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Abstract: This research aims to study the impact of
product placement on the marketing performance of
Asiacell Telecommunications Company in Irag. The
research problem lies in Asiacell's inability to reach the
level of marketing performance it aspires to, especially
when  compared to regional and global
telecommunications companies. Despite the
effectiveness of product placement as an innovative
marketing strategy, its direct impact on the company's
marketing performance has not been sufficiently studied
in the Iragi market. Therefore, this research seeks to fill
this gap and provide scientific insights that support the
development of marketing strategies and enhance the
company's competitive position.

The researcher employed a descriptive-analytical
methodology, using a structured questionnaire as the
primary tool for data collection. The study was guided
by main hypotheses tested through statistical software
packages: (SPSS v.28), (AMOS v.26), and (Smart PLS
v.4), to analyze the correlations and causal relationships
among the study variables. Data were collected from a
purposive sample of upper and middle management
employees within the company, with (98) valid
responses subjected to statistical analysis.

One of the key findings of the research is that Asiacell’s
management places significant importance on the
variable of product placement across all administrative
levels, adopting it as one of the indirect promotional
methods within its marketing strategies. The study also
found that product placement is positively correlated
with and contributes to improving the company’s
marketing performance. Based on these findings, the
research presented a set of recommendations, the most
important of which is the need to leverage product
placement techniques within appropriate contexts to
ensure natural brand enhancement.
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