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Abstract: 

The current research aims to determine the extent of the impact of dynamic marketing 

capabilities in its dimensions (product development, market knowledge, customer relationship 

management) as an explanatory variable on organizational reputation in its dimensions (social 

responsibility, service quality, creativity) as a response variable to arrive at appropriate 

mechanisms that enable General Diyala Company  By exploiting its dynamic marketing 

capabilities to achieve its organizational reputation. For this purpose, several hypotheses 

formulated, the most important of which is finding the influence relationship. To test the 

research hypotheses, the researcher chose Diyala Company, and relied on the descriptive-

analytical method. Data collected from  various levels of management and departments. The data 

included managers, agents, marketing, media, communications, and relations departments. The 

sample number was (115) individuals, and the questionnaire was relied upon to collect data, in 

addition to the researcher's use of personal interviews with the company's general manager and 

department managers to enhance the questionnaire's results. The researcher relied on SPSS, 

Amos, and Excel programs to process and analyze the questionnaires. He also used descriptive 

statistics methods (arithmetic mean, standard deviation, coefficient of variation, coefficient of 

determination, R2, relative importance), and the most prominent conclusions were the interest in 

creative people and the adoption of rules and instructions that suit their needs and skills, which 

reflects a strategic vision to support and encourage creativity within the company. 

Research paper. 

Keywords: Dynamic marketing capabilities, organizational reputation. 
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1. Introduction: 
An organization lives in an environment that it influences and is affected by, forming an 

open system that interacts with its external environment. Defining precise boundaries between 

an organization and its environment becomes difficult, given the constraints and opportunities it 

imposes on it. To ensure their continuity and growth in the marketplace, organizations need to 

possess dynamic marketing capabilities, as they are the basis for facing challenges and taking 

advantage of opportunities. Current research focuses on the impact of dynamic marketing 

capabilities on organizational reputation. These variables are considered essential at the 

scientific and organizational level, as dynamic marketing capabilities contribute to enabling the 

organization to adapt to changes in markets and marketing opportunities. The core problem 

relates to the company's ability to possess dynamic marketing capabilities and their impact on its 

reputation. One of the most important conclusions is that the company should analyze marketing 

opportunities more accurately and identify competitors' weaknesses to ensure full benefit. It 

must also develop marketing strategies that enhance added value to customers and invest in 

innovation and product development to improve performance and outperform competitors. 

1.1 Literature review: 

There are many studies discussed Marketing capabilities Dynamic: 

Hoqeu (2017) explained that the development of dynamic marketing capabilities is a 

complex and not an ordinary process, so the exporting organization must adjust the accumulated 

internationalization of marketing capabilities and knowledge management to mitigate the threats 

of radical market changes and meet requirements. Its customers are better than competitors' 

exports. 

Kwon (2021) concluded that the impact of dynamic marketing capabilities, such as 

market responsiveness and rebuilding of marketing resources, has a significant positive effect on 

export performance. These capabilities enhance company and brand awareness, enhance price 

and quality competitiveness, and improve customer relationships. 

Zohourian et al. (2022) discovered an indirect positive relationship between proactive 

marketing orientation and organization performance through operational capabilities, and 

organizations need to participate in the environment to enhance their knowledge of markets and 

exploit opportunities. 

Khater (2023) clarified that dynamic marketing capabilities have the potential to enable 

the success of small service projects, as well as training workers who deal directly with 

customers, in addition to listening well to customer opinions and comments and acquiring 

information relevant to the project and the surrounding environment. 

There are many studies discussed Organizational reputation: 

Muthoni and Kinyua (2020) explained that working to improve the principles of justice 

and equality in the work environment contributes to the implementation of all recommendations 

at the corporation to improve the company's reputation and enhance its performance in the 

market. 

Saputra (2020) suggested that the prominent influence of a company's reputation appears 

in determining its business performance, and environmental disclosure enhances this influence 

positively and effectively in improving business performance. 

Al-Karim (2020) suggested that improving an organization's reputation depends on 

enhancing strategic alignment, which necessitates looking at this modern aspect as an effective 

tool influenced by internal and external factors. Emphasis should place on promoting essential 

practices to improve their direct impact on the organization's reputation.  

Shaheen (2023) suggested the need to pay attention to and enhance the organization's 

ideology, by the values   and beliefs of employees and managers and with society on the other 

hand, and to create an environment that supports and enhances organizational commitment and 

organizational loyalty, and the need to pay attention to the organization's reputation, by local, 

international and international standards. 
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Also, some studies that linked dynamic marketing capabilities and organizational reputation:  

Bao et., al (2012) suggested that when the market  encounters reality changes, 

information should be up-to-date to ensure that customer needs are fulfilled and competitors' 

strategies are well structured, as the importance of understanding the market lies in providing 

up-to-date information to the organization to contribute to maintaining its reputation and 

sustainability. 

