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Abstract :This study examined the impact of lean marketing on
marketing innovation, with Customer Relationship Management (CRM)
marketing capabilities acting as a moderating variable. A conceptual
framework was developed to guide the formulation of the study’s
hypotheses. The research was conducted in the production sector, targeting
small and medium-sized enterprises (SMEs) in Basrah province. Data were
collected using a structured questionnaire distributed to a sample of 239
employees.The results indicated a significant positive relationship between
lean marketing and marketing innovation. Furthermore, CRM marketing
capabilities were found to play a meaningful moderating role, strengthening
the relationship between lean marketing practices and marketing innovation
outcomes. These findings highlight the importance of adopting lean
marketing dimensions—proactiveness, responsiveness, flexibility, and
speed to enhance firms” ability to respond to dynamic market conditions
and growing competition. The study also emphasizes the need to develop
strong CRM marketing capabilities to support innovation and sustain
competitive advantage.
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36-34 Dl g1y
40-37 s A gl
43-41 sl gl
48-44 2 Al gl

€odle) Jgaall A5 ssiall jalaall o alaieWl Gliald) das) ¢ juaalip
Procedural framework (casall) (HaY¥) jdY) -3
rlibd) ajgi daud (e (38230 1-3

3l b I8 dejge CulS elge UL ae Jalaill duulia PLS-SEM a4,
Hair et al. 1 1&, iy aa (Richter et al., 2016: 377) auk e
138 agm L AaaY] Al Bl Qi ULl aoysi dada (e a3l (6 ¢ (2014)
dcisall e bl 8 alim o oSe ) Apbedll olhaY) Cuss Ll )
Al &)l 3L 3 .Bootstrapping ) il sladial v Lanh Tayss
Skewness and ) =hilly olsilVl LES) 2a) cBaaly dle e adai )
ey LAY 13 ULl s ded (e @il Aadle ST (Kurtosis
o eVl L bl misill e aS (<8 it @lild) culS 1Y L aaas
oo ghsilly sl pd Cufll LS ankll aigll e gigll il ot
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el las) (e lgle Jsaall & Al @l maag (3)dsaadly . skl
O G e el (b hall (g duf whaiilly sl clS 1Y oajilly
PLS— e adiad Al cdldaill 48y e jim Lee o oanda IS4 dese UL

.Bootstrapping JI alasiul vie dsjlee cladl g6y Jia) (e Jlasg SEM

A Al il s Al g ¢ g3) LA 2(3) Jgaad)

Kurtosis Skewness N i
Std. Error Statistic Std. Error Statistic Statistic

0.314 0.074 0.157 -0.622 239 Adaay)
0.314 0.554 0.157 -0.895 239 Alaiuy)
0.314 -0.388 0.157 -0.030 239 gl
0.314 0.351 0.157 -0.759 239 EESA]
0.314 -0.452 0.157 -0.451 239 Adlal) Aagi
0.314 1.418 0.157 -0.872 239 ALlual)
0.314 1.597 0.157 -0.983 239 G5 Claglaa
0.314 -0.846 0.157 -0.582 239 i) aanai £l
0.314 -0.460 0.157 -0.366 239 oA g
0.314 0.565 0.157 -0.406 239 o) gy
0.314 0.199 0.157 -0.690 239 &S gl
0.314 0.664 0.157 -0.662 239 LAl gl
0.314 0.073 0.157 -0.740 239 @l Gy guatl)
0.314 -0.270 0.157 -0.633 239 O30 e ABal) B 1Y Ay gl ) )
0.314 0.292 0.157 -0.352 239 gl gl

Tl cla Aa ; jsaddiSmartPLS 4.0

2l Y Jaleag Aagll slas¥) 2-3
G iall o LY COleaay Adleil) mlill e i caudll 13 b
Alisal @l jpriall G Slan ) dal il (5 gl CENR)) 028 S A gyl
alaaiuly Ll HY1 dalee Gl o Al all 230 b Al jualic Jiad il
O Ul U A jaiid) sl AadA (4) Jsaadl S s « SPSS V. 277U
Al e i Whaas) Yo Ll )Y Jelee 22d il il (e 755 JS
Ul Adlaas Hm lee ((*p < 0.05)5 (**p < 0.01) sl G dauz sall
el s gl e ol hia gl slan V) i Jsaall (e LS daliinl

¥ 5 il At (5 sise e o paill (sl (g lmall Gl sy
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Lgdaa g9 @l iial) (g ol ¥ Jalaa :(4) Jgand)

