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Spinning Factory, and Mosul Company for Iron and Steel. The study
sample initially consisted of 210 employees, of which 150 responses were
valid for analysis. Structural Equation Modeling (SEM) was applied using
(SPSS & AMOS V.24) to analyze the data. The study reached a number of
findings, particularly in the field aspect, the most important of which are:

1. When identifying correlation relationships, there 1s a statistically
significant correlation between the first variable (market intelligence) and
the variable of industrial marketing and its dimensions. This indicates a
reciprocal relationship between the dimensions and variables of the current
study;

2. When determining the effect relationship among the three study variables,
a statistically significant effect is found between market intelligence and
industrial marketing through the mediation of marketing planning in the
studied industrial organizations. This supports the choice of marketing
planning as the mediating variable in this study. Based on the theoretical
and field conclusions of the study, a set of recommendations consistent
with these findings was presented, in addition to suggestions for future

studies related to the variables of the current research.

Keywords: Market Intelligence, Industrial Marketing, Marketing Planning,
Industrial Organizations



Abstract

The study aims to identify the possibility of utilizing market
intelligence to enhance the reality of industrial marketing, with marketing
planning as a mediating variable. The study indicates that market intelligence,
through its dimensions (market knowledge, market intelligence, market
orientation, and market research), is essential to the marketing intelligence
system. Such intelligence serves as the tool, function, or system that informs
organizations of the latest market information, supplying them with such
information, to enhance competitiveness and influence marketing strategies
and plans. Organizations adopt marketing planning through its dimensions
(marketing mission, marketing environment, marketing objectives, marketing
strategy, and resources) as a core driver to study product needs and plan their
market share. It is considered a natural result of the development of the
marketing function.

Meanwhile, industrial marketing, through its dimensions (industrial
product, industrial pricing, industrial promotion, and industrial distribution),
represents the activities aimed at studying the needs and desires of industrial
customers with specific requirements in an industrial market that differs in
many characteristics from other markets. Thus, the importance of the present
study lies in its focus on the industrial market that requires enhancement of
the efficiency and effectiveness of its activities. The field part of the study is
conducted in a number of industrial organizations in the city of Mosul. The
study raises a number of questions reflecting the problem of the study; the
most important one is: To what extent does the existence of marketing
planning as a mediating variable affect the relationship between market
intelligence and the enhancement of industrial marketing?

To answer these questions, a hypothetical framework was formulated
to reflect the relationships and influences among the study’s variables and
dimensions. This framework led to the development of a set of main and sub-
hypotheses, which were tested using several statistical methods applied to data
collected through a questionnaire, employed as a measurement tool based on
previous field studies. The questionnaire was distributed among three
industrial organizations: the Northern Cement Directorate, Mosul Textile and
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to the marketing intelligence system. Such intelligence serves as the tool, function, or
system that informs organizations of the latest market information, supplying them
with such information, to enhance competitiveness and influence marketing strategies
and plans. Organizations adopt marketing planning through its dimensions (marketing
mission, marketing environment, marketing objectives, marketing strategy, and
resources) as a core driver to study product needs and plan their market share. It is
considered a natural result of the development of the marketing function. Meanwhile,
industrial marketing, through its dimensions (industrial product, industrial pricing,
industrial promotion, and industrial distribution), represents the activities aimed at
studying the needs and desires of industrial customers with specific requirements in an
industrial market that differs in many characteristics from other markets. Thus, the
importance of the present study lies in its focus on the industrial market that requires
enhancement of the efficiency and effectiveness of its activities. The field part of the
study is conducted in a number of industrial organizations in the city of Mosul. The
study raises a number of questions reflecting the problem of the study; the most
important one is: To what extent does the existence of marketing planning as a
mediating variable affect the relationship between market intelligence and the
enhancement of industrial marketing? To answer these questions, a hypothetical
framework was formulated to reflect the relationships and influences among the
study’s variables and dimensions. This framework led to the development of a set of
main and sub-hypotheses, which were tested using several statistical methods applied
to data collected through a questionnaire, employed as a measurement tool based on
previous field studies. The questionnaire was distributed among three industrial
organizations: the Northern Cement Directorate, Mosul Textile and Spinning Factory,
and Mosul Company for Iron and Steel. The study sample initially consisted of 210
employees, of which 150 responses were valid for analysis. Structural Equation
Modeling (SEM) was applied using (SPSS & AMOS V.24) to analyze the data. The
study reached a number of findings, particularly in the field aspect, the most important
of which are:

Industrial Organizations

1.  When identifying correlation relationships, there is a statistically significant
correlation between the first variable (market intelligence) and the variable of
industrial marketing and its dimensions. This indicates a reciprocal relationship
between the dimensions and variables of the current study;

2. When determining the effect relationship among the three study variables, a
statistically significant effect is found between market intelligence and industrial
marketing through the mediation of marketing planning in the studied industrial
organizations. This supports the choice of marketing planning as the mediating
variable in this study. Based on the theoretical and field conclusions of the study,
a set of recommendations consistent with these findings was presented, in
addition to suggestions for future studies related to the variables of the current
research..
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