Nahhas (2022) explained that product development enhances the organization’s 

reputation in the market and contributes to its survival and continuation in light of intense 

competition, which prompts modern institutions to realize the necessity of adapting to the 

changes surrounding them and maintaining their position. 

Referring to previous studies, the current research distinguishes from various aspects. 

1.The way to benefit from the previous efforts presented above is to deepen understanding of the 

subject of the study by reviewing the contributions of researchers in the role of strategic 

containment and organizational brilliance. In addition, most previous studies adopted a 

questionnaire form to survey opinions, which benefited the researcher in formulating 

questionnaire paragraphs related to the variables of her research. 

2.What distinguishes this study from previous efforts is that the research, being a field study in 

the Iraqi environment, specifically in the Ur General Company), sought to achieve results that 

benefit the observed organization. The study also aims to increase interest in adopting the 

variables of current research in formulating the organization's policy to confront environmental 

changes. The researcher intends to use models that are compatible and harmonious with the 

nature of the  

organization. That would help the adaption to meet the needs and aspirations of 

beneficiaries in the present and future. 

The core research problem relates to the extent to which the company in question possesses 

dynamic marketing capabilities, which these capabilities affect the company's reputation. 

In light of all of the above, the research problem determined by the following questions: 

1. Does General Diyala Company  have effective and dynamic marketing capabilities? 

2. Does General Diyala Company  have an effective organizational reputation? 

3. What is the nature of a relationship between the dimensions of dynamic marketing capabilities 

and organizational reputation? 

4. Is there a relationship between the dynamic marketing capabilities and the organizational 

reputation of General Diyala Company ? 

5. Do dynamic marketing capabilities affect the overall reputation of Diyala Company? 

The research aims to achieve the following objectives: 

1. Describe and diagnose the dynamic marketing capabilities of General Diyala Company . 

2. Describe and diagnose the organizational reputation of General Diyala Company . 

3. Identify the correlational relationship between dynamic marketing capabilities and 

organizational 

reputation in General Diyala Company . 

4. Identify the influential relationship type of dynamic marketing capabilities on the 

organizational reputation of General Diyala Company . 

5. Provide theoretical and empirical insights to the researched company's management regarding 

the significance of dynamic marketing capabilities in organizational reputation. 

2.2 Material and Methods: 

The execution of the research requires adopting a specific methodology that aligns with 

the nature and subject of the study. The research methodology is determined based on 

determined variables and objectives, with the researcher relying on the descriptive-analytical 

approach in this context. This approach was characterized by a comprehensive view, linking the 

case description with its analysis, enabling the integrated collection of data and information to 

understand the research problem and achieve the desired objectives. 
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2.1 Research Tools: 

The researcher used a survey as the essential tool to collect data and information related 

to the practical aspect of this research, relying on a five-point Likert scale. The five-point Likert 

scale was considered one of the most widely used scales and methods in management fields. 

 

2.2 Data Analysis Tools: 

Many statistical methods utilized in this research to analyse data, measure and test 

hypotheses. The researcher examined the questionnaire data using SPSS.V26 and AMOS.V24 

programs. 

 

2.3 The hypothetical scheme of the research: 

The theoretical framework of the research (The impact of dynamic marketing 

capabilities on organizational reputation) aims to elucidate the logical relationships between the 

main variables and their associated variables, as illustrated in the following figure(1). 

 
 

Figure 1: Research hypothetical framework 

Source: Prepared by the researcher. 

 

2.4 The Research hypotheses: 

The research adopted a set of core and sub-hypotheses, as follows: 
1.The first core hypothesis: There is a significant correlation between dynamic marketing 

capabilities and organizational reputation, and the following sub-hypotheses branch out from it: 

A. There is a significant correlation between product development and organizational reputation. 

B. There is a significant correlation between market knowledge and organizational reputation. 

C. There is a significant correlation between customer relationship management and 

organizational reputation. 

2.The second core hypothesis: There is a significant relationship between the influence of 

dynamic marketing capabilities on organizational reputation, and the following sub-hypotheses 

branch out from it: 

A. There is a significant effect of product development on organizational reputation. 

B. There is a significant effect of market knowledge on organizational reputation. 

C. There is a significant effect of customer relationship management on organizational 

reputation. 

