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This study examines the importance of emotional intelligence (EI) in marketing among professionals in the Algerian
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building, especially as technology and AI advance. However, there is limited research on EI in marketing professionals within
telecommunications. Using a quantitative survey and regression analysis, the study finds a positive impact of EI dimensions on
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and encouraging further research.
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Personal And Social Skills' Impact On Marketing Effectiveness

Introduction

Emotional intelligence (EI), which refers to a person's innate ability to
recognise, manage, comprehend, and control emotions and emotional data
(Singh et al., 2022), plays a crucial role in navigating and responding to
emotional states effectively. Possessing a range of cognitive abilities and
skills in this regard enhances social relationships and overall emotional
well-being.

Furthermore, the importance of EI transcends interpersonal
relationships and affects the workplace. Scientific literature widely
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recognises the substantial impact of EI on professional performance and
organisational outcomes (Bansal et al., 2022; Hussain, 2021; Khraim,
2023). In fact, recent studies have even highlighted EI as a highly reliable
predictor of organisational success (Pradeep, 2022; Supramaniam 
& Singaravelloo, 2019). Consequently, fields such as organisational
psychology have begun giving considerable attention to the influence of EI
on various aspects of work life (Schlegel & Mortillaro, 2019).

In the midst of advancements in information technology and artificial
intelligence, the landscape of professional activities is poised for 
a significant transformation (Lavraè et al., 2023). Interestingly, the
increasing dominance of artificial intelligence can be attributed, at least in
part, to the growing interest in EI. Tasks that require intuitive and
empathetic intelligence, closely related to EI, pose challenges for AI
programs to accomplish (Huang & Rust, 2018). Recognising the importance
of fostering and showcasing our human traits becomes essential as
automation takes over mechanical and analytical work conducted by robots
and algorithms.

Nowhere is the significance of EI more apparent than in professions such
as marketing and sales, where success is strongly dependent on good
interpersonal relationships, open communication, and the capacity for
connection. Since it is directly related to these factors, EI assumes a crucial
role in this industry. Extensive research has investigated the function of EI
in sales, with some studies finding a positive correlation between high levels
of EI and successful sales performance (Anees et al., 2020; Pegah, 2020).

Despite the considerable body of research in various industries, including
media, furniture, automotive, and finance, there remains a noticeable gap in
studies explicitly targeting marketing executives in the service sector. This
gap is particularly evident in the telecom industry, where the relationship
between EI and sales success has received limited attention.

To address this gap and maximise the contributions of marketing
specialists to their sector, it is crucial to examine how EI is utilised by
professionals in this booming industry. Such research can offer valuable
insights to managers, recruiters, and business owners in identifying and
nurturing top marketing talent while also empowering marketers to
identify areas for improvement, ultimately enhancing their marketing
effectiveness.
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This research project adopts a post-positivist epistemological stance and
a hypothetically deductive approach. A quantitative study that relied on
documentary research and a questionnaire survey was carried out in order
to address the research topic and assess the hypotheses.

A sample of Algerian marketers specialising in the telecommunications
industry constituted the subject of the survey. A stratified sampling
technique was used to create a representative sample of this population,
considering the company and gender.

This study's goal was to collect information from a sample of 141 emplo-
yees who were approached and given an invitation to participate. 
A response rate of roughly 65.25% was achieved with 92 participants out of
the total number of people contacted.

The following is how the study's research question is stated: 'To which
extent does the perception, comprehension, management, and utilisation of
emotions-the four components of EI-affect marketing effectiveness?'

The four aspects of EI that are the focus of the current study are self-
awareness, self-management, social awareness, and relationship
management. According to the premise, having stronger EI in these four
areas results in more effective marketing as assessed by key performance
indicators. The following hypotheses have been generated based on
previous study on the topic (Bhalerao & Sharma, 2017; Halim, 2021;
Nwokah & Ahiauzu, 2009):

1. H1: Strong self-awareness enables marketers to more successfully target
their audience based on their emotional needs and recognise their own
emotional influence on others, which has a huge impact on marketing
performance.

2. H2: The ability to successfully manage difficult situations, make wise
decisions, and work more efficiently are all benefits of self-management.

3. H3: By enabling marketers to comprehend consumer expectations and
motives, produce more pertinent advertising messages, and adjust to
market developments, social awareness has a substantial impact on
marketing performance.

