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Abstract 

 

This study aimed to address the concept of deceptive marketing in the most important activity of companies, 

i.e., marketing, which is the lifeline on which companies depend in the process of financing and product selling. 

Additionally, through marketing, companies can communicate directly with customers, and this activity includes 

marketing practices that are deceptive or misleading. The study dealt with the presentation of the components of 

the marketing mix, and how each component can include deceptive or misleading practices. Marketers practice 

customer manipulation with the intention of changing customers' behavior and attitudes towards achieving the 

greatest possible profit in lesser time. With the spread of marketing deception and marketing fraud in various 

areas, the phenomenon is growing not only in product marketing, but also in service marketing, especially 

insurance services, as many marketers and sales representatives believe that success and profit making is 

associated with those practices. The study addressed many factors facilitating these practices, as well as the ways 

in which marketing deception is practiced and the impact of such practice on the perceptions that form in the 

minds of customers about companies. One of the most important objectives of the study was to substantiate the 

relationship between the dimensions of marketing deception and the dimensions of the mental image of the 

organization by relying on the statistical analysis of the initial data of the study, which was collected through 

questionnaire that was prepared for this purpose and distributed to a random sample of 225 customers of insurance 

companies operating in the insurance market in Iraq. 

 

The most important findings of the study show that deceptive marketing practiced through service marketing 

mix, among other dimensions, affects the mental image that the customers hold towards the organization in 

negative and varying ways. This study presents a number of recommendations, the foremost of which is the 

necessity of educating marketers and companies about the negativity of deceptive practices on the company in the 

long term, as well as paying attention to the mental image held by customers towards the insurance companies 

because of its impact on the formation of positive impressions towards the company, and thus increasing market 

share of the company through its reputation in the insurance  market . 

 

44 

mailto:abuehmeed2021@gmail.com
mailto:abuehmeed2021@gmail.com
mailto:Majed.Mehsin@qu.edu.iq


Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

 
 

abuehmeed2021@gmail.com   Majed.Mehsin@qu.edu.iq                       

 

Introduction

45 

mailto:abuehmeed2021@gmail.com
mailto:abuehmeed2021@gmail.com
mailto:Majed.Mehsin@qu.edu.iq


Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

  

 

 

  

  

 

 

 

  

 

 

 

 

 

 

 

 

46 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

  

  

[1]
[2] 

   

  

   

   

  

 
 

  
[3]

  

  [4] 

Cronbach's Alpha: 

 

 
 
 
 
 
 
 
 
 
 
 
 
 

     

47 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

 

 

X 

0.812 0.901 

 0.798 0.893 

 0.758 0.871 

 0.713 0.844 

 0.702 0.838 

0.701 0.837 

 0.779 0.883 

Y 

0.851 0.922 

0.752 0.867 

0.740 0.860 

0.768 0.876 

0.874 0.935 

 

SPSS

V=√  

 

 


 
 
 
 
 
 

48 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

 

  

  

  

  

  

 

Fayyaz&Lodhi

[5]

Aquino

.[6]

.[7] [8]

.[9]

Shimp

[10]

Marketing 

Ethics[11]

Staake & Thiesse & Fleisch

[12]

49 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

 

 

[13],[14],[15]

 

 

 

[11]

 

 

  

 

 

 

 

 

 

 

 

  

[16]

 

.[16]

- 

ھھ -

 

50 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

- 

 

- 

 

 

  

.[17]

[18] 

 [16]

- 

 

- 

 

- 

 

 

[19]

 

 

[20] 

[21]

 

 

 

 

 

 

51 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

Plunkett

[22][23].[24]

 

Crompton.[25]Topalian

.[26]

[27]

[28]

 

Kandampully & Hu[29]

 

 

  

  

[30]

.[31]

[32] 

  

.[33]

[34]

[32] 

52 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

  

[35]

[36][37]

[32]

 

89.3%

 

97.8%

 

 

68.4%

 

71.6%19.1%

9.3%

 

28.4%23.1%

18.7%18.2%

11.6%

 

 
 
 
 
 
 
 
 
 
 
 
 

