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Abstract 
  The research problem emerged in a study of research variables related to the relationship 

between emotional intelligence and psychological marketing, especially in light of the high 

competitiveness among Iraqi telecommunications companies, as companies should adopt 

modern strategic and marketing orientations in doing business in the telecommunications 

sector and in light of the intensity of competition, companies that realize the size of 

Competition and the nature of the business environment to achieve emotional intelligence 

and psychological marketing in their markets to influence customers and obtain the largest 

market share compared to competitors. Therefore, business organizations have gone to rely 

on modern marketing approaches and applications to carry out their work and influence the 

emotions and feelings of customers in the shadow of an unstable environment, This 

research aims to test the relationship of the impact of emotional intelligence with its 

dimensions (self-awareness, empathy, communication, emotional management, social 

relations) in psychological marketing with its dimensions (stimulus, perception, attitudes, 

decision-making, persuasion), As the telecommunications companies were selected as a 

research community, represented by (Zain Iraq, Asiacell, Korek), The number of the 

research community reached 139 managers at the upper and middle management levels, 

The questionnaire, which consisted of 46 items, was distributed to the research sample, 

which amounted to 49 directors, represented by heads of departments and officials of 

people and units in the form of an intentional sample. The researchers used statistical tests 

to ensure the validity of the questionnaire, in addition to analyzing the data using the 

statistical program (spss.v26) to test the research hypotheses, As a set of conclusions were 

reached, the most important of which is the interest of telecommunications companies in 

employing emotional intelligence to enhance psychological marketing, and it was a good 

interest, This indicates that managers of telecommunications companies have good 

emotional intelligence that enables them to direct to gain customer satisfaction and 

understand customer needs in different circumstances. The researchers presented a set of 

recommendations based on the conclusions, The most important of which is the need for 

telecommunications companies to continue to pay more attention to managers with 

emotional intelligence because of their impact on the application of all psychological 

marketing variables, by feeling their emotions, providing material and moral incentives, 

and raising their skill level, which positively affects companies, and attention must be 

increased to self-awareness for its workers by providing a job environment characterized by 

accept points of view.  

Keywords: emotional intelligence , psychological marketing, telecommunications 

companies 
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 إٌغبت اٌّئ٠ٛت اٌخىشاس اٌّؼ١بس

 ششوت ص٠ٓ اٌؼشاق ِىبْ اٌؼًّ
29 59.2% 

 ششوت اع١ب ع١ً
11 22.4% 

 ششوت وٛسن
9 18.4% 

 الاجّبٌٟ
49 100% 

 سئ١ظ لغُ اٌّٛلغ اٌٛظ١فٟ
21 42.9% 

 ِذ٠ش شؼبت
11 22.4% 

 ِذ٠ش ٚدذة
17 34.7% 

 الاجّبٌٟ
49 100% 

 روش إٌٛع الاجخّبػٟ
42 85.7% 

 أثٝ
7 14.3% 

 الاجّبٌٟ
49 100% 

 % 1.8 0 عٕت 02الً ِٓ  اٌفئت اٌؼّش٠ت

 %12.5 02 عٕت  08-12ِٓ 

 %02.3 82 عٕت 18-22ِٓ 

 %16.3 8 عٕت 28-32ِٓ 

 %8.2 4 عٕت 32اوثش ِٓ 

 الاجّبٌٟ
49 100% 

 اػذاد٠ت فّب دْٚ اٌّؤً٘ اٌؼٍّٟ
--- --- 
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 دبٍَٛ
2 4.1% 

