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Abstract 

This study aims to test the mediating role for the Marketing Capabili-

ties of the organization in the relationship between entrepreneurial marketing 

and enhancing Customer Satisfaction To achieve this goal the researcher used 

the descriptive analytical method by relying on the questionnaire, which 

measures the availability of research variables. The research plan was built 

according to the intermediate model, and the seven main hypotheses of the 

research, through which the data were subjected to several statistical analyses 

using a program Spss , Amos. The research sample was intentionally chosen 

consisting of (50) Respondents of Administrative leaders of the Universities 

(Wareth Al-Anbiya (20R),Al- Zahra (10R), Alkafil (10R),Al-Ameed (10R), 

which are affiliated with the Husseiniya and Abbasid Holy Shrine in Karbala 

Governorate. After conducting statistical analyses, the researcher reached 

many results, most notably there is an indirect effect between Entrepreneurial 

marketing and Customer Satisfaction through the Marketing Capabilities  In 

addition to the availability of search variables in the place of application in the 

Universities, the research recommends a simultaneous focus on taking ad-

vantage of the comprehensive marketing foundations and their benefits as a 

result of anticipating the exploitation of unconscious opportunities from com-

petitors, which will give them the advantage of the Precedence in its business 

sector, as well as the adoption of the rectifiers of Marketing Capabilities, as 

they significantly result in enhancing the customer Satisfaction of the organi-

zation, the research sample. 
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Introduction 
Organizations, including universities, 

face major global challenges; it is difficult 

to keep them always in the foreground. So 

these organizations need to adopt new 

concepts to adapting to these challenges. 

Leadership is a modern concept, and an 

essential element in finding solutions to 

many of the problems. Successful man-

agement is the one that initiates the detec-

tion of negative and positive variables in 

the work environment, and adopts policies 

that reinforce positive aspects, and find 

solutions to negative aspects, and then 

creates an appropriate environment that 

leads to customer interaction with it. The 

customer is affected by this environment, 

which satisfies them and encourages them 

to continue dealing with organizations, in 

order to improve their marketing opera-

tions and early detection of opportunities, 

innovations and risks that the organization 

can face, as well as the organization's abil-

ity to take advantage of voluntary behav-

iors practiced by customers intentionally 

or unintentionally in promoting for the 

services provided by organizations in an 

effective manner, which reflects positively 

on the reputation and performance of the 

organization. 

Organizations also work to meet these 

challenges by employing all the capabili-

ties they have to confront these changes 

and continue in the markets and obtain a 

market share, and one of the capabilities 

that organizations can employ in this area 

is marketing capabilities, so organizations 

work to develop a clearly defined organi-

zational strategy that enables them predict 

potential future changes and identify  ex-

pected or actual opportunities as well as 

how to identify the changing and renewa-

ble needs and desires of customers. there-

fore organizations work to own, develop 

and employ their marketing capabilities to 

make them distinct marketing capabilities 

by which they outperform their competi-

tors and that these capabilities are not imi-

tated, and then determining a proactive 

approach according to the changing envi-

ronment and aims from these marketing 

capabilities to continue to provide superior 

value to the customer and reach the best 

competitive performance. In completion 

of this the current research structure was 

formulated according to four topics: the 

first topic dealt with the research method-

ology, while the second touched on the 

theoretical side, and included the third The 

practical aspect of the research, while the 

fourth was devoted to the most important 

conclusions and recommendations. 

  

Research Methodology       
Research problem 

The marketing organizations' endeav-

or to improve their performance is no 

longer limited to a specific aspect and ac-

tivity, and therefore it seeks to possess 

successful means that enable them to en-

hance their efficiency, and thus investi-

gates the methods that enable them to 

achieve this in order to compensate for the 

cost of the marketing activities of an ex-

pensive budget that weighs down the con-

temporary organizations. Entrepreneurial 

marketing philosophy in many aspects of 

the life of the organization and the posi-

tive aspects that philosophy ungrammati-

cal has become worthwhile to use leader-

ship in marketing activities and focus on 

what is effective of them in an effort to 

enhance the satisfaction of its customers 

through marketing capabilities. Therefore, 

the main problem that the researcher envi-

sions can be summarized as follows: 

There is a weakness in the management of 

the researched universities' adoption and 

awareness of the pioneering role of mar-

keting in enhancing customer satisfaction 

through marketing capabilities. And the 

following sub-questions emerge from it: 

1- Do the researched organizations have 

a clear picture of the concept and im-
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portance of entrepreneurial market-

ing? 

2- Do the researched organizations seek 

to adopt entrepreneurial marketing as 

a marketing business philosophy that 

seeks to enhance customer satisfac-

tion through marketing capabilities? 

3- How does entrepreneurial marketing 

contribute to enhancing customer sat-

isfaction through the marketing capa-

bilities of the research organizations? 

4- Is there a trend among the researched 

organizations in adopting the dimen-

sions of entrepreneurial marketing? 
 

Importance  
1- This research derives its importance in 

the fact that it establishes theoretically 

and practically the logical linking of the 

relationship between three variables, 

namely, entrepreneurial marketing, cus-

tomer satisfaction, and marketing capa-

bilities. 

2- The importance of research lies in be-

ing one of the attempts aimed to study-

ing the reality of entrepreneurial mar-

keting in the researched organizations. 

3- The importance of this research stems 

from the ability to place decision-

makers in the research organization 

with the results of the research and the 

results and recommendations that con-

tribute to helping them visualize poli-

cies that are more sophisticated, appro-

priate and in line with the current busi-

ness environment. 

4- Knowing the effect of applying the 

concept of entrepreneurial marketing in 

enhancing customer satisfaction 

through the marketing capabilities of 

the researched organizations. 

5- The active role of pioneering marketing 

in the performance of the researched 

organizations, especially those related 

to marketing activities. 

6- Highlighting the importance of entre-

preneurial marketing for the researched 

organizations and the need to take care 

of it. 

 

Objectives 
1- Measuring the level and availability of 

entrepreneurial marketing, customer 

satisfaction and marketing capabilities 

in the research organizations. 

2-  Explanation of the theoretical and con-

ceptual framework for research varia-

bles (entrepreneurial marketing, cus-

tomer satisfaction, and marketing capa-

bilities) in their dimensions, and identi-

fying the extent of the managers 

‘awareness of the importance of these 

variables. 

3- Determining the level of correlation 

and influence among research varia-

bles. 

4- Diagnosing the reality of entrepreneuri-

al marketing in the researched organi-

zations and its importance in enhancing 

customer satisfaction through market-

ing capabilities. 

5-  The obstacles facing entrepreneurial 

marketing in the researched organiza-

tions. 
 

Data and information  
The researcher relied on the process of 

collecting data and information on the 

following tools: 

 Theoretical side tools: In order to reach 

the theoretical aspect of the research, 

the researcher relied on the contribu-

tions of researchers and articles collect-

ed from books, scientific sources and 

references, magazines, university the-

ses, research and scientific studies, in 

Arabic and English languages related to 

the subject of the research, as well as 

using the Internet . 

 Tools for the practical side: the re-

searcher has relied  on the applied side 

on the electronic questionnaire as a 

main tool to obtain data and infor-

mation related to the research variables, 

and the appendix (1) clarifies the ques-
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tionnaire and has been based on the 

Likret penthouse scale arranged from 

the phrase (I totally agree) that gave 

weight (5) To the phrase (totally disa-

gree) which was given weight (1) and 

response (1-5). 
 

Research outline and hypotheses 
Through the hypothetical scheme of the 

research, it is possible to clarify the main 

idea of it, as shown in the figure   (1): 
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In light of the problem and the general 

hypothesis of the research, and in order to 

achieve the objectives of the research, the 

main hypotheses were formulated as fol-

lows: 

1. There is a statistically significant corre-

lation between entrepreneurial market-

ing and the variable marketing capabili-

ties of the organizations. 

2. There is a statistically significant corre-

lation between entrepreneurial market-

ing and the customer satisfaction varia-

ble in the organizations. 

3. There is a statistically significant corre-

lation between the variable of market-

ing capabilities and the variable of cus-

tomer satisfaction in the organizations. 

4. There is a significant effect relationship 

between entrepreneurial marketing in 

customer satisfaction with the organiza-

tions. 

5. There is a significant effect between 

marketing capabilities on customer sat-

isfaction in the organizations. 

6. There is a significant effect among en-

trepreneurial marketing on the market-

ing capabilities of the organizations. 

