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Abstract 

 

Objective: The objective of our present study is to analyze the relationship between ethical marketing and strategic 

balance in the sample companies represented by the private and public companies operating in the industrial sector 

in the provinces of Babylon and Holly Karbala. 

Methodology/ Design: The problem of the study was formulated through several questions regarding the 

relationship between the variables of the study and its nature by which the objectives of the study were identified 

and represented in hypothetical scheme which shaped the formulation of the hypotheses that were scaled in the 

advanced statistical program "partial least squares structural equation modeling (PLS-SEM)" by analyzing data 

provided by the research tool (questionnaire) after applying it on the research community members who have been 

picked randomly: sections and branches managers from different administrative levels. (57) Questionnaires were 

distributed to public and private sector companies, (54) have been retrieved and (4) were excluded for being 

invalid so the final number is (50). For the analysis of data, the researcher used a set of statistical methods in the 

advanced statistical program (SmartPLS V.3) for data analysis because of the scarcity of research and studies using 

this advanced program and the accuracy of its results that can help in reaching objective and precise conclusions, 

as well as the use of (SPSS v22) to evaluate the scaling tools.  

Theoretical results: there is an ambiguous perception concerning the nature of relation among current study 

variables represented in independent variable (Ethical Marketing) and subsidiary variable (Strategic Balance). 

Practical results: the most important practical results reached by the researcher can be summarized in the 

presence of a relation of direct, positive and moral effect between ethical marketing and strategic balance of both 

sectors.      

The value and authenticity of the study: The value of the research lies in establishing the rules of knowledge and 

concepts of its variables through clarifying the relation of direct, positive and moral impact on these variables after 

applying them to the constituents of the study society and through a comparison that resulted in the superiority of 

private sector companies in their application of ethical marketing that achieves strategic balance and directing it 

towards the sector of a great impact on the Iraqi economy. 
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 الانحراف الوعٍبري الىسط الحسببً الصى لٍوت ادنى لٍوت الفمرة

HO1 1.00 7.00 5.5465 .69717 

HO2 1.00 7.00 5.1395 .68878 

HO3 1.00 7.00 5.3953 .80116 

HO4 1.00 7.00 5.0930 .77654 

 HO 1.00 7.00 5.293575 0.740913الصذق 

RES1 1.00 7.00 5.3953 .72403 

RES2 1.00 7.00 5.0581 .74130 

RES3 1.00 7.00 5.0116 .72751 

RES4 1.00 7.00 5.3605 .78084 

 0.74342 5.206375 7.00 1.00 الوسؤولٍت

RS1 1.00 7.00 5.4535 .71385 

RS2 1.00 7.00 5.0349 .65883 

RS3 1.00 7.00 5.0930 .83494 

RS4 1.00 7.00 5.0000 .78215 

 0.747443 5.14535 7.00 1.00 الاحترام

FA1 1.00 7.00 5.1628 .85213 

FA2 1.00 7.00 5.9186 .72299 

FA3 1.00 7.00 5.1512 .83338 

FA4 1.00 7.00 5.9186 .89725 

 0.826438 5.5378 7.00 1.00 الانصبف

 EM 1.00 7.00 5.295775 0.764554 تسىٌك الأخلالً ال

SPSS
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 الانحراف الوعٍبري الىسط الحسببً الصى لٍوت ادنى لٍوت الفمرة

CA1 1.00 7.00 5.5814 .62243 

CA2 1.00 7.00 5.2442 .70186 

CA3 1.00 7.00 5.1163 .84601 

CA4 1.00 7.00 5.1163 .75799 

 0 .732073 5.26455 7.00 1.00 المذراث 

OP1 1.00 7.00 5.0116 .65966 

OP2 1.00 7.00 5.2287 .48779 

OP3 1.00 7.00 5.1163 .75799 

OP4 1.00 7.00 5.1279 .74828 

 0.66343 5.121125 7.00 1.00 الفرص

IE1 1.00 7.00 5.1744 .72261 

IE2 1.00 7.00 5.2326 .73042 

IE3 1.00 7.00 5.2465 .47495 

IE4 1.00 7.00 5.1512 .81915 

 0.686783 5.201175 7.00 1.00 البٍئت الذاخلٍت

GO1 1.00 7.00 5.9419 .69205 

GO2 1.00 7.00 5.9884 .84706 

GO3 1.00 7.00 5.2326 .73042 

GO4 1.00 7.00 5.9767 .75110 

GO5 1.00 7.00 5.0814 .85701 

 0.775528 5.6442 7.00 1.00 الاهذاف

 0.70858 5.307763 7.00 1.00 التىازى الاستراتٍجً

SPSS

 

