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Abstract. The current investigation aims to demonstrate the impact of strategic psychology, specifically em-
powerment, inspiration, and profound knowledge, on the achievement of exceptional performance in corpo-
rate organizations. The basic data was gathered by means of a questionnaire as a component of an analytical
descriptive methodology to accomplish this aim. The Development Bank of Iraq distributed 120 question-
naires, of which 100 were returned. The primary hypothesis, which asserts that strategic physiognomy sig-
nificantly impacts optimal performance, was corroborated by the study’s findings. The study came to many
results, the most notable of which is that strategic Physiognomy has a favorable, substantial, and statistically
significant influence on obtaining remarkable performance. The investigation ended with a set of recommen-
dations, one of which was to raise awareness of the concept of empowerment and its role in encouraging a
spirit of commitment among workers by motivating them to participate in decision-making and encouraging
individual initiative, generating creative ideas, and participating in their application to achieve Excellent mar-

keting performance.
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1. Introduction

The issues that organizations are now facing are enor-
mous. It functions in a complex, unsteady, and dynamic
economic, political, and social environment. Many key
features facilitate the success of institutions in this par-
ticular context. These include a high level of competition,
a culture of openness, fast growth, globalization, the pres-
ence of free market economies, and the establishment of a
competitive advantage via the adoption of an administra-
tive model. The success and sustainability of the organiza-
tion require successful strategic elements and a manage-
ment that balances its knowledge and capabilities with its
challenges. Because it has been successful strategically,
the idea of strategic Physiognomy has developed into a
systematic science that is superior to all others. In order
to achieve this, it should have workers with Excellent mar-
keting performance, such as innovation, creativity, and dis-
tinct administrative capabilities. This requires the existence

of change leaders with a forward-looking vision towards
the future to bring about the development and change of
traditional systems and the development of current skills,
as the human element is one of the most important as-
sets that the organization that he leads possesses to reach
Excellent marketing performance. Hence, the study came
to study the impact of strategic Physiognomy in achieving
Excellent marketing performance.

The research’s findings demonstrated that the use of
strategic Physiognomy allowed the study sample’s banks
to adapt successfully to environmental dynamics. Further-
more, it was shown that banks that focused on great staff
performance were able to maximize their core competen-
cies, providing extra value to the services offered effec-
tively above their rivals. It also revealed that most of the
banks that used strategic Physiognomy recorded a better
performance compared to the banks that failed to achieve
strategic Physiognomy. However, there is still a research
gap in the literature that dealt with strategic Physiognomy
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due to its scarcity among studies that dealt with the ser-
vices sector and its impact on enhancing Excellent market-
ing performance or not. This is what the authors aim to
reach as a starting point for conducting future studies in
different sectors.

2. Literature review

2.1. Strategic physiognomy (SP)

SP a practice dating back to ancient Greece, is a method
of analyzing a person’s personality traits based on facial
features for decision-making purposes (Hassin & Tope,
2000). SP is defined as the leader’s perspective on the
dangers and opportunities that may arise in the organiza-
tion’s external environment, the evaluation of its members
based on their physical appearances, and the initial inter-
action with them (Xiaolin & Zhang, 2016). Consequently,
the leader has the capacity to scrutinize their personalities,
decipher their thoughts, and adapt them to achieve both
current and future goals (Hussain, 2018). As a result, it is
the method of viewing Physiognomy by watching external
occurrences and connecting them with hidden information
in order to foresee and satisfy the demands of organiza-
tions for the essential strategic aspects, ensuring their stra-
tegic success and sustainability (Dabbas & Muhemmed,
2018). SP is a set of practices that work to determine the
personality and characteristics of individuals and read eve-
rything that goes on in their minds and intellects by senior
leadership, which helps them make the right decisions and
achieve the current and future goals of the organization
(Jamal, 2022). Kashkool (2020) indicated that SP means
that the organization is moving towards its goals through
a good reading of the competitive environment in which
it operates, and this is done by empowering and inspiring
individuals to the point of reaching a deep understand-
ing. Alsagal et al. (2021) indicate that SP means that the
organization is proactive in its activities and instills the
concepts of physiognomy in its members so that they can
read the future changes that will occur in the competitive
environment of the organization. Abdullah (2024) indicate
that SP is a science that focuses on analyzing the psy-
chological characteristics of the person being interviewed,
and an art that focuses on imagining and deducing the
thoughts that are going through the mind of the person
being interviewed.

