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 This paper presents an investigation on the effects of various components of emotional 
intelligence including self-awareness, emotional management, sympathy, social skills and self- 
motivation on building brand equity in telecommunication industry. The proposed study of this 
paper uses two questionnaires, one for measuring emotional intelligence and the other for 
measuring brand equity. The study was performed among 384 people who had used 
telecommunication industry services in city of Tehran, Iran. Using Spearman correlation test, as 
well as structural equation modeling, the study has confirmed the positive effects of four 
emotional components, including self-awareness, emotional management, social skills and self-
motivation influence on building brand equity in telecommunication industry.          
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1. Introduction 

Having a good brand plays essential role for the success of most organizations and there have been 
tremendous efforts to detect important factors influencing brand equity such as emotional intelligence 
(Aaker & Joachimsthaler, 2003; Callarisa et al., 2012). Brands must be managed as valuable and 
long-term corporate assets and the relationship between brand loyalty and brand value has to be 
recognized within the management accounting system. We also need to keep in our mind that 
strategic brand management is accomplished by having a multi-disciplinary concentration, which is 
facilitated by a common vocabulary. Wood (2000) tried to build the relationships between the 
constructs and concepts of branding, and to present a framework and vocabulary that helps effective 
communication between the functions of accounting and marketing. King and Grace (2010) presented 
the first known empirically-tested framework of Employee Based Brand Equity (EBBE) by looking 
into how organizations not only effectively manage the internal brand building-process but also 
appreciate the subsequent employee effects and organizational benefits.  
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Biedenbach et al. (2011) examined whether factors associated with customers' perception of 
employees' behavior in terms of customer perceived role ambiguity, role overload and customer–
employee rapport impact the development of brand equity in the professional service context. The 
results of the implementation of structural equation modeling in their survey indicated negative 
impacts of role ambiguity and role overload on brand associations, perceived quality and brand 
loyalty, which constitute brand equity. The findings indicated a positive impact of customer–
employee rapport on the enhancement of business to business brand equity. However, the negative 
impacts of role ambiguity and role overload on customer–employee rapport transfer detrimental 
indirect impacts on brand equity. Veasna et al. (2013) investigated the effect of destination source 
credibility on destination satisfaction by looking into some evidences on the mediating impacts of 
destination attachment and destination image. 

2. The proposed study 

This paper presents an investigation on the effects of various components of emotional intelligence 
including self-awareness, emotional management, sympathy, social skills and self- motivation on 
building brand equity in telecommunication industry. All questions of the survey were designed in 
Likert scale from one to five. Fig. 1 demonstrates the structure of the proposed study. 

Self-awareness    
    
Emotional management    
    
Sympathy   Brand equity 
    
Social skills    
    
Self-motivation    

Fig. 1. The proposed study 

The proposed study of this paper uses two questionnaires, one for measuring emotional intelligence, 
which is adopted from Goleman (2006) and the other for measuring brand equity adopted from Buil 
et al. (2011). The study includes all people who telecommunication services provided by Irancell in 
Iran. The sample size is calculated as follows, 
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where N is the sample size, qp 1 represents the probability, 2/z is CDF of normal distribution and 
finally  is the error term. For our study we assume 96.1,5.0 2/  zp and e=0.05, the number of 
sample size is calculated as N=384. The study distributed 400 questionnaires among randomply 
selected people and managed to collect 384 filled ones. Cronbach alpha have been calculated for self-
awareness, emotional management, sympathy, social skills and self- motivation as 0.56, 0.58, 0.52, 
0.42 and 0.59, respectively.  

2.1. Personal charactersitics of the participants 

In our survey 59% of the participants were female and 41% of them were male. In addition, 78% of 
the people who took part in our survey were single and 22% of the remaining people were married. 
The average age of the participants was 26.32 and with standard deviation of 4.41. In terms of 
educational background, 51% of the participants hold bachelour of science, 22% of them hold 
masters degree of science and 15% of them hold PhD degree. In our survey, the youngest person was 
19 years old while the oldest one was 41 years old.  
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In our survey, Chi-square/df= 2.16, which is less than desirable limit of 3 with P-value = 0.00000 and 
RMSEA = 0.063. Table 3 demonstrates the summary of other results. 

Table 3 
The summary of some statistical observation associated with the implementation of SEM 

NFI  CFI  AGFI GFI  RMSEA  
0.86  0.91  0.91  0.92  0.063  

 

The results of Table 3 clearly show that all statistical observations are within acceptable limits. In 
addition, Table 4 demonstrates the summary of t-student values along with the results of testing 
various hypotheses. The results of Table 4 confirm four hypotheses of the survey. The highest impact 
belongs to the effect of social skills on brand equity followed by self-motivation. 

Table 4 
The summary of testing hypotheses 
Hypothesis  β t-value  Result 
The impact self-awareness on brand equity  0.22 3.81 Confirmed 
The impact management of emotion on brand equity 0.32 5.13 Confirmed 
The impact sympathy on brand equity -0.06 1.28 Not Confirmed 
The impact social skills on brand equity 0.66 9.35 Confirmed 
The impact self-motivation on brand equity 0.51 7.85 Confirmed 

 

4. Conclusion 

In this paper, we have presented an empirical investigation to study the impact of emotional 
intelligence on brand equity. The proposed model has been implemented among selected regular 
customers of telecommunication industry in city of Tehran, Iran. The results have confirmed that self-
awareness, management of emotion, social skills and self-motivation influence on brand equity, 
positively. However, the survey has not found any evidence on relationship between sympathy and 
brand equity. It appears that social skills maintain the highest impact on brand equity.  
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