Customer 

 Satisfaction 

 

Marketing Capabilities 

 The ability to develop new 

products  

 Pricing Capabilit 

 Marketing Communication 

Capability 

Enterpreneurial Marketing 

 Entrepreneurial Orienta-

tionO 

 pportunity-Focused                                                                                                                  

 Risk-Taking Orientation 

 Towards innovation-

oriented innovation  

 Customer Intensity 

 Utilization of resources                                                                 

 Value creation                                                                                                                                     
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7. There is a statistically significant indi-

rect effect between the leadership mar-

keting variable on customer satisfaction 

through the marketing capabilities of 

the organizations. 
 

The statistical tools  
For the purpose of achieving the re-

search objectives and knowing the correla-

tion and the type of influence between its 

variables, the statistical tools used for the 

research were used as follows: 

1. Cronbach's Alpha coefficient to meas-

ure stability of resolution. 

2. Statistical description (arithmetic mean, 

standard deviation, relative importance, 

and answer level). 

3. Pearson correlation coefficient. 

4. Simple linear regression. 

5. Barron and Kenny Method (for indirect 

impact testing). 
    

Sample and community 
The sample consisted of the universi-

ties (Wareth Al-Anbiya ,Al- Zahra , Alka-

fil ,Al-Ameed) ), which are affiliated with 

the Husseiniya and Abbasid  Holy Shrine 

in Karbala Governorate. A research com-

munity in accordance with the require-

ments and nature of universities and its 

cooperation with the researcher, and the 

research sample included all administra-

tive leaders from various job titles, scien-

tific qualifications and their administrative 

levels within the administrative levels of 

the organizational hierarchy, and a com-

prehensive survey method was adopted in 

the survey of their opinions and the num-

ber (50) respondents (Wareth Al-Anbiya 

(02R),Al- Zahra (02R), Alkafil (02R),Al-

Ameed (02R). 
 

Entrepreneurial Marketing (EM) 
1- The concept and the importance 

The early 1990s saw scientists work-

ing in the areas of interaction between en-

trepreneurship and marketing, which were 

now developed within the mainstream 

marketing research. To enhance improve-

ment the identification and visualization 

of a specific entrepreneurial marketing 

theory was complemented by the theory of 

entrepreneurial marketing  [1]. 

Another integrative of entrepreneurial 

marketing is the AMA's definition of 

American Marketing Association of mar-

keting, with an emphasis on customer re-

lationship management for the benefit of 

the organization and stakeholders. This 

involves pioneering marketing in social 

media and relationships with customers 

and other stakeholders as a basis. It is of-

ten the capacity that allows entrepreneuri-

al firms to gain an advantage [2]. 

Entrepreneurship, which is attributed 

to qualities such as creativity, flexibility 

and the ability to find new solutions, rec-

ognize opportunities, be proactive, create 

value and take risks, are of critical im-

portance, especially for small and medi-

um-sized enterprises. Entrepreneurial 

marketing lies at the intersection between 

marketing and entrepreneurship and aims 

to take advantage of opportunities proac-

tively through innovative perspectives. 

The concept of entrepreneurial marketing 

is described by unplanned, non-linear 

marketing activities and the vision of an 

entrepreneur. 

Entrepreneurial marketing combines 

two distinct systems previously and is 

used to describe the marketing processes 

of companies pursuing opportunities in 

often unstable market conditions under 

constrained resource conditions [3]. 

Although there is no single definitive 

definition for this dynamic marketing ini-

tiative, many scientists highlight the inte-

gration of general marketing with pure en-

trepreneurship                   [4]. Other 

scholars link entrepreneurial marketing to 

entrepreneurs and companies as a process, 

not a job, and the direction of entrepre-

neurial activities also includes further de-

velopments in specific and specialized ar-

eas such as technology, innovation, com-

petitive advantage, social entrepreneur-
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ship, economics, research, and not-for-

profit [5]. 

The development of entrepreneurial 

marketing, and the term entrepreneurial 

marketing is defined as proactive identifi-

cation and exploitation of opportunities to 

gain and retain profitable clients through 

innovative approaches to risk manage-

ment, increasing resources and creating 

value [1]. A distinctive feature of this new 

interpretation, which is essentially an in-

ternal market-oriented perspective, can be 

the development of company specific 

competencies through pioneering work 

with the aim of serving the potential de-

mand of future customers for products that 

did not yet exist. [6] suggested that entre-

preneurial marketing is an organizational 

function and a set of processes for creating 

and delivering value to customers and 

managing customer relationships in ways 

that benefit the organization and its stake-

holders, and are characterized by innova-

tion, 

It carries risks, is proactive, and may 

be implemented without currently control-

ling resources. [7] defined that entrepre-

neurial marketing is considered a strategy 

for the twenty-first century because it 

plays a role in facing changes in the mar-

ket environment in recent times, as both 

the company and the customer are the 

main actors in achieving shared value 

within the market environment and for 

this reason companies follow Entrepre-

neurial marketing for the needs of both 

customers and the company in the strate-

gic approach while [8] defined it entrepre-

neurial Marketing is the marketing of 

growing small businesses through entre-

preneurship, which is applied especially in 

small companies and a number of leading 

companies, which is of a second nature. 

As for [9] they defined entrepreneurial 

marketing as an effective measure or 

adapting marketing theory to the unique 

needs of small businesses. While some 

authors argue that it can be described as 

entrepreneurial marketing activities re-

gardless of the size or age of the company 

[10]. Entrepreneurial marketing represents 

an entry point to seize market opportuni-

ties, and this approach seeks new unprec-

edented methods to add value to suitable 

and desirable clients and build a share of 

economically viable customers for the or-

ganization's business [11]. 

 Whereas [12] indicate that you are a 

leading entrepreneur, there is a need for a 

high-level entrepreneur leader in large or-

ganizations to maintain the entrepreneurial 

culture and attitudes and focus on the 

available opportunities proposed . 

 [13] describes entrepreneurial mar-

keting as a set of procedures that organiza-

tions can employ to improve their market-

ing processes that they use for the purpose 

of early detection of opportunities, unique 

innovations, risks, and resource con-

straints in uncertain market conditions. 

[14] points out that entrepreneurial mar-

keting is a distinctive marketing method, 

characterized by a set of factors that in-

clude a simple informal approach that 

aims to overcome the marketing re-

strictions that reduce the organization's 

ability to respond, interact and compete 

aimed to achieving sustainable marketing 

excellence. [15] explained that entrepre-

neurial marketing is the ability of the or-

ganization to invest the available market-

ing knowledge for the purpose of develop-

ing plans that are consistent with the or-

ganization's orientation towards entering 

the emerging markets for the purpose of 

acquiring opportunities in a way that ex-

ceeds the ability of competitors. 

The importance of EM comes through 

the organizational function that works to 

communicate and provide added value to 

customers and manage the relationship 

with customers that benefit the organiza-

tion and stakeholders. The importance of 

entrepreneurial marketing can be summa-

rized in the following [16]: 
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A- Its importance is especially concentrat-

ed in small and medium-sized enter-

prises (emerging organizations) which 

are still in the initial stages of devel-

oping the organization and its prod-

ucts as well, and this needs to use en-

trepreneurial marketing. 

B- Business leaders should take advantage 

of this leadership in marketing activi-

ties as a means to bring about change 

or adapt to these changes taking place, 

which contribute to understanding 

how to make entrepreneurs in making 

marketing decisions. 

C- Entrepreneurial marketing is most of-

ten associated with the marketing ac-

tivities of small and resource-limited 

organizations that need to be creative 

and innovative in order to stay in the 

competitive market. 

D- Entrepreneurial Marketing contributes 

to taking a proactive approach in mar-

keting activities as a means of adapt-

ing to the changes that are taking 

place and which are working to en-

courage businessmen to be leaders in 

creating opportunities and using them 

in an innovative way. 

 2- Entrepreneurial dimensions 
Seven basic dimensions of entre-

preneurial marketing are developed 

[1]: (entrepreneurial spirit (proactive), 

focus on opportunities, risk tolerance, 

innovation orientation, customer fo-

cus, resource utilization, value crea-

tion). These dimensions distinguish 

entrepreneurial marketing from tradi-

tional marketing [2], the first five di-

mensions are the dimensions of entre-

preneurial orientation and the last two 

are the dimensions of marketing ori-

entation [17]. 
 

A- Entrepreneurial Orientation: It was 

described as taking measures to affect 

the company‘s environment, and 

through two related marketing proce-

dures, the organizational pre-emptions 

consist first of the practices through 

which the company expects difficult 

situations and the second, of the 

measures taken to manage these 

events, from Entrepreneurial Perspec-

tive, Prospective describes the market-

ing actions by which a company rede-

fines its external conditions to reduce 

uncertainty and reduce dependency 

and vulnerability. Market leadership 

in terms of new product innovation, 

adoption and introduction of new 

technologies brings dynamism to cor-

porate marketing methods, 

      [18] noted the balance that must come 

between leadership and adapting to 

changes in innovation activities, and 

emphasizing the importance of lead-

ing customers by making dynamic 

changes.[19] expressed the im-

portance of meeting new needs and 

fully understanding future customer 

needs inherent in increasing competi-

tiveness.  

