
 المعرفت انتسويقيتإدارة  تشخيص واقع
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 "في مذينت انسهيمانيت

 المستخهص

 

 

AAbbssttrraacctt::  
This research aimed to diagnose the perception based on Telecommunications of Iraq to the importance of 

activating knowledge management marketing in possession, as well as Indication of impediments to activate the 

management of marketing knowledge in the researched companies, also aimed to show the extent of the existence 

of significant differences in perception based on Telecommunications Iraqi importance of activating the 

management marketing knowledge in possession. To achieve the objectives of this research, the questionnaire was 

developed and distributed to a sample of telecommunications companies in the city of Sulaimaniya, was selected 

on the criterion according to the company's life in terms of seniority in the telecommunications market. In order to 

achieve the objectives of the study, the questionnaire was developed and distributed to a sample of 

telecommunications companies in the city of Sulaimaniya, was selected on the criterion according to the 

company's life in terms of seniority in the telecommunications market. The research found the following results:  

- Research has shown that the existing telecom companies are aware of the importance of activating knowledge 

management marketing in possession, as results showed intermediate levels of cognition.  

- Between research and there significant differences in perception based on the telecom companies to the 

importance of using knowledge management marketing in possession due to some personal variables and 

functional (academic qualification and years of work experience in marketing).  

- Research has shown the existence of a weak relationship between the independent variables of research and of 

(awareness of the importance of using knowledge management, marketing and use of constraints) in the 

possession of knowledge in marketing communications companies.  

Findings:  Based on the results of the research has been to provide a number of recommendations and proposals, 

including the necessity of continuing the existing telecom companies are enabled marketing 

activities particularly with regard to the optimum use of the elements of the marketing mix and to 

achieve differentiation and the differences in services provided and motivate staff in the field of 

marketing.  

Key Words: Marketing Knowledge Management, Iraqi telecommunications Companies, Marketing 

Knowledge obstacles, Marketing Knowledge Acquisions. 
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  إدارة المعرفت انتسويقيت نتعريف انفكري الإطار /المحور انثاني                   
 خهفيت نظريت - الاعمال منظماث في

(Srivastava et al, 1999)

(Bohn, 1994)

(Binney, 2001: 33)
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(Chauval & Despres, 2002: 

207)
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Source: Murillo, M. Garcia & Annabi, H, (2002), Customer Knowledge 

Management, Journal of the operation Research Society. No. 53: p. 876. 

 

(KM)

 الميظنية ل المعرفةاشكأ

 نوالمجوز
 *معرفة المجهزين بالمنتجات

*معرفةةةةةة المجهةةةةةزين بةةةةةالمجهزين 

 الآخرين6

*معرفةةةةةة المجهةةةةةزين بالمن مةةةةةات 

 والمنافسين6

*معرفةةةةةةةة المن مةةةةةةةة بةةةةةةةالمجهزين 

 والمنافسين6

 الميتجات
*المعرفةةة بائةةالم المنةةت  

 ن ر المن مة وجهةمن 

*المعرفةةة بائةةالم المنةةت  

 6نن ر الزبالمن وجهة 

 المشتومكين
 في السىق6 بالمعارضين *المعرفة

 *المعرفة باحتياجات المنت 6

                تالمعرفةةةةةةةةةةةةةةةةةةةة باحتياجةةةةةةةةةةةةةةةةةةةا*

 )خئالم المنت (6

 *المعرفة باحتياجات المن مة6

 الصياعة
 *المعرفة بالقىاعد6

 قتتئايية6*المعرفة بالمتغيرات الا

 *المعرفة بالمىاري6

 6بالأسىاق*المعرفة 

 *المعرفة بعىامل المنافسة6

 الميافشين
 6بالمشاركينالمعرفة * 

 الىاسع بالمستهلكين * الإطلاع

 المعرفة بالاسىاف6* 

 المعرفة بالمجهزين6* 

 المعرفة بالمنتجات6* 

 العنميات
 *نفل المعرفة للمستهلكين6

 مة للعاملين6*نقل المعرفة من المن 

 *نقل المعرفة من العاملين للمن مة6

 *نقل المعرفة بين العاملين6

 *نقل المعرفة من المجهزين للمن مة6

*نقةةةةةةةةةل المعرفةةةةةةةةةة لل لفةةةةةةةةةا )المجهزين 

 والمن مات المماثلة(6

 

 نالعاممو
 *المعرفة بالمجهزين

 *المعرفة بالمستهلكين6

 المعرفة بالمنتجات6 *

 * المعرفة بالئناعة6

 لمعرفة بالاسىاق6* ا

 * المعرفة بالعمليات6

 * المعرفة بالمن مة6
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 المعرفت انتسويقيت مفجوو -ثانياا 

(Moorman & Miner, 1997: 91)

Market Orientation(Sinkula et al, 1997: 305)

(Li & Calantone,1998:13)Market Knowledge 

Competence

(Srivastava et al, 1999: 169)

(PDM)

(CRM)(SCM)

(Bohn, 1994: 65)

Complete Ignorance1Complete Knowledge

82Awareness

3Measure

4control of the mean

5Process Capability

6Process Characterization, or "know how"

7know why

8

(Hanvanich et al, 2003: 124)

(Gronhaug, 2002: 364)

(Slater & Narver, 1995: 63)
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::  2111     

 ..261، ص      
http://docs.google.com/viewer?a=v&q=cache:XmBUWv_yDSMJ:unpan1.un.org/

intradoc/groups/public/documents/ARADO/UNPAN014142.pdf 
 

 المعرفة التشويكية

http://docs.google.com/viewer?a=v&q=cache:XmBUWv_yDSMJ:unpan1.un.org/intradoc/groups/public/documents/ARADO/UNPAN014142.pdf
http://docs.google.com/viewer?a=v&q=cache:XmBUWv_yDSMJ:unpan1.un.org/intradoc/groups/public/documents/ARADO/UNPAN014142.pdf
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 المفاهيه التشويكية ت

1

  Market Oriented 

            

       . 

