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OZET

ERBIL SEHRINDEKI TICARI BANKALARIN PROMOSYON YONTEMININ
BASARISINDA STRATEJIK PLANLAMANIN ROLU

Bu ¢alismada, promosyon ydnteminin basarisinda stratejik planlamanin roli
ele alinarak test edildi. Bununla ilgili olarak Erbil kentindeki ticari bankalar secildi.

Bunun icin veri toplamak Uzere 24 ticari bankadan olusan bir c¢alisma
populasyonu olusturulmus ve goniillii olarak Ust diizey ve orta diizey yoneticiler ile
idari personele anket formlar1 dagitilmis olup bunlardan 128 arastirma anketi gecerli
sayilmistir.

Bagimsiz degisken stratejik planlama, bagimli degisken ise promosyon
yontemidir. Bununla birlikte, stratejik planlama ile promosyon yontemi arasindaki
iliski ve birbirine etkisiyle ilgili sorun, bazi degerlendirmelerin incelenmesini

gerktirmektedir.

Sonu¢ olarak, Onceden tasarlanmis kavramsal bir model, sonra formile
edilmis bazi hipotezlerin ardindan SPSS v24 kullanilarak hipotezlerin kabul edilip
edilmeyeceginden emin olmak (izere veri analizi yapildi. Aslinda bulgular, stratejik
planlama ile promosyon yontemi arasinda pozitif ve anlamli bir iligkinin
bulundugunu ortaya koymustur. Bulgulara 6zellikle de regresyon analizlerine
dayanarak, Erbil kentinde faaliyet gosteren ticari bankalarin promosyon yonteminin

basaris1 i¢in stratejik planlamanin gerekli oldugu belirlenmistir.

Anahtar sozcukler: Stratejik Planlama, Cevre Analizi, Promosyon, Reklam,

Kisisel Satis, Satis Promosyonu, Halkla iliskiler ve Yaymcilik.
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ABSTRACT

THE ROLE OF STRATEGIC PLANNING IN THE SUCCESS OF THE
PROMOTIONAL PROCESS OF THE COMMERCIAL BANKS IN ERBIL
CITY

The present study is carried out to examine the role of strategic planning in
the success of the promotional process. So, the study selected commercial banks in
Erbil city. The survey questionnaire is used as an instrument for data collection and
managed on 24 commercial banks as a study population, and the samples distributed
to (128) individuals of senior managers, middle managers and administrative staffs,
who willingly contributed to the survey by responding to the questionnaire
statements.

The independent variable is strategic planning, and the dependent is a
promotional process, nevertheless the study problem identifies by examining some
evaluations, dedicated to the effect and relationships between strategic planning and
promotional process.

Consequently, a conceptual model prearranged, then formulated some
hypotheses, hence data analysis was made to make sure that the hypotheses are
accepted or may not, through using SPSS v24. Though the findings revealed that
positive and significant relationship occurs between strategic planning and
promotional process. Based on the findings, particularly the regression analyses it
was determined that strategic planning is necessary to the success of the promotional

process of commercial banks operating in the city of Erbil.

Keywords: Strategic Planning, Environment Analysis, Promotion,

Advertisement, Personal Selling, Sales Promotion, Public Relations, and Publishing.
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INTRODUCTION

The present study purpose is to examine the role of strategic planning in the
success of the promotional process of the commercial banks in Erbil city. Strategic
planning is pillar support to commercial bank’s strategic management, and it is a
critical process in the conduct of strategic management as a well promotional
process. Hence, the effect and relationship between strategic planning and
promotional process need investigate to get a well understanding of how strategic
planning is applied in preparation and to improve commercial bank’s promotional
process. For strategic planning to be effective and useful in the promotional process,
there must be promise and participation across all levels of the bank, overcome
essential problems such as; the opposition between bank’s departments, resistance to
change, and resources allocation.

