture can play a
particularly influential role, given its alignment with audience needs and expectations.
Globally, political advertising employs a variety of techniques and methods, which are
selected based on a country's specific context, the objectives of policymakers and
advertisers, and the nature of the target audience. Among the most prominent techniques
are psychological warfare and the use of rumors. One of the most significant domains of
political advertising is electoral campaigning, often referred to as electoral competition.
These forms of advertising have gained increasing prominence in parallel with the global
spread of democratic political systems. This is largely due to the foundational assumption
of democracies that free elections and open electoral competition must exist. From this
perspective, one of the most essential functions of political advertising during election
periods is its contribution to the realization of meritocracy. By emphasizing its
informative role, electoral advertising supports the selection of competent and effective
individuals, facilitating their access to positions of power within the political system, and
thereby significantly advancing the democratic process.

Conclusion
The findings of the study indicate that the electoral advertising practices associated with
the Islamic Consultative Assembly (Majlis) elections-considered one of the most
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significant elections in Iran-are subject to various forms of harm. These can be classified
into two main categories: individual (financial and non-financial) and group (including
security-related) damages. In the domain of individual financial harm, the most critical
issues include: excessive campaign spending, bribery, inefficient and redundant
expenditures, exorbitant advertising costs, overuse of posters and leaflets, and a lack of
planning for the effective allocation of resources. With regard to individual non-financial
harm, the key concerns are: unsubstantiated slogans, inappropriate advertising strategies,
and character attacks on opponents, misuse of popular public figures, baseless promises,
hostile debates, and personal conflicts between candidates. Group-related harms
encompass: inappropriate timing and location of campaign activities, campaigning in
unauthorized places, disruptive campaign parades, use of public/state resources for
advertising purposes, deployment of unsuitable promotional tools (e.g., loudspeakers),
and campaigning outside the legally permitted period. In terms of group-level security
threats, major concerns include: inciting emotional reactions among supporters,
conducting illegal partisan activities, provoking supporters to discredit rival candidates,
organizing unauthorized gatherings in public spaces, and the use of threats or
intimidation tactics.

References
Che, H.; Ganesh, I. and Shanmugam, R., (2007). Negative Advertising and Voter
Choice. Summer Institute of Competitive Strategy and INFORMS Marketing Science
Conference.
Cringel, A.; Just, M. and Belt, T, (2006). "The three faces of negative campaigning:
The democratic implications of attack ads", cynical news, and fear arousing messages.
Feeling Politics, 136-137.
Dorosti, H. (2014). A pathological analysis of parliamentary election campaigns in
light of the legal principles governing political advertising. Majles & Rahbord
Quarterly, 21(80), 89 111.
Glowa, Tim, (2012). White Paper: Advertising Process Models, PP1-25, H. F.
Mansour, Ilham, Factors Affecting Consumers' intention to accept mobile Advertising
in Sudan, PP1-11.
Golshanpazhouh, M. R. (2009). A Comparative Study of Electoral Systems. Tehran:
Abrar Moaser Cultural and Research Institute.
Harrop, Martin and Miller W. L,(1987), Election and Voter: A Comparative
Introduction, London: Macmillan Press
Johnston, Richard; Michael G. Hagen and Kathleen Hall Jamieson, (2004). The 2000
Presidential Election and the Foundations of Party Politics. Cambridge, MA:
Cambridge University Press
Kaviani, M. (2008). Psychology and Advertising. Qom: Research Institute of Hawzah
and University.
Koochakbian, M. (2004). The Discourse of Freedom and Democracy. Tehran: Pazineh
Publications.
Mansourian, M., & Nikoonahad, H. (2017). The Legal Framework Governing
Elections. Tehran: Guardian Council Research Center.
Merritt, S, (1984). "Negative Political Advertising: Some Empirical Findings", Journal



Islamic Revelution Studies, Vol. 21, Autumn 2024, No. 78 196

of Advertising. (13). (Fall), 27-38
Rahbarghazi, M. R., Masoudnia, H., Sadeghi Naghadali, Z., & Poore, A. H. (2016).
The role of virtual social networks in the tendency toward electoral participation and
political orientation: A case study of university students in Isfahan. Communication
Research Quarterly, 23(2), 125 145.
Rasouli Ghahroodi, M., Alavitabar, A., & Zabbeli, S. (2019). The impact of negative
political advertising on voting behavior and electoral participation: A case study of the
10th Islamic Consultative Assembly election in Tehran. Political Science Semiannual,
15(2), 443 464. Doi: 10.30497/PK.2019.2672
Ridout, Travis N.; Franz, Michael M. and Franklin Fowler, Erika,(2014). "Advances in
the Study of Political Advertising", Journal of Political Marketing. 13(3), 175-194.
Tylor.S.H.E. et al, (1993). Social Psychology, Newjersy: Prentice Hal.
Worcester, R. M., & Baines, P. R., (2004). Two Triangulation Models in Political
Marketing: The Market Positioning analogy.



r.talei@uma.ac.ir

taleihur@yahoo.com

SPSS

DOI: https://doi.org/10.22034/21.78.193

https://doi.org/10.22034/21.78.193 DOI





r.talei@uma.ac.ir

taleihur@yahoo.com

DOI: https://doi.org/10.22034/21.78.193

https://doi.org/10.22034/21.78.193 DOI







Johnston & et al, 2004



Taylor, 1993: 17



.

Che & et al, 2007

Ridout & et al, 2014: 179



Merritt, 1984: 31 / 13

Cringel & et al, 2006

Glowa, 2012: 17



Ibid: 18



Harrop & Miller, 1987: 41 - 42









F

F

SigF



T
B

F

F

F



T
B

F

F

F



T

B

F

F

F



T

BetaStd. ErrorB





Che, H. & et al (2007). Negative Advertising and Voter Choice. Summer Institute8.
of Competitive Strategy and informs Marketing Science Conference.
Cringel, A. & et al (2006). "The three faces of negative campaigning; The9.
democratic implications of attack ads", Cynical news, and fear arousing messages.
Feeling Politics, 136 137.
Glowa, Tim (2012). White Paper. Advertising Process Models, PP1 - 25, H. F.10.
Mansour, Ilham, Factors Affecting Consumers' intention To accept mobile
Advertising in Sudan. 1 11.
Harrop, Martin & W. L. Miller (1987). Election and Voter; A Comparative11.
Introduction, London: Macmillan Press.
Johnston, Richard & et al (2004). The 2000 Presidential Election and the12.
Foundations of Party Politics. Cambridge, MA; Cambridge University Press.
Merritt, S. (1984). "Negative Political Advertising; Some Empirical Findings",13.
Journal of Advertising (13), (Fall), 27 38.
Ridout, Travis N. & et al (2014). "Advances in the Study of Political Advertising",14.
Journal of Political Marketing. 13 (3), 175 194.
Taylor, S. H. E. & et al (1993). Social Psychology. Newjersy: Prentice Hal.15.
Worcester, R. M. & P. R. Baines (2004). Two Triangulation Models in Political16.
Marketing. The Market Positioning analogy.