A | Bl
[ sy
) P 9 8 7 6 5 4 3 2 1
¢
0.554 4.36 1 P
0.590 | 4.20 1| 8 daan o
0575 | 3.90 1 0'35 Ofl Lo -3
0581 | 4.09 1 | 226 | 517 | 508 eyl 4
485 | .223 549 | 611 a5 -5
0.593 4.32 1 o . o . Pt
0.565 | 4.03 1 | 464|485 | 231 ) 440 | 422 1 i
oo0s | 428 AR A A T
e
0401 | 414 1 | 530 | 559 | 547 1 709 | 455 | 779 | 743 | Gsed -8
g
421 aLal) -9
Ay gt
a7 L | S0 | | 7 | s | e | sea | a3 | e | R
e ABdal)
o8
0319 4.20 523 .606 465 472 342 449 .329 498 410 gy -10
) - = = = = = - - - ‘_,L L goid)
**_Correlation is significant < 0.01
*. Correlation is significant < 0.05

SPSS V.27 gakin cla i 1 juaall
ANy dlgideg dnlagl il Ll ol le) o) mamy (4) dsaadl DA (e
L 3 caeilly dandyl) Al Cileiaj aeag oD JShus Lisinag dblas)
O LS ((r = 0.606; p < 0.01) Lassudll gla) we lulad) Gl Gasedt
F=) Osl ge ADall 88y Akagedll cihaill o Wilad Jasiy Gl (3aguctl
g A By Adgal chadll 8 3 s e (0.670; p < 0.01
Ghadl 3. (r = 0.523; p < 0.01) saill gla) g Lulag) Jasiy 05030
AlaiaY) AEEYY) Gl Gasedl alad Gn el Blo)) s OIS i
r=0.410, 0.498, 0.329, 0.449; p ) _suil) Y ao (Aol ¢l yall
AdLany) Gl Ggadll dbal Bl oS s AL Sl Je (< 0.01
=) Ol e Dl 53y igudl) ol ma (epadl (g yall i)
(9l dga e sl e (0.664, 0.635, 0.324, 0.589; p < 0.01
a55) Osl) o ALY B3y Thguall il dlad (el Lalsy) dllia oS
r=0.342, 0.472, ) sl glay) g (05 Claglee cdeluall (D)

668
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2l aled om BLENY) S s AL e (0.465; p < 0.01
e (09l Glagles Aelall (ADall 4ag) g3l e AL By duk gl
W . sl e (r = 0.547, 0.559, 0.530; p < 0.01) Gai Gasel
Gosal) alad) (el Bl dla OIS clginy Lad JaloY) Gl 3l Lo
F=) Bl dag 2 ae (Aepad) gyl dilaaul) (dalawyl) @)l
OS oo B Jal Je (0.611, 0.549, 0.223, 0.485; p < 0.01
2 pe (Aeped) cdigyall cdalaind) ABLELYT) Gadpll Gosadil) alad) o dali Y
LS. sl e (r = 0.422, 0.440, 0.231, 0.465; p < 0.01) 42l
e (Aeyadl g pall (Balaial) Aalanyl) Gadyll Gusedl) sled) Gu LLEN) ()
Sl Je (r=10.582, 0.557, 0.251, 0.487; p < 0.01) dzluall
Al e Ju lae ((4.36) Edland] Sl Jawgia el oIS Al Qula
(4.32) 3Dall angs @lld i oV a3 i) dendl daal (pS)Liall
agdy el o GBIl Je alaal ) jed e ((4.29) Ol Cilastess
o Gaadl 8 Hgaai (uSay 38 Las ¢(3.90) Ligpall OIS lacigia 3 cagilalaal
Pl OIS (Glane il BB o) LS L clpanial) Bl d5lae uaiall 13g] dleld
e Jon L) G @Al (e Dlle day e Jay lae ¢(0.319) oosesl)
eda 3 Las (0.604) Gl Slasted IS (gHlae Calail ey L ) 138
clal) 13g] Sliall i & ST gl )

:PLS-SEM g isai sy ilii 4-3

Gilayall @l Ll Lel) eV aleall dndad Ayl DAl duhall Calexticd
ol z3gai auiil SMaNPLS 4.0 maliy aladiul [PLS-SEM] sl
Sl Zasall lad) DA e chsid) gn il Glle ai e Dl
s @aSsll bl Baa e @il agall (e o(Hair et al., 2019: 4)