      [18] stressed the importance of change 

by considering entrepreneurial mar-

keting as an integrated understanding 

of an abundant period of time with 

environmental changes, and that en-

trepreneurial activities provide tools to 

expand company skills, coordinate 

with or outpace competitors. Pioneer-

ing (proactive) means building per-

sonal behavior that is behaved ―a rela-

tively stable trend of environmental 

change events, ‖This leads to proac-

tive having a positive impact on the 

individual as well as organizational 

performance. Thus, in light of the 

above, it is expected that the (proac-

tive) leadership approach will enhance 

organizational performance [20]. 

B- Focus on Opportunities Opportuni-

ty-Focused: Recognizing the oppor-

tunity and seeking it are important 

marketing measures for the success of 

small and medium-sized companies. It 

is the company's ability to choose the 
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"right" opportunity that determines 

success. [21] suggested that organized 

market knowledge determines wheth-

er innovation is being implemented in 

a timely manner. 

       Under less ideal conditions, market 

knowledge operates as a constraint, 

preventing the company from wasting 

resources in vain. Market knowledge 

allows companies to take the right ac-

tions at the right time, and to direct 

the organization toward successful 

opportunities that require significant 

resource commitments that may be 

out of reach for smaller firms man-

aged by their owners. However, in 

SMEs, recognition of the opportunity 

and the pursuit of it more closely align 

with individual businessman percep-

tions [22].  

      [18] pointed out that companies with 

an entrepreneurial perspective have a 

better awareness of filtering and eval-

uating opportunities in line with their 

current strategies and market position, 

and these projects go beyond their 

current strategies and are looking for 

new opportunities, and stressed the 

importance of identifying Opportuni-

ties and take advantage of them proac-

tively. 

C- Risk-Taking Orientation: Early risk 

studies focused on the assumption that 

businessmen are willing to take pro-

jects full of risks, and since opportuni-

ties represent potential gains, the pur-

suit of this gain must be affected by 

the possibility of loss through wrong 

efforts in the framework of entrepre-

neurship. The risk is not limited to the 

desire to seize the opportunity, but is 

the ability of the organization to use 

calculated measures to mitigate the 

risks inherent in the pursuit of oppor-

tunities. Risk-taking situations be-

tween the owner and the worker play 

a critical role in determining the ac-

tions the organization takes with busi-

nessmen who view risk as just part of 

their work. 

      [23] describe businessmen as optimis-

tic individuals who consciously seek 

to achieve their goals and also demon-

strate that these goals may often be 

self-serving. While the company‘s 

bold actions that break the market 

may be seen as high-risk, businessmen 

view these measures within their ca-

pabilities and realize less risk than 

others, and instead of having a higher 

tendency to do projects full of risk, 

businessmen have instead This in-

cludes a lower level of risk awareness. 

In entrepreneurial marketing, taking 

into account risky projects and pio-

neering the discovery of proactive in-

novations are important characteris-

tics. 

      Emphasize the use of opportunities 

through risk management, and that 

companies adopting a pioneering 

marketing approach take into account 

rational and measurable risks [1]. 

D- Towards innovation-oriented inno-

vation: Marketing actions towards in-

novation allow the company to focus 

on ideas that lead to new markets, 

products or processes, and it can be of 

the degree to which the successful or-

ganization emphasizes innovation in 

its marketing actions from the very 

innovative new market creator to an 

increasing market builder. The creator 

of the previous solutions must inno-

vate to offer the customer a funda-

mentally different value while the in-

novator builds on current customer re-

lationships and market knowledge. 

Small businesses may choose to focus 

on innovative marketing methods 

since then. 

      The company may not have the re-

sources to meet or maintain industry 

standards [24]. Entrepreneurs have 

found that they have a general innova-

tion or openness to modernity, as well 
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as offering a certain willingness to be 

among the first to embrace innovation 

within a specific field. Innovation 

[25]. 

       [26] pointed out that entrepreneurship 

plays an important role not only in 

products and services but also in find-

ing innovative and unique solutions 

including developing new technolo-

gies that serve executive methods and 

organizational functions, and that the 

role of the dimension of marketing in-

novation In entrepreneurship in creat-

ing super value.[27] noted that inno-

vation is of great importance to busi-

ness success and competitiveness. 

[28] emphasized that a pioneering 

marketing culture enhances the con-

cepts of new products. On the other 

hand, [18] noted that the concept of 

continuous innovation implies the 

ability to keep the flow of new ideas 

flowing. 
 

E- Customer Intensity: Several studies 

have suggested that successful organi-

zations are those that focus more on 

customer intensity. [29] emphasized 

that business people need to be aware 

that their public image may reflect 

consumers ‘perceptions of their com-

pany, and has also suggested that ex-

treme client attitudes may prevent the 

miraculous innovations that create 

markets and disrupt the balance as 

these fundamental changes arise in 

front of customers. The customer den-

sity dimension depends on what is of-

ten seen as a central driving force for 

marketing in an organization, 

       It is a customer-centered approach 

that uses innovative methods to create 

and maintain customer relationships. 

It shows an entrepreneurial perspec-

tive with an emphasis on customer 

needs and the need to proactively 

search for opportunities that increase 

customer density in entrepreneurial 

marketing is of great importance, and 

that an organization that has entrepre-

neurial activities can develop specific 

competencies through an understand-

ing of serving future customer de-

mands on nonexistent products [19]. 

F- Utilization of Resources: The dimen-

sion of utilizing resources is not just a 

matter of using limited resources ef-

fectively, but rather a creative, syner-

gistic process. In some cases, a re-

source that others do not see is identi-

fied in SMEs instead of being con-

strained by resource constraints. The 

company develops an innovative mar-

keting strategy and thus is able to ac-

cess resources so that more can be 

done while reducing risks often by in-

creasing Use of benefit. [30] found 

that successful SMEs were more like-

ly to employ resource utilization such 

as resource sharing and outsourcing 

for key positions. 

      Studies have found that accessing re-

sources increases innovation and risk 

while resource constraints hinder en-

trepreneurial efforts on the contrary, 

studies have found that resource con-

straints have led to greater entrepre-

neurial efforts indicating that the pro-

ject owner‘s perception may be more 

important than resource availability 

[31].[2] noted that companies with an 

entrepreneurial perspective turn into 

adaptable strategies with a smaller 

budget, and that entrepreneurial pro-

fessionals in current situations are not 

limited to resources that are controlled 

or already in their service. 

G- Value Creation: Value creation, 

which is essential in defining entre-

preneurial activity, is an integral part 

of the company's marketing direction, 

while value creation is a prerequisite 

for exchange to occur. 

      Successful companies emphasize val-

ue creation activities most suited to 

their strategic objective in their com-
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petitive field. While traditional mar-

keting has focused more on transac-

tions and customer relationships, the 

focal point of entrepreneurial market-

ing is innovative and value-oriented 

[1]. Entrepreneurs produce better re-

sults when they find new ways to cre-

ate or discover value [32]. According 

to [33] , the entrepreneurial approach 

is positively linked to the performance 

of the company, and they assert that 

the process of knowledge creation 

plays an intermediate role in the rela-

tionship. [6] pointed to the need for 

companies to establish by forming an 

organizational structure characterized 

by innovation, risk-taking, and proac-

tive in order to create, communicate 

and deliver value to customers. [34] 

suggests that there are two main ways 

to create value, which is to increase 

the benefits of value propositions to 

customers, is to reduce the costs of 

acquiring, using, and distributing the 

products and services that the organi-

zation provides for customers. 

 

Customer Satisfaction CS 

1- The concept and the importance 

        The success of every commercial 

company depends on customer satisfac-

tion, and when business is about to start, 

customers always come "first" and then 

profit and those companies that succeed in 

satisfying customers will remain fully at 

the forefront in the market. Today, the 

business company knew that customer sat-

isfaction is the key to business success 

while playing a vital role in expanding 

market value. In general, customers are 

the people who buy goods and services 

from the market or business that meet 

their needs and want customers to buy 

products to meet their expectations in 

terms of money, so companies must set 

their prices with the quality of the product 

that attracts the customer and maintains 

long-term affiliation. 

The company must ensure that it provides 

a full service equivalent to its cash value. 

