
 

0011 
 

 

Marketing operations and their impact on directing consumer behavior 

towards national products: An analytical study at the General Company for 

Cotton Industries in Baghdad 
 

 
 

Abstract  Keywords  

This study aimed to identify the impact of marketing processes on guiding 

consumer behavior towards purchasing national products. The study was an analytical 
study conducted at the General Company for Cotton Industries in Baghdad. The 
researcher employed a descriptive-analytical approach to data collection and analysis. 

The research population consisted of 110 administrative and technical employees 
working at the company. The study concluded that there are correlations and 

influences between each variable of the marketing processes and the dependent 
variable, consumer behavior. The study recommended the importance of adopting 
new and diverse production lines to meet the desires of the Iraqi consumer and satisfy 

their psychological and social needs. It also emphasized the importance of focusing on 
distribution and promotional channels, along with monitoring and follow-up on 

production lines to ensure product quality and prevent stockpiling and loss of 
profitability. 
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