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Abstract

General Background This study addresses the growing need for data-driven marketing practices in
dynamic business environments. Specific Background Iraqi firms face limitations in proactive
marketing due to underdeveloped marketing information systems. Knowledge Gap Empirical
evidence explaining how marketing information systems support proactive marketing in this context
remainslimited. Aims This research aims to examine the relationship between marketing information
systems and proactive marketing within Iragi companies. Results Using a descriptive and analytical
approach with questionnaire data from 126 respondents and SPSS analysis, the findings reveal a
strong statisticalrelationship, with marketing information systems explaining a substantial proportion
of variance in proactive marketing practices. Novelty The study provides empirical validation from an
underrepresentedregionalcontextusingcomprehensivestatisticaltesting. ImplicationsThefindings
suggestthatstrengtheningmarketinginformation systemssupportsanticipatorymarketing practices,
informed decision-making, and organizational readiness in competitive markets.

Keywords: Marketing Information System, Proactive Marketing, Decision Support Systems, Market
Intelligence, Iraqi Firms

Key Findings Highlights:
Marketing data integration supports anticipatory market actions
SPatistical analysis confirms a strong system-based relationship

(O&ganizational readiness depends on structured information flows
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Introduction

Marketing has emerged as a crucial concern in economically developed nations due to its capacity to discern and fulfill
client needs and aspirations, alongside their purchasing power, while fostering a sense of alignment and congruity between
items and customer requirements. The prosperity of a commercial enterprise is no longer contingent upon engineering and
innovations, as these have attained a significant standard in industrialized nations. The success of these enterprises hinges
on addressing marketing challenges, delivering items, and fulfilling consumer needs. This also pertains to economically
developing nations, who have been prioritizing marketing by using the expertise of established countries. Numerous nations
have commenced recognizing the need of examining and implementing diverse marketing strategies, along with the
rationale for this interest in marketing.

A marketing information system serves as a framework for the collection, storage, analysis, and dissemination of critical

marketing data pertaining to both internal and external sources. It offers marketers and other professionals convenient
access to precise and dependable data that aids in making significant and crucial decisions aimed at business expansion. It
serves as a method to oversee the extensive data that organizations possess, which information managers and marketing
professionals require to make informed selections. Marketing information systems vary from traditional paper-based
methods to advanced computer systems.

Proactive marketing refers to the strategy of promoting your product or service in locations where potential customers are
not actively seeking it. Individuals seeing your product or service are engaged in unrelated activities, such as perusing the
daily newspaper, viewing local news broadcasts, or navigating their social media feeds. Although these individuals constitute
your target demographic, they require a compelling advertisement capable of diverting their attention from their initial
purpose and motivating them to engage with your ad by calling your phone number, entering your domain name, or clicking
a button that directs them to your website.

The interruption will result in a lower conversion rate for proactive marketing compared to reactive marketing activities.
Proactive marketing is highly effective as it may engage those who are not actively seeking your products or services, and
this demographic often exceeds those who are searching for them. Proactive marketing may generate awareness of your
product or service, engage individuals in the deliberation phase until they are prepared to purchase, and enhance brand
recognition, which is essential for consumer recall at the point of sale.

The study's issue is in the influence of digital advancements on all scientific disciplines, including marketing sciences. This
underscores the significance of marketing information systems and the degree to which proactive marketing is implemented,
therefore clarifying the study challenge. It was determined that, although certain aspects of proactive marketing are
implemented in most firms, there exists a deficiency in the comprehension of proactive marketing as an innovative
management strategy, as well as a lack of awareness about marketing information systems. The research challenge might be
delineated using the subsequent inquiries: To what degree are the elements of proactive marketing used in the
organizations being examined? To what degree may the implementation of marketing information systems influence the
facets of proactive marketing in organizations?

Research Methodology and Hypothesis

The study methodology illustrates the correlation between the implementation of proactive marketing aspects as a
contemporary marketing trend and corporate marketing information systems. This was accomplished by suitable statistical
analysis of a questionnaire administered to 126 persons employed in corporate marketing. The study hypothesis was
established based on the presence of differences among the study variables within the population at a significance level of
0.05 under diverse situations. This hypothesis posits that there exists a statistically significant relationship between
marketing information systems and proactive marketing inside organizations.