SP is important in terms of what is to be achieved re-
garding components of promotion and long-term com-
petitive advantage of businesses. As a result, the inner
power to attain its goals responds quickly to the increasing
external changes. Moreover, the capacity of senior lead-
ership to produce Excellent marketing performance and
organizational sustainability via strategic vision which is
required for the organization’s long-term survival, pros-
perity and development (Oghenejobo, 2014).

SP improves the capacity of senior leadership to ex-
ecute administrative tasks and establish the organization’s
strategic objectives (Hughes et al., 2014). The organization
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is enhancing internal incentives for employee participa-
tion in skill development and growth to improve its re-
cruitment and retention of effective capabilities (Horwitch
& Whipple, 2014). SP importance is as follows (Weber &
Tarba, 2014):
= Because the management of an organization that
functions in a dynamic, volatile environment employs
a range of strategies, the organization adapts to tur-
bulent circumstances.
= Allowing for considerable flexibility in providing var-
ied services and adapting to changing organizational
structures.

= React quickly to changes in the environment by al-

locating resources and maintaining the adaptability
and nimbleness needed to take advantage of outside
possibilities and dangers.

The Authors presented a three-dimensional model that
represents the dimensions of SP (Empowerment, Inspira-
tion, and Deep Understanding) (Wing, 2015; Al-Dulaimi,
2019; Bahar & Ahmed, 2021; Mohammed & Saaed, 2021;
Soluman & Jamal, 2022; Wajih & Raouf, 2022; Radhi &
Ghabash, 2023; Al-Majmai & Al-Obeidi, 2023), as follows

in Figure 1.

understanding

Figure 1. Dimensions of strategic physiognomy (source:
Hussain, 2018)

= Empowerment: This approach is a contemporary
administrative technique that empowers workers to
exert complete control and fulfill their professional
obligations. It is essential for the organization to in-
tegrate this component into its strategy in order to
effectively address a diverse array of challenges and
advancements (Chuang et al,, 2016). Which is mainly
based on the principle of mutual trust between man-
agement and working individuals through the par-
ticipation of decision-makers for the purpose of mo-
tivating them, building channels of communication
and overcoming organizational boundaries between
them as modern management in organizations has
realized that the human element is the way to com-
pete and achieve excellence (Bergquist, 2018). Job
satisfaction and empowerment are closely connected
concepts. Individuals report feeling more satisfied
with their jobs when administrative empowerment
increases. Administrative empowerment significantly
boosts work satisfaction by involving employees in
decision-making, rather than individual accountabil-
ity, thereby enhancing job satisfaction among em-
ployees (Hussain, 2018).

= Inspiration: Inspiration and creativity are related,
particularly in terms of their positive impacts, since
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inspiration inspires people to overcome difficulties
creatively and effectively. Inspiration, a long-term
well-being characteristic, involves both emotional
and cognitive components. It improves individual
performance and encourages people to participate
in their work, resulting in increased job satisfaction.
Additionally, it encourages employees to persist in
their efforts to increase the organization’s profitabil-
ity and productivity (Yuan, 2015). Inspiration helps
people in reacting to ideas and deriving advantages
from the creative process (Oleynick et al., 2014). It
pushes individuals to creativity, hence its impor-
tance. The creative individual is widely regarded as
a valuable asset, and allocating resources towards
the enhancement of human potential is considered a
highly effective form of investment. Human resourc-
es significantly contribute to organizational longev-
ity and success by fostering sustainable competitive
advantages through their creative capabilities (Lin,
2017).

= Deep Understanding: The world changes quickly,
and we need to be better and more creative about
how we handle things. There are always duties and
challenges to solve, and we must be smart and grasp
them effectively (Burke, 2017). Organizations have
begun to acknowledge the importance of strategic
comprehension and have, as a result, implemented
measures to satisfy their needs for this type of intel-
ligence. This entails aligning it with intelligence pat-
terns and providing leadership training to cultivate
its components and ensure efficient management. In
addition, preparation for giving information to deci-
sion makers and developing organizational strate-
gies and goals. A deep understanding links many
issues related to social capital, knowledge, manage-
ment systems, and culture (Cascio, 2018). It benefits
people and organizations by encouraging critical
thinking and learning. Moreover, a person’s capac-
ity to engage thoroughly with complicated issues is
diminished if they do not comprehend and contain
this notion. This profound comprehension is not sim-
ply tied to a single subject of knowledge but also to
problem-solving methods (Abdul-Hassan & Abdul-
Hussein, 2016).