53 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

 النسبت التكرار الخاصيت خصائص عينت البحث

 201 89.3 
225 

 24 10.7 

3 1.3 

225  220 97.8 

 2 0.9 

20 - 29 40 17.8 

225 
30 - 39  88 39.1 

40 - 49  73 32.4 

50 - 59  24 10.7 

 49 21.8 

225 

 19 8.4 

 154 68.4 

 1 0.4 

 2 0.9 

43 19.1 

225 21 9.3 

 161 71.6 

62 11.6 

225 

41 18.2 

52 23.1 

64 28.4 

42 18.7 

 

SPSS  

 

Likert

  ث

1  

2  

3  

4  

5  

 
 
 
 

54 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

 

 

 
  

 
  

 3.28 1.22 65.60 3  

3.57 1.16 71.47 1  

2.64 1.14 52.71 6  

2.90 1.05 58.04 5  

3.32 1.17 66.31 2  

3.13 1.28 62.67 4  

3.14 0.98   

 
 

SPSS 

 
 

 (

0.89

55 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

 

 
  

 
  

 هتىسظ 5 56.62 1.18 2.83 عدم أخبار الوؤهن له عن الوصارَف التٍ َتحولها فٍ وثُقت التأهُن 7

8 
عدم تىضُح الوصارَف الاخزي التٍ تستوز هع استوزارَت وثُقت 

 التأهُن
 هتىسظ 4 60.80 1.09 3.04

9 
تفزض الشزكت اقساط عالُت علً وثائق التأهُن هقارنتاً هع الشزكاث 

 الاخزي
 هتىسظ 3 63.38 1.00 3.17

 هتىسظ 2 64.18 1.08 3.21 تسعُز وثائق التأهُن هبهوت وغاهضت 11

 جُد 1 71.64 1.02 3.58 عدم تقدَن تسهُلاث لتسدَد قسظ التأهُن 11

 هتىسظ   0.89 3.17 الوتىسظ الحسابٍ والانحزاف الوعُارٌ للبعد

 
SPSS 

 
 

 

 

 
  

 
  

2.48 1.27 49.51 5  

3.18 1.13 63.64 2  

3.08 1.07 61.60 3  

 2.94 1.10 58.76 4  

3.19 1.20 63.82 1  

2.97 0.97   

 
SPSS

 

56 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

 

 
  

 
  

 جيد 1 76.71 1.01 3.84

 جيد 3 72.27 1.05 3.61

 جيد 5 68.89 0.98 3.44

 جيد 4 69.42 1.06 3.47

 جيد 2 72.89 1.16 3.64

 جيد   0.86 3.60

 
SPSS

 

 

 
  

 
  

3.82 1.13 76.36 2  

 3.27 0.73 65.33 4  

3.65 0.95 72.98 3  

3.96 1.12 79.20 1  

3.16 1.18 63.11 5  

3.57 0.79   

  
SPSS 

57 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

 

 

 

 

 ث
 الفقرة

 المتوسط الحسابي الفقرة
الانحراف 
 المعياري

 ترتيب الاهميت الوزن النسبي
مستوى 
 الاجابت

27 4.01 1.09 80.27 1  

28 3.15 1.13 62.93 4  

29 3.25 0.97 64.98 2  

31 2.86 1.14 57.16 5  

31 3.23 1.15 64.53 3  

3.30 0.88   
 

SPSS

 

 

 
 

   
 

3.14 0.98 31.210 5 

 3.17 0.89 28.076 4 

 2.97 0.97 32.660 6 

 3.60 0.86 23.889 2 

 3.57 0.79 22.129 1 

 3.30 0.88 26.667 3 

3.29 0.83   

 
SPSS

 

58 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

 

13

 (

77.2

 

 
 

 
  

 
  

 3.86 1.07 77.24 1  

3.47 0.81 69.33 3  

3.30 1.06 65.96 6  

3.39 0.99 67.73 5  

3.44 0.97 68.89 4  

3.63 1.11 72.62 2  

3.51 0.81   

 
SPSS 

 

 
  

 
  

3.72 1.15 74.4 2  

3.64 0.93 72.8 4  

3.62 0.98 72.4 5  

3.62 1.06 72.4 6  

3.69 1.06 73.8 3  

3.76 1.03 75.2 1  

3.67 0.80   

59 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

SPSS

 

 (

 

 
  

 
  

13 3.91 1.10 78.2 1  

14 3.64 0.98 72.8 4  

15 3.73 1.07 74.6 3  

16 3.63 1.14 72.6 5  

17 3.79 1.08 75.8 2  

3.74 0.89   

 
SPSS

 

 

