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Abstract 

This research aims to explore the relationship between the dimensions of strategic 

marketing planning and its impact on achieving sustainable marketing among 

employees of Al-Qimma Al-Masiya Trading Company, especially commercial agencies 

in Erbil city. The research is based on a hypothetical plan that takes into account the 

direction of the relationship between the two variables, dividing the study variables into 

two parts: The first part includes personal information: gender, age groups, educational 

qualifications and years of service categories. The second part includes the research 

axes, which were divided into two axes: The first axis is represented by the variable 

"strategic marketing planning", where this axis was measured using four dimensions as 

follows: the marketing message, marketing objectives, strategic marketing choice, 

marketing control, as each of the dimensions "marketing message" and "marketing 

control" were measured by five phrases or indicators, while the dimensions "marketing 

objectives" and "strategic marketing choice" were measured using four phrases for each 

dimension separately. The descriptive analytical approach was adopted. The 

questionnaire was also used to survey the opinions of the sample consisting of a number 

of workers. The questionnaire was distributed randomly to a sample of workers in Al-

Qimma Al-Masiya Company for General Trade and Commercial Agencies in Erbil city. 

It is worth noting that the total number of workers in the company concerned with the 

research consisted of (63) workers and (50) questionnaires were retrieved, thus the 

percentage taken from the research community reached (79%), which is considered a 

good participation rate by the research community. After that, the statistical program 

(SPSS V26) was used to analyze the degree of opinions and answers, as well as to 

achieve the research objectives and test the hypotheses presented by the current field 

study. The table below represents the components of the questionnaire variables 

mentioned above with the coding. 
Keywords: Strategic marketing planning, sustainable marketing. 
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- 

Mahrous&Kortam,2020: 173

- 

Taoketao&Nie.2018: 8

- 

(Berrone 

&Gelabert,2017: 4.)

(Statistical Package for Social Sciences- SPSS IBM V.26

 (Shapiro-Wilk)
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3) (Alpha Cronbach.) 

 (Simple Correlation Coefficient)

 (Simple Linear Regression)

  (Multiple Linear Regression)

(Stepwise)

 

 

7 14.00% 2 

43 86.00% 1 

50 100%   
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23 46.00% 1 

20 40.00% 2 

6 12.00% 3 

1 2.00% 4 

50 100%   

3 6.00% 5 

11 22.00% 2 

9 18.00% 3 

21 42.00% 1 

6 12.00% 4 

50 100%   

18 36.00% 2 

19 38.00% 1 

11 22.00% 3 

2 4.00% 4 

50 26% 
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3.62 0.97 26.70% 72.40% 4 

3.90 0.89 22.73% 78.00% 1 

3.84 1.06 27.52% 76.80% 2 

3.78 0.95 25.23% 75.60% 3 

3.50 1.15 32.78% 70.00% 5 

3.73 0.76 20.27% 74.56% 
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3.76 1.04 27.69% 75.20% 1 

3.42 1.13 32.94% 68.40% 3 

3.74 1.07 28.49% 74.80% 2 

3.36 1.26 37.43% 67.20% 4 

3.57 0.97 27.07% 71.40% 
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3.52 1.05 29.96% 70.40% 3 

3.34 1.19 35.59% 66.80% 4 

3.74 1.24 33.22% 74.80% 2 

3.78 1.02 26.88% 75.60% 1 

3.60 0.96 26.62% 71.90% 
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3.66 1.17 32.00% 73.20% 2 

3.64 1.14 31.28% 72.80% 3 

3.70 1.11 30.03% 74.00% 1 

3.56 1.23 34.59% 71.20% 4 

3.56 1.09 30.65% 71.20% 5 

3.62 1.02 28.20% 72.48% 



                                                                                      

7130252

 
 

201 
 

 5 موافق 74.40% 22.42% 0.83 3.72

 3 موافق 75.60% 25.23% 0.95 3.78

 1 موافق 78.80% 25.33% 1.00 3.94

 8 موافق 70.40% 27.67% 0.97 3.52

 9 موافق 69.60% 27.99% 0.97 3.48
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 2 موافق 77.20% 29.61% 1.14 3.86

 4 موافق 75.20% 29.70% 1.12 3.76

 10 موافق 69.20% 29.89% 1.03 3.46

 6 موافق 74.40% 30.26% 1.13 3.72

 7 موافق 71.20% 31.17% 1.11 3.56

 11 محايد 67.60% 35.31% 1.19 3.38
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3.63 0.84 72.59% 23.07% 2 

3.65 0.82 73.05% 22.52% 1 

3.73 0.76 74.56% 20.27% 1 

3.57 0.97 71.40% 27.07% 4 

3.60 0.96 71.90% 26.62% 3 

3.62 1.02 72.48% 28.20% 2 
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X X1 X1.1-X1.5 
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X2 X2.1-X2.4 

X3 X3.1-X3.4 

X4 X4.1-X4.5 

Y Y1.1-Y1.11 

 

0.984 0.718 

0.977 0.416 

0.990 0.945 

0.984 0.735 

0.978 0.466 

0.989 0.912 
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X1.1 .761** 0.000 

X1.2 .684** 0.000 

X1.3 .711** 0.000 

X1.4 .827** 0.000 

X1.5 .781** 0.000 

X2.1 .808** 0.000 

X2.2 .854** 0.000 
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X2.3 .841** 0.000 

X2.4 .928** 0.000 

X3.1 .774** 0.000 

X3.2 .841** 0.000 

X3.3 .914** 0.000 

X3.4 .862** 0.000 

X4.1 .832** 0.000 

X4.2 .920** 0.000 

X4.3 .916** 0.000 

X4.4 .881** 0.000 

X4.5 .903** 0.000 
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.715** 0.000 

.772** 0.000 

.801** 0.000 

.854** 0.000 

.722** 0.000 

.788** 0.000 

.828** 0.000 

.766** 0.000 

.837** 0.000 

.797** 0.000 

.814** 0.000 
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alpha≥0.90 

0.80≤alpha<0.90 

0.70≤alpha<0.80 

0.60≤alpha<0.70 

0.50≤alpha<0.60 

alpha≤0.50 
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0.883** 0.000 

≤
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(Y)
(Sig.)

(X)

(X1).469** 0.001 

(X2).525** 0.000 

(X3)
.446** 0.001 

(X4).328* 0.020 

≤≤
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(B0)(B1)
F R2 

0.504 0.868 170.546 

78.04% t (2.036) t (13.059) sig. (0.000) 

sig. (0.047) sig. (0.000)   
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Bo B1 R2 

1.178 0.683 
71.98% 

123.306 4.06 

Sig (0.000) Sig (0.000) Sig (0.000) d.f(1,48) 

0.796 
0.445 

79.43% 

90.74 3.21 
Sig (000) 

Sig (0.001) 
0.346 

Sig (0.000) d.f(2,47) 
Sig (0.000) 
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