2.2. Excellent marketing performance (EMP)

The fundamentals of excellent performance include the
establishment of essential core competencies, people
capabilities, creative culture, strong partnership relation-
ships, customer-centric business model, senior manage-
ment commitment, ISO adoption, optimal use of re-
sources, and management of organizational behaviors.
The performance management system is used as a basis
for transforming the organization’s inputs into outputs
through the process of achieving and maintaining excel-
lent organizational performance (Ubaid & Dweiri, 2019).
Interest in the concept of excellence began in the early
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1980s when (Tom Peters) and his colleague (Robert Water-
man) published their book “In Search of Excellence”, where
he indicated that there are no excellent organizations, but
rather organizations that seek to achieve excellence (Ramiz
& Ismail, 2020). Excellence in Service Delivery is not a new
term in the field of work, whether it is profitable in nature
or not. The term excellent in service consists of courtesy,
accuracy, friendliness, openness, smile, responsibility, re-
sponse, courtesy and speed. Attitudes and qualities The
word excellent in service cannot be dispensed with word
behavior (attitude), ability (skills) and knowledge (Hardini-
awati & Pratama, 2023).

Many companies worldwide, from small and medium-
sized businesses to multinational corporations, rely on
excellent marketing effectiveness as a key performance
indicator. Organizations, however, are worried about how
each person performs and how best to utilize motivat-
ing techniques to solve the issues surrounding excellent
marketing performance. As determining the reasons for
Excellent marketing performance is a very important chal-
lenge for the organization (Islami et al., 2018). It can be
hard for managers to make decisions because there is a
lot of uncertainty and doubt. This is because managers
need to make human resources more efficient to help their
companies do better (Chandler, 2016). According to Guisi
(2018), marketing performance excellence is a common
factor used to measure the impact of a company’s strate-
gy. The distinction in performance from a set of behaviors,
skills, and advanced intellectual and cognitive abilities that
employees in organizations need to possess in order to
be hired in their area of specialization and produce work
that is superior to that of others is what we mean when
we speak of distinguished performance.

Al-Fatlawi (2012) defined it as achieving the highest
results through compatibility between organizational ori-
entations, customer focus, and rapid response to variables.
At the same time, the future performance management
method is primarily concerned with enhancing workers'
capacity to produce high and distinguishing performance
(Noe, 2010). Halasa et al. (2017) believe that the philoso-
phy behind the concept of performance excellence is to
express the need to combine management elements and
elements of building organizations on superior founda-
tions to achieve high capabilities in dealing with external
variables and surrounding conditions, ensuring coherence
and complete compatibility between its elements and
components, and manipulating its core competencies, to
compete in markets and achieve benefits for organizations
and stakeholders (owners).

The concept of performance excellence refers to the
ability to achieve unprecedented results by overcoming
obstacles and avoiding mistakes as much as possible,
and the first deviation is by relying on clarity of vision,
setting goals, planning, proper implementation, and con-
tinuous evaluation (Darweesh et al., 2024). Marketing per-
formance excellence means the organization’s ability to
contribute strategically through excellence in its marketing
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performance and solving its problems, and then achiev-
ing its goals in an effective manner that distinguishes it
from other competing organizations in the same sector
by providing distinguished services that achieve customer
satisfaction and happiness, as he will realize that these are
unique and distinguished services (Shawali et al., 2024).
The importance of exceptional marketing performance
lies in its ability to help organizations establish necessary
standards to advance their mission. The process involves
identifying areas requiring improvement, coordinating de-
partments, and diagnosing errors and deviations to en-
hance performance. To effectively address these issues, it is
crucial to take necessary measures, ensuring thoroughness
and logical coherence in planning and decision-making
processes. Additionally, it is crucial to establish an atmo-
sphere that fosters and upholds ongoing improvement
while simultaneously enhancing engagement and shared
accountability (Al-Jubouri, 2012). The importance of dis-
tinguished performance is also embodied in the following
(Mijbas & Al-Bayati, 2018)
= Makes the leadership a good vision associated with
the stability of the goal and contributes to the man-
agement of the organization through a number of
systems based on facts and processes.
= It helps the organization to set advanced standards
for the development of its mission, to identify the
efficient elements of its subordinates who need
support and support for the purpose of improving
organizational performance, to diagnose deviations
and errors, and to participate in taking the necessary
measures to address them.