 
 

   
 

3.51 0.81 23.077 2 

 3.67 0.80 21.798 1 

3.74 0.89 23.797 3 

3.64 0.80   

 

SPSS

 

60 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

Pearson(r)

 

 

 0.694** 0.764** **0.721 **0.671 **0.641 **0.741 0.711** 

t5.295 6.605 5.784 4.889 4.888 6.135 5.595 

 
.**(Correlation is significant at the 0.01 level (2-tailed). 

n

 

0.7640.641

tt

 

SPSS 

  

 
 a β 

(R
2
) 

(F)

 

(F)

 
Sig  

 

Y 

الصىرة 
 الذهنُت

2.755 0.276 0.482 28.038 

5.10 

0.000  

 2.465 0.361 0.584 43.623 0.000  

 2.672 0.301 0.520 33.453 0.000  

 2.733 0.269 0.450 23.899 0.000  

 2.753 0.257 0.411 19.134 0.000  

 2.432 0.359 0.549 37.856 0.000  

 2.475 0.354 0.506 31.303 0.000  

 
SPSS 

 

61 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

Y= a + β (X) 
Y= 2.475 + 0.354 (X)

 

 

 FF

0.05

595

 R

 β

 

 F

F0.05

595

 R

 

 β

 

 

 

 

 

 

 

 

62 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1- 

 

2- 

 

3- 

 

4- 

 

5- 

 

6- 

 

7- 

 

8- 

 

9- 

 

11-  

63 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

11-  

CONFLICT OF INTERESTS 

There are no conflicts of interest. 

 

[1] Talwar, Reena, & Ali , Saiyed Wajid, "Ethical Issues in Insurance Marketing in India: The Policy Holders’ 

View " , SAMVAD : SIBM Pune Research Journal , Vol 11 ,pp. 1-12 , 2016. 

 

[2] Bettignies , Henri-Claude de & Lépineux , François & Tan , Cheon Kheong, The Insurance Business and Its 

Image in Society: Traditional Issues and New Challenges , Working paper series INSEAD , 2006.  

https://www.insead.edu/ 

 

[3] Palacio , Asunción Beerli & Meneses , Gonzalo Díaz & Pérez , Pedro J. Pérez, "The configuration of the 

university image and its relationship with the satisfaction of students", Journal of Educational Administration ,  

Vol. 40 , Issue : 5 , pp. 486-505, 2002  . 

 
[3] Agapito, D. & Valle, P. & Mendes, J., The cognitive-affective-conative model of destination image: A 

confirmatory analysis , Journal of Travel & Tourism Marketing , 30 (5) , 471-481, 2013. 

 
[4] Fayyaz , Nighum & Lodhi , Samreen, Deceptive Advertising Practices and Customer Loyalty , 

European Journal of Business and Management , Vol.7, No.31, 2015. 

 
[5] Aquino, Karl,"The effects of ethical climate and the availability of alternatives on the use of 

deception during negotiation", International Journal of Conflict Management Vol. 9 , No. 3 , pp. 195-

217, 1998. 

 
[5] Lee , Un-Kon, The Effect of Information Deception in Price Comparison Site on the Consumer 

Reactions: An Empirical Verification , International Journal of Distributed Sensor Networks Volume 

2015. 

 
[6] Sereikienė , Laima Abromaitytė, The Influence of Motivation Factor on Marketing Ethics in Lithuanian 

Media , Social Research / Socialiniai tyrimai. 2007. Nr. 2 (10), 5–12, 2007 . 

 

[7 ]

. 

 
[8] Shimp , Terence A., Advertising Promotion and Other Aspects of Integrated Marketing Communications , 

Seventh Edition , Thomson South-Western , Printed in the United States of America, 2007. 

 

 

 
[10] Staake, Thorsten & Thiesse, Frederic & Fleisch, Elgar, The Emergence of Counterfeit Trade: A , Literature 

Review , European Journal of Marketing , Vol. 43 Iss: 3, 2009. 

 

[11] Ford , Gary T. & Calfee,  John E., Recent Developments in FTC Policy on Deception , Journal of 

Marketing, Vol. 50, No. 3 (Jul., 1986), pp. 82-103, 1986  . 

 
[12] Aditya, Ram N. , " The psychology of deception in marketing: A conceptual framework for research and 

practice." ,  Psychology & Marketing , Vol  18 (7)  , pp. 735-761, 2001. 