Consequently, develop long-term plans to guide the organization as well as
help it takes advantage of future opportunities and avoids threats. It will help
management and manage beyond the limits of what can be controlled, identify and
anticipate surrounding environmental variables and try to allocate the resources
available to face these changes. (Handrick, 2003: 494). However, strategic planning
improves profitability and achieve leadership in industry, achieve communication
and harmony, assess market positions, define what will be adhered to and guide
employees in both individual activities and daily decisions (Williams, 2002: 219).

Promotional process is one of the critical elements in the marketing mix of
commercial banks and business organizations, especially services. It purposes to
define the client, influence and convince the client to accept services and urge clients
to frequent consumption to encourage the construction and maintain long-term
relations with the bank.

Therefore, the promotional process plays an essential role in the field of
communication to inform the bank and enhance its relationship with the target
clients. To increase the impact of its purchasing behavior and guide it in line with the
bank's marketing objectives and create a positive impression for them and the
contemporary banks and organizations manage a large and complex network of

promotion system remains as it is marketing and making plans for it.



The Anova Test displayed that there aren’t significant variances among
respondents’ replies toward strategic planning and the promotional process,
according to survey sample’s characteristics.

Though, the findings revealed that positive and significant relationship occurs
between strategic planning and promotional process. Based on the findings,
particularly the regression analyses it was determined that strategic planning is
necessary to the success of the promotional process of commercial banks operating
in the city of Erbil.

Thus, it is important to practice effective strategic planning and keep high
levels of its dimensions, accordingly, the researcher recommends that the
management of commercial banks should employ less individual ways of setting
goals, banks also take efforts to bring all employees to present new ideas to the
success of the promotional process. However, increasing attention in the search for
some new ways to achieve the success of the promotional process.

The study contributes to the strategic planning and promotion literature by
providing theoretical context, besides offer implications for the commercial bank's
literature through presenting potentially useful planning which is probably helpful to
banking financial performance.

Also, the study outcomes are collective the present procedure of study
literature which has practiced to find the statistically significant association between
strategic planning and promotional process. Also, the researcher suggests that the
upcoming studies should apply a more substantial number of issues to investigate for

significance in a different business than commercial banks.

Furthermore, this study structured into three chapters. Chapter one reviews
the literature relevant to the concept of strategy and strategic planning. Chapter two
dealt with the literature related to the promotional process. While, chapter three
addresses background of the study, that includes, the study problem statement, the
study significance, purposes, conceptual model, hypotheses of the study, data
collection technique, population sample selection. However, this chapter dedicated to
the analysis and findings, the conclusions of the findings presented along with

recommendations, the study contributes and suggestions



CHAPTER ONE
STRATEGIC PLANNING

1.1. THE CONCEPT OF STRATEGY

The term of “strategy” has continually been related to and indeed been
prominent in any discussion on the subject of management of business because of its
importance. (Johnson and Scholes, 1997:67) argues that the business strategy is a
willing plan, a pattern in the actions and decisions, a position and a ploy proposed to
beat competitors though satisfying stakeholder’s potentials in line with the
organization’s scope of business.

However, according to Johnson, (2008:156) strategy is the course and an
option for the organization over the long term which bring a competitive edge for the
organization in an ever-changing business environment. Thus, active strategy shapes
an organization’s resources and core competencies t0 meet the organization’s
objectives sufficiently. Also, strategy generates a culture in the organization in which
the organization only emphases on the value-adding urgencies in its mission and
vision.

Accordingly, Nickols, (2008:74) describes that the strategy using five
elements (besides refers to as 5 Ps) these elements reveals strategy as a plan, pattern,
ploy, position and a perspective. Briefly, the most basic definition of strategy regards
an approach is the long-term direction of an organization (Johnson and Scholes,
1997:69). Also, (Pitts and Lei, 2003:98) clarifies that it is to confirm that an
organization applies its assets and unique competences in such a way that it achieves

the competitive advantage over its competitors in any given environment.