Convergent | ylall Baa ) . plall Baay ylall Gaa cilyisa
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Aoyl il picial A (Faua 2(5) J )

Average variance Composite .
' 1Al sl
extracted (AVE) reliability Cronbach's alpha A ’
0.621 Prol
0.772 Pro2 .
. . . AdLaay)
0.511 0.799 0.720 0722 bro3
0.742 Pro4
0.648 Res1
0.804 Res2 .
. . . Aaiay
0.539 0.875 0.829 0.767 Ros3
0.799 Res4
0.872 Flel
0.578 0.705 0.718 0.762 Fle2 dgal
0.704 Fle3
0.738 Spel
0.585 0.724 0.838 0.774 Spe2 eyl
0.826 Spe4
0.610 Reol
0.739 Reo2 -
. . . BMal) A i
0.514 0.808 0.882 0.789 Reo3 5
0.777 Reo4
0.529 Con2 .
. . . A lual)
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0.884 Pdil
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0.567 0.786 0.795 0845 b3 el ppana ¢
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0.753 Pinl
0.536 0.821 0.709 0.707 Pin2 Z A i)
0.738 Pin3
0.576 0.779 0.726 0.850 Pri2 ) g1
0.844 Pri4
0.756 Rin1
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0.823 Rin3
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0.557 0.707 0.742 0.732 Ind3 A gl
0.662 Ind5
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Fornell and ) dalal Gy . 5l Baa sl (ppde alaiiul dw (Bl
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Fornell and Larcker jaill 3xa :(6) Jgaad!
Spe Rin Res Reo Pri Pin Pdi PRO Ind Fle Cui Con

0.850 | Con

0.733 | 0.635 | Cui

0.760 | 0.246 | 0.167 | Fle

0.746 | 0.078 | 0.629 | 0.462 | Ind

0.715 | 0.462 | 0.174 | 0.588 | 0.577 | PRO

0.753 | 0.303 | 0.132 | 0.545 | 0.356 | 0.403 | Pdi

0.732 | 0.302 | 0.478 | 0.476 | 0.209 | 0.537 | 0.443 | Pin

0.759 | 0.476 | 0.380 | 0.484 | 0.396 | 0.308 | 0.520 | 0.565 | Pri

0.717 | 0.452 | 0.474 | 0.351 | 0.609 | 0.446 | 0.228 | 0.575 | 0.632 | Reo

0.734 | 0.574 | 0.497 | 0.586 | 0.263 | 0.597 | 0.456 | 0.090 | 0.571 | 0.571 | Res

0.771 | 0.562 | 0.499 | 0.556 | 0.564 | 0.352 | 0.622 | 0.554 | 0.164 | 0.642 | 0.626 | Rin

0.765 | 0.552 | 0.573 | 0.564 | 0.456 | 0.468 | 0.460 | 0.530 | 0.379 | 0.113 | 0.513 | 0.560 | Spe
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HTMT Sl 3aa :(7) Jga)

Rin Res Reo Pri Pin Pdi PRO Ind Fle Cui Con

Con

0.821 | Cui

0.366 | 0.640 | Fle

0.627 | 0.772 | 0.787 | Ind

0.622 | 0.556 | 0.779 | 0.836 | PRO

0.368 | 0.614 | 0.786 | 0.396 | 0.600 | Pdi

0.455 | 0.748 | 0.628 | 0.401 | 0.752 | 0.701 | Pin

0.809 | 0.647 | 0.760 | 0.807 | 0.804 | 0.719 | 0.849 | Pri

0.682 | 0.725 | 0.429 | 0.837 | 0.559 | 0.422 | 0.741 | 0.802 | Reo

0.838 | 0.726 | 0.845 | 0.462 | 0.830 | 0.682 | 0.424 | 0.775 | 0.865 | Res

0.827 | 0.721 | 0.825 | 0.807 | 0.429 | 0.823 | 0.714 | 0.463 | 0.845 | 0.745 | Rin

0.808 0.701 | 0.892 | 0.811 | 0.844 | 0.832 | 0.815 | 0.752 | 0.710 | 0.770 | 0.856 | Spe

SmartPLS 4.0 gl @l ha ; juaal)
byl JLadly Al gz igall 5-3
On i GlBle i 8 sele PLS-SEM i ISl z3sall il
Bl Ly Jalee Jin Jules 5o ISl Zosaill any ddae el il
(Hair et al., ) [R2] 5 [F2] 5 [p] dady [t] dasis [S.E] (g)uaall Uaslly
(Coefficient of Determination) sasill Jalas [R2] Jias <2017:109