4. H4: Emotion utilisation helps marketers build trusting connections with
customers and gain a deeper understanding of their requirements and
motivations, which has a substantial impact on marketing effectiveness.
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Literature Review

EI 

The idea of EI has come into focus recently as a potential factor to
account for behavioural variation. Numerous scholars have expressed
interest in the idea of EI, and as this field of study has developed, so too has
our understanding of the idea. Three viewpoints on EI models can be
distinguished: ability models, trait models, and mixed models. The capacity
models emphasise cognitive and perceptual abilities connected to
understanding and controlling emotions, treating EI as a pure mental
capacity. A constellation of self-perceptions of emotions located at lower
levels of personality hierarchies is how trait EI is defined by trait models.
To improve leadership effectiveness, mixed models, such as Goleman's
model, combine personality traits with emotional abilities (Dhani 
& Sharma, 2016; Kanesan & Fauzan, 2019; Singh et al., 2022).

The four major branches of emotion-related abilities are described in
this framework, which operates at various levels of complexity, from low-
level information processing to the strategic and intentional utilisation of
emotional information to achieve personal goals. These four areas of study
are (a) accurate emotional perception, (b) using emotions to help with
decision-making, (c) understanding emotions, and (d) managing emotions
to balance positive and negative emotions. (Singh et al., 2022).

Marketing effectiveness 

Highly valuable organisational outcomes including long-term growth,
stability, client satisfaction, competitive advantage, and a strong marketing
focus are directly correlated with marketing effectiveness (Webster, 1995).
According to Kayabasi and Mtetwa (2016), effective marketing entails
fulfilling short-term objectives that have a favourable impact on financial
performance, such as sales growth, enhanced margins, and successful
product introductions. It focuses on strategies developed to meet the needs
of the target audience and considering customer feedback (Kotler et al.,
2016). Customer-centric strategies, such as market research, segmentation,

141

MARKETING OF SCIENTIFIC AND RESEARCH ORGANIZATIONS, 2023, Vol. 50, Issue 4,  p. 137–164

wwwwww..mmiinniibb..ppll



and providing customers with higher value, are essential (Kotler, 1977).
Corporate, competitive, client, and external factors are some of the
characteristics of marketing efficiency (Nwokah & Ahiauzu, 2009).

EI and marketing effectiveness 

Emotional intelligence has been associated with various critical
outcomes in the field of marketing, including customer satisfaction
(Bhalerao & Sharma, 2017), brand loyalty (Vredeveld & Anna, 2018), and
sales performance (Anees et al., 2020). Numerous studies have shown a link
between EI and success in the workplace in terms of individual performance,
teamwork, and marketing. For instance, a study by Balamohan et al. (2015)
revealed a direct connection between EI and growth rates and sales gains,
underscoring its value in accomplishing company objectives. Similar
findings were made in Billing's study (2012), which stressed the critical role
that EI plays in the promotion and sale of pharmaceutical products. The
results showed that the ability of marketing managers and salespeople to
promote products in different markets was linked to their EI. In fact, EI was
considered as important as professional and marketing skills for successfully
promoting and selling pharmaceutical products.

According to a recent study by Halim (2021), there is a favourable
association between all aspects of marketing effectiveness and EI factors,
particularly executive self-management and self-awareness. This study also
revealed a positive correlation between all EI variables and marketing
effectiveness, which significantly influences customer loyalty, product
positioning, and mental image.

In another study, Babaei et al. (2017) examined the role of EI in
marketing effectiveness. They argued that EI could help marketers better
understand consumer needs, preferences, and motivations. By using EI to
understand how consumers feel about a product or service, marketers can
create more effective strategies that resonate with consumers on an
emotional level. The authors discussed several different ways in which EI
can be utilised to enhance marketing effectiveness, such as creating more
engaging and memorable advertisements, developing products that better
meet consumer needs, and improving customer service.
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Based on previous research in the field of EI and marketing
effectiveness, the present study aims to examine the impact of EI on the
success of marketing strategies and their efficacy. Previous studies have
suggested that individuals with higher levels of EI are better equipped to
understand and respond to the emotions of others, as well as their own
emotions. This increased emotional awareness has been linked to better
communication skills, decision-making abilities, and stronger interpersonal
relationships.