3. The conceptual foundation of marketing information systems and proactive marketing:

3.1. Marketing Information System: An information system serves as "the organization's communication language,
deliberately designed to represent certain facets of its operations in a swift, objective, and cost-effective manner" [1]. It is
defined as "an organized assembly of individuals, equipment, software, communication networks, and data resources that
gather, process, and disseminate information to facilitate decision-making, collaboration, and control within the
organization" [2], This signifies: material and human resources, the interplay between these resources, and the relationship
between the organization and its external environment, hence addressing its requirements. [3]

Kotler defines a marketing information system as a network of interrelated relationships comprising human and material
resources and processes associated with the collection, analysis, evaluation, and dissemination of precise and timely
information that empowers management to make informed marketing decisions. [4] It is characterized as "a synthesis of
individuals, apparatus, and methodologies that engage with one another and function incessantly, oriented towards the
future, aimed at gathering and optimizing information that aids in marketing decision-making within the organization" [5] It
signifies a multifaceted structural provision of personnel, resources, and methodologies, culminating in a stream of critical
information sourced from both internal and external entities within the organization, predominantly utilized for decision-
making across various roles within the marketing department. [6] Several advantages that a firm attains via the utilization of
a marketing information system may be delineated: [7]
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3.2. Elements of the Marketing Information System: The marketing information system comprises subsystems,
primarily: [8]

e Optimizing the utilization of the organization's resources by enhancing communication efficacy across different
administrative tasks through the marketing information system.

¢ Implementing a marketing information system enhances the strategy, execution, and oversight of marketing
activities inside a firm. It also informs management decisions broadly, and marketing decisions specifically.

¢ Identifying marketing performance issues, implementing solutions, and improving the organization's understanding
of marketing data to enhance its capabilities and sophistication in marketing performance.

e Systematically gathering and consolidating information from several sources to enhance its clarity and
comprehensibility. A marketing information system facilitates the retrieval of information in a manner that aligns
with the specific requirements of the user.

¢ Internal Reporting Framework: The organization's internal records and reports furnish extensive information that
marketing managers utilize to enhance marketing effectiveness. This encompasses financial and accounting reports,
detailing sales volumes (annual, monthly, or weekly), expenditures and cash flows, customer and distributor orders,
inventory fluctuations, demand rates for various products across different timeframes, and supplier information,
including the identification of suppliers who fulfill orders punctually relative to others and those who engage with
competitors. Operational information about production scheduling and sales force activities are also available. These
reports are very significant to marketing operations. Delivering this data promptly, precisely, and in a timely fashion
enhances marketing performance, namely the capacity to cater to markets and consumers while facilitating the
necessary information flow across different divisions inside the firm.

e Marketing Intelligence System: This comprises a collection of instruments enabling marketing managers to
perpetually observe advancements and alterations in the marketing landscape. The function of marketing
intelligence is to enhance strategic decision-making, assess and analyze rivals' activities, preemptively mitigate risks
or threats, and capitalize on market possibilities. [9]

e Marketing Decision Support System: A marketing decision support system is a collection of statistical tools,
decision models, and pre-configured algorithms that aid marketing managers in data analysis and the justification of
marketing decisions.

3.3. Proactive Marketing:

Proactive marketing refers to a strategic approach where firms anticipate changes in the marketplace and act in advance to
meet future customer needs and preferences. In the context of the aging population, proactive marketing involves not just
reacting to current demands but also identifying and addressing future opportunities that arise from demographic shifts
[10]. In addition, the proactive marketing is a strategic approach that emphasizes anticipating and addressing future
customer needs even before they are explicitly recognized. Overall, proactive marketing orientation is essential for
companies aiming to lead in innovation and performance [11].

Proactive marketing is a strategic that emphasizes anticipating consumer needs and market trends rather than merely
reacting to them. Its key components include ( anticipation of Consumer Needs and Strategic Planning, Integration with
Corporate Strategy, Use of Public Relations, Cultural Capital), Overall, proactive marketing emphasizes a forward-thinking
strategy that focuses on consumer satisfaction, and the integration of market insights into business operations [12] [13] He
indicated that proactive marketing to a strategic plan where a business anticipates customer needs and market trends
rather than merely reacting to them. It involves actively seeking opportunities to introduce new products or services to fulfill
latent customer needs and gain a competitive edge, Key aspects of proactive marketing identified in the research include
(Customer Learning Dynamism, Market Leading Implementation, Product Innovation Intelligence, and Competitor
Potentiality Forecasting). The research emphasizes that firms that leverage these proactive marketing capabilities are more
likely to achieve their marketing goals, leading to enhanced market survival, particularly in the dynamic environment.
Through market management, proactive approach and customer engagement have become a key driver for building
customer value. This enables more proactive companies to achieve superior business performance, gaining a competitive
advantage through a clear understanding of proactive behavior. This understanding allows them to fully satisfy customer
needs and anticipate future needs, leading to superior customer value [14]

Defined proactive marketing as the organization’s ability to search for new information and knowledge about customers
with the aim of identifying their latent needs and discovering additional needs that customers are unaware of [15] by
adopting customer learning, market sensing, and market communications approaches. Enabling it to lead market changes by
relying on innovation and risk management approaches so that the organization is proactive in improving its competitive
position. Proactive marketing is a strategic approach that focuses on actively seeking out and engaging potential
participants or customers, particularly those who may be underserved or hard to reach [16]. In addition, Proactive
marketing is critical during recessions for several reasons outlined in the paper [17]:

e Opportunity Recognition: Proactive marketing allows firms to interpret a recession as an opportunity, enabling
them to strategize effectively and react aggressively to market changes.