-

3Gy Al clhnd)l 8 el i) chtd) el e a3
5 0.33 o zli 13ls csi s¢d 0.67 slany [R2] < 13 «Chin (1998)
Oo Ji OIS 13g cchunia 568 0.33 50.19 o zols 1s dacesia sgd 0.67
Effect il ans jady Al Lal (0 cage 2 o Jse e 568 0.19
Cohen 1\, .l juiid) e Jiise juiie JS 80 00 I (Size) [F2]
5¢30.35 50.15 G OIS 1305 e s¢d 0.35 Laid [F2] 5las 131 ¢ (1988)
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Jssie e 968 0.02 e Jilg cCiinca 568 0.15 50.02 c OIS 13y dacigia
Lilan) Lgieall Gilabeall il elal 8 el oY age s
Hair et al., [PLS-SEM] s, s Bootstrapping &yl aladsuls
ceie At 8 cohladdl cldee Luaal sy (2016: 146)
239 10.05 Lsina ggius 2c) e 1000 e slaeYL Bootstrapping
J8 [p] daaa¥) (sie 05< o ng lina Bloa i daajp (gl Joail (5250
Hair et al., ) 1.96 jslax s (slud [f] dad 05 o canas <0.05 o
el zisaill Hlas) i (8) Jslaally (3) JSEN maagn .(2016:147
@ (9) dsally (4) JS&) mag Gon (& Auhall daedll cluajdll Hlosy

Ayall e il iyl LY gl 7 3padll Lol
Az ) ilpeda 8N 80 2(8) Jaad)

F2 R2 P values T values S.E B
0.198 0.000 5.575 0.076 0.425 LM -> Ml
0.211 0.628 0.000 6.373 0.073 0.468 MC-> Ml
0.091 0.001 3.384 0.053 0.179 MC x LM -> Ml

SmartPLS 4.0 gl Gl ha ; jaaal)
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‘4503
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-’1 650
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H1: B=0.425; ) Jo¥) dacstiyll drcajdll Jod o (sag - el glay)
.(T value= 5.575; P value= 0.000

AN 53 sl e Al BlaY L pecl) CHAR ey olal 50 nse =2
& 0ns el gl Bl Bigedl) G AN disieay Lilas)
H2: =0.179; T value= 3.384; P ) Zulill Lyl doajdll Joid
-(value= 0.001

S sl 4 dendl el e %62.8 08 L ziseall judi =3
sgel) glay)

N Bsio o b lgad canglp 3 clilas) Algie il ana ad culS -4
-7 S5

Lo Al il jil) LEAY PLS-SEM gisal :(4) Jsal

12777 14563 ui Tesog 19855
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— ¥ \ N ~~
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4o Al cilbda 81 JLA3) 2(9) Joaad)

F2 R2 P values T values S.E B

0.197 0.002 2.923 0.067 0.196 Pro -> MlI

0.292 0.006 2.775 0.072 0.200 Res -> Ml

0.166 0.000 3.121 0.055 0.170 Fle -> Ml

0.204 0.034 2.120 0.060 0.128 Spe -> Ml

0.129 0.014 2.271 0.086 0.196 Reo x Pro -> Ml
0.097 0.007 2.316 0.079 0.183 Reo x Res -> Ml
0.101 0.006 2.445 0.071 0.173 Reo x Fle -> Ml
0.276 0.008 2.537 0.078 0.198 Reo x Spe -> Ml
0.119 0.715 0.003 2.202 0.087 0.193 Con x Pro -> MI
0.054 0.039 2171 0.098 0.212 Con x Res -> Ml
0.117 0.034 2.264 0.077 0.173 Con x Fle -> Ml
0.002 0.169 1.376 0.078 0.108 Con x Spe -> MI
0.115 0.019 2.393 0.088 0.211 Cui x Pro -> Ml
0.001 0.960 0.050 0.103 0.005 Cui x Res -> Ml
0.094 0.020 2.072 0.109 0.227 Cui x Fle -> MI
0.221 0.022 2.432 0.081 0.197 Cui x Spe -> Ml
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PaY) & deyull Diginey Ldlas) ANS @b dulayl Lk ADle g4
Y Ayl daaydll daal)ll Lacydll daajdll Jod & ey . Ragedl)
.(H1d: p=0.128; T value= 2.120; P value= 0.034)