Research Methodology

This study, which is in line with the post-positivist viewpoint, focuses on
observable occurrences that are solidly supported by factual facts and data.
In this study, quantitative research approaches were used. The use of
questionnaires was the main quantitative data collection technique in this
investigation.

Research variables definition

The dependent variable being investigated in this study is marketing
effectiveness, which is quantified in terms of its five aspects. However,
these factors have been combined into a single variable for the sake of this
study. In contrast, the four components of EI-self-awareness, self-
management, social awareness, and relationship management-constitute
the independent variables.

This investigation of the potential impact of EI on marketing success is
made possible by the inclusion of these four qualities as independent
variables. This study attempts to offer important insights into how EI
affects the efficacy of marketing tactics by analysing the relationship
between EI and marketing outcomes.

Population and sample

To the exclusion of people working in sales and other commercial
functions, the population of interest in this study consisted of marketers
engaged solely in the marketing of telecommunications in Algeria.
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The main goal was to determine how different facets of EI would affect
these professionals' marketing effectiveness in the Algerian telecom
industry. Two criteria-the company and the gender-were considered
throughout the stratified sampling process in order to create 
a representative sample of this demographic.

According to the four main telecom companies in Algeria, Mobilis,
Ooredoo, Djezzy, and Algérie Telecom, the population has been segmented.
The population has been restretched inside each enterprise strata
according to gender. This made it possible to make sure that each company
and type of marketer would have a proportionate representation in the
sample.

The use of the company as an evaluation criterion may be beneficial for
several reasons.

First, different companies may have organisational cultures, strategies,
and practices that are distinctive and may have an impact on how EI affects
the effectiveness of marketing. For instance, a company that values
teamwork and collaboration may need marketing specialists with advanced
EI to build better relationships and collaborate effectively with coworkers,
whereas a company that values competition may need marketing specialists
with advanced EI to deal with more aggressive competition.

Additionally, a number of reasons support the use of gender as 
a selection criterion. According to earlier studies, women typically exhibit
higher levels of EI than males do (Meshkat & Nejati, 2017), which may
have an impact on the efficacy of marketing techniques from an EI
standpoint. It is advised that both male and female marketing specialists be
considered in the selection process to avoid any potential prejudice against
a certain gender. By ensuring that the data acquired reflects the
perspectives of both men and women working in the marketing business,
this strategy would also improve the results' external validity.

Consequently, in order to achieve the desired method of stratified
sampling, we must randomly choose 27 men and 12 women from the
company DJEZZY, 33 men and 19 women from the company OOREDOO,
17 men and 6 women from the company MOBILIS, and 17 men and 
10 women from the company AT, for a total sample size of 141.

Finally, a sequence of randomly generated computer numbers was used
to determine by chance the appropriate number of employees for each
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business stratum and gender. This methodology ensured that every
individual within the target population had an equal probability of being
selected for participation in the study.

Data collection instruments

Participants were given access to a self-administered electronic survey
through LinkedIn messages and business emails as part of the data
collection procedure. Eligibility, EI, and marketing efficacy were the three
categories covered in the questionnaire. These components have been
adapted from the Kotler marketing effectiveness scale (1977) and the EI
scale from Wong and Law (2002).

The Kotler scale assessed five dimensions with 15 statements related to
customer philosophy, operational efficiency, strategic orientation, adequate
marketing information, and integrated marketing organisation, each with
three items. The Wong Emotional Intelligence Scale measured four
dimensions and had 16 items. To ensure validity and reliability, the Wong
Emotional Intelligence Scale underwent a thorough psychometric
evaluation. On a Likert scale, which ranges from 1 (strongly disagree) to 7
(strongly agree), participants gave their answers. The self-emotion
evaluation, others' emotion appraisal, use of emotions, and emotion control
subscales were all included in the EI scale.

The study's goal was to gather data from 141 employees, and it ended up
with a response rate of roughly 65.25% (92 participants).

Data treatment and analysis

Two programs were used to analyse the questionnaire's results: Excel
and IBM SPSS Statistics for Windows (Version 27.0) [Computer software].
IBM Corp. (2020).

SPSS was chosen because of its effectiveness in handling statistical data,
whereas the data were converted in Excel before being imported into SPSS.

