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X8 11 19.6 24 42.9 15 26.8 4 7.1 2 3.6 3.68 .993 
X9 12 21.4 22 39.3 13 23.2 8 14.3 1 1.8 3.64 1.034 

X10 13 23.2 17 30.4 20 35.7 3 5.4 3 5.4 3.61 1.073 
X11 14 25.0 17 30.4 17 30.4 7 12.5 1 1.8 3.64 1.052 
X12 12 21.4 23 41.1 17 30.4 3 5.4 1 1.8 3.75 .919 
X13 16 28.6 23 41.1 12 21.4 4 7.1 1 1.8 3.88 .974 
X14 12 21.4 25 44.6 11 19.6 7 12.5 1 1.8 3.71 1.004 

X15 17 30.4 25 44.6 11 19.6 2 3.6 1 1.8 3.98 .904 
X16 16 28.6 25 44.6 13 23.2 2 3.6   3.98 .820 
X17 15 26.8 21 37.5 16 28.6 3 5.4 1 1.8 3.82 .956 
X18 14 25.0 26 46.4 9 16.1 7 12.5   3.84 .949 
X19 16 28.6 23 41.1 10 17.9 7 12.5   3.86 .980 
X20 15 26.8 12 21.4 18 32.1 9 16.1 2 3.6 3.52 1.160 

X21 18 32.1 23 41.1 7 12.5 5 8.9 3 5.4 3.86 1.135 
X22 11 19.6 25 44.6 8 14.3 10 17.9 2 3.6 3.59 1.108 
X23 9 16.1 24 42.9 15 26.8 4 7.1 4 7.1 3.54 1.078 
X24 20 35.7 25 44.6 8 14.3 3 5.4   4.11 .846 
X25 20 35.7 24 42.9 10 17.9 2 3.6   4.11 .824 
X26 19 33.9 26 46.4 9 16.1 2 3.6   4.11 .802 
X27 9 16.1 30 53.6 12 21.4 4 7.1 1 1.8 3.75 .879 
X28 16 28.6 27 48.2 10 17.9 2 3.6 1 1.8 3.98 .884 
X29 21 37.5 21 37.5 9 16.1 5 8.9   4.04 .953 
X30 18 32.1 23 41.1 14 25.0 1 1.8   4.04 .808 
X31 13 23.2 26 46.4 11 19.6 5 8.9 1 1.8 3.80 .961 
X32 10 17.9 28 50.0 15 26.8 2 3.6 1 1.8 3.79 .847 
X33 23 41.1 23 41.1 8 14.3 2 3.6   4.20 .818 
X34 22 39.3 20 35.7 13 23.2 1 1.8   4.13 .833 
X35 19 33.9 25 44.6 11 19.6 1 1.8   4.11 .779 
X36 15 26.8 27 48.2 10 17.9 3 5.4 1 1.8 3.93 .912 
X37 13 23.2 24 42.9 14 25.0 5 8.9   3.80 .903 
X38 22 39.3 23 41.1 6 10.7 5 8.9   4.11 .928 
X39 21 37.5 22 39.3 10 17.9 3 5.4   4.09 .880 
X40 13 23.2 25 44.6 12 21.4 5 8.9 1 1.8 3.79 .967 
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The Impact of The Entrepreneurial Marketing in The Organization Reputation 
"An Exploratory Study for The Opinions of The Managers' Sample in A Number of Private Hospitals in 

Duhok City"  
Abstract: 
The current study represents an attempt to find out the impact of the entrepreneurial marketing in the organization 
reputation, where the researchers prepared a theoretical framework beneficiaries from the theoretical literature of the 
subject and therefore, the current study seeks to answer the question (does the entrepreneurial marketing have an 
impact on the organization reputation?), and to answer it the default form was build which illustrates the nature of the 
relationship and impact to the study variables represented the entrepreneurial marketing and its dimensions 
(independent variable) and the organization reputation (dependent variable), thus, two main hypotheses with sub-
assumptions have been formulated, the data was collected by a questionnaire distributed to the managers' and heads 
of departments in private hospitals in Dohuk city and analyzed through a set of statistical methods. The most important 
conclusions are a presence of a relationship and a significant impact between the entrepreneurial marketing dimensions 
and organization reputation. The main significant recommendations of the study are the local hospitals privacy in 
Duhok city need to adopt entrepreneurial marketing in their approaches, plans and work through focusing to customer 
and finding value to him, subsequently achieve the competitive advantage and build a good reputation distinguish 
itself from the competitors. 
Keywords: entrepreneurial marketing, risk management, creativity, capturing marketing opportunities, finding value 
for the customer, organization reputation.  
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