3. Methodology

The study’s issue stems from the insufficient adoption and
application of the variable and its dimensions, as well as
the insufficient understanding and application of strategic
Physiognomy. This is due to the significance of investing
in human resources efficiently and effectively to achieve
Excellent marketing performance. Consequently, the study
asks questions that reflect the problem of the study, which
is: What is the impact of strategic Physiognomy in achiev-
ing the Excellent marketing performance of the study sam-
ple? The importance of the investigation stems from the
nature of the issue it tackles, which is the extent of diag-
nosing strategic Physiognomy and its influence on attain-
ing remarkable performance in the institutions under con-
sideration. It is also significant for the following reasons:
= Clarifying the concept and dimensions of strate-
gic Physiognomy and how to apply it in banks to
achieve Excellent marketing performance.
= Changing managers' perspectives on management
so that they employ strategic Physiognomy as a be-
havior to achieve great performance.
= Strategic Physiognomy can attracting researchers
and managers by focusing on exceptional perfor-
mance to enhance an organization’s competitiveness
and survival ability.

The study aims to highlight the significance of strategic
physiognomy in modern bank management for achieving
excellent marketing performance. To this end, a model was
developed, as shown in Figure 2, to examine the asso-
ciation between distinguishing performance and strategic
Physiognomy in a subset of Iragi commercial banks.

Strategic Physiognomy
= Empowerment < Excellent Marketing
* Inspiration > Performance
= Deep Understanding

Figure 2. Study model

3.1. Hypotheses of study

H1: There is statistically significant correlation between stra-
tegic Physiognomy, its dimensions, and Excellent marketing
performance.

H2: There s statistically significant effect of strategic Physi-
ognomy in Excellent marketing performance.

3.2. Participants

The study involved 100 managers from various depart-
ments at Kerbala and Najaf branch banks, including of
Commercial banks namely (Tanmia, Iraqi Trade, Ashur,
Al-Taif, Investment, Baghdad, United Investment, AlAhly
Al-Irag, Sumer, Al-Khaleej). The study was conducted to
retrieve (100) of these individuals. The research also used
the analytical test approach, which involves administering
a questionnaire, analyzing the responses, and then test-
ing the study variables. Description of the Participants in
Table 1:

Table 1. Description of the participants

Variables Categories Number Percent
Male 19 19%
Gender Female 81 81%
Total 100 100%
Less Than 30 9 9%
30-39 Years 33 33%
Age 40-49 Years 36 36%
More Than 50 22 22%
Total 100 100%
PhD 5 5%
Master’s 8 8%
o Higher Diploma 12 12%
Qualification
Bachelor's 60 60%
Institute 15 15%
Total 100 100%
Less Than 5 Years 10 10%
6-10 Yerrs 22 22%
11-15 Years 36 36%
Z‘;;Zigce 16-20 Years 15 15%
21-25 Years 13 13%
26 And More 4 4%
Total 100 100%
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End of Table 1

Variables Categories Number Percent
General Manager 4 4%
Deputy Of o
General Manager 13 13%
N Executive 9 9%
Job Position Manager
Head Of The 45 45%
Department
Division Manager 29 29%
Total 100 100%
Nothing 0 0%
o 1-4 Courses 35 35%
N. Training 5-9 Courses 43 43%
Courses
9 And More 22 22%
Total 100 100%
4. Results

4.1. Descriptive analysis

The objectives of this research are to (1) describe and di-
agnose how the study participants feel about the variables;
(2) present and analyze questionnaire data on participants’
perceptions of strategic physiology; as well as high per-
formance; and (3) examine participants’ perceptions of
the relationship between them. The statistical measures
that were computed to assess the significance of the an-
swer as perceived by the sample participants included
weighted arithmetic means, standard deviations, and per-
centage weights. The default arithmetic mean of (3) was
used to quantify and assess the degree of response. The
independent variable (Strategic Physiology with its dimen-
sions and Excellent Performance) is shown in Table 2 with
descriptive statistics.