The analyses began with a descriptive and standard analysis before
moving on to a preliminary analysis to identify any outlier or extreme
values and assess the degree of normality.
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Then, after aggregating and reducing the number of items on the scales
of dependent (marketing effectiveness) and independent (EI dimensions)
variables, a reliability test was conducted.

Finally, a regression analysis was used to validate the hypotheses.

Results

Description of the sample 

The two graphs show the findings of a survey that was given to 
92 people as a sample, followed by the asking of two distinct questions. The
distribution of responses to the question 'What is your gender?' is shown in
Figure 1, which reveals that 57% of respondents identified as male and 44%
as female.

The responses of the participants, who had a choice of four answers to
the question 'Which company do you work for?', are shown in Figure 2. The
plurality of respondents, 31%, clearly work for Djezzy. Ooredoo came in
second with 26% of the responses, followed by Algérie Telecom with 22%
and Mobilis with 21%.

Figure 1. Respondents' gender 

Source: Self-developed based on SPSS results.
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Figure 2. Respondents' company 

Source: Self-developed based on SPSS result.

According to Figure 3's descriptive analysis, the majority of respondents
(36%) have been in their current jobs for more than 5 years, which suggests
some degree of stability in Algeria's telecommunications industry. A sizable
component of the sample (35%) belongs to respondents who have worked
for between 3 years and 5 years, whereas just 15% of respondents have
worked for between 1 year and 3 years. Less than 1 year of employment was
reported by only 14% of respondents.

Figure 3. Respondents' experience 

Source: Self-developed based on SPSS results.
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Univariate descriptive analysis

EI 

The findings from four tests measuring self-awareness and emotion
perception are shown in Table 1. On a scale from 1 to 7, where 1 denotes 
a lack of understanding or an absence of emotion perception and 7 denotes
a high level of understanding or a strong emotion perception, each measure
was assessed. The findings show that participants, on average, received
ratings on each measure that ranged from 5.16 to 5.41 out of 7. This shows
that individuals are generally capable of recognising and interpreting their
own emotions as well as the emotions of others.

Table 1. Self-emotions appraisal

Items Mean

I have a good sense of why I feel certain feelings most of the time 5.16
I have a good understanding of my own emotions 5.25
I really understand what I feel 5.37
I always know whether I am happy or not 5.41

Source: self-developed based on SPSS results.

Table 2's findings reveal that participants' scores for each measure were
generally high, with means ranging from 4.98 to 5.30 out of 7. This shows
that individuals as a whole have some capacity for perceiving and
comprehending the emotions of others.

Table 2. Others – emotion appraisal

Items Mean

I always know my friends' emotions from their behaviou. 5.26
I am a good observer of others' emotions 5.23
I am sensitive to the feelings and emotions of others 4.98
I have a good understanding of the emotions of people around me 5.30

Source: Self-developed based on SPSS results.
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The outcomes of the tests connected to the self-control component are
shown in Table 3. With means ranging from 5.04 to 5.40, the
participants' average scores for each metric are all relatively high. In
contrast, Table 4's results, which show the results for each emotion
regulation test, show scores that are quite moderate, with means that
range from 4.51 to 5.02.

Table 3. Use of emotion

Items Mean

I always set goals for myself and then try my best to achieve them. 5.39
I always tell myself I am a competent person. 5.16
I am a self-motivating person. 5.04
I would always encourage myself to try my best. 5.40

Source: Self-developed based on SPSS results.

Table 4. Regulation of emotions

Items Mean

I am able to control my temper so that I can handle difficulties rationally. 4.99
I am quite capable of controlling my own emotions. 4.51
I can always calm down quickly when I am very angry. 4.78
I have good control of my emotions. 5.02

Source: Self-developed based on SPSS results.

Marketing effectiveness 

The evaluation's findings show that marketing professionals have a fair
understanding of both the necessity of planning the company with 
a comprehensive view of the marketing system (mean = 4.62, standard
deviation = 1.966) and the significance of designing the company to satisfy
the needs and desires of selected markets (mean = 4.78, standard deviation
= 2.348).
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Table 5. Analysis of the marketing effectiveness variable

Mean
Standard 
deviation 

Variance

The management recognise the importance of designing the company 
to serve the needs and wants of chosen markets 4.78 2.348 5.513

The management develop different offerings and marketing plans 
for different segments of the market 5.08 1.865 3.478

