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Abstract

This study addressed the marketing challenges as an independent
dimension, which includes eight variables that interacted to form the
framework of this study. Marketing challenges are represented by
conditions, resources, and possibilities emerging from the local, regional
or international environment, either from a form of a threat or weakness
or complete or partial distortion either permanently or temporally
affecting the marketing function negatively or positively.

Thus the main question that could formulate the basis of the
problem of the current study is: What are the main marketing
challenges facing the investigated organizations and what are the
means to address them? From this question a number of sub-questions

are inferred:

1. Do the two investigated organizations have clear perceptions about the
marketing challenges they face in light of the multiple and rapid
environmental changes that may hinder the success of their marketing

activities.

2. Do the two investigated organizations have put in place approaches to

address and meet the challenges of the present or the future.

3. Are the two investigated organizations aware of the effects of these
challenges in the event of failing to enact marketing activities to

confront them or deal with them?

To answer these questions a set of hypotheses that addressed the
subject from all its aspects were adopted and tested using statistical
methods applied on the data collected through the questionnaire as a main
tool to collect relevant data related to the applied aspect of the study. The
questionnaire was distributed among (50) respondents in a ready clothes

factory and (123) in the State Company for medicines and medical



appliance industry in Nineveh as the field of the current study, as well as
personal interviews in the two investigated organizations.

The study utilizes a range of statistical techniques including
(frequencies, percentages, the arithmetic mean, Chi-Square relative
importance,) to analyze the contents of the questionnaire and the results
were extracted results using a statistical program (spss 10), and in the

light of the results achieved to a group of the most important conclusions:

1. The two investigated organizations do not give due consideration to the

marketing challenges while carrying out their activities.

2. The results of (Chi-Square) show the consistency of marketing
challenges as a group and at each level of variables in the two

investigated organizations.

3. The results of the (relative importance) test show that that the
marketing challenges vary in importance of each variable between the

two investigated organizations the current study.

Based on the findings of the study, proposed a number of
recommendations based in the conclusions, as well as proposals for future

studies relevant to the current study topics.
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