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Abstract 

The study aimed to investigate the impact of the social marketing 

strategy, with its dimensions (social product, social pricing, social 

promotion, social distribution, partnership, and policy change), on 

enhancing the strategic position of the organization, represented by its 

dimensions (expression, expectation formation, social network building, 

and learning processes) . 

To achieve the study’s objectives, the research field was selected as 

Asiacell Mobile Communications Company in Iraq. The study population 

consisted of 330 managers working in the targeted company. A purposive 

(intentional) sampling method was adopted, resulting in  )128( managers 

responding and representing the research sample. The study utilized a 

questionnaire as the primary tool for collecting data related to the field 

aspect .  The study aimed to test a set of main and sub-hypotheses to identify 

the nature of the influence relationship between the independent variable 

(social marketing strategy) and the dependent variable (strategic position). 

This approach aligns with the study’s objectives and hypothesis 

framework. The descriptive-analytical method was adopted, and for data 

processing, ready-made statistical tools were employed, specifically the 

)SPSS.V26( program. Based on the statistical analysis, the study reached 

several findings, most notably that implementing a strong social marketing 

strategy positively impacts the key aspects of the organization’s strategic 

position within the telecommunications sector. By enhancing its social 

marketing efforts, the company is better positioned to express and shape 

customer expectations effectively, build and strengthen social networks, 

and improve organizational learning processes   . This indicates that a well-

implemented social marketing strategy not only enhances the 

organization’s external image and relationships but also contributes to 

internal growth and adaptability, leading to a stronger and more resilient 

strategic position in the market . 

The study concluded with several recommendations, most notably 

that organizations should invest in employee training programs on social 

marketing practices. Additionally, they should utilize social networks and 

feedback mechanisms to better understand and meet customer expectations, 

thereby achieving a higher organizational position . 

Keywords: Social Marketing Strategy, Strategic Position of the 

Organization, Asiacell  Mobile Communications Company in Iraq. 

 

A 



XXIV 
 

University of Mosul 

College of Administration 

And Economics 

 

 

 

The Contribution of Social Marketing Strategy in 

Enhancing the Strategic Position of the 

Organization: An Analytical Study of the 

Opinions of a Sample of Managers at Asiacell 

Mobile Communications Company in Iraq 

 

Tamara Amer Warid Al-Sarraj 

 

M. Sc./ Thesis 

Business administration 

 

 

Supervised By 

prof. 

Dr. Alaa Abdul Salam Yahya Al-Hamdani 

 

 

2024 A.D                                                                            1446 A.H 