Journal THE GULF ECONOMIST (20260 (§adé) - (67 aall 42 adadly bl Sabuaiid) e

O ABkall daginag Adlian) AV 53 ABDal) dagil jiray oladl )93 229 =5
Az @l Aol doepdll Lpcajdll Jod o5 (e - ugedll Fla¥ly dolaiul)
H2a: B=0.196; T value= 2.271; P value= ) aslll du.d)l
.(0.014
O ALl dginay dilian) Ao 50 Al dagl Jirag (alaa) )90 2250
Lyl AV dae il Lnmjdll Jol o5 ey - Aigetl] glalyly du8linY)
H2b: B=0.183; T value= 2.316; P value= ) aslll Zuws)
-(0.007
O ALl dyginag ddilianl) AV 50 ADall dngil yrag olal )e0 2agy =7
Gpill B Taesdll Gpil) JoB & ey . isel) glaly digsal
H2c: B=0.173; T value= 2.445; P value= ) Zslll du.s)
-(0.006
O Akl daginag Ailian) AN 3 ABDall dagll jiray ol )52 ans —8
G ill Al Ge sl Bl 5B &5 ey - ghugeill plaly deped
H2d: B=0.198; T value= 2.537; P value= ) aslll du.d)l
-(0.008
On Al daginay dflaal AS 3 dtluall Hieay (olad) )93 2259
A pill dusaldl) dac il dpcapdll Jod @ ey - Gasedl glas¥ly A8lawY)
H2e: B=0.193; T value= 2.202; P value= ) aslll dud)l
.(0.003
O Al diginag dflian) AN 50 deluall Hiras alad) )sd 2ae —10
Az @l dsalad) Lpepdl) dpdajdll Jsd o5 (e« ugatl) gladlly dolaniul)
H2f: B=0.212; T value= 2.171; P value= ) sl Zud)l
.(0.039
O AL doginey dblas) Ay o3 deliall Hieay ola) s0 22 —11
Ayl dald) dacydll dpcajdll Jod &5 (e L Rusadtl) gladylly dig yall



Journal THE GULF ECONOMIST (20265l (Gaske) - (67 el 42 adadl)  oudkl] gabsaiid] adne

H2g: B=0.173; T value= 2.264; P value= ) Zulll did)l
-(0.034

eyl (Al Liginas Ailas) AL 53 deluall e aag Y -12
iyl Al Aall) gl Al by b cpag  gel) gl
.(H2h: B=0.108; T value= 1.376; P value= 0.169) autl

dginay ddlas) Ao 53 ol Claglad Jieas (oladl s 230 —13
Anslil) daejdll daa il Jsd 3 ey« GRgetll pladl )y A8LELY) [ ADal]
H2i: 3=0.211; T value= 2.393; P value=) 4l diuwd )l dv jall
.(0.019

O ALY dginay dilaas) AVY 93 syl Clagleal oo 229 ¥ -14
Ancapill Balall dujdll dncaydll Jsd & (e - gedll Py dulaau)
H2j: B=0.005; T value= 0.050; P value= ) sl did)l
-(0.960

Liginay ddlan) Ao 0 Gell Clasled jirag oladl sd g —15
Aalall daeydll dpza )@l Jod & ey - Ragetll Py digpall G AL
H2k: $=0.227; T value= 2.072; P ) dulll Lt Loz il jie
.(value= 0.020

dginay ddlas) Ao 53 Ooil) Clasladl JHees olad) )92 225 —16
ZAE e l) Al Jod 5 g - Shgedl oYy Aol (ALl
H2l: B=0.197; T value= 2.432; P ) sl L))l oz jill jie
.(value= 0.022

& Jand) sl g %715 58 L dawdyll Glozill zisa pui —17
gl £y il il

3 Lilan) Alsie WWlsd 5 A Sluajll 300 ans a8 aaes culS -18
s ) dawgio ( Le Lgad gl

Conclusions and Recommendations cluagilly claliiiuy)



