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Abstract

This study endeavours to identify the management of customers’
social relationships and marketing of postmodernism to supporting of
dimensions marketing interprenuership. Organizations’ interest in the
customer has been recently increasing. According to the progressive
change in the customer’s needs and desires as well as increasing in size of
the new competitions, many projects realize that the only way of
development and survival in the new jobs environment is adopting
marketing leadership. Therefore, it is inevitable that projects, specially
the constructive ones, which is the concern of our field study adopts
managing customers’ social relationships and marketing of
postmodernism. Thus, projects are oriented towards creativity in goods
and services; they further focus on responding to the customer, using
advanced technology, implementing competitive features, being able to
marketing change and achieving a highly marketing competence. This
cannot be achieved in the conventional market. For this reason,
organizations should adopt managing customers’ social relationships
and marketing of postmodernism and link it to the orientation of
marketing leadership dimensions. This will contribute to what the
projects attempts to reach and to be unique to competitive organizations.

The study acquires its importance contributing a scientific addition
besides an academic dimension. It focuses on three variables, namely the
management of customers’ social relationship and marketing of
postmodernism, the orientation of marketing leadership dimensions. In
addition, it tackles a vital sector to apply the study which is represented
by the construction projects.

Based on what previously stated, a default scheme is built to state
the relationship between the variables. The study is based on a set of
hypotheses that are field-based tested on the study sample, which are the
construction organizations working in Kurdistan Region numbered
twelve. A number of key expressions are put and answered by 80
managers, heads and associates of departments and units

These inquiries are embodied in the main research question ‘Does
managing customers’ social relationships and marketing of
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