The management take a whole marketing system view (suppliers, channels,
competitors, customers, environment) in planning its business 4.62 1.966 3.865

There is a high-level marketing integration and control of the major 
marketing functions 2.70 2.716 7.379

The marketing management work well with management in research, 
manufacturing, purchasing, physical distribution, and finance 4.42 2.249 5.060

The new product/service development process is well organised 5.01 2.146 4.604

The latest marketing research studies of customers, buying influences, 
channels, and competitors were conducted 5.14 1.879 3.529

The management know the sales potential and profitability of different 
market segments, customers, territories, products, channels, and order sizes? 4.33 2.012 4.046

Efforts are deployed to measure the cost-effectiveness of different 
marketing expenditures? 4.26 2.117 4.481

The marketing planning is annual and formal 4.59 2.190 4.795

The quality of the current marketing strategy is clear and innovative 4.62 2.248 5.051

Contingency thinking and planning are implemented 
in the company's strategy 4.46 2.083 4.339

The marketing thinking at the top is well communicated and implemented 
down the line 4.16 2.103 4.424

The management is doing an effective job with the marketing resources 4.29 2.041 4.166

The management shows a good capacity to react quickly and effectively 
to on-the-spot developments 3.97 2.201 4.845

Source: Self-developed based on SPSS results.
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They do, however, have a better awareness of both the effectiveness of the
existing marketing strategy (mean = 4.62, standard deviation = 2.248) and
the significance of creating various marketing offerings and plans for various
market segments (mean = 5.08, standard deviation = 1.865). The findings
also suggest that marketing professionals collaborate successfully with other
corporate divisions such as research, manufacturing, purchasing, physical
distribution, and finance (mean = 4.42, standard deviation = 2.249) and that
they have a well-structured process for developing new goods and services
(mean = 5.01, standard deviation = 2.146).

There was, meanwhile, potential for improvement in several areas. For
instance, marketing experts require stronger marketing integration and
control at the corporate level (mean = 2.70, standard deviation = 2.716) as
well as an improved ability to respond swiftly and effectively to changes on
the ground (mean = 3.97, standard deviation = 2.201).

Nevertheless, the results as a whole show that marketing professionals
are able to measure the profitability of various marketing expenses (mean
= 4.26, standard deviation = 2.117) and plan marketing on an annual and
formal basis (mean = 4.59, standard deviation = 2.190), indicating that
they have a good understanding of the company's marketing strategy and
are able to implement it in a creative and understandable way.

Preliminary examinations and treatments 

Initial analyses of the data were performed as part of the study to look
for any missing, inflated, or outlier results. Due to Google Forms' mandate,
all survey questions were answered. Normality tests were used to look at
the distribution of the data, and they showed that there wasn't a strict
normal distribution but rather a quasi-normal distribution.

Variables were decreased using the averaging method to streamline the
data representation. The questionnaire consistently and accurately tested
EI, according to a reliability test using Cronbach's alpha coefficient, which
also revealed good internal consistency.
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Hypothesis testing
SSeellff--eemmoottiioonnss  aapppprraaiissaall  aanndd  mmaarrkkeettiinngg  eeffffeeccttiivveenneessss

The findings of a linear regression study looking at the connection
between self-perception and marketing effectiveness are shown in Table 6.
The two variables have a moderate association, as indicated by the
correlation coefficient (R) of 0.431 between them. We discover that the
variance in self-perception can account for 18.5% of the variation in
marketing effectiveness (R2 = 0.185, = 0.405, Sig = 0.000) using the
coefficient of determination (R2). H1 is therefore validated.

Table 6. Regression test 1

Dependent variable Independent variable R R2 F B t Sig

Marketing effectiveness Self-emotions appraisal 0.431 0.185 20.484 0.405 4.526 0.000

Source: Self-developed based on SPSS results.

44  OOtthheerrss  ––  EEmmoottiioonn  AApppprraaiissaall  aanndd  mmaarrkkeettiinngg  eeffffeeccttiivveenneessss
According to Table 7's findings, social awareness and marketing

effectiveness are significantly and favourably correlated, with social
awareness accounting for 19.1% of the variance in marketing effectiveness
(R2 = 0.191, = 0.437, Sig = 0.000). H2 is therefore validated.