This will increase the number of custom-

ers and carry the long-term relationship 

between the customer and the company 

and will help the current customer in at-

tracting new customers by providing or 

sharing information about companies' 

products and services. Satisfaction means 

feeling satisfied after what a person wants 

, and it is difficult to know if customers 

are satisfied with the availability of the 

product or services, so satisfying custom-

ers is not an easy task, as this different 

factor needs to be taken into account. 

Nowadays, competition between business 

organizations and markets can be ob-

served everywhere and it was one of the 

difficult tasks for competitors, although it 

appears difficult in the growing market, 

competitors are actively developing their 

marketing channels. An important aspect 

of ensuring customer interest is to offer 

the best and most suitable products in this 

competitive market. If the customer's sat-

isfaction is gained, it is certain that the 

loyalty of the customers will also come 

with him, moreover, in the absence of the 

customer, there will be no commercial in-

stitution, and in order to increase the 

number of customers, it is extremely im-

portant to develop customer satisfaction in 

terms of achieving business goals, these 

two terms very important, therefore, the 

relationship between customers and the 

business or market organization is the 

most important. 

Satisfaction is an important precedent in 

enhancing customer retention because it 

can influence a buyer‘s decision to con-

tinue a relationship with the organization 

[35]. However, individual customer satis-

faction scores may not provide accurate 

expectations for repurchase behavior. 

Managers who believe that a higher de-

gree of satisfaction will undoubtedly lead 

to stronger repurchase behavior, may run 
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their businesses with a false sense of secu-

rity [36]. 

[37] defined customer satisfaction as the 

degree to which the performance of a 

commercial product or service matches 

the customer's expectations. If the perfor-

mance matches or exceeds expectations, 

the customer is satisfied if the perfor-

mance is below average, the customer is 

not satisfied, customer satisfaction is af-

fected by perceived service expectations 

and perceived quality [38]. Expectations 

effect on complete satisfaction when the 

customer evaluates a product or service, 

and satisfaction is an emotional response 

to the customer when assessing the dis-

crepancy between expectations regarding 

the service and visualization of actual per-

formance, and this perception of perfor-

mance is gained through physical interac-

tion with business, products and commer-

cial services [39]. 

Perceived quality is measured through re-

cent service experiences that consist of 

two components: perceived product quali-

ty and perceived quality of service, and 

there is a direct link between perceived 

quality and complete satisfaction, the cus-

tomer first creates expectations based on 

needs, values, previous experiences, and 

external references about the product, and 

perceived quality is based on those first 

expectations are then evaluated by the 

customer's choice to determine satisfac-

tion [40]. 

The perceived value is the customer's gen-

eral evaluation of the quality of the prod-

uct based on the perception of what is re-

ceived compared to what is being provid-

ed, and high levels of quality of service 

may lead to increased customer loyalty, 

increase profitability, increase market 

share and lower employee turnover, and if 

the customer feels that he has a satisfacto-

ry relationship with work, he might see 

the company as enjoying a high level of 

service [41]. 

     Customer satisfaction can be defined as 

the result of the purchase and use that re-

sults from the buyer's comparison of pur-

chase rewards and costs in relation to the 

expected results, so the customer will feel 

satisfied if the purchase and use rewards 

are in line with the expected results [42]. 

Customer satisfaction has been one of the 

best tools for business success. Customer 

satisfaction is defined as a comprehensive 

assessment based on the overall buying 

and consumption experience with a good 

or service over time. With marketing, cus-

tomer satisfaction also comes with it, 

which means that it checks the customer's 

expectations about how companies facili-

tate goods and services, and therefore, ac-

tionable information about how to in-

crease customer satisfaction is a critical 

outcome [43]. Customer satisfaction is a 

crucial component of business strategy in 

addition to retaining customers and buying 

back the product. To achieve maximum 

customer satisfaction, companies must sell 

ideas and methods after completing all the 

necessary documents. 

Customer satisfaction is influenced by the 

characteristics of a specific product or 

service and perceptions of quality. Satis-

faction is also affected by the emotional 

responses of customers, their awareness of 

the perception that increased customer sat-

isfaction can provide company benefits 

such as customer loyalty, extending the 

customer‘s life cycle to extend the life of 

the goods that customers buy and increase 

positive communication to customers, 

when it is the customer is satisfied with 

the product or service that the company 

provides, can make the customer buy a lot 

and recommend products or services to 

potential customers, it is impossible for a 

business to grow if the company ignores 

or ignores the needs of customers [44]. 

Customer satisfaction is extremely im-

portant because it is the way to get feed-

back from customers in a way that they 

can use to manage and improve their busi-
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ness. Customer satisfaction is the best in-

dicator of how a business will appear in 

the future, and customer satisfaction helps 

in conducting a SWOT analysis that can 

help them to develop their business in ad-

vance and in a systematic way, besides, it 

will also help in making the right decision 

to use the appropriate resources during the 

manufacture of products, likewise, It 

maintains the relationship with existing 

customers and also creates the ability to 

gain others [45]. 

When products are purchased, customers 

expect perfection rather than quantities, 

there are different types of similar prod-

ucts on the market and sometimes it is dif-

ficult to distinguish between a qualitative 

and durable product, this is a great oppor-

tunity for a business organization that 

markets its products and services to un-

derstand exactly what customers are look-

ing for. Customer satisfaction is a key 

market indicator that assesses a company's 

success. People have different types of 

tastes and choices, so satisfaction varies 

from person to person, and consumer ex-

pectations may also differ depending on 

the option that they may have, such as the 

national and international market [46]. 

A technique for assessing customer satis-

faction must also be subject to interna-

tional market procedures to meet interna-

tional requirements. In this process, cus-

tomer satisfaction in both material and 

technological aspects has changed signifi-

cantly, however, there is still no way to 

measure customer satisfaction, but feed-

back from Customers as a critical tool for 

measuring customer satisfaction [47]. Sat-

isfied customers are more likely to rec-

ommend their friends and family, which 

will help in growing business. A com-

pletely dissatisfied customer cuts revenue 

while a satisfied customer has a positive 

impact on profitability. Customer satisfac-

tion has a positive impact on the profita-

bility of the company, the more customers 

are satisfied with the products or services 

provided, the greater the chances of suc-

cess of any business. Customer satisfac-

tion leads to repeated purchases and loyal-

ty to the brand and positive marketing. 

Customer satisfaction leads to repeat pur-

chases, loyalty, and customer retention. 

Satisfied customers are more likely to re-

peat the purchase of products or services. 

They will also tend to say good things and 

recommend the product or service to oth-

ers. On the other hand, unsatisfied cus-

tomers respond differently, and customers 

who are not Satisfied by reducing repul-

sion by abandoning or returning the prod-

uct, or they may attempt to reduce repul-

sion by searching for information that may 

confirm its high value [48]. 
 

2- Factors affecting customer satisfac-

tion 

      Culture is crucial when it comes to un-

derstanding the needs and behavior of an 

individual, values, perceptions, behaviors 

and preferences are factors that have been 

learned mainly in the very early childhood 

stage of people and the shared behaviors 

of culture. Criteria and values are carried 

over by generation from one entity to an-

other. 

Consumer behavior refers to the selec-

tion, purchase, and consumption of goods 

and services to meet their basic needs. 

There are various stages involved in con-

sumer behavior. Initially, the consumer 

finds the needs and then goes to the selec-

tion and budgets of the goods and to make 

a consumption decision. Product quality, 

price, service, customer sentiment, per-

sonal factors, situational factors, aware-

ness of fairness, product features are some 

of the factors that influence customer sat-

isfaction. On the other hand, several other 

factors affect consumer purchasing behav-

ior including [49]: 
 

A- Cultural factors 
Cultural factors represent the acquired 

values and concepts that determine con-
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sumer desires and behavior, and consum-

ers are affected first by the groups to 

which they belong but also by the groups 

(ambitious groups) they wish to belong to. 
 

B- Social factors 
Humans live in an environment sur-

rounded by many people who have differ-

ent buying behavior. A person's behavior 

is affected by many small groups such as 

family, friends, social networks, and sur-

rounding areas who have different buying 

behaviors. These groups form an envi-

ronment in which the individual develops 

and forms the personality, and, according-

ly, the social factor influences the pur-

chasing behavior of the individual to a 

large extent. 
 

C- Personal factors 
This consumer behavior includes per-

sonal factors such as age, profession, eco-

nomic situation, and lifestyle, the consum-

er changes the purchase of goods and ser-

vices over time, occupation and the eco-

nomic situation also have a major impact 

on the purchasing behavior, on the other 

hand, the low-income person chooses to 

buy cheap services. Customer lifestyle is 

another decisive factor affecting consumer 

buying behavior. Lifestyle refers to the 

way a person lives in society and is ex-

pressed through things in the surrounding 

areas. 
 