 

 

 

 

 

Marketing capabilities Dynamic 

 Product development 

 Marketing knowledge 

 Customer relationship 

management 

 

Organizational reputation 

 Social Responsibility 

 Quality of service 

 creativity 

 

 

the Independent 

variable 

dependent 

variable 



 

 

 

 

 
Journal of Economics and Administrative Sciences 

2024; 30(140), pp. 238-253 
P-ISSN 2518-5764 

E-ISSN 2227-703X 
   

  

242  

 

   

 

 

 

2.5  Marketing Capabilities Dynamic: 

Dynamic marketing capabilities represent specific, cross-functional business processes 

to create and deliver superior value added to customers in response to market changes (Barrales 

et al.,2014). Dynamic marketing capabilities are critical factors that influence maintaining and 

positively enhancing an organization's performance by responding to changes in the market. The 

market needs in uncertain situations. In addition, they contribute to defining their boundaries and 

provide better direction, which helps in future exploration (Riswanto,2019). Konwar et al. 

(2017) pointed out that dynamic marketing capabilities represent the effectiveness of a package 

of interconnected actions that support an organization's ability to engage in various marketing 

activities and respond to changes in market conditions. He believes that dynamic marketing 

capabilities are an extension of the resource-based theory, as current marketing capabilities must 

be increasingly dynamic to obtain relevant information from the changing market to focus on 

meeting customer needs (Reimann et al., 2021). 

2.5.1 Dimensions of Marketing Capabilities Dynamic: 

2.5.1.1  Product development: 

The evolvement of a product is a continuous process for an organization, generating new 

ideas by leveraging and exploring new ways of developing current knowledge, and 

implementing this knowledge to meet customer requirements (Hoque,2017). This confirmed by 

Degeneffe (2012) that there are reasons prompting an organization to develop new products, 

including increasing shareholder value, enhancing the organization's competitive position, and 

maximizing the benefits from its assets. The purpose of product development encompasses 

various functions, including design, development, and launch of new products to meet customer 

needs and desires (Fang and Zou ,2009). 

2.5.1.2  Quality of Service: 

Smits et al. (2011) defined market knowledge as the organization justifying a set of 

beliefs about the market, involving competitors, the external environment, and factors that 

enhance the organization's marketing activities. Additionally, Al-Shuwaili (2013) highlighted 

that market knowledge reflects the organization's ability to gather, analyze, and interpret all 

information related to market elements, such as customers, competitors, and market research, in 

a way that enhances its competitive position, increases market share, and enables predicting 

product demand. Market knowledge consists of data and information collected by the 

organization through market surveys, revealing the nature of influencing forces, including 

customers, suppliers, competitors, and the products offered in the marketplace (De Luca and 

Atuahene,2007). 

2.5.1.3  Customer Relationship Management: 

Customer relationship management is a system that includes all aspects of dealing with 

customers, including call centers, sales forces, marketing, technical support, and the service 

field.  An essential goal of customer relationship management is to enhance long-term growth 

and profitability by better understanding customer behavior, and providing feedback more 

effectively about their desires and tastes (Buttle,2009). 

Hoque et al. (2021) indicated that customer relationship management refers to the 

complex organizational processes used to obtain information from current or potential customers 

and transform it into multi-functional knowledge that enables maintaining and developing 

communications with customers and benefiting from the value proposition offered by the 

organizations. It leads to increased customer loyalty and satisfaction. Customer relationship 

management expresses the evolvement of relationships with customers, providing after-sales 

services to meet customers' needs in preferable ways, and working to obtain information and 

transfer it to customers (Riemann et al., 2021). Mohammad (2012) indicated that customer 

relationship management helps organizations obtain a comprehensive view of their customers' 

behavior, and modifies their business operations to ensure customer service in the best possible 

way. 
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2.6  The Concept of  Organizational Reputation: 

Organizational reputation refers to a crucial value for organizations to maintain a 

competitive edge and establish long-term relationships with diverse stakeholders (Song et al., 

2019). The organizational reputation is perceived differently across various perspectives and 

disciplines. Some strategic experts view it as a source of competitive advantage, contrasting 

accountants who see it as a form of fame with fluctuating market value. Organizational 

reputation encompasses perceptions and evaluations by all relevant stakeholders regarding 

performance, products, services, employees, and emotional appeal (Al-Bayati,2019). According 

to deMarcelli and Teodoresco (2012) organizational reputation is intangible assets that form 

over time, shaped by the value stakeholders receive and their trust in the organization. It is non-

replicable, dependent on the organization's culture, and evolves. The leader's performance also 

influences the organization's reputation by outstanding work performance of individuals, and 

creating admiration from others (Stewart,2006). A positive reputation supports friendly 

relationships with influential parties, allowing the organization to navigate external and internal 

crises professionally, focusing on competition in the job market within the organization's overall 

strategy (Winn et al., 2008). Abbas and Saeed ( 2016) emphasized that organizational reputation 

reflects the overall impression created by individuals and entities associated with the 

organization regarding its activities, systems, decisions, and policies. This impression affects 

continuous interaction with stakeholders, manifests in the organization's efforts and outstanding 

achievements, seeks to obtain societal satisfaction, and enhances well-being. 