2

   Product Position

            

         ,    

.

3

  Market Segmentation

            

           

              .

4

    Optimization of the Marketing Mix 

           

  

5

    Product Differentiation 

            

       .

6

   The Building of Brand Loyalty 

            

        

7

 Test Marketing 

               

             

 . 

 : :2111     

 ..262، ص      
http://docs.google.com/viewer?a=v&q=cache:XmBUWv_yDSMJ:unpan1.un.org/

nts/ARADO/UNPAN014142.pdfintradoc/groups/public/docume 

http://docs.google.com/viewer?a=v&q=cache:XmBUWv_yDSMJ:unpan1.un.org/intradoc/groups/public/documents/ARADO/UNPAN014142.pdf
http://docs.google.com/viewer?a=v&q=cache:XmBUWv_yDSMJ:unpan1.un.org/intradoc/groups/public/documents/ARADO/UNPAN014142.pdf


                                                                                              
                              

125 
 تشخيص واقع إدارة المعرفة التسويقية

 "في مذينة السليمانية   "دراسة استطلاعية لآراء عينة من إداريي شركات الاتصالات
 

 

 

 
 

7    

 الأىشطة التشويكية ت

1

   Objectives setting 

                     

 .

2
   Marketing Planning

              .

3

     Co-ordination and Integration 

               

    . 

4
 Motivation 

              

5

     Evaluation and Control 

        : 

       

      . 

       . 

    . 

   

6

 Marketing Research 

        : 

     

  

   . 

    .

     

 : :2111     

 ..265، ص      
/http://docs.google.com/viewer?a=v&q=cache:XmBUWv_yDSMJ:unpan1.un.org

intradoc/groups/public/documents/ARADO/UNPAN014142.pdf 
  

 إدارة المعرفت انتسويقيت -ثانثاا 

(knowledge sharing)

(knowledg services)

(Davenport,1998:43-57)

(Akroush & Al-Mohammad, 2010: 9)

http://docs.google.com/viewer?a=v&q=cache:XmBUWv_yDSMJ:unpan1.un.org/intradoc/groups/public/documents/ARADO/UNPAN014142.pdf
http://docs.google.com/viewer?a=v&q=cache:XmBUWv_yDSMJ:unpan1.un.org/intradoc/groups/public/documents/ARADO/UNPAN014142.pdf
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(Lorenzo, 2005: 3)

 

(Srivastava) (1999)

(PDM)

(SCM) 

(CRM)

4

Lorenzo

 

4Lorenzo 

Source: Lornzon, Antonin & baalen, Peter jvan &  plortti, Locian, (2005),  

Marketing Knowledge  Management in Strategic Adoption of CRM 

Solution Global Supports & application in Europe: p. 4. 

 التشويكية المعرفة إدارة

إدارة سمشمة 
 التجويز

إدارة تطوير 
 الميتوج

 

إدارة علاقات 
 الزبون
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(Lorenzo, 2005: 3)

 

(MKM)

(MKM)

(Macintosh, 1998)www.aiai.edu.ac.uk/,alm/kam.html

 انتسويقيتمعوقاث استعمال المعرفت  -خامساا 
(Sheilby & Maysuthrland)

(Hanvanich et al, 2003: 124)

1

 

 (Shelbh, 2002: 405) 

http://www.aiai.edu.ac.uk/,alm/kam.html
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(Akroush & Al-Mohammad, 2010: 45)
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(Simkin, 2002: 120)
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 واختبار فروضه بحثان نتائج عرض /انثانث المحور

 :وتشخيصجا وصف متغيراث انبحث -أولاا 

1

8(X1-X21)

2.916124

(X10)3.90

1.18

(X4)1.86

1.00072

8

X1 1 8 14 28 2 3.4 0.68 0.864 

X2 0 22 8 23 0 3.0 0.60 0.930 

X3 5 18 27 1 2 2.6 0.51 0.844 

X4 14 24 14 0 1 2.1 0.41 0.841 

X5 9 26 14 3 1 2.3 0.45 0.880 

X6 9 16 25 3 0 2.4 0.48 0.842 

X7 2 10 11 30 0 3.3 0.66 0.911 

X8 7 16 8 21 1 2.9 0.57 1.144 

X9 3 16 9 21 4 3.1 0.63 1.110 

X10 2 6 9 14 22 3.9 0.78 1.181 

X11 1 13 37 0 2 2.8 0.56 0.661 

X12 2 10 13 27 1 3.3 0.66 0.928 

X13 1 17 12 22 1 3.1 0.62 0.946 

X14 5 12 8 28 0 3.1 0.62 1.068 

X15 12 26 11 4 0 2.1 0.43 0.856 

X16 2 6 9 35 1 3.5 0.70 0.869 

X17 1 17 8 26 1 3.2 0.63 0.975 

X18 12 27 11 2 1 2.1 0.42 0.869 

X19 12 23 16 2 0 2.1 0.43 0.818 

X20 6 12 12 23 0 2.9 0.60 1.065 

X21 3 12 13 25 0 3.1 0.63 0.961 

2.9 0.57 0.124 
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21.789 18 .2411 
28.8

7 12.871 13 .4581 22.36 
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