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Abstract:

The study aimed to measure the role of marketing orientation in its
dimensions: service orientation, customer orientation, competitor
orientation, and community orientation in enhancing organizational
reputation in its dimensions (quality of service, creativity, social
responsibility), by surveying the opinions of a sample of employees at Al
Nour University College, and that the problem of the study centered on
Several questions, the most important of which was: Can the marketing
approach be adopted as an approach to enhancing the organizational
reputation at Al Nour Private University? A set of hypotheses were formed
that sought to find a solution to the problem from its overall aspects. The
study hypotheses were tested through statistical operations on the primary
data obtained from the questionnaire form, which determined the main
means of collecting data related to the field aspect. The study was applied in
the field of Al-Nour National University in Nineveh Governorate, which
represents the study population with all its employees. The researcher
distributed (300) questionnaires to them, of which (288) questionnaires were
retrieved. However, (15) questionnaires were not suitable for analysis due to
the lack of answers to some of the paragraphs contained therein, so the final
size of the sample was (273) individuals from the teaching staff and
administrative leaders working at Al Nour University who were selected by
random sampling method. The study adopted the descriptive analytical
approach in drawing the features of the study and treating its various aspects,
starting from formulating its problem and passing through collecting primary
and secondary data for the study to present the test of statistical hypotheses,
as statistical methods were adopted. Appropriate data processing and
analysis using software Statistical Package for the Social (SPSS) The study
reached a set of results, the most notable of which are: There are two
significant correlations and influences between the independent variable,
marketing orientation, and the dependent variable, organizational reputation
at the university investigated, at the macro and micro levels, and the
strongest correlation was for the orientation dimension. Toward society with
organizational reputation, and in the same direction, the best relationship
was the influence of the dimension of orientation toward society on
reputation Organizational organization in the researched university.
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