2.6.1 Dimensions of Organizational Reputation: 

2.6.1.1  Social Responsibility: 

The social responsibility of organizations reduces conflicts between companies and local 

communities if they can eliminate poverty, and unemployment, and create job opportunities.  

This makes the organization a source of innovation and competitive advantage (Yuniarta et al., 

2020). Social responsibility considers an organizational strategy as it is a significant internal 

resource shaping the organization's culture and values, leading to enhanced organizational 

reputation and profitability (Solikhin et al., 2019). Organizational social responsibility generates 

goodwill from employees, stakeholders, and consumers. That enhances the organization's 

reputation and long-term viability. It can bring various business benefits, such as improving the 

organization's image, reputation, competitive advantage, cost savings, and increased sales 

revenue (Al-Karim,2020). According to Pride and Ferrell (2022) social responsibility is the 

organization's commitment to maximize its positive impact and minimize negative effects on 

society through ethical, legal, humanitarian, and economic practices and considerations. Ibrahim 

and Ahmed (2023) pointed out that corporate social responsibility reports in their early stages 

primarily covered social issues within the company and its surrounding community. With 

industrial advancements, the struggle for survival in competitive markets, and environmental 

incidents impacting both the environment and society, the scope of these reports expanded. 

2.6.1.2  Quality of Service: 

Service quality defined by the gap between the expectations of employees, customers, 

and stakeholders, and their perceptions and experiences of the perceived service (Al-

Kalsh,2023). Del et al. (2019)  referred to all the measures related to service delivery to enhance 

and maintain the product's value. Service quality is considered one dimension of organizational 

reputation achievement. Since the emergence of interest in studying organizations and their 

success requirements, from classical and behavioural organizational schools to the scientific 

management school, the concept of service quality has matured in the administrative world. 

Service quality includes five factors: tangibles, responsiveness, reliability, empathy, and 

assurance (Song et al., 2019). According to Abdel (2019) service quality represents the degree to 

which the service meets the needs and desires of customers through the characteristics of the 

provided service and the amount of added value the customer receives as a result of obtaining 
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this service. Ismael and Al-Azzawi (2017) defined it as a set of behaviours performed by 

employees in the organization towards customers to achieve their satisfaction. 

2.6.1.3  Creativity: 

Creativity defined as encompassing distinctive features of products, individuals, and 

thinking processes by Darvishmotevali et al. (2022). Creativity considers like broad source of 

competitive advantage that organizations can leverage to respond to evolving business 

conditions. Creativity correlates positively with organizational reputation; the more creative an 

organization is more reflected in its reputation. Creativity fosters employee loyalty, and 

commitment to organizational structures, and enhances the attractiveness of employees and the 

community (Shaheen,2023). In constant challenges, organizations seek to continuously generate 

novel and valuable ideas to develop products, services, processes, managerial practices, and 

competitive strategies (Olszak et al., 2018). Nouri (2012) defined organizational innovation as a 

new idea or behaviour within the organization's industry, market, or broader environment. 

2.7 Descriptive analysis of research variable: 

The researcher conducted a test to determine the type of data distribution related to each 

variable. Based on this analysis, the researcher utilizes the appropriateness of descriptive 

statistics for the distribution of the data, whether normal or non-normal. Then makes a decision 

based on the data's quality , whether using parametric or non-parametric statistics. 

2.7.1  Firstly: Analyzing and explaining the dimensions of the variable dynamic marketing 

capabilities. 