Table 7. Regression test 2

Dependent variable Independent variable R R2 F B t Sig

Marketing effectiveness Others – Emotion Appraisal 0.437 0.191 21.223 0.437 4.607 0.000

Source: Self-developed based on SPSS results.

UUssee  ooff  eemmoottiioonnss  aanndd  mmaarrkkeettiinngg  eeffffeeccttiivveenneessss
A significant and positive association between emotion use and

marketing effectiveness can be inferred from Table 8's findings, with
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emotion utilisation accounting for 24.2% of the variance in marketing
effectiveness (R2 = 0.242, = 0.492, Sig = 0.000). H3 has thus been
validated.

Table 8. Regression test 3

Dependent variable Independent variable R R2 F B t Sig

Marketing effectiveness Use of emotions 0.492 0.242 28.771 0.492 5.364 0.000

Source: Self-developed based on SPSS results.

RReegguullaattiioonn  ooff  eemmoottiioonnss  aanndd  mmaarrkkeettiinngg  eeffffeeccttiivveenneessss
A comparison of the factors influencing marketing effectiveness and

emotion control is shown in Table 9. With a correlation coefficient (R) of
0.418 and a coefficient of determination (R2) of 0.174, the findings show 
a substantial positive association between these two variables, indicating
that emotion control positively influences marketing effectiveness. The
importance of this link is further supported by the F-statistic of 19.001 and
the level of significance (Sig) less than 0.05. H4 is therefore validated.

Table 9. Regression test 1

Dependent variable Independent variable R R2 F B t Sig

Marketing effectiveness Regulation of emotions 0.418 0.174 19.001 0.418 4.359 0.000

Source: Self-developed based on SPSS results.

Discussion

The objective of our study is to determine how each aspect of EI-
perception, understanding, management, and use of emotions-affects
marketing efficiency in the telecom sector. Through this research, we hope
to draw attention to the importance of EI as a crucial ability for marketing
professionals and its potential to improve marketing outcomes.
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The main conclusions of our study show that the four dimensions of EI
have a favourable and significant influence on the effectiveness of
marketing initiatives carried out by experts in the telecom industry. The
efficacy of a marketing approach is positively and significantly influenced
by self-perception, social awareness, self-control, and emotion
management, according to our observations. These findings highlight the
importance of EI competency for marketers because it is linked to 
a significant increase in marketing effectiveness.

So, by assessing the distinct effects of each EI dimension, our research
contributes to a thorough analysis of the relationship between EI and
marketing effectiveness in this particular setting. In this section, we'll
evaluate our study's key findings, consider their ramifications, and discuss
how they stack up against the results of earlier research.

The findings of this study highlight the important role that different EI
components have in marketing effectiveness. The study specifically shows
that self-perception, social awareness, emotional usage, and management
are crucial elements impacting marketing efficacy.

With a correlation coefficient of 0.431, the findings show a moderate
association between self-perception and marketing performance.
Additionally, the study discovered that variations in self-perception can
explain 18.5% of the variance in marketing effectiveness, indicating 
a substantial link between these two variables (R2 = 0.185, = 0.405, 
Sig = 0.000).

As with social awareness, the study demonstrates a significant and
favourable association between marketing effectiveness and social
perception, with social perception accounting for 19.1% of the variance in
marketing effectiveness (R2 = 0.191, = 0.437, Sig = 0.000).

The findings also demonstrate the importance of emotional usage and
regulation, with emotional regulation accounting for 24.2% of the variance
in marketing effectiveness (R2 = 0.242, = 0.492, Sig = 0.000). With 
a correlation coefficient of 0.418 and a coefficient of determination (R2) of
0.174 (F-statistic = 19.001, Sig = 0.000), it has been determined that
emotional control significantly affects marketing effectiveness.

These results are consistent with a number of other studies in the
literature demonstrating the important role played by EI aspects (Anees et
al., 2020). Halim's research (2021) offers strong support for the close
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relationship between EI traits and marketing success. With a significance
level of 0.01, definite relationships between self-awareness, self-
management, and all marketing performance variables were found. The
findings show a significant relationship between self-awareness and self-
management and marketing performance.

Additionally, the findings of Balamohan et al.'s study (2015) show 
a strong and favourable association. From the standpoint of the supplier, it
is undeniably proven that a buyer's capacity for building connections with
suppliers, their degree of self-management, and their social awareness all
have a significant bearing on their financial performance.