D- The psychological factor 
Many psychological factors such as 

motivation, perception, learning, attitudes, 

and beliefs play a crucial role in purchas-

ing a particular product and services. 

To increase sales and encourage the 

consumer to purchase the service organi-

zation, you should try to create a con-

scious need in the consumer's mind that 

generates an interest in buying, the service 

and likewise, depending on the customer's 

experiences, beliefs and personal charac-

teristics has a different perception of the 

other, the situations allow the individual to 

develop a coherent behavior against the 

category of his character, from During the 

experiences that consumers acquire, the 

customer develops beliefs that will influ-

ence the buying behavior. 

The factors that affect customers differ 

from person to person and the culture of 

people. Therefore, the market-oriented 

service provider for successful consumers 

must work as a psychiatrist to buy con-

sumers, bearing in mind that the factors 

affecting can be favorable and the goal of 

consumer satisfaction can be achieved. 

Consumer market success portal, 

In general, the result shows that brand 

image, perceived value, price, health con-

cerns, and quality affect customer satisfac-

tion. 
 

Marketing Capabilities (MC) 
1- The concept and the importance 

        Marketing is an important man-

agement position in a commercial compa-

ny, and its contribution to the company's 

performance has been widely recognized. 

Capabilities in executing marketing activi-

ties are important. Marketing covers all 

aspects of activities that can help the com-

pany create value for customers. 

One of the keys to success in all mar-

kets is [50]. Previous research consistently 

indicates that marketing capabilities can 

enhance companies ‘ability to create and 

deploy resources effectively, help build a 

sustainable competitive advantage, and 

contribute to long-term company revenue 

growth and profits. Thus, determining 

which marketing capabilities will be de-

veloped and how these capabilities will be 

strengthened has become an increasingly 

important issue in increasingly competi-

tive markets [51]. 

The competency based vision states 

that the company works well over time 

because it develops distinct capabilities 

that allow it to outperform its competitors. 

Capacity can be defined as a set of coor-

dinated and goal-oriented resources [52]. 
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Defines capabilities as skills and group 

learning drawn from organizational pro-

cesses that ensure superior coordination of 

job activities. It is the result of accumulat-

ed experience and other forms of tacit 

knowledge, and can also be produced 

through deliberate investments in organi-

zational structure and systems [53]. 

The concept of capabilities in market-

ing literature is not new. Based on theory 

and experimental work in strategic man-

agement, capabilities are generally seen as 

complex packages of skills and knowledge 

embedded in organizational processes 

through which resources available to a 

company are converted into valuable out-

puts. Because capabilities are developed 

over time and become an integral part of 

organizational and routine operations, it is 

difficult for competitors to monitor and 

imitate, thereby enabling their companies 

to enjoy a sustainable competitive ad-

vantage. In general marketing literature, 

the marketing capabilities are considered 

in terms of the company's ability to use 

the resources available to perform market-

ing tasks in ways that achieve the desired 

marketing results. 

Consequently, it represents the process-

es the company uses to determine value, 

develop, deliver and deliver value to its 

target customers by integrating, convert-

ing and disseminating its available re-

sources [50]. 

Marketing capabilities can be defined 

as a set of complex resources and skills in 

the field of marketing, which are the result 

of a process of accumulating knowledge 

and its integration with the values and 

standards that have been developed 

through organizational processes from all 

parts of the company. Therefore, the main 

resources that integrate this type of ca-

pacity are: Human resources - knowledge, 

skills and attitudes within the organiza-

tion's correlative resources or market as-

sets and organizational resources [54]. 

Marketing capabilities are defined as 

integrative processes designed to apply a 

company's collective knowledge, skills, 

and resources to market-related business 

needs, enabling the company to add value 

to its goods and services and meet com-

petitive demands. When explaining the 

company's overall marketing capacity, it is 

important to examine the specific market-

ing processes the company adopts in its 

competitive strategy [55]. 

Marketing capabilities are a complex 

package of individual skills and 

knowledge and are an integral part of an 

organization's performance of organiza-

tional processes that are difficult for com-

petitors to imitate, and these capabilities 

add value to the organization's outputs and 

confront the rapidly changing environ-

ment [56], [57].  

[58] and [59] indicate that marketing 

capabilities are the integrated processes 

through which market-based resources are 

combined with organizational resources to 

form valuable outputs and these capabili-

ties come through integration Between the 

knowledge, skills and experience of work-

ing individuals. [60] outline three types of 

marketing capabilities: 

A- Static marketing capabilities (static 

MC) or capabilities to use internal 
resources to meet market demand, which 

includes specialized / functional capabili-

ties and multifunctional capabilities 
B- Dynamic marketing capabilities (dy-

namic MC) or the capabilities to 

modify the special marketing capabilities 

of a changing market environment, such 

as the ability to reshape and improve ex-

isting marketing capabilities. 

C- Adaptive MC capabilities, or attrac-

tive capabilities in attentive market learn-

ing, adaptive market experience, and open 

marketing through relationships that have 

been formed with partners. 

Although [60] realized the importance of 

each of these capabilities, limited experi-
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mental research has demonstrated the ef-

fect of the real performance of each of it, 

especially with regard to the adaptive 

marketing capabilities. 

The company's internal and external mar-

keting capabilities can be categorized ac-

cording to its importance as follows [59]: 

A- Flexibility of planning, which reflects 

the extent to which organizations imple-

ment strategic marketing planning and that 

is consistent with relevant environmental 

emergency situations, which is an essen-

tial skill for daily competition operations. 

B - Effective implementation of market-

ing operations, which shows the organi-

zation's ability to develop and monitor 

modern marketing plans. 

C- Product development, which is the 

organization's ability to develop new 

products and adapt to market needs. 

D - Rapid response to customers' chang-

ing demands from products to help the or-

ganization maintain long-term relation-

ships with its customers. 

E- Communications help in managing 

customer expectations along with the 

overall image and value of the organiza-

tion. 

In order for a successful marketing strate-

gy for the company, it is necessary to un-

derstand everything that is going on in the 

global and international market. The or-

ganizational strategy determines the mar-

ket direction of the company, which de-

termines how the company focuses on fac-

tors such as customers, competitors, and 

departmental dynamics to achieve success. 

Effective strategic planning requires or-

ganizations to improve their understand-

ing of the strengths that shape the situation 

and the mechanisms through which such 

understanding occurs, and thus shape 

marketing strategy. It seems that the idea 

of benefiting from a multi-market market-

ing strategy is only useful. It saves effort 

and resources and ensures a high degree of 

consistency between all brands and activi-

ties on the market. But in order to achieve 

this company, it must possess certain mar-

keting capabilities. The role of the market-

ing capabilities in achieving the market 

and the financial success of the company 

is enormous [61]. 

The company's product development abil-

ity affects the launch strategy for a long-

term product that is improved sequentially 

over time. Marketing capabilities also 

contribute to the international expansion 

of new international projects by influenc-

ing the company's decision to choose en-

try positions including increasing resource 

participation in foreign markets. Market-

ing ability can help companies feel re-

sponsive to and respond to market chang-

es, such as competitor's movements, tech-

nological development and revolution, en-

able established institutions to take ad-

vantage of the capabilities and resources 

of partners to create value, and facilitate 

companies to predict and anticipate clear 

and underlying customer needs. These, in 

turn, can help established institutions to 

develop radical new products or employ 

existing products with new features to 

meet the needs of existing customers and 

new customers alike to ensure stability 

and viability and avoid shocks resulting 

from new waves based on new technolo-

gies and new valuable offerings [62]. 
 

2- Dimensions of marketing capabili-

ties 
The marketing capabilities of the or-

ganization in the various agencies dealing 

with it consist of several dimensions, and 

there are researchers who have resorted to 

categorizing the marketing capabilities 

dimensions into two groups, but other re-

searchers [63], [64], [65] classified it into 

three dimensions, as follows: 

A- The ability to develop new prod-

ucts (services, services)  
The ability to develop the product re-

fers to the accumulated skills and 

knowledge that exporters use to develop 

and launch new products. The ability to 
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develop the product allows the exporting 

company to predict market opportunities 

for new products, and thus quickly devel-

op and launch competitive new products 

to meet customer preferences .This also 

enables the company to reduce research 

and development costs and reduce its pro-

duction cost faster than its competitors in 

foreign markets due to economies of scale 

and thus enjoying a low cost advantage 

and high performance. The ability to de-

velop products enables an exporting com-

pany to design unique new products / ser-

vices / brands that are greatly appreciated 

by customers but difficult for competitors 

to imitate, thus enjoying with advantage of 

differentiation and performance reward. 