1.1.1. The Concept of Strategic Planning

In recent years, the concept of planning in general and strategic planning in
particular, within the central concepts that the organization must adopt as it wants to
achieve the goals for which it established and to ensure its continuity and survival.
However, planning is understood as taking decisions to ensure that a roadmap is
activated to reach a specific goal or direction for the future. Also, strategic planning

has been defined differently by different authors and researchers. The essential issues



are yet, the same; they focus on making plans and taking actions today for the future
success and effectiveness of an organization and commercial banks in particular in
their environment with the optimal use of available resource. Thus, (Nickols,
2008:76) points out that planning comprises thinking about the business future,
classifying and requiring in advance (now) what has to be done or realized
(objectives) and choosing the most suitable means to accomplish these objectives.

As Andersen, (2004: 1275) described, strategic planning is the effort to
explore the competitiveness environment, analysis of strategic alternatives, and
coordination of implementation movements across the organization. (McNamara,
2008), recognizes that some of the significant actions that are common to all strategic
planning processes as directing a strategic analysis; setting the strategic direction,
action planning, that is, wisely laying out how the strategic goals will be done.

According to Korosec, (2006: 221), strategic planning is a rethinking of the
strategic factors faced by the Organization, in an attempt to achieve a better
understanding of stakeholders, the mission and objectives of the organization, and
devise more innovative strategies to allow the organization to work more
successfully. While (Berry, 1997:109) argues that strategic planning is an instrument
for finding the best future for an organization and the best path to reach that
destination.

According to Eadie, (2004:445), strategic planning may be defined broadly or
narrowly. Nevertheless, this formulation still does not help managers in the public
sector, for now, they need to decide not only whether they want to develop strategic
plans but also whether they should approach such plans with a comprehensive
perspective or with a narrower one. Therefore, what seems to be a problem of
semantics masks a fundamental question about the inclusion or exclusion of goal
definition from the strategic planning process.

Although, Stoner, (2010:234) defines strategic planning as the process of
choosing an organization’s goals, defining the policies and strategic programmes,
projects necessary to achieve specific aim route to the objectives and launching the
methods necessary to assure that the policies and strategic programmes implemented.
Besides (Badeian, 2007:189) claims that strategic planning focuses on an
organization long-term connection to its environment. Mainly, developed by upper
management, a business strategic plan or strategy, service, defines its whole



character, mission, and direction, through concentrating on a business as a total
system, strategic planning identifies that all businesses or organizations face many
uncontrollable features within the environment.

According to Kotler and Armstrong, (2008:36), strategic planning is the
process of strategically aligning the goals, objectives, and locations of the
organization with its changing market opportunities. Hence, (Wendy, 1997:529)
defines strategic planning as the process of developing and maintaining
dependability among the organization’s objectives and resources and its changing
opportunities. Wendy further discusses that strategic planning purposes at defining
and verifying an approach to doing business that will lead to acceptable profits and
growth.

However, according to Notarantonio and Quigley, (2001:3), strategic
planning represents a process and philosophy. It defines the purpose and location of
the organization in the future and then develops the best path to reach that position, a
process used to develop, evaluate and modify organization’s strategies. Therefore, it
combines future thinking with an objective analysis of goals and priorities that will
shape the future course of actions that will ensure the long-term viability and
effectiveness of the organization (Poister and Streib, 2005:46).

The researcher believes that strategic planning represents a process that
contains all actions aimed at setting achievable goals in the light of available

financial and human resources and view of business priorities.

1.1.1.1. The Importance of Strategic Planning

According to Wagner, (2006:221), the importance of strategic planning can
be clarified from four points of view including environmental scanning, strategy
formulation, and connecting goals to budgets and strategic planning as a process, the
strategic planning process starts with the locating organizational objectives. Besides,
the strategic planning importance is plainly apparent in organizations with the
environmental changing, and the business globalization makes this process more
acceptance for managers because it gives them the ability. To adapt to the
environmental changes and schedule their routes accurately, as well as helping

organizations to expand and survive (Mondy et al., 1995: 54).



