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The role of strategic management in achieving marketing excellence in industrial organization  
"an exploratory study on a number of industrial companies in dohuk governorate" 

Abstract: 
Today, industrial companies are operating in a more complex environment because of the integration of 
international markets and the emergence of new markets and new rules of labor because of mergers and alliances of 
companies whether at the level of companies or countries. The constant change in ideas, technology, tastes, products 
and services and the disappearance of geographical divisions in the face of globalization are considered One of the 
biggest challenges faced by companies, and since the marketing excellence of the most important goals pursued by 
all industrial companies, it is necessary to face change and keep pace with progress and adaptation to the 
environment. The strategic management is the way to determine the directions of activities to address the problems 
and employ the possibilities of the company and adapt to internal and external changes . A group of five industrial 
companies was chosen as a field for field research. The researcher adopted the questionnaire method as a main tool 
for collecting data and information in the practical aspect of the research. In order to achieve the research objectives 
and hypotheses, based on the description of the research variables and their diagnosis and the test of correlation and 
impact relationships, a number of conclusions were reached which confirmed the existence of a correlation 
relationship and a significant effect between the strategic management and the marketing superiority of the 
investigated companies. In light of the conclusions reached by the researcher a number of proposals, most notably 
the need to activate the role of senior management in the adoption of strategic management to enhance the 
achievement of marketing excellence of companies surveyed. 
keywords: Strategic management, strategic management components, marketing excellence, customer satisfaction, 
customer loyalty. 

 