Accordingly, the university can offer a 

unique product position to customers 

through an appropriate pricing strategy, 

which leads to advantage in differentiation 

and superior performance. 

B- Pricing Capability 
Pricing ability is the accumulated skills 

and knowledge that exporters use and 

manage pricing methods effectively, and 

the ability to distribute refers to the accu-

mulated skills and knowledge that export-

ers use to provide support to distributors 

and develop a close relationship with 

them. Pricing capability enables the com-

pany to use and manage pricing methods 

effectively to respond to changes in con-

sumer and competitor challenges in export 

markets. 

The rapid response to competitors' pric-

ing tactics Challenges of consumers and 

competitors in export markets Provides a 

powerful impetus to find ways to reduce 

cost and thus provide Feature over its 

competitors, resulting in a low cost ad-

vantage and high export returns. 

Pricing ability enables the company to 

quickly understand the changing sensitivi-

ty of consumer prices, competitor pricing 

tactics and movement in export markets. 

Pricing capability includes setting price 

policy to get the best possible return from 

the market. 

 

C- Marketing Communication Ca-

pability 
The ability to communicate is defined 

as the accumulated skills and knowledge 

that exporters use to deliver marketing 

messages effectively. The ability to source 

communication enables effectively to pre-

sent the unique product / service / brand 

image to distributors and customers, dis-

tinguishing them from competitors, 

Thereby enhancing the differentiation ad-

vantage will also result in superior com-

pany export performance due to the in-

creased customer desire to purchase. Mar-

keting communications help to manage 

customer expectations along with the per-

ceived image and perceived value of the 

company. The ability to contact the source 

helps delivering its marketing communi-

cation message effectively to distributors 

and customers in overseas markets, which 

will keep the costs associated with adver-

tising, negotiation and conflict resolution 

at a minimum and thus enhance the ad-

vantage of low cost and reward perfor-

mance. The ability to export enables an 

exporting company to develop a unique 

relationship with distributors based on 

mutual trust that is likely to create a de-

fensible position in the supply chain and, 

therefore, gain the advantage of differenti-

ation and performance. 

Examining the research measure-

ment tool and testing it: 
This topic is related to the applied side 

of the research as it revolves around three 

basic aspects. The first aspect relates to 

examining the reliability and consistency 

of the research metrics, while the second 

aspect relates to the statistical description 

of the variables and dimensions of the re-

search. The third aspect concerned with 

testing the hypotheses of the research as 

follows: 
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1. Coding and describing search var-

iables 
This paragraph constitutes a necessity 

to facilitate the task of reading and identi-

fying the variables during the process of 

conducting the statistical analysis of the 

data extracted from the questionnaire, as 

Table (2) shows the symbols of these vari-

ables and their dimensions and the number 

of paragraphs in each dimension and the 

source of the approved scale as follows: - 
 

 

Table 2 / Coding and characterization 

 
variable Sub-dimension 

The num-

ber of 

para-

graphs 

code 

1 
Entrepreneuri-

al Marketing    

EM 

Entrepreneuri-

al orientation 
5 EO 

Focus on op-

portunities 
7 OF 

Take the risk 
7 RO 

The drive for 

innovation 
4 IO 

Intensity of 

customer focus 
11 CI 

Take ad-

vantage of 

resources 

8 RL 

Create value 
5 VC 

2 

Marketing 

capabilities 
MC 

Ability to de-

velop new 

products 

6 
NPD

C 

Pricing ability 
4 PC 

Marketing 

communica-

tion ability 

6 MCC 

3 
Customer sat-

isfaction 

CS 

One-

dimensional 
15  

 

 

 

2. The structural stability of the 

measuring instrument 
The researcher relied on measuring the 

structural stability of the measurement 

tool of the current research on the Alpha 

Cronbach test. 

 

 

 

 

 

Table 3 / Reliability coefficients for the 

research measurement instrument 

  

 

It is noted from Table (3) that the val-

ues of the Alpha Cronbach coefficient 

ranged between (0.86-0.70) and it is statis-

tically acceptable in administrative and 

behavioral research because its value is 

greater than (0.70) which indicates that the 

tool is characterized by consistency and 

internal consistency. 
 

Statistical description: Displaying the 

results of the research sample responses 

   This topic is concerned with describ-

ing the responses of the sample individu-

als and analyzing them by presenting the 

mathematical averages of the question-

naire paragraphs, their standard devia-

tions, and the Level of response 

 , the relative importance about the 

main variables and their interpretation. In 

order to better determine the level of re-

sponses of individuals to the sample, the 

researcher relied on determining the levels 

of comparison of groups based on an opin-

ion [66].Which indicated that if the re-

searcher relied on the Likert pentatonic 

scale (totally agree - not completely 

agree), there are five categories to which 

the arithmetic mean belongs. The category 

is determined by finding the length of the 

range (4 = 1-5), and then dividing the 

range by the number of categories (5) 

(0.80 = 5/4)) And then (0.80) is added to 

the minimum scale (1) or subtracted from 

the term top of the scale (5). 

 Table (4) illustrates the criteria for the 

statistical description of the responses of 

the research sample represented by the 

arithmetic mean, the standard deviation, 

the level of the answer, and the orderly 

variable Cronbach alpha 

Entrepreneurial Mar-

keting 
0.86 

Marketing capabilities .81 

Customer satisfaction 0.73 
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importance of the search variables. It is noted 

in this table that entrepreneurial marketing 

has got the highest arithmetic averages, it has 

reached (3.94) and a standard deviation (.279) 

that shows the consistency and harmony of 

the answers of the research sample towards 

this dimension, and within the "high" re-

sponse level. While the variable of marketing 

capabilities got the lowest arithmetic averages 

of (3.77) and with a standard deviation of 

(171), it shows the consistency of the re-

sponses of the individuals in the research 

sample and within the "high" answer level. 

According to the aforementioned, the overall 

average of the search variables was (3.85), 

and a general standard deviation of (0.196). 

As the rate for the variables has been a 

"high" answer level. The researcher shows 

through the variables that the sample has a 

conviction of the importance of entrepreneur-

ial marketing in universities (Wareth Al-

Anbiya ,Al- Zahra , Alkafil ,Al-Ameed) Eli-

gibility and that this belief within certain lim-

its reflects the availability of entrepreneurial 

marketing capabilities in them as well as the 

amount of entrepreneurial capabilities as the 

sample believes that there is a good percent-

age of Customer satisfaction with the services 

provided. 
 

Table 4 / Mathematical Averages, Standard 

Deviations, Answer Level and Relative Im-

portance of Research Variable (N = 50) 

 ت
The di-

mension 

The 

aver-

er-

age 

stand

ard 

devi-

ation 

An-

swer 

level 

Or-

dinal 

im-

porta

nce 

1 

Entrepre-

neurial 

Marketing 

3.94 .279 High 1 

2 

Marketing 

capabili-

ties 

3.77 .171 High 2 

3 

Customer 

satisfac-

tion 

3.85 .139 High 3 

General Av-

erage 
3.85 .196 High  

 

 

 

Hypothesis testing 
This is the last step in the practical as-

pect that aims to test the hypotheses, as 

the researcher explores the level of corre-

lations between research variables on the 

one hand and on the other hand tests the 

ability to interpret and influence its inde-

pendent variables in the approved  that the 

researcher seeks to test is the intermediate 

model as it consists of the independent 

variable represented by (entrepreneurial 

marketing), the intermediate variable rep-

resented by (marketing capabilities) and 

the dependent variable represented by 

(customer satisfaction), as follows: 

1) The first correlation hypothesis: 
For the purpose of showing the extent of 

correlation relationships between the in-

dependent variable and the intermediate 

variable, the researcher used the Pearson 

test to test the first main hypothesis, as 

Table (5) shows a matrix of simple corre-

lation coefficients (Pearson) between the 

leadership variable and the marketing ca-

pabilities variable. Before going into the 

hypothesis test, table (5) indicates the 

sample size (50) and the type of test (2-

tailed). A summary (Sig.) in the table in-

dicates the significance of the correlation 

coefficient by comparing the calculated 

value (t) with the tabular without showing 

its values. If a correlation sign (**) ap-

pears on the correlation coefficient, then 

this means that the calculated value of (t) 

is greater than tabular.  