Journal THE GULF ECONOMIST (20260 (§adé) - (67 aall 42 adadly bl Sabuaiid) e

Conclusions clalitiuy)

s g Ll dilasll P e L) dagill & Al bl e 2l
P VIS5 Aubl L) cilag A s
O L daginag dulas) AV @l dgladl 80 A aag :dgY) LAy
gl £ 131y Gl (Gagudl)
oot A ¢ GRagacl) plaily Gadl) agedl) G (laal LEG S5as duball Cujgls
Glexdy Cilatiia yightt (& 3lgally sl ydgig daidll o S5l ¢ el Judis
Al ARaY) e Yoy suns
Gl 3agadill alaad (p Ailian) AV <) dlag) D 5a il cadl L
il Gasetll i gl plaily (Ligrall cdejull cAilanuyl (ddlauY)
& Bpally Ahugidl Ga) 8 Lals (sl glaY) S Yl g
Byl Adailaa
Ol goa Al B Aiigesl) Cifaill Cilala g3 dag AU LAY
Ragadl) £1aly B2l Ggedl Con L ABDa)) B il
g A 53 Adiiserl) Cpaill Calale yoas lag) il dsag il ekl
Aaginay Ailan] ANy agadl) gl Gl Gigedl) n AL (8 Ol
Gl Gisedll Sl On dulady) ADL il bl @ld LS
On A bl ¢ iged) glaly (el diejudl dlaia¥) (dalawy)
Alasy) WY ol ) ¢ igedl) oyl de sl
Agyall ABlanyl) o sl Slasled ol LB 25ay Liad mill) cadl
e ABle asag pans Aualdl) Lucajill () ae ¢ Augadll Pyl acs b (Aol
alanay)

680



Journal THE GULF ECONOMIST (2026 413 (ko) - (67 aasdl 42 adadl) il Sabadill dae

Recommendations <:luagil)

oS dalifil @ L e Toldiely ddaball il ladl i ggun b
(YL dagll
cupdl) PlY) a0y Gadl) Gasedl GaadY Dl i Ag¥) Ll
Lol S35 O Bpeadl dhilae (A aaall Brally daugiall GISA) o Gy
Clly Dlsall (A el JlB e 35 @A) Gl Gasedl) Gadal daulid)
Baall b)) i Jal (e pguptig DEY) bl gl e Jaally cagalls
O Auhal) sda 8 Falll 4l cliagi Lo 13y ¢gadyl) (roudll dduls dbial
A$yal ol (Aepuall (Aigyall cAilain) (Aalawyl) salels Badoll (3isedll agay
o) apatg 5ol Baliyy Cilaaall ol g daali) 8ol ) g0g s
M3l st o) JE V) adgn ) g daalll GlSal (Ll des
Aol JSLaD) da Jal e Ldlawy) el ially cilgladl)
G Aaal I3 Ol e WD) Y Ddigedll bRl aan ASGN duagil)
dgigeill ARl 323 3 gpeail) dhilae & anal) gpiaally davgiall @IS
Osl) e dugh ADe oy Ao SR 8 5 daaal @3 Ol pe Al 55y
Pl e ey ¢ f5ag apw S agilalial dubiy Jdll dualgll Pls e
G olalall AV (6ol a3l ae ABNaD) BlaY Ausgeil) bRl daati o Jaal)
A ekl cplalall sl o) il ) gags Slld Y (ASHa

References

1. Asseraf, Y., Lages, L. F., & Shoham, A. (2019). Assessing the
drivers and impact of international marketing agility.
International Marketing Review, 36(2), 289-315.

2. Bloch, C. (2007). Assessing recent developments in
innovation measurement: the third edition of the Oslo Manual.
Science and Public Policy, 34(1), 23-34.



Journal THE GULF ECONOMIST (20260 (§adé) - (67 aall 42 adadly bl Sabuaiid) e

3. Clauss, T., Breier, M., Kraus, S., Durst, S., & Mahto, R. V.
(2022). Temporary business model innovation—-SMEs’
innovation response to the Covid-19 crisis. Ré&d
Management, 52(2), 294-312.

4. Dajer, A. Y., & Al-Tawil, Z. M. (2023). The impact of IT
flexibility on the competitive performance of ports through
the mediating role of supply chain capabilities. The Gulf
Economist, (55), 201-242.

5. Day, G. S. (1994), The Capabilities of Market-Driven
Organizations. Journal of Marketing, 58(4), 37-52.

6. Day, G.S. and Van den Bulte, C. (2002), “Superiority in
customer relationship management: consequences for
competitive advantage and performance”, Marketing Science
Institute, Working Paper No. 02-123.

7. Dwivedi, A., & Pawsey, N. (2023). Examining the drivers of
marketing innovation in SMEs. Journal of Business Research,
155, 1134009.

8. Foltean, F. S., Trif, S. M., & Tuleu, D. L. (2019). Customer
relationship management capabilities and social media
technology use: Consequences on firm performance. Journal
of business research, 104, 563-575.

