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Abstract
The current study aimed to measure the impact of project marketing variables,
represented by its core dimensions (product, price, promotion, process, identity,
participation, and duration), on the investment map, and to develop a proposed
investment map for the Nineveh Investment Commission. The study problem is
embodied in the following question: Is it possible to build an investment map
through project marketing, given the many challenges it faces such as intense
competition, changing customer tastes and requirements, regulatory constraints
imposed by countries, and the security and political challenges confronting
investment companies?
During field visits to several areas, the researcher observed large tracts of
neglected land despite their potential suitability for tourism projects. This neglect
is attributed to weak marketing efforts, lack of accurate information for investors
about these locations, and the absence of databases and analyses integrating
marketing and geographical factors—such as geographical suitability, proximity
to tourist attractions, and availability of infrastructure and services. Other
challenges facing investors include limited governmental support and facilitation.
Marketing thus emerges as a critical tool to overcome these obstacles by
developing robust marketing strategies aimed at carefully studying domestic and
international markets, analyzing demand, understanding changing customer
needs, adapting to all variables, promoting available investment opportunities,
and establishing appropriate laws and regulations.
To achieve the study's objectives, the relationships between project marketing
variables and the investment map were tested. The researcher adopted a
descriptive-analytical methodology alongside a cartographic approach in
analyzing the data, which was collected through checklists and interviews
conducted with the Nineveh Investment Commission and other related
directorates. The sample consisted of 29 individuals, including engineers,
administrators, and technicians across different administrative levels. A three-
point Likert scale was used to measure the variables, and data were analyzed
using SPSS Version 26. Based on the statistical analysis, a number of findings
were reached, most notably: a significant impact of project marketing and its sub-
dimensions on the investment map, highlighting the strategic importance of
project marketing as an effective tool in developing the investment map.
Marketing contributes to attracting investors, stimulating capital flows, and
enhancing competitiveness. Accordingly, several recommendations were
presented to the targeted commission, including mechanisms for implementation.
The most important of these is focusing on Mosul city by presenting it as a safe
and stable tourism destination, improving infrastructure, offering investment
incentives, enacting clear laws and regulations to encourage tourism
investments—such as tax exemptions and customs reductions—developing
public-private partnerships, and providing raw materials necessary for launching
projects.

Keywords: Project Marketing, Investment Map, Nineveh Investment
Commission
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ABSTRACT

The current study aimed to measure the impact of project marketing variables, represented by its core
dimensions (product, price, promotion, process, identity, participation, and duration), on the investment map,
and to develop a proposed investment map for the Nineveh Investment Commission. The study problem is
embodied in the following question: Is it possible to build an investment map through project marketing,
given the many challenges it faces such as intense competition, changing customer tastes and requirements,
regulatory constraints imposed by countries, and the security and political challenges confronting investment
companies?

During field visits to several areas, the researcher observed large tracts of neglected land despite their
potential suitability for tourism projects. This neglect is attributed to weak marketing efforts, lack of accurate
information for investors about these locations, and the absence of databases and analyses integrating
marketing and geographical factors—such as geographical suitability, proximity to tourist attractions, and
availability of infrastructure and services. Other challenges facing investors include limited governmental
support and facilitation.

Marketing thus emerges as a critical tool to overcome these obstacles by developing robust marketing
strategies aimed at carefully studying domestic and international markets, analyzing demand, understanding
changing customer needs, adapting to all variables, promoting available investment opportunities, and
establishing appropriate laws and regulations.

To achieve the study's objectives, the relationships between project marketing variables and the investment
map were tested. The researcher adopted a descriptive-analytical methodology alongside a cartographic
approach in analyzing the data, which was collected through checklists and interviews conducted with the
Nineveh Investment Commission and other related directorates. The sample consisted of 29 individuals,
including engineers, administrators, and technicians across different administrative levels. A three-point
Likert scale was used to measure the variables, and data were analyzed using SPSS Version 26. Based on the
statistical analysis, a number of findings were reached, most notably: a significant impact of project
marketing and its sub-dimensions on the investment map, highlighting the strategic importance of project
marketing as an effective tool in developing the investment map. Marketing contributes to attracting
investors, stimulating capital flows, and enhancing competitiveness. Accordingly, several recommendations
were presented to the targeted commission, including mechanisms for implementation. The most important
of these is focusing on Mosul city by presenting it as a safe and stable tourism destination, improving
infrastructure, offering investment incentives, enacting clear laws and regulations to encourage tourism
investments—such as tax exemptions and customs reductions—developing public-private partnerships, and
providing raw materials necessary for launching projects.
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