The strong impact of EI on marketing success within a large B2B firm
working in the media industry was also emphasised by a study by Ogilvie
(2017).

However, it is crucial to highlight that several research investigations
have produced conflicting results, casting doubt on the existence of 
a meaningful association between the effectiveness of marketing and EI.
For instance, Kadic-Maglajlic et al.'s research (2016), as well as Lyne's
(2019), suggests that EI has little to no impact on the efficiency of
marketing.

The relatively small sample size of these research, including Lyne's
study (2019) that was characterised by only 28 participants, could be 
a logical explanation for the findings. It is conceivable that a greater sample
size could have produced findings that were more accurate and
trustworthy.

The use of a different assessment tool, such as the Global Emotional
Competence Inventory (GECO), in the evaluation of EI is an additional
factor to consider. To assess the reliability of this test in identifying degrees
of EI, additional research may be required.

The key findings of our study, in summary, emphasise the positive and
considerable influence of the four dimensions of EI on the efficacy of
marketing initiatives carried out by experts in the telecom industry. These
findings highlight the importance of EI for marketers because it is linked
to a significant increase in marketing effectiveness. For telecom companies
looking to improve the efficiency of their marketing teams, the findings of
this study have significant consequences. Companies can improve the
quality of their marketing tactics, which will increase revenue, by creating
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training and development programs that are centred on enhancing EI
skills. These findings also have wider ramifications for the scientific
community because they show how crucial EI is in the context of
marketing, which encourages more study in this area.

Therefore, to further understand this complex link, future research
could examine larger samples and make use of established assessment
methodologies. Overall, our research demonstrates the crucial role that EI
plays in the marketing industry, offering useful information for
practitioners to tweak their tactics. To better understand EI's impact on
marketing outcomes, more research should focus on other interacting
aspects and variables. Researchers can continue to progress knowledge and
make significant contributions to both academic and professional life by
deepening their grasp of the function of EI in the marketing field.

Conclusion

The present study aimed to determine how certain aspects of EI-
specifically, perception, comprehension, management, and use of emotions-
affect the success of marketing initiatives. This study contributes to 
a deeper knowledge of how emotions might affect the overall success of
marketing outcomes by a detailed analysis of EI and its link with marketing
effectiveness. The findings emphasise the value of EI in crafting persuading
marketing messages, building solid relationships between brands and
consumers, and inspiring great consumer experiences.

Marketing professionals can improve their campaigns and maximise
client engagement by looking at the EI components in connection to the
effectiveness of marketing strategies. Marketers can improve their
effectiveness and establish stronger resonance with their target audience
by cultivating a keen perception of consumer emotions, understanding
their needs and desires, skilfully managing emotions in marketing efforts,
and harnessing emotions to develop impactful strategies.

Overall, this study emphasises how important EI is as a key
component of the effectiveness of marketing efforts. By incorporating EI
principles into marketing strategies, businesses may build more
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meaningful and long-lasting relationships with consumers, which boosts
brand loyalty and customer happiness and, in turn, improves business
results.

Study's limits and future 
research directions

There are several restrictions on the study that need to be
acknowledged. The use of self-reported tests to evaluate EI has 
a restriction. Using self-assessment tools exclusively can lead to response
biases and possible mistakes because people have a tendency to either
overestimate or underestimate their own EI.

Future study should consider using performance-based measures or
observer assessments to gain a more objective assessment of EI in order to
lessen this constraint.

The study's relatively small sample size is another drawback. The
findings' generalizability may be constrained by particular participant
characteristics and circumstances.

A more thorough knowledge of the impact of EI characteristics on
marketing effectiveness might be obtained by repeating the study with 
a bigger and more varied sample, including participants from various
sectors or industries.

Additionally, the study ignored other potential elements that can
enhance marketing performance in favour of concentrating on the impact
of EI dimensions on marketing techniques.

To develop a more nuanced understanding of the complex dynamics
involved in effective marketing techniques, future research might
investigate the connection between EI and other variables, such as cultural
influences, demographic features, or personality variances.

Last but not least, the study used self-reported data, which is
susceptible to frequent technique biases. The validity and reliability of the
findings would be improved by the inclusion of numerous data sources,
such as the incorporation of objective performance measurements or
consumer feedback.
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Appendices

Normality test
Normality test

Kolmogorov–Smirnova Shapiro–Wilk

Statistics ddl Sig. Statistics ddl Sig.