 بىبٌٛس٠ٛط
43 87.8% 

 دبٍَٛ ػبٌٟ
--- --- 

 ِبجغخ١ش
4 8.2% 

 دوخٛساٖ
--- --- 

 الاجّبٌٟ
49 %100 

 ٕٛاثع 2ألً ِٓ  عٕٛاث اٌخذِت
6 12.2% 

 عٕت 82 -2ِٓ 
10 20.4% 

 عٕت 88-82ِٓ 
12 24.5% 

 عٕت 83-02ِٓ 
16 32.7% 

 عٕت 08-02ِٓ 
2 4.1% 

 عٕت 02اوثش ِٓ 
3 6.1% 

 الاجّبٌٟ
49 100% 
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اٌٛعؾ 

 ببٟاٌذغ

الأذشاف 

 ِؼ١بسٞ

ِؼبًِ 

 الاخخلاف

 اٌخشح١ب اٌخم١١ُ

حخ١خ اٌششوت لإداساحٙب ٚاٌؼب١ٍِٓ ف١ٙب اٌٛعبئً إٌّبعبت 

 ٌٍخؼب١ش ػٓ افىبسُ٘ ِٚببدساحُٙ فٟ ِخخٍف اٌّٛالف.

 8 ج١ذ 0.175 0.689 3.939

حخ١خ اٌششوت اٌفشص اٌخٟ حغُٙ فٟ ص٠بدة ِٙبساث 

 ٚلذساث اٌؼب١ٍِٓ ف١ٙب.

 0 ج١ذ 0.187 0.731 3.918

حٛفش اٌششوت ب١ئت ٚظ١ف١ت حخغُ بمبٛي ٚجٙبث إٌظش 

 اٌّخخٍفت.

 2 ج١ذ 0.224 0.836 3.735

حغؼٝ اٌششوت ِٓ خلاي حم١١ُ الاداء اٌٝ حشخ١ض 

ٚحؼش٠ف اٌؼب١ٍِٓ ػٍٝ ٔمبؽ اٌمٛة ٚاٌؼؼف اٌخٟ 

 ٠ّخٍىٛ٘ب.

 1 ج١ذ 0.222 0.841 3.796

ٓ اٌؼب١ٍِٓ  ِٓ اعخثّبس حمذَ اٌششوت اٌخ١بساث اٌخٟ حّى

 اٌفشص ٌخـ٠ٛش ِغبسُ٘ إٌّٟٙ.

 0 ج١ذ 0.197 0.743 3.776

 ج١ذ 2.022 2.435 0.500 الاجّبٌٟ

حّخٍه اٌششوت اٌمذسة ػٍٝ اٌشؼٛس ببٌؼٛاؿف غ١ش 

 اٌؼب١ٍِٓ ف١ٙب. ٜاٌّؼٍٕت ٌذ

 1 ج١ذ 0.253 0.892 3.531

ً حّخٍه اٌششوت اٌمذسة ػٍٝ الادغبط بّجّٛػبث اٌؼّ

 غ١ش اٌشع١ّت ٚاعخثّبس ٔمبؽ لٛحٙب.

 8 ج١ذ 0.213 0.779 3.653

حٛفش اٌششوت الأ١ٌبث اٌلاصِت ٌٍخؼبًِ ِغ اٌضببئٓ ِٓ 

 ِخخٍف اٌثمبفبث.

 0 ج١ذ 0.218 0.865 3.959

حّخٍه اٌششوت اٌمذسة ػٍٝ فُٙ ادخ١بجبث اٌضبْٛ فٟ 

 شٚف اٌّجخّؼ١ت اٌّخخٍفت ِٓ اجً حٍب١خٙب.ظاٌ

 0 ج١ذ 0.217 0.848 3.898

 ج١ذ 2.002 2.513 0.432 الاجّبٌٟ

حٛفش اٌششوت ٚعبئً احظبي ٚبّب ٠خٕبعب ِغ سغببث 

 ِخخٍف اٌضببئٓ.

ج١ذ  0.156 0.662 4.245

 جذا

8 

حذفض اٌششوت اٌؼب١ٍِٓ ف١ٙب ػٍٝ اعخخذَ اشبساث غ١ش 

 ٌفظ١ت ػٕذ اٌخٛاطً ِغ الاخش٠ٓ.

 2 ج١ذ 0.218 0.823 3.776

اٌششوت بىخببت اٌخـبببث اٌذػب٠ت اٌّـبٛػت حٙخُ 

 اٌّٛجٙت ٌلأؿشاف اٌخبسج١ت.