 الفمرة
ادنى 

 لٍوت

الصى 

 لٍوت

الىسط 

 الحسببً

الانحراف 

 الوعٍبري

HO1 1.00 7.00 5.8465 .69717 

HO2 1.00 7.00 6.1395 .68878 

HO3 1.00 7.00 5.9953 .80116 

HO4 1.00 7.00 6.0930 .77654 

 HO 1.00 7.00 6.018575 0.740913الصذق 

RES1 1.00 7.00 5.8953 .72403 

RES2 1.00 7.00 6.0581 .74130 

RES3 1.00 7.00 6.0116 .72751 

RES4 1.00 7.00 5.9605 .78084 

 0.74342 5.981375 7.00 1.00 الوسؤولٍت

RS1 1.00 7.00 5.7695 .71385 

RS2 1.00 7.00 6.0349 .65883 
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RS3 1.00 7.00 6.0930 .83494 

RS4 1.00 7.00 6.0000 .78215 

 0.747443 5.97435 7.00 1.00 الاحترام

FA1 1.00 7.00 6.1628 .85213 

FA2 1.00 7.00 6.9186 .72299 

FA3 1.00 7.00 6.1512 .83338 

FA4 1.00 7.00 5.9186 .89725 

 0.826438 6.2878 7.00 1.00 الانصبف

 تسىٌك الأخلالً ال

EM 
1.00 7.00 6.065525 0.764554 

 

 الانحراف الوعٍبري الىسط الحسببً الصى لٍوت ادنى لٍوت الفمرة

CA1 1.00 7.00 5.9814 .62243 

CA2 1.00 7.00 5.9442 .70186 

CA3 1.00 7.00 6.1163 .84601 

CA4 1.00 7.00 6.1163 .75799 

 0.732073 6.03955 7.00 1.00 المذراث

OP1 1.00 7.00 6.0116 .65966 

OP2 1.00 7.00 5.7287 .48779 

OP3 1.00 7.00 6.1163 .75799 

OP4 1.00 7.00 6.1279 .74828 

 0.66343 5.996125 7.00 1.00 الفرص

IE1 1.00 7.00 6.1744 .72261 

IE2 1.00 7.00 5.7326 .73042 

IE3 1.00 7.00 5.9465 .47495 

IE4 1.00 7.00 5.8512 .81915 

 0.686783 5.926175 7.00 1.00 الذاخلٍتالبٍئت 

GO1 1.00 7.00 5.9419 .69205 

GO2 1.00 7.00 5.9884 .84706 

GO3 1.00 7.00 6.0326 .73042 

GO4 1.00 7.00 5.9767 .75110 

GO5 1.00 7.00 5.8814 .85701 

 0.775528 5.9642 7.00 1.00 الاهذاف

 0.714454 5.981513 7.00 1.00 التىازى الاستراتٍجً

SPSS
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SmartPLS

 جىدة الوطببمت

SRMR 
 الوعذل R2 R2هعبهل التحذٌذ  f2حجن التأثٍر  النتٍجت t Value p Value هعبهل الوسبر VIF الوسبر الفرضٍت

0.071 1 ETM→SB 1 0.486 12.791 0 0.236 0.237 0.643 قبول 

0.486

0.237
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SmartPLS

 جىدة الوطببمت

SRMR 
 VIF الوسبر الفرضٍت

هعبهل 

 الوسبر

t 

Value 

p 

Value 
 النتٍجت

حجن التأثٍر 

f2 

هعبهل التحذٌذ 

R2 

R2 

 الوعذل

0.078 

2 HO→SB 2.06 0.147 0.858 0.063 0.043 رفض 

0.616 0.612 
3 RE→ SB 1.819 0.165 0.962 0.336 0.016 رفض 

4 RS→ SB 1.863 0.165 0.052 0.959 0 رفض 

5 FA→ SB 2.334 0.511 2.564 0.002 0.017 لبىل 

0.078
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 جىدة الوطببمت

SRMR 
 الوعذل R2 R2هعبهل التحذٌذ  f2حجن التأثٍر  النتٍجت t Value p Value هعبهل الوسبر VIF الوسبر الفرضٍت