While, Segers and Grover, (1993: 199) strategic planning are essential where
is a methodological approach to reducing the degree of risk and risks associated with
variables outside the control of the organization.

Consequently, develop long-term plans to guide the organization as well as
help it takes advantage of future opportunities and avoids threats. It will help
management and manage beyond the limits of what can be controlled, identify and
anticipate surrounding environmental variables and try to allocate the resources
available to face these changes. (Handrick, 2003: 494).

Though Maher, (1999:122) believe that the organization relies on strategic
planning systems as a means to achieve goals in this environment, planning is
becoming increasingly crucial regarding increasing uncertainties and environmental
changes. So it is essential to reduce the case of making sure and limiting the extra
activities as well as directing it, and helping managers to rational thinking (Robbins
and Coulter, 1999:50). However, it provides a general framework for the
organization's activities and leads to improved performance, so planning provides a
practical guide for performance (Parker and Barbara, 1998:43).

The importance of strategic planning stems from helping to focus the
organization's attention and resources towards goals and strategies that will help it to
grow, progress and adapt in an environment where change is the only constant
(Asgher, 2011: 1123).

1.1.1.2. Benefits of Strategic Planning

In studying the performance of the organizations, it is permanently
motivating to note that those commercial banks that perform at the highest levels
have some formal strategic planning in place and have implemented it well. As well,
those organizations that struggle have no plan in place and seem to flounder in their
attempts to be successful. According to (Schermerhorn, 2001: 137) the strategic
planning, goals are resulting, and their transformation into programs, initiatives, and
action plans are the basis for contemporary organizations. The top management in
the organizations has increased the strategic planning because of its effectiveness in
clarifying the future vision and in understanding and absorbing the environmental
variables in the field of work as well as its efficiency in allocating organization’s

resources in an optimal manner



According to Fraser and Stupak, (2002: 1205), strategic planning enables the
organization to identify opportunities and risks in the external environment, as well
as analyze points and weaknesses in the internal environment that determine the
appropriate alternatives and make the right decisions to achieve the desired goals. It
also helps to obtain information, clarify strategic direction, establish priorities,
improve the quality of decisions taken, communicate and understand the strategic
intent and organizational response, achieve adequate performance, and find coherent
teams.

However, strategic planning improves profitability and achieve leadership in
industry, achieve communication and harmony, assess market positions, define what
will be adhered to and guide employees in both individual activities and daily
decisions (Williams, 2002: 219). Assist the organization is focusing its attention on
significant environmental trends and identify the organization's objectives to enhance
its performance. (Hoffman, 2007: 28).

Though, strategic planning promotes coordination and oversight by reviewing
performance and progress towards objectives, exploring and identifying future
market opportunities, enhancing internal communication among employees,
encouraging them to adopt positive attitudes towards change, and enhancing overall
organizational performance (Alehayyat and Anchor, 2010: 163). Also, Facilitate the
internal and external learning and demonstrate the legitimacy of the organization in
the face of stakeholders through the mental image or influence them by disclosing
appropriate information and avoiding deviation from the desired direction and
ensuring consistency and harmony of objectives (Handrick, 2003: 496). Also,
(Ezeokonkwo, 2010:233) identifies the following importance of strategic planning:

a) It facilitates organization growth.

b) Helps the organization to capitalize on opportunities and cope with threats.
c) Leads an organization to act rather than react.

d) Provide an early indication of financial needs.

e) Ensures the setting and acceptance of common goals.

f) Provides a basis for measuring performance.

g) Trains manager to think ahead.