The strategic physiognomy variable achieved a weight-
ed arithmetic mean of (3.218) at the macro level. Strong
indicators of the availability of strategic physiognomy
dimensions in the companies that make up the study
community, the responses of the sample to questions on

Table 2. Descriptive and diagnosis analysis

strategic physiognomy converged to a small standard de-
viation (1.26) and the arithmetic mean was higher than the
hypothetical arithmetic mean (3). There was much convic-
tion in that response (73.3%).

For this dimension, respondents received nine items;
Table 2 demonstrates that the weighted arithmetic mean
for all items with excellent performance exceeded the
hypothetical arithmetic mean (3). A weighted arithmetic
mean of (3.85), a standard deviation of (1.81), and a coef-
ficient of variation of (0.33) were obtained from the excep-
tional performance. This indicates that one of the distinc-
tive dimensions of the sample is Excellence performance.
This indicates that after Excellence performance there is
an environment of challenges in the organization which
allows employees to develop and improve their perfor-
mance compared to other organizations. In other words,
the organizational system of the bank is more complex
than the hypothetical arithmetic mean (3) and can be
changed to suit different needs and serve activities very
well.

4.2. Hypotheses test

First Main Hypothesis: There is a Significant Correlation Be-
tween Strategic Physiognomy, Its Dimensions, and Excellent
Marketing Performance. Table 3 shows that there are sub-
stantial relationships between the characteristics of stra-
tegic physiognomy (e.g., empowerment, inspiration, deep
understanding) and excellent marketing success. At the
significance level (Sig. = 0.000), the correlation coefficient
values between these variables and excellent marketing
performance were (0.873, 0.815, 0.794, 0.865), respectively.
Accordingly, The study’s findings support the theory link-
ing the bank’'s management'’s strategic physiognomy to
excellent marketing performance.

The Second Main Hypothesis: There is a Significant Ef-
fect Of Strategic Physiognomy In Excellent Marketing Per-
formance. It is clear from Table 4 that strategic physiog-
nomy significantlyenhances excellent marketing perfor-
mance. The estimated regression equation was Y = 0.235

Questions Arithmetic Answers Standard Coefficient of Variance
Mean Intensity Deviations Difference
Empowerment 3.762 75.2% 1.16 0.31 1.34
Inspiration 3.842 76.8% 1.09 0.28 1.19
Deep Understanding 3.519 71.6% 1.21 0.23 1.23
Strategic Physiognomy 3.218 73.3% 1.26 0.29 1.38
Excellent marketing performance 3.85 71.5% 1.81 0.33 1.40
Table 3. Correlation coefficient matrix of study variables
Study Variables Empowerment Inspiration Deep Understanding | Strategic Physiognomy

Excellent pearson 0.815* 0.794+* 0.865+* 0.873
Marketing Correlation ’ ’ ' ’
Performance Sig.(2-Tailed) 0.000 0.000 0.000 0.000




+ 0.891X. It explains 76.2% of the nature of the relation-
ship between them, meaning that 76% of the changes
that occur in excellent marketing performance are due to
changes in strategic Physiognomy and its three dimen-
sions. The calculated F value for the simple regression
model reached (279.501) at a significance level of (Sig. =
0.000). Accordingly, the study accepts the second main re-
search hypothesis, stating that strategic physiognomy sig-
nificantly enhances the excellent marketing performance
of the banks in the study sample.

Table 4. Estimates of influence model

Variable Coefficient | Std.Error | T-Statistic | Prob.
Constant 0.235 0.204 1.153 0.251
f,:;;i%iomy 0.891 0053 | 14748 | 0000
R? 0.762 | Akaike Info Criterion | 1.291
Adjusted R? 0.759 Schwarz Criterion 1.343
S.E. Of Regression 0.456 Hannan-Quinn Criter. [ 1.312
Sum Squared 20.459 | Durbin-Watson Stat. 1.848
Log Likelihood -62.558
F-Statistic 279.501
Prob (F-Statistic) 0.000

5. Discussion and conclusions

Service marketing faces new challenges and opportunities
in the 21st century. Challenges arise from the new reali-
ties of customer empowerment, customer co-production,
and the need to satisfy customers as well as employees.
In the past, service industries lagged behind manufactur-
ing companies in adopting and using marketing concepts
and tools. However, this situation has changed. Excellence
in service marketing cannot be achieved by satisfying cus-
tomers through external marketing alone. Achieving excel-
lence in service marketing requires companies to engage
in internal marketing to motivate their employees to be
enthusiastic and empathetic while serving customers.