An analysis and explanation were conducted on the dimensions of the variable dynamic 

marketing capabilities; (product development, market knowledge, and customer relationship 

management). Statistical methods used in this context include the coefficient of variation, the 

arithmetic mean, and the standard deviation. The ranking prepared based on the coefficient of 

variation, results shown in Table (1): 

 

Table1: Analysis of the dimensions of the variable dynamic marketing capabilities 

T The dimension Arithmetic 

mean 

standard 

deviation 

Coefficient of 

Variation 

arrangement 

1 Product 

development 
3.854 0.413 10.71% 

1 

2 Market knowledge 3.574 0.532 14.87% 3 

3 Customer 

relationship 

management 

3.831 0.493 12.86% 

2 

variable variable dynamic 

marketing 

capabilities 

3.753 0.391 10.41% 

the first 

Source: prepared by the researcher based on SPSS results 

It is clear from the previous table that: 

1. The dimension "Product Development" reflects an arithmetic mean of 3.854. This value 

shows that there is total agreement among participants about the development of the product, 

with the number indicating high availability. The standard deviation for this dimension was 

0.413, a low level indicating a narrow spread in participants' opinions about product 

development. The coefficient of variation reached 10.71%, which indicates relative agreement in 

the participants' perspectives regarding product development, and the dimension reflects the first 

rank among the dimensions concerned. 
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2. About the "market knowledge" dimension, the arithmetic mean reached 3.574, which reflects 

high availability. The standard deviation was low at 0.532, showing a narrow spread in 

participants' opinions on this aspect of market knowledge. The coefficient of variation, which 

reached 14.87%, indicates a relative consensus in the participants' perspectives regarding market 

knowledge. This dimension ranks third among the two dimensions concerned with this issue. 

3. About the "customer relationship management" dimension, the arithmetic mean was 3.831, 

which shows a high availability of this dimension. The standard deviation is low at 0.493, 

indicating a narrow spread in participants' opinions on this aspect of CRM. The coefficient of 

variation  reached 12.86%, which  indicates limited differences in participants' perspectives 

about it. This dimension ranks second among the two dimensions concerned with this issue. 

 

2.7.2  Secondly: Analyze and explain the dimensions of the organizational reputation 

variable. 

An analysis and explanation were conducted on the dimensions of the organizational 

reputation variable; (social responsibility, quality of service, and creativity). Statistical methods 

used in this context include the coefficient of variation, the arithmetic mean, and the standard 

deviation. The ranking prepared based on the coefficient of variation, results clarified in Table 

(2): 

Table2: Analysis of the dimensions of the variable organizational reputation  

T The dimension Arithmetic 

mean 

standard 

deviation 

Coefficient of 

Variation 

arrangement 

1 Social Responsibility 3.073 0.489 15.90% 1 

2 Quality of service 3.137 0.514 16.38% 2 

3 creativity  2.993 0.518 17.30%  

 Variable The variable is the 

organizational 

reputation 

3.068 0.367 11.96% the Second 

Source: prepared by the researcher based on SPSS results 

It is clear from the previous that: 

4. As for the “social responsibility” dimension, the arithmetic mean was 3.073, which indicates a 

moderate availability, that is, a moderate level of interaction with this dimension among the 

participants. The standard deviation for this dimension is 0.489, which reflects homogeneity in 

participants’ views regarding social responsibility. The coefficient of variation, which reached 

15.90%, shows few differences in the participants’ opinions regarding this dimension. This 

dimension ranks first among the two concerned dimensions. 

5. Regarding the "quality of service" dimension, the arithmetic mean reached 3.137, which 

indicates moderate availability. The standard deviation for this dimension is 0.514, reflecting a 

narrow variance in participants' opinions about service quality. The coefficient of variation, 

which reached 16.38%, shows little difference in the participants' opinions regarding this 

dimension. This dimension ranks second between the two concerned dimensions. 

6. Regarding the "Creativity" dimension, the arithmetic mean was 2.993, which indicates 

moderate availability. The standard deviation for this dimension is 0.518, reflecting a narrow 

variance in participants' views of creativity. The coefficient of variation, which reached 17.30%, 

shows a slight difference in the participants' opinions regarding this dimension. This dimension 

ranks third between the two concerned dimensions. 
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2.8 Hypothesis testing: 

2.8.1 First: Testing the first core hypothesis: There is a significant correlation between 

dynamic marketing capabilities and organizational reputation 

Table (3) shows the value of the Pearson correlation coefficient between dynamic 

marketing capabilities and organizational reputation, where the coefficient reached (0.755**). 

The degree of freedom for the test is 120. In addition, the statistical significance value for this 

test is (0.000), which is much lower than the statistical significance value (0.05). That indicates a 

strong positive correlation between dynamic marketing capabilities and organizational 

reputation. Thus, the first core hypothesis is accepted. 

  

2.8.1.1 The test of this hypothesis consists of testing the following sub-hypotheses: 

1. Testing the first sub-hypothesis: There is a significant correlation between product 

development and organizational reputation. 