1.1.1.3. Strategic Planning Goals and Objectives
Strategic planning is intended to make decisions and plans that affect the
future of the organization. Hence, strategic planning requires an assessment of the
external environment of an organization, which can lead to opportunities, risks and
an assessment of the organization’s internal environment. Which reflects the
organization's potential to compare external environmental assessment with an
assessment the internal environment to determine the strategic gap and how to deal
with it (Al-Hindi, 2001: 337). According to (Paul, 2000:9), the fundamental
objectives of strategic planning are summarized in three primary objectives:
1. Improve the value of shareholders’ equity.
2. Make the company a better place to work 'Reputation reflection.

3. Helping the prosperity of society.

According to Nickels et al.,, (2000), goals are the broad, long-term
accomplishments that an organization wants to attain, achieve or where it wants to
be. They provide the overall context for what the vision tries to achieve (Ivancevich
et al., 1997:432) also defines what the organization wants to accomplish through its
path. It is the primary determinant of the future sites that the organization wishes to
reach and derived from its mission, a desirable level of achievement. Thus, they are
potent tools that break the vision into specific tasks and actions to attain desired
results across the organization; they also function as the measure for tracking an
organization’s performance or progress (Thompson et al., 2004:213).

However, Rizk, (2007: 7) argues that strategic planning expresses the process
of implementing far-reaching objectives, which are in the form of setting policies
through the development of policies called sub-policies called regulation. Bilal (Al-
Sakarna, 2010: 91) realizes the objectives of strategic planning as the followings:

1. Determine the organization's strategic trends, practices and to formulate the
organization's goals and objectives.

2. Determine the course of action in the organization and its direction.

3. ldentify the requirements for improving performance, availability, and
achieving the organization's growth and progress.

4. Direct resources and potentials for economic uses.

5. To direct research efforts to develop the organization's performance and to

strengthen its competitive position.
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6. Ensuring that the organization's mission and objectives aligned with policies,

rules, and regulations.

1.1.1.4. The Strategic Planning Obstacles and its Requirements

Obstacles regarding origin can classify into two main parts as obstacles
within the organization and obstacles outside the organization.

Obstacles Within the Organization

According to Sweeny et al., (1986:52), a failure to develop appropriate
targets for the draft plan and the failure to clarify the objectives or to set
unreasonably high expectations is one of the main reasons for the difficulties or
obstacles in working with the plan. While, (Abu-Bakr, 2000: 48) consider that the
inadequate preparation of managers, including lack of training and qualification
required for their strategic planning process as an obstacle within the organization.

However, Smith et al., (2004:33) believe that the strategic planning staff’s
resistance to the change and frequency or reluctance to use, as planning may propose
new things and this may lead to change some of the existing relationships, known to
people resist change to preserve old relationships. Though, (Al-Saad, 2000: 17)
argues that the substantial cost and time associated with the strategic planning
process besides the deliberations, discussions and the work of the various committees
will require them to define the organization's mission, objectives, and means to
access them.

Accordingly, the difficulty of obtaining accurate information or the existence
of an inaccurate information system, although, the strategic planning process is a
function of continuous dynamic nature, designed to adapt to an environment have the
same characteristics. Which requires a strategic analysis tool to provide the necessary
data in this environment through strategic information systems (Gray, 1986: 46).

The absence of a link between the strategic planning system and other
planning systems, where the planning process is a function of a whole whose interest
is in the organization. Therefore, any imbalance in its financial systems, productivity,
human resources. will obstruct the performance of this function successfully and its

failure to achieve the goals for which it design (Smith et al., 1985:11).

Obstacles Outside the Organization



According to Mintzberg, (1994:78) accelerated change is an obstacle to
planning, as the cumulative and rapid changes in the organization's environment may
not allow for rapid response based on a comprehensive and sophisticated planning
system. External difficulties can be summarized as follows:
- The rapid pace of change in the external environment of the organization,
which may make the planning difficult before it starts as a result of the
rapid change in its political, security, social, economic (Al-Saad, 2000:
68).

- Insufficient in available resources which the strategic planning process
requires from human resources, information, financial or technical
resources, (Smith et al., 1985: 86).