 
[13] Wojdynski , Bartosz w. & Evans , nathaniel j. & hoy , mariea grubbs, " Measuring Sponsorship 

Transparency in the Age of Native Advertising " , Journal of Consumer Affairs, 52(1), pp. 115-137, 2017. 

 
[14] Haas , Sandra & Blasek , Katrin & Raabe , Thorsten, Marketing Deceptions In German Practices: An 

Empirical And Legal Study On Published Cases On Marketing Deception , International Marketing Trends 

Conference, ISBN registration number 978-2-9532811-2-5 9782953281125 , 2015. 

 

 

64 

https://www.insead.edu/


Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

 

" 108-83  

 
[18] Dastak , Ahmad Ghanbari , Aligholi , Mansoureh, Investigation of the Impact of Marketing Mix (8p) on 

Insurance Policy Purchase in Mellat Insurance Company in Alborz Province, Iran , Journal of Applied 

Environmental and Biological Sciences , 4(11) , 100-106 , 2014. 

 

. 

 

[20] Plunkett , Daniel & Budruk , Megha & Lee , Woojin, Examining the impact of mental imagery visualization 

on place attachment: Destination marketing perspective , ttra International Conference Tourism Travel and 

Research Association: Advancing Tourism Research Globally , 2012. 

 

[21] Malhotra , Archa, A Study of the Concept of Image as Expressed Through Corporate Landscapes , Thesis 

submitted to the faculty of the Virginia Polytechnic Institute and State  University in partial fulfillment of the 

requirements for the degree of Master of Landscape Architecture , 2008. 

 

[22] Nkempu , Zencha Lily, Communication In Image Building In The Experience Industry Case Study: Star 

Bowling Planet Ab , Master of Communication Thesis , University of Gothenburg , Department of Applied 

Information Technology , Gothenburg , Sweden , 2010. 

 

[23] Sonnleitner , Katharina, Destination image and its effects on marketing and branding a tourist destination , 

A case study about the Austrian National Tourist Office - with a focus on the market Sweden , Master’s 

Dissertation , Södertörn University , School of Business Studies  , 2011. 

 

[24] Topalian , Alan, Corporate identity: Beyond the visual overstatements,  International Journal of Advertising , 

3 : (1) , pp. 55-62, 1984. 

 

[25] Abratt , Russell, A New Approach to the Corporate Image Management Process , Journal of Marketing 

Management , nt, 1989 , 5 , No. 1, 63 – 76 , 1989. 

 

[26] Browning , Nicholas & Gogo , Osenkor & Kimmel , Marvin, "Comprehending CSR messages: applying the 

elaboration likelihood model " , Corporate Communications : An International Journal , 2017. 

 

[27] Kandampully , Jay & Hu , Hsin-Hui, Do hoteliers need to manage image to retain loyal customers?, 

International Journal of Contemporary Hospitality Management , Vol. 19 ,  No. 6 , pp. 435-443 , 2007. 

 

 

 
[29] Gartner, william c., " Image Formation Process " ,  journal of travel & tourism marketing 2.2-3 , p.p. 191-

216, 1994. 

 

 

 
[31] Purolinna , Pirjo, University image and its effect on applying intentions Case: Aalto University School of 

Business , Master's thesis , Department of Marketing ,  Aalto University , School of Business , 2016. 

 

[32] Pérez  , Juana Patlán & Torres , Edgar Martínez, Evaluation of the organizational image of a university in a 

higher education institution , journal of Contaduría y Administración , Volume 62 , 123–140 , 2017. 

 
[33] Chowdhury , Saiful Kibria & Salam , Monalisa  , Predicting Attitude Based on Cognitive, Affective and 

Conative Components: An Online Shopping Perspective , Stamford Journal of Business Studies , Vol. 6 / 7, Issue 

II / I, December 2015 . 

 

65 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(1): 2019 

 

 

 

 

[34] Basaran , Umit, Examining the Relationships of Cognitive, Affective, and Conative Destination Image: A 

Research on Safranbolu, Turkey , International Business Research , Vol. 9, No. 5, 2016  . 

 

[35] Chen , Ching-Fu & Tsai , DungChun , How destination image and evaluative factors affect behavioral 

intentions? , Tourism Management  ,  V. 28 , pp. 1115–1122 , 2007. 

 
 

66 