As Table (5) indicates a positive and sig-

nificant correlation between the variable 

of entrepreneurial marketing and the vari-

able of marketing capabilities, as the value 

of the simple correlation coefficient be-

tween them (.91 **) and this value indi-

cates the strength of the direct correlation 

between them, and what supports this is 

the correlation relationship that It ap-

peared at the level of significance (1%) 

and with a degree of confidence of (99%) 

and table (6) clarifies that relationship, as 



 Journal of University of Kerbala , Vol. 19, Issue 1, June 2022   
 

83 

it becomes clear that the acceptance of the 

first main hypothesis stating that (there is 

a statistically significant correlation be-

tween the variable of entrepreneurial mar-

keting and the variable of marketing capa-

bilities). At the level of significance (1%), 

meaning that the outcome of the decision 

is acceptable with a confidence degree of 

(99%). 

2) The second correlation hypothe-

sis: It is also clear that there is a positive 

and significant correlation between the 

variable of entrepreneurial marketing and 

the customer satisfaction variable, as the 

value of the simple correlation coefficient 

between them (.88 **) and this value indi-

cates the strength of the direct correlation 

between them, and that is supported by the 

significance of the correlation relationship 

that appeared at a significant level   (1%) 

and with a confidence degree of (99%) 

and Table (5) clarifies that relationship, as 

it is clear that acceptance of the second 

main hypothesis stating that (there is a sta-

tistically significant correlation relation-

ship between the leadership marketing 

variable and the customer satisfaction var-

iable). At the level of significance (1%), 

meaning that the outcome of the decision 

is acceptable with a confidence degree of 

(99%). 

3) The third correlation hypothesis: 
It is also clear that there is a positive and 

significant correlation relationship be-

tween the variable of marketing capabili-

ties and the customer satisfaction variable, 

as the value of the simple correlation coef-

ficient between them (.91 **) and this  

value indicates the strength of the direct 

correlation between them, and that is sup-

ported by the significance of the correla-

tion relationship that appeared at a signifi-

cant level  (1%), with a confidence degree 

of (99%) and table (5) clarifies that rela-

tionship, as it is clear that acceptance of 

the third main hypothesis states that (there 

is a statistically significant correlation re-

lationship between the variable of market-

ing capabilities and the customer satisfac-

tion variable). At the level of significance 

(1%), meaning that the outcome of the de-

cision is acceptable with a confidence de-

gree of (99%). 
 

Fourth: Impact test between search variables 

The main objective of this paragraph is to 

test the hypotheses of the effects of the 

research variables that are addressed about 

the direct and indirect impact between 

those variables for the Baron and Kenyan 

method of testing the intermediate model 

which was included in the fourth, fifth and 

sixth major hypothesis. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 Journal of University of Kerbala , Vol. 19, Issue 1, June 2022   
 

84 

 

Table 5/ Matrix of correlation coefficients between search variables 
Correlations 

 

Entrepreneurial 

Marketing 

Marketing ca-

pabilities 

Customer satis-

faction 

Entrepreneurial 

Marketing 

Pearson Correlation 1 .913** .882** 

Sig. (2-tailed)  .000 .000 

N 50 50 50 

Marketing capabili-

ties 

Pearson Correlation .913** 1 .912** 

Sig. (2-tailed) .000  .000 

N 50 50 50 

 

Customer satisfac-

tion 

Pearson Correlation .882** .912** 1 

 Sig. (2-tailed) .000 .000  

N 50 50 50 

**. Correlation is significant at the 0.01 level (2-tailed). 

  

The researcher used for this purpose the 

simple regression analysis (The simple 

regression analysis) by which the direct 

effect between the variables is determined 

and the indirect effect is used Baron and 

Kenny method which is one of the good 

ways to test the effect of the intermediate 

variable on the relationship between the 

independent and dependent variable. In 

order to test the significance of the simple 

linear regression model, the researcher al-

so used a statistic (F) because there is a 

significant effect if the calculated value of 

(F) is greater than the tabular value (F) 

and there is no such effect if the calculated 

value of (F) is smaller than the value of 

(F)tabular at the level ((0.01 and using the 

program spss v.23)). 

1) The fourth correlation hypothesis: 
To test the fourth main hypothesis, as the 

calculated value of (F) for the estimated 

model was (167.330) at the level of signif-

icance (0.01), as evidenced by the value of 

the determining factor (²R) of (0.777), it is 

clear that entrepreneurial marketing is able 

to explain what is (78%) of Changes in 

customer satisfaction in the universities of 

the research sample. The ratio of (22%) is 

due to the contribution of other variables 

not included in the research model. 

This is indicated by the value of the mar-

ginal slope coefficient (β) of (0.88) that 

increasing levels of entrepreneurial avail-

ability by one unit of standard deviations 

will lead to an increase in customer satis-

faction by (88%) from a standard devia-

tion unit based on which the hypothesis is 

accepted and this means that there is a sta-

tistically significant effect of entrepre-

neurial marketing on customer satisfaction 

with a degree of confidence (99%). 

2) Test the fifth hypothesis: The re-

sults of Table (7) show that the calculated 

value of (F) for the estimated model was 

(38.831) at the significance level (0.01). 

The value of the determination coefficient 

(²R) reached (0.82), meaning that the vari-

able of marketing capabilities explains 

(83%) of the changes that occur to cus-

tomer satisfaction. The rest (18%) is con-

tributed by other variables not included in 

the model. 

The value of the marginal slope coeffi-

cient (β) was (0.91). That is, the increase 

in the variable of marketing capabilities 

by one unit of standard deviations will 

lead to an increase in customer satisfac-

tion by (91%) from one unit of standard 

deviation and accordingly the hypothesis 

is accepted and this means that there is a 

statistically significant effect of marketing 

capabilities on customer satisfaction and 

with a degree of confidence (99% ). 
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3) The Sixth Hypothesis Examina-

tion: The results of Table (8) show that 

the calculated value of (F) for the estimat-

ed model was (241.491) at the signifi-

cance level (0.01). The value of the de-

termination coefficient (²R) was (0.83) 

that is, the variable of entrepreneurial 

marketing explains its rate (83%) of the 

changes that occur in the marketing abil-

ity. The rest (17%) is contributed by other 

variables not included in the model. The 

value of the marginal slope coefficient (β) 

was (0.91). That is, the increase in the en-

trepreneurial variable by one unit of 

standard deviations will lead to an in-

crease in marketing capabilities by (91%) 

of one standard deviation unit and accord-

ingly accept the hypothesis and this means 

that there is a statistically significant ef-

fect of marketing leadership on the mar-

keting capabilities and with a degree of 

confidence (99%) ). 

4) The seventh hypothesis:(There is an 

indirect, statistically significant effect be-

tween the variable marketing leadership in 

customer satisfaction through marketing 

capabilities). 
The seventh hypothesis relates to the me-

diating role test of the marketing capabili-

ties in the relationship between entrepre-

neurial marketing and customer satisfac-

tion. In order to test the mediating role, 

the research has adopted a method [67] 

which is one of the methods well known 

at the level of foreign studies. The steps 

include: 

A- There is a significant influence rela-

tionship between the independent vari-

able and the intermediate variable. 

B- There is a significant influence rela-

tionship between the independent vari-

able and the dependent variable. 

C- The presence of a significant effect re-

lationship between the median and the 

dependent variables within the third re-

gression analysis equation and the pres-

ence of the independent variable as a 

Control Variable. The third step in-

cludes two aspects: - 

 If the value of the influence coefficient 

in the third equation is lower than its 

value in the second equation, this 

means that there is a partial mediating 

role between the independent variable 

and the dependent variable. 

   If the value of the influence factor is 

zero (Zero-effect) in the third equation 

from its value in the second equation, 

this means that there is a complete in-

termediary role between the independ-

ent variable and the dependent variable. 

     As the first step reflects the relation-

ship between entrepreneurial marketing 

and customer satisfaction, and the se-

cond step reflects the relationship be-

tween marketing capabilities and cus-

tomer satisfaction on the other side. As 

for the last step, it is represented by the 

relationship between entrepreneurial 

marketing and customer satisfaction in 

the presence of marketing capabilities, 

and in light of the results of Table (6), 

the first and special condition for the 

existence of a significant influence rela-

tionship between independent variable 

(entrepreneurial marketing) and inter-

mediate variable (marketing capabili-

ties) is evident, as shown in Table (6). 
 

As for the second step, Table (6) presents 

the results of its regression analysis. As 

the results indicate a significant effect re-

lationship between entrepreneurial mar-

keting and customer satisfaction, the value 

of (F) was significant, which indicates the 

statistical strength of the tested model. 