The management recognise the importance of 
designing the company to serve the needs and wants 
of chosen markets. 0.295 92 0.000 0.770 92 0.000

The management develop different offerings and 
marketing plans for different segments of the market. 0.284 92 0.000 0.754 92 0.000

The management take a whole marketing system view 
(suppliers, channels, competitors, customers, 
environment) in planning its business. 0.287 92 0.000 0.784 92 0.000

There is a high-level marketing integration and 
control of the major marketing functions. 0.451 92 0.000 0.564 92 0.000
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Kolmogorov–Smirnova Shapiro–Wilk

Statistics ddl Sig. Statistics ddl Sig.

The marketing management work well with 
management in research, manufacturing, purchasing, 
physical distribution, and finance. 0.233 92 0.000 0.801 92 0.000
The new product/service development process is well 
organised. 0.301 92 0.000 0.765 92 0.000

The latest marketing research studies of customers, 
buying influences, channels, and competitors 
were conducted. 0.295 92 0.000 0.751 92 0.000

The management know the sales potential and 
profitability of different market segments, customers, 
territories, products, channels, and order sizes? 0.282 92 0.000 0.796 92 0.000

Efforts are deployed to measure the cost-effectiveness 
of different marketing expenditures? 0.256 92 0.000 0.805 92 0.000

The marketing planning is annual and formal. 0.245 92 0.000 0.796 92 0.000

The quality of the current marketing strategy is clear 
and innovative. 0.257 92 0.000 0.792 92 0.000

Contingency thinking and planning is implemented 
in the company's strategy. 0.261 92 0.000 0.799 92 0.000

The marketing thinking at the top is well 
communicated and implemented down the line. 0.259 92 0.000 0.805 92 0.000

The management is doing an effective job with 
the marketing resources. 0.275 92 0.000 0.799 92 0.000

The management shows a good capacity to react 
quickly and effectively to on-the-spot developments. 0.234 92 0.000 0.809 92 0.000
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Quasi-normality test

Skewness Kurtosis

Statistics
Standard 

Statistics
Standard 

error error

The management recognise the importance of 
designing the company to serve the needs 
and wants of chosen markets. –0.498 0.251 –1.193 0.498

The management develop different offerings and 
marketing plans for different segments of the market. –0.425 0.251 –0.636 0.498

The management take a whole marketing system view 
(suppliers, channels, competitors, customers, 
environment) in planning its business. –0.240 0.251 –0.695 0.498

There is a high-level marketing integration and 
control of the major marketing functions. 0.982 0.251 –1.060 0.498

The marketing management work well with 
management in research, manufacturing, purchasing, 
physical distribution, and finance. –0.238 0.251 –1.175 0.498

The new product/service development process 
is well organised. –0.601 0.251 –0.837 0.498

The latest marketing research studies of customers, 
buying influences, channels, and competitors were 
conducted. –0.494 0.251 –0.620 0.498

The management know the sales potential and 
profitability of different market segments, customers, 
territories, products, channels, and order sizes? –0.129 0.251 –0.744 0.498

Efforts are deployed to measure the cost-effectiveness 
of different marketing expenditures? –0.124 0.251 –0.957 0.498

The marketing planning is annual and formal. –0.322 0.251 –1.056 0.498

The quality of the current marketing strategy is clear
and innovative. –0.359 0.251 –1.131 0.498

Contingency thinking and planning is implemented 
in the company's strategy. –0.213 0.251 –0.893 0.498

The marketing thinking at the top is well communicated
and implemented down the line. –0.075 0.251 –0.929 0.498

The management is doing an effective job with the 
marketing resources. –0.123 0.251 –0.805 0.498

The management shows a good capacity to react quickly 
and effectively to on-the-spot developments. 0.017 0.251 –1.117 0.498
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Reliability Test 

Self-Perception Reliability Test Others Perception Reliability Test
Cronbach's Alpha Number of items Cronbach's Alpha Number of items 

0.891 4 0.923 4

Emotion Utilisation Reliability Test Emotional Regulation Reliability Test
Cronbach's Alpha Number of items Cronbach's Alpha Number of items

0.928 4 0.906 4

Marketing Effectiveness Reliability Test

Cronbach's Alpha Number of items
0.91 15
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