9. Fornell, C., & Larcker, D. F. (1981). Evaluating structural
equation models with unobservable variables and
measurement error. Journal of marketing research, 18(1), 39-
50.

10.Gitika Gera, Bhavna Gera, Akash Mishra. (2019). ROLE OF
AGILE MARKETING IN THE.
http://gianesincanepari.com/en/service/ business-
deve/opment/strategy-andlean-marketing/.)

11.Gopakumar, K. & Suresh, M. (2020), Application of
marketing flexibility in manufacturing and service sectors.
Lop conference services, Materials Science and Engineering,
954(1).

12.Hair Jr, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M.
(2016). A primer on partial least squares structural equation
modeling (PLS-SEM). Sage publications.




Journal THE GULF ECONOMIST (20265l (Gaske) - (67 el 42 adadl)  oudkl] gabsaiid] adne

13.Hair Jr, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M.
(2016). A primer on partial least squares structural equation
modeling (PLS-SEM). Sage publications.

14.Hair Jr, J. F., Matthews, L. M., Matthews, R. L., & Sarstedt,
M. (2017). PLS-SEM or CB-SEM: updated guidelines on
which method to use. International Journal of Multivariate
Data Analysis, 1(2), 107-123.

15.Hair, J. F., Risher, J. J., Sarstedt, M. & Ringle, C. M. (2019).
When to use and how to report the results of PLS-SEM.
European Business Review, 31(1), 2-24.

16.Hooley, G., & Greenley, G. (2005). The resource
underpinnings of competitive positions. Journal of Strategic
Marketing, 13(2), 93-1.

17.11i¢, D., Ostoji¢, S., & Damnjanovi¢, N. (2014). The
importance of marketing innovation in new economy. The
European Journal of Applied Economics, 11(1).

18.Jathir, Saadoon Hmmood & Ramadan,Hatem Ali ,2020
,"REFLECTION OF LEAN MARKETING IN MARKETING
RECOVERY: AN APPLIED STUDY OF A SAMPLE OF
MANAGERS OF PRIVATE BANKS IN
BAGHDAD",(IJRSSH), Vol. No. 10, Issue No. II, Apr-Jun e-
ISSN: 2249-4642, p-ISSN: 2454-4671.

19.Kalaignanam, K., Tuli, K. R., Kushwaha, T., Lee, L., & Gal,
D. (2021). Marketing agility: The concept, antecedents, and a
research agenda. Journal of Marketing, 85(1), 35-58.

20.Karabulut, A. T. (2015). Effects of innovation strategy on
firm performance: a study conducted on manufacturing firms
in Turkey. Procedia-Social and Behavioral Sciences, 195,
1338-1347.

21.Katare, S. (2022). Agile marketing as a key driver to
increasing operational efficiencies and speed to market.
International Journal of Business Administration, 13(2), 92-
101.

22.Khan, H. (2020). Is marketing agility important for emerging
market firms in advanced markets?. International Business
Review, 29(5), 101733.




Journal THE GULF ECONOMIST (20260 (§adé) - (67 aall 42 adadly bl Sabuaiid) e

23.Khuraibet, M. (2023). Agile marketing and its role in
achieving institutional excellence: An analytical study in
Durrat Al-Khaleej Mineral Water Company. The Gulf
Economist, (57), 239-278. Retrieved from
http://search.mandumah.com/Record/1414517

24.Li, R., Liu, Y., & Bustinza, O. F. (2019), FDI, service
intensity, and international marketing agility: The case of
export quality of Chinese enterprises. International Marketing
Review, 94(11).

25.Malasevska, I. (2017). Innovative pricing approaches in the
alpine skiing industry.

26.Matthyssens, P., Pauwels, P., & Vandenbempt, K. (2005).
Strategic flexibility, rigidity and barriers to the development
of absorptive capacity in business markets: Themes and
research perspectives. Industrial Marketing Management,
34(6), 547-554.

27.Morgan, N.A., Vorhies, D.W. and Mason, C.H. (2009),
“Market orientation, marketing capabilities, and firm
performance ”,Strategic Management Journal, Vol. 30, pp.
909-20.

28.Ngamsutti, S., & Ussahawanitchakit, P. (2016). Marketing
innovation capability and marketing performance: an
empirical study of electrical and electronic appliances in
Thailand. The Business & Management Review, 7(5), 339.