Table (3) shows the value of the Pearson correlation coefficient between product development 

and organizational reputation, where the coefficient reached (0.576**). The degree of freedom 

for the test is 120. In addition, the statistical significance value for this test is (0.000), which is 

much lower than the statistical significance value (0.05). That suggests a strong positive 

correlation between product development and organizational reputation. Therefore, the first sub-

hypothesis is accepted. 

2. Testing the second sub-hypothesis: There is a significant correlation between market 

knowledge and organizational reputation. 

Table (3) shows the value of the Pearson correlation coefficient between market knowledge and 

organizational reputation, where the coefficient reached (0.612**). The degree of freedom for 

the test is 120. In addition, the statistical significance value for this test is (0.000), which is much 

lower than the statistical significance value (0.05). This indicates a strong positive correlation 

between market knowledge and organizational reputation. Therefore, the second sub-hypothesis 

is accepted. 

3. Testing the third sub-hypothesis: There is a significant correlation between customer 

relationship management and organizational reputation. 

Table (3) shows the value of the Pearson correlation coefficient between customer relationship 

management and organizational reputation, where the coefficient reached (0.651**). The degree 

of freedom for the test is 120. In addition, the statistical significance value for this test is (0.000), 

which is much lower than the statistical significance value (0.05). This indicates a strong 

positive correlation between customer relationship management and organizational reputation. 

Therefore, the third sub-hypothesis is accepted. 

Table 3: values   of the correlations between the variable dynamic marketing capabilities and its 

dimensions with the variable organizational reputation 

Variable and 

dimension 

Correlation 

value 

Degree of 

freedom 

Significant 

correlation 

the condition 

Product development 67576** 115 67666 Moral 

Market knowledge 67612** 115 67666 Moral 

Customer 

relationship 

management 

67651** 115 67666 
Moral 

Dynamic marketing 

capabilities 
67755** 115 67666 

Moral 

Source: prepared by the researcher based on SPSS results 
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2.8.2 Second: Testing the second core hypothesis; a significant effect of dynamic marketing 

capabilities on organizational reputation. 

Analyzing the data in Table (4), it appears that the value (α = 0.408) is the lowest possible value 

for the organizational reputation variable.  The value of (β = 0.709) indicates a positive effect of 

dynamic marketing capabilities on organizational reputation. The coefficient of determination 

shows a value of (0.570). That means 57% of the variance in the organizational reputation 

variable can be interpreted through dynamic marketing capabilities. In addition,  43% of this 

variance is due to other variables outside the scope of the study. 

 The test value (F = 149.692) shows that there is a significant statistical impact of dynamic 

marketing capabilities on organizational reputation, as the relevant test value reached (0.000), 

which is less than the usual level of statistical significance (0.05). Therefore, the second core 

hypothesis is accepted. 

2.8.2.1  It consists of testing the following sub-hypotheses: 

1. Testing the first sub-hypothesis: There is a significant influence relationship between product 

development and organizational reputation. 

Analyzing the data in Table (4), it appears that the value of (α = 1.096) is the lowest possible 

value for the organizational reputation variable. In addition, the value of (β = 0.512) indicates a 

positive effect of product development on organizational reputation. The coefficient of 

determination shows a value of (0.332), which indicates that 33.2% of the variance in the 

organizational reputation variable can be interpreted by product development, and 66.8% of this 

variance is due to other variables outside the scope of the study. The test value (F = 56.065) 

shows a significant statistical impact of product development on organizational reputation, as the 

relevant test value reached (0.000), which is less than the usual level of statistical significance 

(0.05). Therefore, the first sub-hypothesis is accepted. 

2. Testing the second sub-hypothesis: There is a significant relationship between the influence of 

market knowledge and organizational reputation. 

Analyzing the data in Table (4), it appears that the value of (α = 1.557) is the lowest possible 

value for the organizational reputation variable. In addition, the value of (β = 0.423) indicates a 

positive effect of market knowledge on organizational reputation. The coefficient of 

determination shows a value of (0.375), which indicates 37.5% of the variance in the 

organizational reputation variable can be interpreted by market knowledge, and 62.5% of this 

variance is due to other variables outside the scope of the study. 

The test value (F = 67.835), shows that there is a significant statistical effect of market 

knowledge on organizational reputation, as the relevant test value reached (0.000), which is less 

than the usual level of statistical significance (0.05). Therefore, the second sub-hypothesis is 

accepted. 

3. Testing the third sub-hypothesis: There is a significant relationship between the influence of 

customer relationship management and organizational reputation. 

