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The main goal of this research was to design a green marketing model based on the 
emotional intelligence of Iran's oil industry managers. This research was conducted 
based on a mixed-methods approach, incorporating both qualitative and quantitative 
phases. In the first stage, the research was classified as qualitative with an exploratory 
approach, and in the second stage, it was descriptive-quantitative-survey research. In 
the qualitative phase, the purposeful and snowball sampling method was employed 
based on the saturation rule by conducting 18 interviews with managers of companies 
under the Ministry of Petroleum and university marketing professors. The data were 
analyzed using the Strauss and Corbin coding method and MaxQDA2020 software, and 
finally, the research paradigm model was presented. In the quantitative part, 384 
managers and employees of Iran's oil industry were selected by stratified random 
sampling. The obtained model was validated using the partial least squares method and 
Smart PLS software. The research results indicated a positive and significant effect of 
causal conditions on the central phenomenon, as well as a positive and significant effect 
of background conditions, the central phenomenon, and intervention conditions on 
strategies. Also, strategies were found to have a positive and significant effect on the 
consequences of green marketing based on the emotional intelligence of managers.
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Table 1. Studies Regarding Green Marketing and Emotional Intelligence in Oil Companies 
Researcher(s) and 

year 
Focal 

variable 
Summary of results 

(Jarboui, 2021) 
Green 

marketing 

Biomass/renewable energy helps to eliminate operational 
efficiency and improve the environmental efficiency of oil and gas 
companies. 

(Chevallier et al., 
2021) 

Green 
marketing 

By restructuring the business model of oil and gas companies by 
2050, 80% of environmental benefits can be achieved. 

(AlNuaimi et al., 
2020) 

Green 
marketing 

Integrating Green Business Process Management (GBPM) with 
existing processes in oil and gas companies can minimize 
environmental damage. 

(Obeidat et al., 2020) 
Green 

marketing 

The support of the top management and the orientation of the 
internal environment have a positive effect on the management of 
green human resources and will ultimately improve the company's 
performance. 

(Ndubisi et al., 2020) 
Green 

marketing 
Green organization of multinational oil and gas companies is 
related to more sustainable environmental results. 

(Saadia, 2018) 
Green 

marketing 

Oil and gas companies must implement the principles of green 
marketing in order to preserve the environment for the next 
generation. 

(Mahmoud, 2023) 
Emotional 

intelligence 

The dimensions of emotional intelligence are correlated with the 
organizational citizenship behavior of Egyptian oil industry 
employees. 

(Alhazza & 
Macasukit, 2021) 

Emotional 
intelligence 

Emotional intelligence should be a prerequisite for the recruitment 
process in the Middle East oil and gas industry. 

(Ifelebuegu et al., 
2019) 

Emotional 
intelligence 

The role of emotional intelligence factors in the HSE performance 
of oil industry workers was confirmed. 

(Amirghodsi & 
Bonyadi, 2018) 

Emotional 
intelligence 

Managers' emotional intelligence has an effect on organizational 
commitment and job satisfaction of employees of oil company 
central regions of Iran. 

(Afrasiabi et al., 2022) 
Green 

marketing 

Formulation of green strategy, green training and development, 
and green rewards are effective strategies in the maturity of green 
human resources management in Iran's National Oil Products 
Distribution Company. 
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Researcher(s) and 
year 

Focal 
variable 

Summary of results 

(Khobreh et al., 2022) 
Green 

marketing 

The process of green marketing, by affecting the organization's 
agility, entrepreneurial behavior and managerial factors, causes 
green positioning and finally, green competitive advantage for oil 
companies and customers. 
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Table 2. Descriptive Statistics of Experts
Demographic characteristicsNumberPercent

post
Experienced experts (oil industry managers)950%

Theoretical experts (marketing professors)950%

Grade
Ms317%

Ph.D1583%

Work Experience

15- 20 years739%

Over 20 years old1161%

Total18100%

Figure 1. Paradigmatic Model of Green Marketing Based on the Emotional Intelligence of Managers

(Causal 
Conditions)
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Table 3. Results of the External Model (Measurement Model) 

