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Abstract

The study aims to examine the possibility of adopting relationship
marketing to reinforce strategic marketing objectives, and to explore the
mediating role of entrepreneurial orientation. The study indicates that
relationship marketing with its five dimensions (trust, commitment,
satisfaction, social bonds, and communication). It is a marketing strategy
focused on establishing, maintaining, and expanding relationships with
customers. It represents a holistic approach to all customer communications
and relationship-building activities, helping organizations forge long-term
ties with their clientele by first understanding their needs and desires, then
delivering the products and/or services they want.

At the same time, organizations pursue their strategic marketing
objectives namely profitability, sales growth, market share,
customer-relationship development, and return on investment which are
essential for enabling the marketing team to craft precise strategies and
tactics that boost success chances. These objectives must be not only
clearly defined but also measurable, so progress can be tracked, effective
practices can be confirmed, and areas needing improvement can be
identified. Meanwhile, entrepreneurial orientation with its five dimensions
(proactiveness, innovativeness, risk-taking, autonomy, and competitive
aggressiveness) acts as a mediating variable. It is a top-level strategic
posture embodying an organization’s strategic decision-making practices,
managerial philosophies, and entrepreneurial behaviors. Entrepreneurial
orientation has become one of the most deeply rooted and studied
constructs in the entrepreneurship literature: it is not merely a
performance-enhancing trait, but a capability that can significantly amplify
outcomes when applied under the right organizational conditions.

A number of clothing stores in the city of Mosul served as the field
sites for the study’s empirical phase. The researcher sought to include
several questions that directly reflected the study’s problem and formed the
basis for constructing the fieldwork component. The most important of
these was: “To what extent does the presence of entrepreneurial orientation
as a mediating variable affect the relationship between adopting
relationship marketing and enhancing strategic marketing objectives?” For
answering these questions, a hypothetical model was formulated to depict
the relationships and effects among the study’s variables and dimensions.
From this model, a set of main and subsidiary hypotheses was derived and
tested using various statistical methods on the data gathered via a
questionnaire employed as the measurement instrument based on prior
studies and field research. The questionnaire was distributed to thirteen
clothing stores: The four seasons for clothing in Al-Noor District; The four
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seasons for clothing in Al-Zuhur District; The four seasons for clothing in
almajmueat althagafia; Saad Al-Hajj Hashim clothing store in almajmueat
althagafia Saad Al-Hajj Hashim clothing store in Al-Dawasa; Baza Mall,
Capitol Park Mosul (1); Capitol Park Mosul (2); Moda Mall (1); Moda
Mall (2); Zirve Istanbul; City Istanbul; and Max Mall. The study’s sample
comprised the employees of those thirteen stores. Data analysis was
performed using structural equation modeling in SPSS v.26. Finally, the
study reached a set of field-specific conclusions, of which the researcher
highlights the most significant: Relying on the theoretical and empirical
conclusions reached by the study, recommendations were put forward that
align with those findings, as well as suggestions for future research related
to the current study’s variables.

Keywords: Relationship Marketing, Entrepreneurial Orientation,
Strategic Marketing Objectives, Clothing Stores
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