 0 ج١ذ 0.174 0.727 4.184

حشجغ اٌششوت ػٍٝ اٌذٛاس ػٕذ اٌخٛاطً ِغ الاؿشاف 

 اٌخبسج١ت.

 1 ج١ذ 0.199 0.789 3.959

حغخخذَ اٌششوت اٌٛعبئً اٌّشئ١ت ِٓ اجً حٛػخ 

 ِؼّْٛ اٌشعبٌت ٌٍضببئٓ.

 0 ج١ذ 0.159 0.667 4.184

 ج١ذ 2.858 2.400 1.236 الاجّبٌٟ

حذفض اٌششوت اٌؼب١ٍِٓ ف١ٙب ػٍٝ اٌخذىُ بؼٛاؿفُٙ ٚ 

 حٛج١ٙٙب ٌظبٌخ حذم١ك سػب صببئٕٙب.

 0 ج١ذ 0.188 0.750 3.980

حشجغ اٌششوت اٌؼب١ٍِٓ ف١ٙب ببٌخؼبًِ بٙذٚء ٚ ٚػٛح 

ػٕذ دذٚد اٞ ِشىٍت ٚفشع ػمٛببث ػٕذ اٌّشبجشاث 

 ظ١ت ٚغ١ش اٌٍفظ١ت.اٌٍف

 8 ج١ذ 0.178 0.736 4.143

 ببٌشفبف١تٌٍخظشف حشجغ اٌششوت اٌؼب١ٍِٓ ف١ٙب 

 ببلأخـبء اْ ٚجذث. ٚالاػخشاف

 2 ج١ذ 0.269 1.000 3.714

حغخٙذف اٌششوت فٟ بؼغ ِؼب١٠ش حم١١ُ الاداء ِذٜ 

عؼٟ اٌؼب١ٍِٓ ٌخذغ١ٓ ادائُٙ ِمبسٔت بفخشة اٌخم١١ُ 

 اٌغببمت.

 1 ج١ذ 0.255 0.963 3.776

 0 ج١ذ 0.254 0.979 3.857حّخٍه اٌششوت ادٚاث ٚٚعبئً حـ٠ٛش٠ت حٙذف ٌخذغ١ٓ 
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 اداء اٌؼب١ٍِٓ ف١ٙب.

 ج١ذ 2.005 2.552 0.560 الاجّبٌٟ

حشجغ اٌششوت اٌؼب١ٍِٓ ف١ٙب ػٍٝ بٕبء ػلالبث ِغ 

ِٕٙب فٟ اٌذظٛي ػٍٝ ٌلإفبدة ِخخٍف الاؿشاف اٌخبسج١ت 

 اٌّؼٍِٛبث.

 0 ج١ذ 0.271 0.991 3.653

٠جبب١ت احذفض اٌششوت اٌؼب١ٍِٓ ػٍٝ حمذ٠ُ أـببػبث 

 ؿشاف اٌخبسج١ت ِثً اٌضببئٓ ٚغ١شُ٘.ٌلأ

 8 ج١ذ 0.222 0.890 4.000

حمذَ اٌششوت إٌمذ اٌبٕبء ٌٍؼب١ٍِٓ ف١ٙب فٟ اٌٛلج 

 إٌّبعب.

 2 ج١ذ 0.295 1.023 3.469

ٌخٟ ٠ّخٍىٙب اٌؼب١ٍِٓ حؼخشف ٚحثّٓ اٌششوت ٔمبؽ اٌمٛة ا

 ٚحمذس٘ب.

 1 ج١ذ 0.277 1.025 3.694

حمذَ اٌششوت بشاِج حذس٠ب حغخٙذف اٌخـ٠ٛش ؿ٠ًٛ الاجً 

 ٌٍؼب١ٍِٓ ف١ٙب.