The results demonstrated that strategic physiognomy
significantly influenced exceptional marketing success, and
this influence encompassed numerous subdimensions. The
most important affect is the part that gives people pow-
er and makes them think strategically.This is similar with
the findings of Amanah et al. (2022) and Hussein et al.
(2023). As Mandal (2020) pointed out, to achieve Excel-
lence marketing performance, service companies need to
adopt a strategic concept, have a history of senior man-
agement commitment to quality, adhere to and maintain
high standards, set profit levels, pay attention to their
systems, monitor service performance, and take prompt
action on customer complaints. Companies also differen-
tiate their brands through primary and secondary service
features and continuous innovation. In the same context,
Jiang et al. (2017) indicated that one of the most promi-
nent principles on which the distinguished performance
management system relies is the adoption of strategic
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approaches to enhance this performance by setting strate-
gic goals and implementing them through making strate-
gic decisions and deploying strategic resources to achieve
excellence. This supports my study in adopting strategic
Physiognomy as an influential variable in achieving distin-
guished performance.

The Banks will likely experience a beneficial scenario as
a result of empowering employees to make decisions that
require empowering leadership. This will be accomplished
by use of environmental analysis and identification of the
Banks's strengths and limitations. This result agrees with
those found by Fadhil et al. (2023). Banks must use posi-
tive empowerment, and there must be a general culture
among bank workers that encourages their active engage-
ment in the bank’s success, which will effectively contrib-
ute to Excellent marketing performance. This is in line with
the findings of Fadhil et al. (2021).

As with the second dimension, which follows inspira-
tion, most investigations reveal that inspiration is a precur-
sor to hard work and the ability to deal with problems, dis-
regarding their complexity, which in turn leads to effective
work. It will generally lead to the attainment of excellent
marketing performance, as it will have a positive impact
on productivity and performance. This is in line with the
results found by Hasan et al. (2022).

Deep comprehension is one of the most essential and
fundamental components of leadership. Leadership must
possess a broad spectrum of knowledge and comprehen-
sion in order to remain informed, and tacit knowledge is
the most challenging type of knowledge to acquire. This
is in accordance with the research conducted by Hussain
et al. (2024a, 2024b).

Consequently, it is imperative to research its sources.
Leadership must be founded on scientific comprehension,
and decisions must be prudent. This will result in the de-
velopment of effective strategies and decisions that will
enhance the sustainability of institutions. This agrees with
results found by Bannay et al. (2020) and Hussain et al.
(2024c¢).

We conclude that strategic Physiognomy in its three
dimensions yields beneficial results for banks, as their stra-
tegic choices will be reasonable and based on extensive
information, which gives banks a great advantage when
competing as a result of activating their distinguished
marketing performance in the banking environment in Iraq
in general and commercial banks in particular. The current
study attempted to bridge the research gap in the admin-
istrative literature that dealt with strategic physiognomy
due to its scarcity among studies that were applied in the
services sector, especially banking, with the evidence of
the correlational and influential relationship in enhancing
excellent marketing performance in this important sector.
It is one of the few studies that dealt with these variables,
to the best of the authors’ knowledge. This is what the
authors aimed to achieve in order to build bridges of com-
munication for scientific research to conduct future studies
in different sectors.
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6. Recommendations

Attempt to increase senior management’s understanding
of the significance and function of strategic Physiognomy
leaders, as well as the degree to which they contribute
positively to the declared and intended objectives of the
banks. To avert environmental changes and workplace
dangers, bank senior management, the research sample,
must be able to react swiftly, effectively, empower, and
inspire others. The necessity for the senior management of
the bank to capitalize on the nature of the relationship that
unites it by restructuring to improve the strategic physiog-
nomy capabilities Excellence marketing performance.
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