Analyzing the data in Table (4), it appears that the value of (α = 1.211) is the lowest possible 

value for the organizational reputation variable. In addition, the value of (β = 0.485) indicates a 

positive effect of customer relationship management on organizational reputation. The 

coefficient of determination shows a value of (0.424), which indicates 42.4% of the variance in 

the organizational reputation variable can be interpreted by customer relationship management, 

and 57.6% of this variance is due to other variables outside the scope of the study. 

 The test value (F = 83.125), shows that there is a significant statistical impact of customer 

relationship management on organizational reputation, as the relevant test value reached (0. 

000), which is less than the usual level of statistical significance (0.05). Therefore, the third sub-

hypothesis is accepted. 
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Table 4: Impact values   of the dynamic marketing capabilities variable and its dimensions on 

the organizational reputation variable 

Variable and 

dimension 

α 
β t(β) Sig.t(β) 

R
2

 F Sig.(F) the 

condition 

Product 

development 
17696 67512 77488 67666 67332 567665 67666 

Moral 

Market 

knowledge 
17557 67423 87236 67666 67375 677835 67666 

Moral 

Customer 

relationship 

management 

17211 67485 97117 67666 67424 837125 67666 
Moral 

Dynamic 

marketing 

capabilities 

67468 67769 127235 67666 67576 1497692 67666 
Moral 

Source: prepared by the researcher based on SPSS results 

3 .Discussion of results: 

1. It can be confirmed that General Diyala Company  is working on its participation in 

international exhibitions. General Diyala Company  is gaining an opportunity to introduce itself 

to a global audience. The company is improving its reputation and interacting with individuals 

from different backgrounds and diverse cultures. Product demonstrations helped attract potential 

customers' attention and improved their understanding of competitive advantages. Healthy 

business relationships determined during these events led to increased sales opportunities and 

future cooperation. 

2.The team does not seem sufficiently familiar with the modern technology used by the 

company. The company faces challenges in integrating modern technology with existing 

systems. 

3.The company offers products at competitive prices, which attracts new customers to the 

company. Low price is also a strong incentive to attract interest and motivate customers to try 

the company's products. Customers felt that the company provided good value for money by 

offering products at reasonable prices, and the low prices led to building strong and lasting 

relationships with customers. The company has enabled access to new market opportunities  by 

making its products more attractive in terms of prices. 

5. The marketing team lacks accurate analysis of competitors' weaknesses and an understanding 

of exploitation them effectively. That affected its ability to invest in marketing opportunities. 

6.  The company continues to participate in exhibitions that provide an opportunity for direct 

interaction with distinguished customers. Creating healthy relationships with customers helps to 

achieve effective communication. A better understanding of the needs and expectations of 

customers. Direct communication experiences also allowed the company to adjust its strategy 

and improve its products and services according to customer needs. Direct communication 

provided the opportunity to identify unique requirements and give solutions that precisely meet 

them. 

7.  No effective marketing strategies were used to  target the audience. That led to the inability to 

fully exploit the capabilities of specialized staff to attract and motivate customers. The company 

did not have an accurate direction of the advertising message, which made customers not 

sufficiently aware of the value of the products or services provided by the company. 
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3.1 Proposals: 

To enhance the organizational reputation of General Diyala Company , a number of the 

following practices can be followed: 

1.Providing high quality: The company must improve the quality of its products and services. 

This is possible by investing in research and development and adopting high-quality production 

and service processes. Products must be reliable and consistently meet customer expectations7 

2.Providing excellent customer service: The focus should be on providing a high-quality 

customer experience. The customer service team must be kind and deal with customer inquiries 

and complaints quickly and efficiently. There must be mechanisms to measure customer 

satisfaction and improve the business based on continuous feedback and feedback7 

3.Commitment to social and environmental responsibility: The company must be committed to 

ethical business practices and social responsibility. This can achieve by adopting policies and 

procedures to preserve the environment, adhere to fair labor standards, and ensure product and 

worker safety7 

4.Effective communication: The company must communicate effectively with customers, 

shareholders, and the local community. This can achieve by providing multiple communication 

channels such as email, phones, and social media7 

5.Effective response to problems: The company must deal quickly and effectively with any issue 

or complaint it faces. Mechanisms must receive and address obstacles and take corrective action 

quickly and effectively7 

6.Building strategic partnerships: The company can create long-term partnerships with suppliers, 

local companies, and non-profit institutions. This can enhance the company's reputation and 

contribute to expanding its reputation in the market7 

When these practices are implemente, General Diyala Company  can enhance its organizational 

reputation and build a positive image among customers, employees, and the community 7 

4 Conclusions: 
1.Diyala Company has expressed its willingness to explore new market opportunities and 

enhance its global presence, which contributes to building business relationships and expanding 

its customer network, which leads to increased business volume and improved financial returns. 