1.1.2. The Strategic Planning Dimensions

According to Thompson et al., (2004:211) the organization’s strategic plan
naturally lays out its mission, vision, and future direction, performance targets
(objectives) and strategy.

Although, Drucker, (1999) emphasizes that strategic plans must be designed
to support the corporate mission, vision, and objectives. As strategic planning
dimensions (Schaffer and Willaher, 2003:93) accepted the dynamics of internal,
internal complexity, the culture of mutual trust, the formalization of planning, and
decentralization in strategic planning as indicators of strategic planning. Dimensions
and measurement. However, (Li et al., 2006:77) adopted the depth of environmental
monitoring, agreeing, focusing, and flexibility in planning as dimensions of strategic

planning.

1.1.2.1. Mission

The Mission represents an essential element and the foundation of the
organization in defining its goals. The organization's mission reflects the overall
objective that guides the decision-making process at various levels of the
organization. It identifies the steps the organization must take and the outputs that are
consistent with the society's needs. It is also time-bound and responds to specific

questions (who we are, what we want, what we stand for), (Ghunaim, 2005: 456).
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According to Certo et al., (1995: 123), the organization’s mission is the
fundamental purpose for which the organization lives, whereas it provides the answer
to organization’s existence. The organization’s mission according to (Pitts and Lei,
2003:112) defines the organization regarding the business it is in, the clients it serves
and the skills it intends to develop to fulfill its vision. Also, (Thompson et al.,
2004:211) confirms its linkage with vision, a mission statement is the overriding and

distinctive purpose of a company.

1.1.2.2. Vision

The vision describes the organization’s aspirations of what it wants to be. So,
vision is the starting point of any strategic framework (Martin, 1999: 5). It forms the
framework and gives the organization the essentials to answer whether its general
and specific goals and activities are in the vision of the organization (Shapiro, 2001:
5).

Although, Pitts and Lei, (2003:113) note that vision statements are designed
to capture the mind of the public and as well stimulate the efforts of employees at all
levels such that its emotional appeal challenges them to commit their full energies
and minds to believe it is the best.

Additionally, Thompson et al., (2004:212) argue that the conceptual
difference between mission and vision is that a mission defines the present scope of
an organization’s business and purpose (what we do, why we exist and where we are
now). The vision, on the other hand, portrays a company’s future business SCOpE;
where we are going or want to be.

While, Kotler and Murphy, (1981:479) point out that a compelling strategic
vision has the following characteristics:

- Imaginary: any image that can visualize the form of the future through them.

- Focus: evident efforts and resources can focus towards them.

- Flexibility: characterized by generality, comprehensiveness, and vitality to
allow use as a base for specific initiatives

- Rooted: derives its origins from the organization's past and present.

- Collective: shared by all workers.
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- Media and connectivity: characterized by the ease of language so that it can
be explained and communicate its meaning to the majority of people and
communicate with them.

- Attraction attracts hearts and captures the minds of the categories of dealers

by expressing their aspirations and aspirations.

1.1.2.3. Environmental Analysis

This dimension is concerned with the harmonization of the organization and
its environment (Naraynan and Nath, 1993: 231). However, one of the critical steps
in the strategic planning process is to understand the organization's environment
where only the appropriate harmony can exist (Certo et al., 1995: 123). The strategic
analysis process of the environment is intended to review both the external
environment to identify the most significant opportunities and threats facing the
organization and the internal environment to classify its most essential weaknesses
and strengths.

This process must be continuous to serve the design process of the strategy.
Consequently, these components are directly related to the impact on the
organization's present and future performance. Besides, environmental analysis is the
cornerstone of this harmony because it aims to create a realistic understanding of the
organization's relationship with its environment (Schermerhorn, 1996:89).