e Competitive Advantage: Companies that engage in proactive marketing during downturns can differentiate
themselves from competitors who may be cutting back on marketing expenditures.

e Improved Business Performance: Research findings indicate that proactive marketing plays a significant role in
improving both market and business performance during recessions. Companies that proactively invest in marketing
activities can respond effectively to shifts in consumer demands, thus maintaining or even boosting their
performance while competitors falter. [18]
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The research [19] indicates that there are some digital and non-digital tools that help proactive marketing achieve
precedence and compete with other organizations. These are as follows:

¢ Social Media Marketing: Social media has significant potential when employed judiciously. Social media marketing
necessitates the creation of outstanding content that captivates your current followers; it extends beyond merely
disseminating a generic advertisement and anticipating favorable outcomes. The greatest opportunity is in creating
the advertisement and disseminating it to the intended audience.

e Display Advertising: Absent its application for retargeting, display advertising ranks among the most efficacious
marketing strategies accessible.

¢ Envision while perusing an online news article on your mobile device, you encounter an advertisement unrelated to
your current content. The advertisement encourages you to click on it to transition from the platform to an external
website or application to get further information about the promoted goods or service, with the ultimate aim of
facilitating a purchase.

e Television and radio advertisements have demonstrated significant effectiveness for several advertisers. They are
extensive and efficient, optimal for captivating and maintaining the interest of both present and prospective
consumers, and are especially potent in local markets. Compounding the issue is the willingness of certain media
businesses to finance your advertisement and assist in its production for direct display, without regard for its
potential impact on conversion rates. [19]

¢ Print advertising: Print advertising resembles social media marketing initiatives in a tangible format. Numerous
articles are available for reading; but frequent interruptions from emotionally charged advertisements compel
engagement. The marketer seeks an opportunity to present their perspective on their product or service. Certain
print journals cater to a certain industry, therefore ensuring that your target audience is present for a given subject
matter. Alternative media are more generalized, hence your audience may want knowledge or enjoyment. The
broader the subject, the more captivating the advertisement will be in seizing their attention. [20]

3.4. Dimensions of proactive marketing: Here Are the Key Aspects of Proactive Marketing Based on the Papers [21]:

e Anticipation of Needs: Proactive marketing focuses on identifying latent and future consumer needs even before
they are expressed. This often involves extensive market research and leveraging methodologies from future studies
to predict what consumers might desire in the future.

¢ Innovation Creation: This orientation encourages innovation beyond just addressing current customer requests. It
emphasizes creating radical innovations that redefine markets or create new ones. and Companies utilizing a
proactive strategy aim to discover needs that consumers may not even be aware of, potentially leading to more
profound customer loyalty and satisfaction. [22]

¢ Collaboration with Consumers: Successful proactive marketing often involves engaging with customers during the
product development process. This collaboration can include methods like co-designing and using consumer insights
to shape innovations.

¢ Reduction of Risk: By focusing on future needs and trends, proactive marketing can help reduce the risks
associated with market failures linked to new products. It allows firms to create offerings that are more aligned with
anticipated consumer preferences, minimizing potential dissatisfaction.

3.5. A Comparative Analysis of Traditional Marketing and Proactive Marketing: The distinction between
conventional and proactive marketing may be encapsulated as follows: [23]

¢ Methods Employed: Traditional marketing use conventional promotional techniques, including television
commercials, print adverts, and radio spots, whereas proactive marketing employs digital promotional strategies
such as web advertising, social media marketing, and overall digital marketing.

e Target Audience: Traditional marketing often focuses on audiences that respond to conventional promotional
channels such as television, radio, and newspapers, whereas proactive marketing concentrates on audiences that
interact with the internet and social media.

e (Cost: Proactive marketing may be more economical than traditional marketing, since it allows for a more specific
definition of the target demographic, resulting in superior outcomes at a reduced expense.

Proactive marketing is often defined by its flexibility, efficiency, and precision in audience targeting. Conversely, traditional

marketing is defined by its emotional resonance, feeling of community, and direct engagement with the audience.
Companies may get optimal outcomes and create an ideal equilibrium between traditional and proactive marketing through
the use of integrated marketing strategies. [24].

