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Abstract:

The current research aims to examine the
relationship between influencer marketing and
market share. The research problem was
identified through a series of questions, and
the  descriptive-analytical method  was
employed. A questionnaire was distributed to a
sample of 120 individuals working in retail
stores in the city of Mosul. After collecting

and organizing the  responses, 14
questionnaires  were excluded due to
incomplete data, resulting in 106 valid

questionnaires for analysis. The research
reached a number of conclusions, the most
important of which is that influencer
marketing  significantly  contributes  to
enhancing the market share of retail stores in
Mosul. The results revealed a statistically
significant correlation and impact between the
two variables, indicating that the adoption of
influencer-based marketing—through public
figures and celebrities—represents a modern
strategic direction for achieving competitive
advantage. Based on these conclusions, the
study presented a set of proposals and
implementation mechanisms, most notably the
necessity of adopting integrated marketing
strategies that utilize influencers to build and
strengthen brand identity, given their clear
impact on improving the store’s market
position and increasing customer interest in its
products. This can be achieved by studying the
marketing environment and selecting the
appropriate promotional methods that enhance
the overall performance of retail stores.

“The research is extracted from a master's thesis of the first researcher.
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