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Abstract 

The current research was launched from a basic objective centered around diagnosing the 

level of impact of customer empowerment practiced by the residential complexes’ 

administrations in the city of Ramadi in enhancing marketing success. This objective was 

determined by a basic problem, which is the increase in population density in Iraq in 

general and in Anbar in particular, which cast its shadow on the government’s inability to 

keep up with this increase, which led to resorting to finding radical solutions, which is 

resorting to granting investment opportunities to build residential complexes by investors, 

who in turn faced a problem represented by their inability to achieve satisfactory levels of 
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marketing success, and thus the necessity of finding practices that help them to succeed in 

this idea to reach marketing success. The researchers identified the city of Ramadi as a 

research community represented by (11) residential complexes that provide services to 

customers, and their number was (132) individuals. The researchers used the 

comprehensive enumeration method, and the data obtained were analyzed using (measures 

of central tendency and dispersion measures) the program (SPSS v.26) and the program 

(Amos). The researchers concluded with a set of results, the most important of which 

resulted from the interest of the administrations in the residential complexes in the city of 

Ramadi in empowering the customers dealing with them at levels Satisfied with the 

marketing success and overall, this interest was employed in an enhanced and direct way in 

its ability to deal with its customers by enhancing their self-confidence and allowing them 

to provide opinions and suggestions and translate that into reality. 

Keywords: Customer empowerment, marketing success, residential complexes 
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