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Abstract: 

    The research aims to diagnose the level and nature of the influence relationship 

between strategic awareness in its dimensions (customer service awareness, sales 

awareness, product awareness, competitive awareness, administrative awareness) and 

competitiveness with its dimensions (profitability, productivity, cost, market share, 

customer satisfaction) in the Asia Cell Mobile Communications Company in Iraq 

     The research problem started from the main question (How aware are the leaders in Asia 

Cell for cellular communications of the role of strategic awareness in enhancing its 

competitiveness?), which was expressed in the main and subsidiary hypotheses. The final 
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sample of (117) samples from the staff of Asia cell represented by (branch managers, 

department managers and sales center managers), and the research community in the 

company reached (160) samples, using a comprehensive inventory method, as (160) 

questionnaires were distributed, of which (117) questionnaires were returned. Valid for 

statistical analysis, with a recovery rate of approximately (73%) of the number of 

distributed questionnaires 

     The research reached a set of conclusions, most of which coincided with the research 

hypotheses, including (the clarity of interest by the surveyed company in strategic 

awareness and its dimensions and competitiveness and its dimensions), as the research 

resulted in the presence of influence relationships for strategic awareness in enhancing 

competitiveness in the surveyed company. 

Keywords: strategic awareness, competitiveness of business organizations, Asia Cell 
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(Davis et al, 2012: 324)

(Tugba, 2019:5)   انه
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Davis et al, 2012: 15

 Customer service awareness

(Yeşilkaya, 2015: 96)(Jeske et al, 2015: 2)

(Kaňovská, 2010: 562)

Davis et al, 2012: 14

 Sales awareness :

(storbacka et 

al, 2009: 892)Spaho, 2010: 409

(Bolander et al, 2014: 170)

 product awareness

Seturi, 2017: 425Latif et al, 2014: 69

Perla, 2019: 2
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(487 Alabdaly & Almayali, 2021:)

 competitive awarenessPerla, 2019: 3

(Odunlami & Akinruwa, 2014: 450)

يهتم

Latif et al, 2014: 68

 managerial awareness

Driouchi 

& Bennett, 2011: 208Davis et al, 2012: 15

Ibrahim & Al-Nuaimi: 2020: 103

Aubert & Leclair, 2006 :117 )

(Falce et al, 

2020: 3)
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(Epetimehin, 2011 :18)
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Hofstrand, 2006: 1Reschiwati et 

al, 2020: 327

Nimalathasan & Nishanthini, 2013: 1

 Productivity)

Ares, 2018: 19(Linna et al, 2010: 301)

 :

Christian & Nwaeke, 2020: 7Adefulu, 2015: 23 

 Cost

Depperu 

& Cerrato, 2005, 6)(Rothaermel, 2017: 183)
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 Customer satisfaction

Anderson et al, 2004: 173(Suchánek et 

al, 2017: 20)
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    4.148       0.689       16.610 

    4.233      0.652      15.402 1 

    4.156      0.707        17.011 3 

    3.956      0.721        18.225 5 

    4.228      0.657        15.539 2 

     4.167      0.711      17.062 4 
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3

 

FXY

(442.444 )0.122

2.74074)%

91.971

1.658

2.474

2.4744.220

 انتنافسيت  

Constant 
Beta  F T Sig 

  

X 5.003 0.574 0.861 0.746 440.445 18.178 

 9.216 0.211 0.721 0.520 124.419 11.154 

 8.533 0.538 0.739 0.546 138.439 11.766 

 8.857 0.578 0.781 0.610 180.246 13.426 

 7.733 0.626 0.758 0.575 155.578 12.473 

 10.502 0.510 0.743 0.552 141.792 11.908 

  6.851( = 0.01توى معنويت )انجذونيت بمس Fقيمت 

 3.920( = 0.05انجذونيت بمستوى معنويت ) Fقيمت 

 2.358( = 0.01انجذونيت بمستوى معنويت ) tقيمت 

 1.658( = 0.05انجذونيت بمستوى معنويت ) tقيمت 

N= 117 
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1- 

FY(924.491 )

0.122

)2.42242)%

99.944

1.6582.299

2.299

1.290

2- 

FY(901.401 )

0.122

2.44044)%

99.7001.658

2.401

2.401

1.400

 
3- 

FY(912.240 )

0.122

2.09209)%

90.420
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2.471
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1.147

 
4- 

FY(944.471 )

0.122

2.47409)%

92.4701.658

2.020

2.020

7.700

 
5- 

FY(949.712 )

0.122

2.44242)%

99.1211.658
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2.492
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