These results indicate the fulfillment of 

the second condition. Table (6) also dis-

plays the results of testing the third step of 

the Mediator Variable test, according to 

[67] method. 
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Table 6 / Summary of regression coefficients and values, (t) and (R2) values, and (F) value 

for testing hypotheses 
 

 

Noting that there is a significant effect 

relationship between entrepreneurial mar-

keting and customer satisfaction in the 

presence of marketing capabilities as a 

control variable amounting to(7 = 0.77, P 

<0.01). If this value has decreased in the 

third equation. From its value in the se-

cond equation (Table (6)) This means that 

the marketing capabilities mediate the re-

lationship between the independent and 

partly dependent variable (Partial Media-

tion), but if the value turns into a zero val-

ue (no effect, this means that the variable 

completely mediates the relationship be-

tween the independent and dependent var-

iable) . Accordingly, the marketing capa-

bilities variable partially mediates the rela-

tionship between the pioneer marketing 

and the customer satisfaction variable, be-

cause the value of the beta coefficient in 

the first step of the marketing capabilities 

variable decreased from ( = 0.91, P 

<.001) to ( = 0.327, P <.001) in The third 

step. Noting that the calculated value of F 

was greater than tabular, it is significant at 

(% 1) level, which indicates the statistical 

strength of the two models in Table (7). 
 

Table 7 / Results of the intermediate variable analysis test step three and four of the market-

ing capabilities variable 

 Coefficients  

Model Unstandardized 

Coefficients 

Standardized Co-

efficients 

F T Sig. 

B Std. Error Beta  

(Constant) .478 .271   1.768 .084 

Entrepreneurial Mar-

keting 

.327 .158 .290 129.703** 2.895 .044 

Marketing capabili-

ties 

.773 .167 .648  4.731 .000 

a. Dependent Variable:     Customer satisfaction 
 

In order to verify the reality of the 

mediation of the marketing capabilities of 

the relationship between entrepreneurial 

marketing and customer satisfaction, ac-

cording to what he indicated [67], a Sobel 

test must be conducted in order to verify 

the significance of the assumptions of the 

mediating role of the above-mentioned 

variables, and this test targets the morale 

Indirect effect. [68] has designed an 

arithmetic program to perform this test 

(available on the internet only. The re-

searcher enters the required data and 

clicks the word calculation to produce the 

results), which displays his results in Ta-

ble (9).Which indicates by (p-value) the 

significance of the median role test results. 

This test requires unstandardized coeffi-

cients and the standard errors of the re-

gression path for the first step of the rela-

Hypotheses Downhill tracks 
Transactions 

Regression 

Valuable 

t 
Values 

R2 
F 

Hypothesis 

(Fourth Chair) 

Entrepreneurial Marketing <- Cus-

tomer satisfaction 
0.882 12.936 0.777 167.330** 

Hypothesis (Fifth 

Chair) 

Marketing capabilities <- customer 

satisfaction 
0.912 15.454 0.82 238.831** 

Hypothesis (Sixth 

Chair) 

Entrepreneurial Marketing <- Mar-

keting Capabilities 
0.913 15.540 0.83 241.491 
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tionship between the independent variable 

and the median variable and the regression 

path that relates to the relationship be-

tween the median and the dependent vari-

able. Through this test, we will extract a 

value (Z-Value), and if the value of (Z-

Value) is greater than (1.96), this indicates 

that the variable of marketing capabilities 

is an intermediate variable, meaning that 

the presence of the indirect effect is real 

and vice versa if the value is less . It is 

noted through the results of table (8) that 

the hypothesized relationship is significant 

at the level of (% 1) because its value (Z-

Value) was greater than (1.96).These re-

sults indicate that the indirect effects of 

this variable are real and significant for 

mediating the variable of marketing capa-

bilities. 
 

Table 8 / Sobel test results for average variable marketing capabilities 
Path Inputs Sobel test – Z-Value p-value 

 

Entrepreneurial Marketing - Marketing Capabili-
ties - Customer Satisfaction 

 

1= 0.863 

3= 1.089 

Sa= 0.056 

Sb= 0.070 

 

10.948 ** 

 

P< .01 

 

 
Note: 

1= unstandardized regression coefficient for the association between IV and mediator 

3 = unstandardized regression coefficient for the association between the mediator and DV 

sa = standard error of a 

sb = standard error of b 
 

 conclusions and recommendations 

  First: Conclusions 
1- The results related to the availability of 

the entrepreneurial variable in the uni-

versities (Wareth Al-Anbiya ,Al- Zahra 

, Alkafil ,Al-Ameed) show that entre-

preneurial marketing is available within 

a high level, which indicates the uni-

versities ‘orientation towards using the 

best marketing practices that depend on 

marketing skills and the quality of 

management to achieve organizational 

and strategic stability Balanced perfor-

mance, improving the infrastructure, 

and paying attention to information re-

lated to the customer's preferences and 

achieving the maximum utilization of 

resources and marketing knowledge in 

order to maintain competition and pro-

vide services that meet customer expec-

tations. 

2- The results show that the sample has a 

conviction of the importance of entre-

preneurial marketing in universities 

(Wareth Al-Anbiya ,Al- Zahra , Alkafil 

,Al-Ameed) and that this belief is with-

in certain limits that reflect the availa-

bility of entrepreneurial marketing ca-

pabilities in them as well as the quanti-

ty of entrepreneurial marketing capabil-

ities as the sample believes that there is 

a good percentage of satisfaction Cus-

tomers about their services. 

3- The results of the correlation relation-

ships indicated a positive correlation 

with significant and a strong level in 

addition to the relationship of entrepre-

neurial dimensions to customer satis-

faction that appeared within the level of 

strong correlation, which indicates the 

possibility of benefiting from the con-

tents of entrepreneurial marketing in 

enhancing customer satisfaction with its 

services. 

4- The results of correlations indicated a 

positive correlation with significant and 

a strong level in addition to the rela-

tionship of entrepreneurial dimensions 

and marketing capabilities of the organ-

ization that appeared within the level of 

strong correlation, which shows that the 

organization's commitment to entrepre-
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neurial marketing will increase its ca-

pabilities to market its services. 

5- The results of the influence relation-

ships showed that there is a positive 

impact relationship between entrepre-

neurial marketing and customer satis-

faction, which shows that the higher the 

interest in entrepreneurial marketing, 

the more the customer's satisfaction 

will be enhanced. 

6- The results of the influence relation-

ships showed that there is a positive 

impact relationship between the entre-

preneurial marketing and the marketing 

capabilities of the organization, which 

shows that the greater the interest in the 

entrepreneur, the more customers will 

become aware of the marketing capa-

bilities of the organization's services. 

7- An indirect effect was found between 

entrepreneurial marketing and customer 

satisfaction through the marketing ca-

pabilities of the research sample organ-

ization, as this result shows a partial 

mediation of the marketing capabilities 

in the relationship between entrepre-

neurial marketing and enhancing cus-

tomer satisfaction. 
 

Second: Recommendations 
1- The need to focus on entrepreneurial 

marketing within the philosophy of sen-

ior management because of its active 

role in enhancing its readiness towards 

future developments and requirements 

necessary to stay in a dynamic business 

environment characterized by continu-

ous change. 

2 - The need to take proactive benefit 

from customer proposals and com-

municate them to decision-makers ac-

cording to building an effective com-

munication network between service 

delivery centers and senior manage-

ment of the organization, the research 

sample and research the possibility of 

adopting and benefiting from it, as well 

as providing solutions to problems and 

addressing it to avoid it in the future. 

3- The necessity of achieving the optimum 

balance in the application of explora-

tion strategies for opportunities, the 

new or future environment, and exploi-

tative strategies for available or existing 

opportunities to achieve benefit from 

both types. 

4- Concurrent focus on taking advantage 

of the pioneering marketing founda-

tions and their benefits as a result of an-

ticipating the exploitation of uncon-

scious opportunities from competitors, 

thereby earning it the advantage of the 

first mobile in its business sector, as 

well as the adoption of the elements of 

marketing capabilities, as it significant-

ly affect the customer's satisfaction in 

the research sample organization. 

5- Working on setting up special seminars 

to show renewed needs and their satis-

faction with customers, working to ex-

trapolate those needs and building the 

material and training foundations that 

qualify the organization in reaching its 

customers. 

6 - The need to pay more attention to the 

marketing capabilities of the organiza-

tion, because it is one of its basic com-

ponents, and this is done by adopting a 

set of mechanisms and ways to achieve 

this by focusing more on increasing the 

awareness of the organization's cus-

tomers to it, and working to enhance 

this by improving the quality of ser-

vices and information Provided to them 

and the use of simple and understanda-

ble promotional methods, capable of 

creating and consolidating good experi-

ences for the organization's customers 

and providing new and innovative ser-

vices based on the wishes and reactions 

of previous customers. 
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