Therefore, strategic analysis is a set of tools used by management to
determine the extent of change in the external environment and to determine the
competitive advantage and efficiency of the organization in controlling its internal
environment, thereby increasing the ability of senior management to define their
objectives and strategic position (Johnson and Scholes, 1997,46). Though, the

environmental analysis includes:

1.1.2.4. Analysis of External Environment Factors

According to Yassin, (2002: 65), it means the exploration of economic,
social, technological, political, cultural and competitive factors and other variables.
To identify the opportunities and threats in the external and direct environment of the
organization to classify the sources of these opportunities and threats by dividing
them into elements and sub-sections (Habtoor, 2004: 153).
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However, Ghezzi et al., (2010) claim that external orientation is the process
of attaining relevance between the organization, and its environment are one of the
issues that should give sufficient attention. In this regard, the literature indicated that
strategic planning is the cornerstone of this harmony as one of the appropriate ways
to appropriately interact with the environment. To achieve harmony between the
organization and its environment (Laycock 1990: 51) then is designed to assist the
organization in adapting to environmental changes, assessing opportunities and
threats and assuming future conditions (Williams, 2002: 218).

While, Ansoff and Sullivan, (1993: 14) believe that the organization's
performance increases when its strategic behavior is consistent with the environment.
Yet, (Thwaites and Glaister, 1992: 36) stated that for the purpose of success in any
area, the organization must choose a strategic behavior pattern appropriate to the
level of environmental disturbance and that the level of environmental complexity
and increased changes require increased use of the environmental analysis process as

one of the strategic planning processes.

1.1.2.5. Analysis of Internal Environment Factors

Strategic planning can see as foresight in the future of the organization,
including a systematic review and assessment of tangible and intangible resources for
the development of the future series of actions to be followed by the organization. As
well as examining past performance, internal qualities and strengths and evaluating
strengths and weaknesses (Williams, 2002: 218). Besides its core competencies and
potentials that can be mobilized to achieve its mission and to address the
opportunities and threats faced by the organization (Raman and Venkatraman, 1986:
350).

The internal environment of the organization represents the internal
organizational environmental level, which is limited to the administrative and
organizational applications of the business organization. The difference in the
internal environment of the business organizations is the difference in the capacity of
these organizations and their strengths or weaknesses which can become an essential
area for exploiting opportunities or dealing with threats in the external environment

of the organization (Ben Hamdan and Idris, 2009: 74).
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According to Wilkerson, (2007: 3) information on organization's programs,
resources, structure and staff, and through the strategic planning process, the
organization identifies priorities and then translated into resource allocation plans.
Strategic planning, therefore, becomes a guide to the management of reliability found
by horizontal and vertical diversity across units and organizational levels.

Although, Ketokivi and Castaner, (2004: 340) argue that as the environment
is continuously changing, the organization itself regarding its resources and potential
is the most stable basis by which the identity of the organization can define.
Accordingly, the diagnosis of what can be done by the organization may provide a
more reliable basis for the strategy.

Organizations are concerned with the analysis and evaluation of all internal
factors, for the primary purpose of identifying the strengths and weaknesses of each
of the internal factors to help make their strategic decisions and choose the
appropriate alternatives. In general, the analysis of the internal environment is an
essential step in the choice of strategy appropriate to the organization. The internal
environment includes (Habtoor, 2007: 184):

- Structure, which includes communication, power, and chain of

command, which is described in the organizational chart.

- Culture: comprises beliefs, expectations, and values shared by members

of the organization.

- Resources: The organization's physical assets (funds, property, furniture,

buildings) and human resources include (skills, abilities, and efficiency

of human cadres.
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CHAPTER TWO
PROMOTION PROCESS

2.1. THE CONCEPT AND DEFINITION OF PROMOTION

Promotion is one of the critical elements in the marketing mix of commercial
banks and business organizations, especially services. It aims to define the customer,
influence and convince the customer to accept services and urge clients to frequent
consumption to encourage the construction and maintain long-term relations with
those organizations. (Stanton, 1984:58) Described it as contacting people and
introducing them to the product and urging them to get it to stimulate demand,
increase sales and profits of the organization or its existence through direct and
indirect communication. Promotion is, therefore, a vital element of any marketing
mix.