 0 ج١ذ 0.262 0.951 3.633

 ج١ذ 2.032 2.642 0.356 الاجّبٌٟ

ب ِٓ خلاي حذفض اٌششوت اٌضبْٛ ػٍٝ اٌخؼبًِ ِؼٙ

 اٌخذِبث اٌّخ١ّضة ِمبسٔت ببٌّٕبفغ١ٓ.

 1 ج١ذ 0.245 0.966 3.939

 ٠ٗمذِ حمذَ اٌششوت ػشٚع ِبخىشة ِمبسٔت ِغ ِب

 إٌّبفغ١ٓ ِٓ اجً حذف١ض اٌضبْٛ.

 0 ج١ذ 0.246 0.943 3.837

حٛفش اٌششوت لٕٛاث احظبي ِفخٛدت ٌلأجببت ػٍٝ 

 اعخفغبساث اٌضببئٓ.

 8 ج١ذ 0.216 0.852 3.939

حغؼٝ اٌششوت ػٍٝ حذغ١ٓ عّؼخٙب ػبش دػُ اٌّجخّغ 

 ببشاِج اجخّبػ١ت ِجب١ٔت.

 0 ج١ذ 0.226 0.935 4.143

 ج١ذ 2.000 2.601 0.631 الاجّبٌٟ

حٛجٗ اٌششوت ػشٚػٙب ٌخذغ١ٓ اٌم١ّت اٌّذسوت ٌٍضبْٛ 

 ػبش إٌّخجبث اٌّشٙٛسة اٌّفؼٍت ٌٗ.

 0 ج١ذ 0.225 0.866 3.857

ببْ  اٌضبْٛ ادسانحمذَ اٌششوت خذِبث حغخٙذف حغ١١ش 

 اٌخذِبث اٌج١ذة حىْٛ اػٍٝ عؼشاً ِمبسٔت بغ١ش٘ب.

 0 ج١ذ 0.228 0.874 3.837

حغؼٝ اٌششوت ػٍٝ اٌخأث١ش بأدسان اٌضبْٛ ػٓ ػشٚػٙب 

 ػبش اعخخذاَ الاػلأبث بشىً ِىثف.

 1 ج١ذ 0.237 0.905 3.816

١ت ِٛجٙٗ ِٚذسٚعت حغخخذَ اٌششوت سعبئً اػلأ

دسان اٌغٛق اٌّغخٙذف ٌىغب صببئٓ جذد ػبش لأ

 ػشٚػٙب.

 8 ج١ذ 0.201 0.823 4.102

 ج١ذ 2.000 2.534 0.620 الاجّبٌٟ

حمَٛ اٌششوت بأجشاء اعخمظبء بشىً ِغخّش ٌّؼشفت 

 ِٛالف اٌضببئٓ احجبٖ اٌششوت.

 0 ج١ذ 0.246 0.935 3.796

ببع ا٠جببٟ ِٓ خلاي حغؼٝ اٌششوت ػٍٝ حى٠ٛٓ أـ

 اٌّٛالف اٌخٟ حخبٕب٘ب ٚاٌخٟ حث١ش ا٘خّبَ اٌضببئٓ.

 0 ج١ذ 0.234 0.922 3.939

حؼخشف اٌششوت ببلأخـبء فٟ حمذ٠ُ خذِبحٙب ػٕذ ٚلٛػٙب 

 ٌٍّذبفظت ػٍٝ عّؼخٙب.

 1 ج١ذ 0.264 0.915 3.469

حغخّغ اٌششوت لاساء اٌضببئٓ ٚحؼخبشٖ حغز٠ت ػىغ١ت 

 ٚعّؼخٙب.ٌخذغ١ٓ خذِبحٙب 

 2 ج١ذ 0.267 0.995 3.735

حؼًّ اٌششوت ػٍٝ الافبدة ِٓ ِٛالف اٌضببئٓ ٌخمذ٠ُ 

 خذِبث جذ٠ذة.

