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Abstract

The current study aims to demonstrate the role of pink marketing in
promoting the golden square of marketing. The first variable, pink
marketing with its dimensions (pink product, pink price, pink distribution,
and pink promotion), was considered an independent variable. The
second variable, the golden square of marketing with its dimensions
(mental status, mental image, customer satisfaction, and customer
loyalty), was considered an intentional variable. After conducting the
initial survey for the study, the main study problem was diagnosed:

1. To what extent are the respondents aware of the concepts of pink
marketing and the golden square of marketing?

2. In addition, what is the nature of the relationship and influence
between pink marketing and the golden square of marketing?

The study methodology was descriptive and analytical. A study plan was
developed, based on which a set of main and sub-hypotheses were
formulated. These hypotheses included the absence of a statistically
significant correlation between pink marketing and the golden square of
marketing, and the absence of a statistically significant influence of pink
marketing on the golden square of marketing. The study's hypotheses
were tested using statistical tools to process the data collected through a
questionnaire, which was considered the primary tool for collecting field-
related data on the researched individuals. A sample of (375) Golden
Mall customers in Mosul was tested for the study. The researcher used an
electronic questionnaire and a set of statistical methods to process and
analyze the data. She also used statistical programs (SPSS VER27),
EXCEL, and AMOS) to arrive at the results. The study reached a set of
conclusions, the most important of which are:

1. In light of the statistical analyses, a significant correlation was found
between pink marketing and the golden square of marketing. It was also
concluded that pink marketing has a significant influence on the golden
square of marketing.



2. In light of the study's conclusions, the researcher presented a set of
proposals consistent with the conclusions and their implementation
mechanisms. These include requiring stores to display products from a
variety of brands, ranging from high to acceptable quality. They also
require stores to respond quickly and address customer inquiries via

social media.
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