0.071 1 ETM→SB 1 0.583 16.711 0 0.384 0.391 0.643 لبىل 

SmartPLS
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SmartPLS

جىدة 

 الوطببمت

SRMR 

 VIF الوسبر الفرضٍت
هعبهل 

 الوسبر

t 

Value 

p 

Value 
 النتٍجت

حجن التأثٍر 

f2 

هعبهل التحذٌذ 

R2 

R2 

 الوعذل

0.078 

2 HO→SB 2.06 0.169 1.858 0.063 0.043 رفض 

0.406 0.401 
3 RE→ SB 1.819 0.208 2.962 0.006 0.416 لبىل 

4 RS→ SB 1.863 0.348 3.052 0.009 0.652 بىلل 

5 FA→ SB 2.334 0.128 0.564 0.572 0.007 رفض 

SmartPLS

SRMR)
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 لبىل 0.486 .التىازى الاستراتٍجً له تأثٍر هعنىي هىجب فً تسىٌك الأخلالً ال 1

 رفض 0.147 .التىازى الاستراتٍجًتأثٍر هعنىي هىجب فً له  صذقال 2

 رفض 0.165 .التىازى الاستراتٍجًلهب تأثٍر هعنىي هىجب فً  وسؤولٍتال 3

 رفض 0.165 .التىازى الاستراتٍجًله تأثٍر هعنىي هىجب فً  حترامالا 4

 لبىل 0.511 .التىازى الاستراتٍجًله تأثٍر هعنىي هىجب فً  نصبفالا 5

 

 النتٍجت التأثٍر الفرضٍت الرهس

 لبىل 0.583 1

 رفض 0.169 2

 لبىل 0.208 3

 لبىل 0.348 4

 رفض 0.128 5

 

 

167 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(2): 2019 

 

 

 

 

 

 

CONFLICT OF INTERESTS 

There are no conflicts of interest. 

[1] Nguyen, B. and Rowley,C., Ethical and Social Marketing in Asia Incorporating Fairness Management 

,Elsevier, 2015. 

[2] Akaak, I. P. , "The  Influence  of Organizational Rank  and  Role  on  Marketing  Professionals'  Ethical 

Judgments”, Journal of Business  Ethics Netherlands,vol.15,pp. 605-613,1996. 

[3] Vitell,s., Bakir, A., Paolillo,J., Hidalgo,E. R., Al-Khatib J. and  Rawwas,M., "Ethical judgments and intentions 

: a multinational study of marketing  professionals" , Business Ethics : A European Review Blackwell Publishing , 

vol 12 nu 2,pp.151-171, 2003. 

[4] Arnold, C. , Ethical marketing and the new consumer , John Wiley & Sons, Ltd , United Kingdom , 2009. 

[5] Brei,V. and Bohm,S. ,"Corporate social responsibility as cultural meaning management: a critique of the 

marketing of  ‘ethical’ bottled water", Business Ethics: A European Review Blackwell Publishing Ltd. , USA , Vol 

20, No 3 ,pp.233-252, 2011 . 

[6] Kumar,P. and Mokhtar,S. ,"Marketing Practices Viewed Through Consumer Spectacles" , Market-Tržište Vol. 

28, No. 1, pp.29-45, 2016. 

[7] Przhedetsky,Y.V.,Przhedetskaya,N.V.,Przhedetskaya,V.Y.,Bondarenko,V.A. and Borzenko,K.V, "The Role of 

Social-Ethical Marketing and Information and Communication Technologies in Response to Challenges of 

Oncology", European Research Studies Journal Volume XXI, Special Issue1,pp. 377-386, 2018. 