 8 ج١ذ 0.218 0.823 3.776

 ج١ذ 2.012 2.685 0.410 الاجّبٌٟ

حٛفش  اٌششوت اٌؼذ٠ذ ِٓ اٌبذائً اٌخٟ ٠ّىٓ ٌٍضبْٛ 

 الاخخ١بس ِٓ ب١ٕٙب.

 0 ج١ذ 0.222 0.850 3.837
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حٛفش اٌششوت  ٌٍضبْٛ اِىب١ٔت حغ١ش لشاسٖ ارا سأٖ  إٌّخج 

 غ١ش ِٕبعببً.

 1 ج١ذ 0.260 0.962 3.694

حٛفش اٌششوت ٌٍضبْٛ اٌّؼٍِٛبث اٌلاصِت اٌخٟ حغبػذٖ 

 ػٍٝ اخخ١بس اٌمشاس الافؼً.

 0 ج١ذ 0.221 0.857 3.878

حٛفش اٌششوت الاجٛاء إٌّبعبت اٌخٟ حغبػذ اٌضبْٛ ػٍٝ 

 اٌمشاس الافؼً. احخبر

 8 ج١ذ 0.198 0.764 3.857

 ج١ذ 2.002 2.525 0.583 الاجّبٌٟ

لٕبع اٌضبْٛ حغؼٝ اٌششوت ِٓ لبً الغبِٙب اٌّخخظت لأ

ِٓ اجً ػمذ طفمت ِشبذت حٛفش اٌم١ّت اٌّذسوت 

 ٌٍـشف١ٓ.

 0 ج١ذ 0.220 0.862 3.918

 حغخٙذف اٌششوت اعخخذاَ اٌّؤثشاث إٌفغ١ت ٌٍضبْٛ ِٓ

 اجً الٕبػٗ ببٌششاء.

 1 ج١ذ 0.324 1.046 3.225

حغخخذَ اٌششوت ٚعبئً ِخؼذدة ِثً اٌذػب٠ت ٚالاػلاْ 

 لألٕبع اٌغٛق اٌّغخٙذفت ببٌخؼبًِ ِؼٙب ٚؿٍب ػشٚػٙب.

 8 ج١ذ 0.218 0.865 3.959

حغخخذَ  اٌششوت اجشاءاث ِبغـت حخٍٛ ِٓ اٌخؼم١ذ 

 ٌخمذ٠ُ خذِبحٙب ٚػشٚػٙب.

 0 ج١ذ 0.228 0.874 3.837

عخشبسة ِخخظظ١ٓ فٟ اٌخغ٠ٛك ٌخذذ٠ذ بحمَٛ اٌششوت ب

 ٚعبئً الٕبع اٌضبْٛ إٌّبعبت.

 2 ج١ذ 0.254 0.972 3.816

 ج١ذ 2.016 2.601 0.428 الاجّبٌٟ

 (spss.v26ببلاػخّبد ػٍٝ ٔخبئج اٌبشٔبِج الادظبئٟ ) بْاٌّظذس7 ِٓ اػذاد اٌببدث
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 إٌفغٟك  اٌخغ٠ٛ   

 

 زوبءاٌ

 اٌؼبؿفٟ

 الادسان اٌخذف١ض اٌّؤششاث

 

 اجّبٌٟ الالٕبع احخبر اٌمشاس اٌّٛالف

اٌخغ٠ٛك 

 إٌفغٟ

 اٌؼلالبث اٌّؼ٠ٕٛت

ػذد 

 اٌؼلالبث

 الا١ّ٘ت

 إٌغب١ت

 α 0.520 0.582 8.343 8.554 8.004 0.200 1 34% اٌٛػٟ ببٌزاث 

β 2.062 2.052 2.206 2.220 2.325 2.135 

R
2

 2.220 2.231 2.862 2.841 2.001 2.852 

SIG 2.883 2.252 2.220 2.220 2.222 2.220 

غ١ش  اٌذلاٌت

 ِؼٕٛٞ

غ١ش 

 ِؼٕٛٞ

 ِٛٞؼٕ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ

 α 8.531 8.646 8.806 2.520 8.206 8.012 3 822% اٌخؼبؿف

β 2.226 2.280 2.360 2.520 2.408 2.330 

R
2

 2.861 2.025 2.002 2.115 2.123 2.040 

SIG 2.220 2.228 2.222 2.222 2.222 2.222 

 ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ اٌذلاٌت

 الاحظبي

 