2.There has been a weakness in taking advantage of modern technology, which indicates not 

taking full advantage of technological opportunities to improve manufacturing processes and 

reduce costs. 

3.It has become clear that the company is adopting a low-pricing strategy as a successful means 

of competition, which contributes to attracting more customers, and achieving a larger market 

share, and making a balance between quality and cost based on a good understanding of 

customer needs and the ability to confront them effectively. 

4.The company has shown investing in competitors' weaknesses as a positive step to effectively 

benefit from marketing opportunities, which contributes to improving its position in the market 

and its distinction in attracting customers. 

5.The company has specialized cadres that considered a strength aspect, as the technical 

competencies and available specializations have contributed to providing high-quality services 

and meeting customer needs, thus building a long-term reputation and enhancing customer 

loyalty. 

6.The company has demonstrated its commitment to social responsibility activities, which has 

contributed to enhancing its reputation and the loyalty of its customers, and has shown interest in 

caring for employees and the work environment by allocating a special fund to support 

employees. 

7.The company demonstrates its commitment to providing high-quality services and focusing on 

meeting the needs of beneficiaries, with continuous improvement in services, which indicates its 

willingness to listen to feedback, improve operations based on these responses, and build strong 

relationships with beneficiaries. 
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 البحث: مسحخلص

هذف انثحث انحانٍ إنً ذحذَذ يذي ذأثُز انمذراخ انرسىَمُح انذَُايُكُح تأتؼادها )ذطىَز انًُرج، يؼزفح انسىق، َ

إدارج ػلالاخ انؼًلاء( كًرغُز ذفسُزٌ ػهً انسًؼح انرُظًُُح تأتؼادها )انًسؤونُح الاجرًاػُح، جىدج انخذيح، الإتذاع( 

الانُاخ انًُاسثح انرٍ ذًكٍ شزكح دَانً انؼايح يٍ اسرغلال لذراذها انرسىَمُح  تاػرثارها يرغُز الاسرجاتح نغزض انرىصم انً

انذَُايُكُح نرحمُك سًؼرها انرُظًُُح7 ونهذا انغزض ذى صُاغح ػذد يٍ انفزضُاخ أهًها إَجاد ػلالح انرأثُز7 ولاخرثار 

ُه7ٍ وذى جًغ انثُاَاخ يٍ يذَزٌ الإداراخ انفزضُاخ اخرار انثاحث شزكح دَانً، واػرًذ انثاحث ػهً انًُهج انىصفٍ انرحه

( فزداً، وذى 115ووكلائهى ويسؤونٍ الإداراخ ولسى انرسىَك ولسى الاذصالاخ وانؼلالاخ ولسى الإػلاو7 وتهغ ػذد انؼُُح )

ذَزٌ الاػرًاد ػهً الاسرثُاٌ نجًغ انثُاَاخ، تالإضافح إنً اسرخذاو انثاحث نهًماتلاخ انشخصُح يغ يذَز ػاو انشزكح وي

نًؼانجح الاسرثُاَاخ وذحهُههاExcel  7و Amosو SPSSالألساو نغزض ذؼشَش َرائج الاسرثُا7ٌ واػرًذ انثاحث ػهً تزايج 

، الأهًُح R2كًا اسرخذو أسانُة الإحصاء انىصفٍ )انىسط انحساتٍ، الاَحزاف انًؼُارٌ، يؼايم انرثاٍَ، يؼايم انرحذَذ، 

أٌ انشزكح ذمذو انًُرجاخ تأسؼار يخفضح كاسرزاذُجُح ذُافسُح َاجحح، يًا ساهى فٍ جذب انُسثُح(، فًُا كاَد أتزس انُرائج 

 ػذد أكثز يٍ انؼًلاء يًا َؼكس حسٍ انفهى7 احرُاجاخ انؼًلاء وانمذرج ػهً ذهثُح ذهك الاحرُاجاخ تفؼانُح7

 7سًؼح انرُظًُُح، انمذراخ انرسىَمُح انذَُايُح ان: للبحث الكلمات الزئٍسة
 
 
 
 

  

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 *البحث مسحل من رسالة ماجسحٍز

mailto:SoadAbdAbaas@gmail.com
mailto:SoadAbdAbaas@gmail.com
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/

