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Abstract: This research aims to analyze the role of
strategic insight in achieving buzz marketing
within the advertising and public relations industry
in Najaf Governorate. It highlights how strategic
insight and cognitive intelligence can be leveraged
to enhance buzz marketing and achieve the
strategic goals of companies.

The study's significance lies in its focus on two
vital concepts: strategic insight and buzz
marketing. It contributes to providing a practical
framework for addressing weaknesses in strategic
performance, thereby enhancing companies'
competitiveness and their ability to adapt to
environmental challenges.

The research employed a descriptive-analytical
approach, utilizing a questionnaire to measure the
studied variables and analyze the relationship
between strategic insight and buzz marketing.

The study was conducted on a sample of managers
working in advertising and public relations
companies in  Najaf  Governorate.  The
guestionnaire was distributed to a random sample
of 70 managers working in advertising and
marketing companies in Najaf Governorate. Sixty-
four questionnaires were returned, all of which
were valid for statistical analysis. The data were
analyzed using a range of statistical methods within
the SPSS and Smart PLS software programs. The
study concluded that strategic insight has a
significant impact on achieving buzz marketing in
advertising and marketing companies through the
use of modern technological systems.
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dlae Lg3sS ) il o lal Cua il pdisall 038 (3) dsaall (i iy (0.5 aY) aall)
Al gl o gaall
ol 31l Cl e 1(3) Jsaa
(AVE [ gldg 8 [ clapdll | i il
660.7 | 1QA
870.7 | 2QA
980.7 | 3QA
950.7 | 4QA
870.7 | 1QS
370.7 | 2QS
670.7 | 3QS
740.7 | 4QS
220.8 | 1QD
450.7 | 20D
680.7 | 3QD
980.7 | 4QD
570.7 | IDFT
860.7 | 2DFT
740.7 | 3DFT
780.7 | 4DFT
860.7 | SDFT
110.8 | 6DFT
030.8 | 7DFT
890.7 | 8DFT
SmartPLS z=bi_n Cla s : jradl

0.593 | 0.778

0.562 | 0.787

119


http://www.doi.org/10.25130/tjaes.22.SP7.1.7

Tikrit Journal of Administrative and Economic Sciences, Vol. 22, No. Special Issue, Part (1): 1-123
Doi: www.doi.org/10.25130/tjaes.22.SP7.1.7

i 3 il ) LAl 8 SmartPLS gl e alaie V1 23 sl jil) LAl GG
Dbl Jida3 2105 (4) @8 Jsanl
A Hall A Hll dua a3 2(4) Jsas
Ll | p Value [t Value| sbwall Jalas | 4 il
Js2 | 0.000 |387.33 0.856 H1
Js2 | 0.000 | 579.3 870.3 Hla
Js3 | 0.000 | 7483 | 690.2 H1b
Jsd | 0.000 | 987.3 | 4704 Hlc
.SMartPLS gl » Gils a1 jradll
Gy g il maan Jsi ey 4 ¢(4) A Jsaall Lea S i) DA (g
0.05 (e J8 p Aadis ¢1.96 (e STt 4 (S
i i) g clalifiad) ;ag ) uagal)

scilaliiiay) Y f

S ) () geiliall iy 3) e ldall (5 guatl s antl YY) 8 ppeanl) pn Ay e AV 53 pilian g 1
LeiDlan 8 ST 1530 a5 4By (8 gud) Jolai g Jfisal) Cal i) cilanti) jin) e aaiad Al
Ay sl

S Al ) 3 danli Bk 3y sui Oy ghat A bl JalaS il 30 & sl agd paal 2
5l Baa ST A8 g il asenal gl Cua 0l 31 clalail s bl Jidas e aia

Aaiad Al S il o G Ay gurtl) At a3 A Laala 17 50 a3 dgasi) 1Y) 5l 3
e aaiad el 4 jlie 4 gl LeDlea 3 20l Wlas 3885 20y Al sl cibasi) il e
Aiga gl 40 e A6 ot

A getil) 3 an ) i B Tan S I Glaa b (3 (a5l J gl 5 Lin 5l 53S0 alasinn) el 4
oY) dual gill Bl g 4Bl s yie Ua gead dllad g de ALk

Aady julaae o 2l an sl o5 1) dulag) ol (Soa 3) (el 1) (G paall 5 (p yisall i 5
Aol datall Gdaginsall (il ) daida pe i
b gil) Ll

Jalaill Gl jlee pohat IR e S AN e By JAN duagi) i) sl duaal a8 ]
oY s Ao all Jua A Cplalad) G paall ol i) il g Jagladil

Azl 5l )8 A 8 aalus dasi) yisd (65 ) ) A Ay saitl) bl Jilas 8 L) 2
Ay guil) o aall jyghai 85 Jige s Ay e 5 AR

DL (e 5 m s SN clalaia) pe anlily 2aata g e lay) (B sl (5 sina aranal e Jaall 3
35S il e 4yl Aadlal)

ao Lol delin Qaladl V) alaill  celilaal) o1SAN Jie daal) dad )l il ol 5 4
ALl Jaall 3 g0y e 2l caluasi) yin) hamd g 48 guail) CiBleall

e ) sine anlily Al Guacadiiall ) 5 ginall Clasal e GISH S Al e Jeall 5
Ay gaatll B laall Ll 5 Adlaas e jm Les ccpiagiuall Gl 5 & )lail) AaSlal) dagls
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