3.6. The Influence of Marketing Information Systems on Proactive Marketing :

In the current competitive landscape, capitalizing on opportunities is essential for the sustainability and survival of
entrepreneurial enterprises. Organizations implementing this method might attain substantial and unforeseen advantages,
positioning themselves as leaders through considerable investment in prospects. These firms not only identify future
trajectories but also transform the dynamics of competitive operations within their sectors, therefore establishing
competitive advantages. They also position opponents to need a response to triumphs. Recognizing and assessing
possibilities is a formidable endeavor, and the performance of firms in this regard is unsurprising [25]. It is instead achieved
via ongoing observation and assessment of the demands and preferences of customers in the market, business sectors, and
distribution networks. Opportunities may also be discerned through dialogues with vendors or corporate management, as
facilitated by marketing information systems. [26], companies must leverage marketing information systems technologies to
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proactively promote and capitalize on prospects.

e Proactive preparation: The initial step in capitalizing on possibilities is to prepare beforehand for the rationale
behind pursuing them. Both successful and failed firms see opportunities; nevertheless, successful companies are
distinguished by their preparedness and ability to capitalize on them. [27]

e Capitalizing on opportunities promptly: Opportunities are indifferent to those who value them and do not reoccur.
This implies that we ought to see them as our final opportunity. When we perceive the potential of an opportunity,
we must act decisively rather than await its proliferation.

e Capitalizing on chances without imposing prerequisites: Opportunities dictate their parameters, necessitating our
acceptance of their reality. Companies that have thrived in the labor market, irrespective of competitive intensity,
have typically identified and capitalized on opportunities within turbulent markets. Some firms that adhere to
conventional methods of identifying and capitalizing on opportunities may be disinclined to undertake this action.
[28]

4. Applied aspect: used was SPSS to analyze the data and test the validity of the study hypothesis. Descriptive analysis
methods were employed, relying on the values of the arithmetic mean, standard deviation, correlation coefficient, and
determination for a sample of 126 individuals:

Items Means Stand.Dev. Trend
The company relies on a3.88 0.836 Agree
marketing information system
to collect and analyze data.

The information system is the3.96 0.599 Agree
most important source of

marketing data the company

relies on.

The ease of access t03.48 0.759 Agree
marketing information in the

company is demonstrated by

transparency.

The marketing information3.12 0.640 Somewhat
system in the company

provides accurate and reliable

data.

The marketing information3.25 0.788 Somewhat
system helps you predict

future market trends.

The marketing information2.80 0.899 Somewhat
system contributes to making

quick and effective marketing

decisions.

The company needs to develop3.24 0.903 Somewhat
its current marketing

information system.

The company's marketing3.85 0.687 Agree
information system is

compatible with the latest

analytical and artificial

intelligence technologies.

The organization takes risks t02.87 0.925 Somewhat
gain a competitive advantage

and seize opportunities by

relying on the tools of the

marketing information system.

The future of Proactive3.86 0.708 Agree
marketing will rely more

heavily on information systems

and intelligent data analysis.

Proactive marketing diagnoses3.68 0.872 Agree
current and future customer

needs even before they are

disclosed.

Through proactive marketing,4.36 0.628 Strongly
the organization innovates its

products and everything that

meets customer needs, relying

on the marketing information

system.

Proactive marketing3.70 0.948 Agree
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continuously interacts with

customers to understand their

future needs through reports

provided by the marketing

information system.

Proactive marketing attempts3.71 0.799 Agree

to reduce risks through the

forecasts provided by the

market survey conducted by

the marketing information

system.

The organization works to read3.11 0.591 Agree

the market through proactive

strategic approaches and seize

opportunities.

Table 1. Table 1: Results analysis

The table indicates that the highest average value was 4.36, reflecting the consensus among sample members regarding the
essential role of marketing information systems and their components in proactive marketing, with a standard deviation of
0.628. Conversely, the lowest arithmetic average was 2.80, as the majority of sample members disagreed on the effective
and direct impact of information systems on decision-making, accompanied by a standard deviation of 0.899. The study
sample generally concurs on the majority of the questionnaire items.

4.2. Hypothesis Testing: Inferential statistical analysis was used to test the study's hypothesis (there is a statistically
significant effect of the relationship between marketing information systems and proactive marketing in companies). To test
the validity of the hypothesis, multiple regression analysis was used to determine the relationship between the independent
variables related to the dimensions of marketing information systems and the dependent variable, which includes the
dimensions of proactive marketing, and to test the extent to which the independent variables influence the dependent
variable.

Hy. Means R2 R
1 4.102 0.89 0.708
Table 2. Table 2: Correlation and Determination Coefficient

The table above demonstrates the explanatory power of the regression model. The results indicate a strong direct
relationship between the dependent variable (proactive marketing) and the independent variable (marketing information
systems), with a value of 0.708. The R? value also indicates that the independent variables combined explain 89% of the total
variance in the dependent variable (proactive marketing). There are other factors that influence proactive marketing by
11%, which the regression model did not reflect, according to the sample members' opinions.

Sig. F Mean squares Degrees of freedom Sum of squares variance model
0.000 6.250 0.65 2 1.296 Regression
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