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Abstract

The current study aims to identify marketing agility and the extent of
its contribution to enhancing brand quality: an analytical study of the
opinions of a sample of customers and employees at Asiacell Mobile
Communications Company in Iraq, Nineveh Governorate. The study sought
to provide a theoretical framework for marketing agility and its dimensions
(proactivity, speed, flexibility, responsiveness) and brand quality and its
dimensions (brand loyalty, perceived quality, perceived value, perceived
price), as it is an important addition in light of the few studies on both
variables. The study begins its research project by asking about the extent to
which marketing agility contributes to enhancing brand quality at Asiacell
Mobile Communications Company, as Asiacell Company constitutes an
important part and one of the vital organizations that seek to provide
services to meet customer demands. In light of these questions, a set of main
and sub-hypotheses were formulated to achieve the study objectives. The
importance of the study emerged as it is considered a scientific and applied
contribution to determining the level of integration between the study
variables by applying it to the communications sector represented by
Asiacell Mobile Communications Company in Irag/Nineveh Governorate.
Many statistical methods were used to collect and analyze data, including
descriptive statistics methods, as well as correlation and influence
relationships and the use of the questionnaire. The program (SPSS V.24),
((AMOSV.24 and (EXCEL) were used. The study sample consisted of
employees and customers at Asiacell Company, as the sample consists of
(264) respondents. In light of the results of this analysis, the study reached a
set of conclusions, the most important of which is the presence of a positive
impact of marketing agility on brand quality at the overall and partial levels,
indicating the moral role of marketing agility in enhancing brand quality in
the organization under study. Based on the conclusions reached, a set of
recommendation were presented, the most important of which is the
necessity of Focusing on the dimensions of marketing agility and developing
them by changing activities that do not lead to positive results according to
changing marketing opportunities. In addition to striving hard to secure the
appropriate environment for applying these dimensions in the organization
under study.

Keywords: Marketing Agility, Brand Quality, Asia cell Mobile
Communications Company.
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