Main categories Statement Estimate 
Cronbach's 

alpha 
t-value CR AVE 

Green corporate 
culture 

Q01 0.774 

0.832 

23.087 

0.877 0.543 

Q02 0.746 23.276 
Q03 0.698 14.366 
Q04 0.744 20.994 
Q05 0.733 20.869 
Q06 0.726 18.292 

Government 
support for green 

industry 

Q07 0.785 

0.811 

24.731 

0.869 0.569 
Q08 0.721 22.282 
Q09 0.766 21.702 
Q10 0.759 22.531 
Q11 0.741 18.463 

Green human 
resources 

Q12 0.726 

0.793 

19.056 

0.858 0.548 
Q13 0.739 18.935 
Q14 0.777 24.795 
Q15 0.733 17.799 
Q16 0.723 16.768 

Corporate social 
responsibility 

Q17 0.748 

0.749 

18.048 

0.841 0.570 
Q18 0.749 20.453 
Q19 0.761 19.49 
Q20 0.762 19.961 

Green marketing 

Q21 0.739 

0.848 

20.907 

0.885 0.524 

Q22 0.758 22.433 
Q23 0.714 18.173 
Q24 0.714 18.99 
Q25 0.708 19.202 
Q26 0.708 16.359 
Q27 0.725 19.029 

Managers EQ 

Q28 0.728 

0.883 

19.968 

0.906 0.517 

Q29 0.723 22.237 
Q30 0.751 25.237 
Q31 0.740 21.312 
Q32 0.671 16.343 

Q33 0.715 19.608 

Q34 0.714 18.881 

Q35 0.710 17.376 

Q36 0.716 19.899 
Q37 0.757 

0.854 
22.253 

0.889 0.534 
Q38 0.757 21.252 
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Main categories Statement Estimate 
Cronbach's 

alpha 
t-value CR AVE 

Competitive 
potential 
capacities 

Q39 0.685 17.454 
Q40 0.720 17.611 
Q41 0.713 17.466 
Q42 0.708 18.281 
Q43 0.769 24.95 

Improve green 
product 

design/productio
n and distribution 

Q44 0.741 

0.858 

20.82 

0.892 0.541 

Q45 0.729 21.08 
Q46 0.717 16.653 
Q47 0.758 22.769 
Q48 0.725 17.635 
Q49 0.766 26.223 
Q50 0.709 17.622 

Productivity, 
efficiency and 

corporate 
profitability 

Q51 0.740 

0.855 

21.392 

0.890 0.535 

Q52 0.729 17.777 
Q53 0.685 15.419 
Q54 0.752 20.401 
Q55 0.726 20.16 
Q56 0.751 20.804 
Q57 0.736 20.802 

Satisfying 
customers and 
stakeholders 

Q58 0.729 

0.840 

19.587 

0.883 0.556 

Q59 0.739 18.481 
Q60 0.760 22.011 
Q61 0.757 22.369 
Q62 0.735 20.355 
Q63 0.752 22.427 

 

 

Table 4. Divergent Validity Assessment Matrix 
Research structures 1 2 3 4 5 6 7 8 9 10 

Green human 
resources(1) 

0.740          

Improve green product 
design/production and 

distribution(2) 
0.217 0.735         

Green marketing(3) 0.630 0.297 0.724        
Productivity,efficiency 

& corporate 
profitability(4) 

0.540 0.344 0.586 0.732       

Satisfying customers 
and stakeholders(5) 

0.358 0.142 0.178 0.307 0.746      
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Research structures 1 2 3 4 5 6 7 8 9 10 
Government support 
for green industry(6) 

0.429 0.317 0.391 0.671 0.618 0.755     

Green corporate 
culture(7) 

0.759 0.272 0.619 0.483 0.226 0.375 0.737    

Corporate social 
responsibility(8) 

0.401 0.345 0.474 0.419 0.168 0.323 0.434 0.755   

Managers EQ(9) 0.300 0.301 0.255 0.214 0.187 0.268 0.371 0.153 0.719  
Competitive potential 

capacities(10) 
0.390 0.328 0.175 0.173 0.282 0.380 0.393 0.267 0.165 0.731 

 

 

 

 
Figure 2. Model Validation Output with Partial Least Squares Method 

 

 
 

 
Figure 3. Significance of Variable Relationships with Partial Least Squares Method (Bootstrapping) 
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Table 5. Summary of the Results of the Structural Part of the Model (Relationships of Model Variables) 

Relation 
Impact 
factor 

t statistic  Result 

 0.271 3.853 0.079 Ok 
Green human  0.440 4.698 0.024 Ok 

 0.250 2.744 0.067 Ok 
 0.372 4.412 0.161 Ok 

 0.271 3.280 0.079 Ok 
Potential competitive  0.320 3.612 0.114 Ok 

design/production and distribution 
0.870 37.493 0.114 Ok 

and profitability 
0.873 33.384 0.204 Ok 

the satisfaction of 
customers and stakeholders 

0.872 33.879 0.173 Ok 

 

 

 
 

Table 6. Prediction Power of the Model 
Main structures R2 Q2 

Improve green product design/production and distribution 0.756 0.403 
Green marketing 0.812 0.413 
corporate productivity, efficiency and profitability 0.763 0.393 
gaining the satisfaction of customers and stakeholders 0.761 0.410 
Managers' EQ 0.838 0.425 
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