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Abstract

The study aimed to explore the reality of marketing creativity in its
dimensions (product creativity, price creativity, promotion creativity, and
distribution creativity) within furniture companies operating in the city of
Mosul. The study also examined the extent to which crowdsourcing
systems, with its dimensions (task, participants, rewards or payments,
proposed activity, and actual problem), contribute to enhancing marketing
creativity through the mediation of marketing knowledge, which is
represented by (customer knowledge, competitor knowledge, product
knowledge, process knowledge, and supplier knowledge). This study
seeks to bridge the knowledge gap between these variables on the one
hand and address the problems and challenges faced by the surveyed
companies, as well as the complaints and criticisms they encounter from
their customers regarding the correct application and investment in
marketing creativity on the other hand.

The descriptive-analytical method was adopted for the study, with
the research population consisting of employees in the investigated field,
namely furniture companies in the Mosul city, totaling 49 companies. A
questionnaire was used as the primary tool for data and information
collection, which was distributed to a random sample covering almost all
the furniture companies in Mosul, with 322 valid questionnaires returned
and analyzed statistically using the statistical software programs Amos
V.24 and SPSS V.25.

The study concluded with a set of findings, most notably the
existence of statistically significant relationships between crowdsourcing
systems and both marketing creativity and marketing knowledge.
Additionally, there was a significant indirect effect of crowdsourcing
systems on marketing creativity through the full mediation of marketing
knowledge at a significance level of (a < 0.05). The study also presented
several recommendations deemed necessary for the surveyed companies,
as well as a number of suggestions for future researches.

Keywords: Crowdsourcing systems, marketing creativity,
marketing knowledge, furniture companies in Mosul.



Ministry of Higher Education and
Scientific Research

University of Mosul

College of Administration &

Marketing Knowledge as a Mediating Variable in
the Nature of the Relationship Between
Crowdsourcing Systems and Marketing Creativity:

An Analytical Study for the Opinions of a Workers
Sample in Furniture Companies - Mosul City

Ph. D. / Dissertation

Philosophy in Business Administration

Bahaa Habeeb Mahmood Al-Taie

Supervised by

Prof. Dr.
Alaa Abdul Salam Al-Hamdani

2024 A.D 1446 A.H