 

 

α 2.015 2.418 2.204 2.040 2.024 2.233 3 822% 

β 2.680 2.444 2.603 8.222 2.652 2.601 

R
2

 2.008 2.023 2.040 2.116 2.150 2.132 

SIG 2.222 2.222 2.222 2.222 2.222 2.222 

 ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ اٌذلاٌت

 α 8.250 8.208 2.003 8.280 2.302 2.545 3 822% ادساة اٌؼٛاؿف

β 2.412 2.380 2.542 2.402 2.522 2.424 

R
2

 2.056 2.006 2.260 2.180 2.242 2.225 

SIG 2.222 2.222 2.222 2.222 2.222 2.222 

 ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ اٌذلاٌت

 α 8.025 8.143 2.342 8.333 8.022 8.015 3 822% اٌؼلالبث الاجخّبػ١ت

β 2.400 2.325 2.500 2.250 2.331 2.366 

R
2

 2.222 2.236 2.446 2.060 2.242 2.362 

SIG 2.222 2.222 2.222 2.222 2.222 2.222 

 ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ اٌذلاٌت

 α 2.002 2.360 2.302 2.201 2.103 2.230 3 822% اجّبٌٟ اٌزوبء اٌؼبؿفٟ

β 2.613 2.500 8.803 2.666 8.251 8.282 

R
2

 2.181 2.182 2.328 2.284 2.358 2.313 

SIG 2.222 2.222 2.222 2.222 2.222 2.222 

 ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ ِؼٕٛٞ اٌذلاٌت

.v
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 اٌخغ٠ٛك إٌفغٟ                   

   

  

 اٌزوبء اٌؼبؿفٟ  

 الادسان اٌخذف١ض

 

 اجّبٌٟ الالٕبع شاساحخبر اٌم اٌّٛالف

اٌخغ٠ٛك 

 إٌفغٟ

 اٌؼلالبث اٌّؼ٠ٕٛت

 ػذد

 اٌؼلالبث

 الا١ّ٘ت

 إٌغب١ت

 

اٌٛػٟ 

 ببٌزاث

R 26220 262.2 **26997 **26977 **26.70 **26902 4 34% 

Sig 2677. 26202 26222 26220 26222 0.002 

 R **26997 **269.. **26.72 **26..9 **26.07 **26.77 3 822% اٌخؼبؿف

Sig 26222 26227 26222 26222 26222 26222 

 R **26.7. **26..0 **26.72 **26.72 **26.9. **26.02 3 822% الاحظبي

Sig 26222 26222 26222 26222 26222 26222 

اداسة 

 اٌؼٛاؿف

R **26.29 **26.02 **26772 **26.92 **267.. **26797 3 822% 

Sig 26222 26222 26222 26222 26222 26222 

اٌؼلالبث 

 الاجخّبػ١ت

R **2679. **267.9 **26000 **26.2. **267.. **26007 3 822% 

Sig 26222 26222 26222 26222 26222 26222 

اجّبٌٟ 

اٌزوبء 

 اٌؼبؿفٟ

R **26.99 **26.92 **26027 **26779 **2602. **26029 3 822% 

Sig 26222 26222 26222 26222 26222 26222 

اٌؼلالبث 

 اٌّؼ٠ٕٛت

ػذد 

 اٌؼلالبث

2 2 3 3 3 3 62% 

 الا١ّ٘ت

 إٌغب١ت

50% 50% 822% 822% 822% 822% 

 2.28** اسحببؽ رٚ دلاٌت ِؼ٠ٕٛت ػٕذ      2.22*اسحببؽ رٚ دلاٌت ِؼ٠ٕٛت ػٕذ 

.v
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