[8] Smith,D. E., Skalnik, J. and Skalnik,P. C. ,"Ethical Behavior of Marketing Managers and MBA Students: A 

Comparative Study", Teaching Business Ethics vol.3, pp.323–337,1999. 

[9] Laczniak, G. R. and Murphy,P. E. , "Normative Perspectives for Ethical and Socially Responsible Marketing" , 

Marquette University , Journal of Macromarketing, Vol. 26, No. 2,pp.154-177, 2006 . 

[10] O’Higgins,E. and Kelleher, B. , "Comparative Perspectives on the Ethical Orientations of Human Resources, 

Marketing and Finance Functional Managers", Journal of Business Ethics vol.56,pp.275–288, 2005. 

[11] Baker,M.,Marketing Responsibly Addressing the ethical challenges, The Institute of Business Ethics, 

London,2009. 

[12] Vassilikopoulou,A. , Siomkos, G.and Rouvaki, C. , "The Ethical and Unethical Dimensions of Marketing" , 

Management Review: An International Journal Vol. 3 No. 2 ,pp.49-60 ,2008 . 

[13] Baker,B. L. and Lesch,W. C., "Equity and Ethical Environmental Influences on Regulated Business-to 

Consumer Exchange" , Journal of Macromarketing ,vol.33 ,no.4, pp.322-341, 2013. 

[14] Williamson,I.O. ,Cable,D.M. and Aldrich,H.E. ,"Smaller but not necessarily weaker: How small businesses 

can overcome barriers to recruitment", Managing People in Entrepreneurial Organizations, Elsevier Science Ltd, 

Vol. 5, pp. 83–106 ,2002. 

168 



Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(2): 2019 

 

[15] Bordum,A. ," The strategic balance in a change management", Society and Business Review, Emerald Group 

Publishing Limited, Vol. 5 No. 3, pp. 245-258, 2010. 

[16] Mazzei,M.J. ,Ketchen,Jr. and Shook,L. , Understanding strategic entrepreneurship: a “ theoretical toolbox ” 

approach , Int Entrep Manag J, Springer Science+Business Media New York,2016 . 

[17] Mcnamara,G., Deephouse,D.L. and Luce,R.A. , "Competitive Positioning Withing and Across a Strategic 

Group Structure: The Performance of Core, Secondary, and Solitary Firms" , Strategic Management Journal ,Strat. 

Mgmt, vol.24 ,no. 2, pp.161 – 181,2003. 

[18] Leitch,S. and Motion,J. , "Retooling the Corporate Brand: A Foucauldian perspective on normalisation and 

differentiation" ,The Journal of Brand Management,vol.15, no.1,  pp.71-80, 2007. 

[19] Boselie,P. ,Brewster,C. and Paauwe,J. , "In search of balance –managing the dualities of HRM: an overview 

of the issues" , Emerald Group Publishing Limited, Vol. 38, No. 5, pp. 461-471,2009. 

[20] Lyver,M.J. and Lu,T. ,"Sustaining Innovation Performance in SMEs: Exploring the Roles of Strategic 

Entrepreneurship and IT Capabilities" , Sustainability, vol.2 ,no.10, ,pp.442, 2018 . 

[21] Deephouse,D.L. , "To be Different, or to be the Same? It’s a Question (and Theory) of Strategic Balance", 

Strategic Management Journal ,Strat. Mgmt. J.,vol.20, pp. 147–166 , 1999. 

[22] Ramosaj,B. and Berisha,G. , "Systems Theory and Systems Approach to Leadership" , Iliria International 

Review-Felix–Verlag, Holzkirchen, Germany and Iliria College, Pristina, Kosovo,vol 1 ,pp.59-79 ,2014. 

[23] Wheelen,T.L. and Hunger, J.D. , Strategic Management and Business Policy TOWARD GLOBAL 

SUSTAINABILITY,13th ed, Pearson Education, Inc,2012. 

[24] Schiehll,E. and Landry,S. , "Perceived controllability and fairness in Performance evaluation", Rev. bus. 

manag., São Paulo, Vol. 16, No. 52, 2014. 

[25] Dess,G. , Lumpkin, G. T. , Eisner,A.B. and McNamara,C. , Strategic Management: Text and Cases, 17th ed, 

McGraw-Hill Education,2014. 

 

169 