29.0lubiyi, T. O1, Egwakhe, A.J2,Amos, B3 and Ajayi,
A.(2019), ntrepreneurial Orientation and Firm Profitability:
Evidence from Lagos State Nigeria, Department of Business
Administration and Marketing, School of Management
Sciences, Babcock University, Nigeria, Volume.

30.Quaye, D., & Mensah, I. (2018). Marketing innovation and
sustainable competitive advantage of manufacturing SMEs in
Ghana. Management Decision, 57(7), 1535-1553.

31.Randa Saadi, Khaled Gachi,(2020), Innovation in the mix
marketing International Experiences- 13(03):1-21.

32.Rapp, A., Trainor, K. J., & Agnihotri, R. (2010). Performance
implications of customer-linking capabilities: Examining the

684



Journal THE GULF ECONOMIST (2026 413 (ko) - (67 aasdl 42 adadl) il Sabadill dae

complementary role of customer orientation and CRM
technology. Journal of Business research, 63(11), 1229-1236.

33.Richter, N. F., Sinkovics, R. R., Ringle, C. M. & Schlégel, C.
(2016). A critical look at the use of SEM in international
business research. International Marketing Review, 33(3),
376-404.

34.Roberts, N., & Grover, V. (2012). Investigating firm's
customer agility and firm performance: The importance of
aligning sense and respond capabilities. Journal of business
research, 65(5), 579-585.

35.Sanchez-Gutiérrez, J., Cabanelas, P., Lampoén, J. F., &
Gonzalez-Alvarado, T. E. (2019). The impact on
competitiveness of customer value creation through
relationship capabilities and marketing innovation. Journal of
business & industrial marketing, 34(3), 618-627.

36.Shafique, M. N., Ahmad, N., Abbas, H., & Hussain, A.
(2015). The impact of customer relationship management
capabilities on organizational performance; moderating role
of competition intensity. Nigerian Chapters Arab Journal of
Business and Management Review , 62 (2154), 1-20.

37.Shahbaz, M., Gao, C., Zhai, L., Shahzad, F., Abbas, A., &
Zahid, R. (2020). Investigating the impact of big data
analytics on perceived sales performance: the mediating role
of customer relationship  management capabilities.
Complexity, 2020(1), 5186870.

38.S0k, P., O'Cass, A., & Sok, K. M. (2013). Achieving superior
SME performance: Overarching role of marketing,
innovation, and learning capabilities. Australasian Marketing
Journal, 21(3), 161-167.

39.Srivastava, Rajendra K., Tasaddug A. Shervani, and Liam
Fahey (1999), “Marketing, Business Processes and
Shareholder Value: An Organizationally Embedded View of
Marketing Activities and the Discipline of Marketing.
”Journal of Marketing 63 (Special Issue), 168—79.

40.Sukardi, M., ZA, S. Z., & Hudayah, S. (2021). The effect of
marketing agility to marketing performance through
innovation capability of retail company of spare parts for



Journal THE GULF ECONOMIST (20260 (§adé) - (67 aall 42 adadly bl Sabuaiid) e

heavy equipment coal mining in east Kalimantan. Budapest
International Research and Critics Institute-Journal (BIRCI-
Journal), 4(4).

41.Tsai, C. S., Chen, C. W., & Lin, C. T. (2008). Align agile
drivers, capabilities and providers to achieve agility: a fuzzy-
logic QFD approach. Supply Chain, 205-230.

42 Vargo, S. L., & Lusch, R. F. (2004). Evolving to a new
dominant logic for marketing. Journal of marketing, 68(1), 1-
17.

43.Verawaty.(2022). Agility Marketing: Improving Marketing
Performance with Customer Responsiveness, High Flexibility,
Human Collaboration, and Continuous Improvement.
international Journal of Artificial Intelligence Research
ISSN:2579-7298. https://doi.org/10.29099/ijair.v6i1.2.842.

44 Wang, Y., & Feng, H. (2012). Customer relationship
management capabilities: Measurement, antecedents and
consequences. Management Decision , 50 (1), 115-129.

45.Zengin, S. (2022). CEVIK PAZARLAMA YAPISININ
ISLETMELERDE UYGULANMASINA ILISKIN
ONERILER. Beykent Universitesi Sosyal Bilimler Dergisi,
15(2), 98-111.

46.Zhou, Y. (2019). Research on Lean Marketing Management
of Mobile Games. Modern Economy, 10(1), 86-95.

47.Zikmund,W.G.,Carr,J.C.,Babin,B.J.,and
Griffin,M.(2013).Business Research methods.9th
Edition.Cengage Learning,USA.

686