Graves, (2003:353) believes that the promotion consists of planning,
implementation, control and seeks to coordinate all relevant efforts of the
organization and to implement communication purposes with everything in the
organization's environment of building information channels and desirable levels of
persuasion for selling the service and product.

While, Pride and Ferrel, (2000:432) emphasize that promotion is the
communication that builds and maintains good relationships by defining and
convincing the public of the organization's view more positively and accepting its
products or services. Hence, under this concept, promotion is an effective means of
communication between the organization and its consumers, through which the
organization can introduce consumers to the product or service, stimulate their
interests and convince them of their ability to satisfy their needs and desires
compared. Also, to competing services and therefore, encourage them to make their
purchasing decisions and encourage them to consume repeatedly. Also, deepen
loyalty to existing consumers in the organization and thus establish a positive image
of the organization in the minds of the public.

Nevertheless, according to Novak, (2011:509) promotion is one of the most
reliable weapons in marketing and product or service placement services to market.

In current and modern society is unlikely in the market to function without a well
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thought out promotion. Consequently, no thoughtful player would dare to no
promotional activity - promoting the successful markets. A well-designed promotion
is halfway to the success of the company or bank’s and gaining clients.

Though, we can define the promotional process as a dimension of marketing
communication processes are a constant exchange of information communications
and inform the commercial banks with direct and broader environs. The promotion
also is the process of communication between the bank and the clients to generate
positive attitudes about services that lead to their favor in the process of buying the

market.

2.1.1. The Importance of Promotion

The promotion plays an essential role in the field of communication to inform
the organization and enhance its relationship with the target clients to increase the
impact of its purchasing behavior and guide it in line with the organization's
marketing objectives and create a positive impression for them. Moreover, the
contemporary organizations manage a large and complex network of promotion
system remains as it is marketing and making plans for it.

Though, Abidat, (1992:243) points out that promotion is an essential element
in the marketing mix. The importance of this component stems from the fact that it is
the active tool used by organizations of all kinds (commercial, industrial, service) in
achieving the process of communication with the external environment. Moreover,
its groups such as consumers, competitors, processors, groups and other
organizations, and thus to identify what is happening in that environment.

The success of their services, goods or ideas depends on how active the
promotional process is. According to (Alaq and Al-Abdali, 1999:245) the importance
of promotion lies in overcoming the problem of consumer ignorance of the
organization’s service or product (and its brand, prices, distribution outlets, product
uses). To convince consumer and if it has a stable composition which accepts the
service or product. (Boone and Kurtz, 1998:593) Argues that promotion plays a
crucial role in modern society. This point can understand by reviewing the social and
economic importance of promotion in the country and the importance of promotion

at all levels of the organization.
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However, Novak, (2011:510) argues that it is essential to promote a positive
effect on customer consciousness and to reveal the service or product and the
business in the best possible light and to draw attention to their attributes. It is
imperative for promotion to pay attention to the target group of the clients. Any
modern and successful company has to pay attention to the promotional process
opportunities because it is the only way to attain the desired goal of the company - it
is the best marketing that service and product to market.

The researcher believes that to assess the profitability of banking financial
services promotions, banks have to take into account their costs, the trade promotion
allowances given to them, and the effect of promotions on sales to clients.

2.1.1.1. The Objectives of Promotion

The primary objectives of the promotion are to define, persuade and remind
target consumers of the organization's marketing mix and of the organization itself,
taking into consideration the needs and preferences of the target market.

What needs to be communicated to consumers depends mostly on the needs
and desires of the target consumers. So, the organization should attract the attention
of the consumer and clarify that what he/she wants to sell and convince consumers to
have the product or service are looking for and meet their needs. By gathering all
possible promotional elements in a mix that informs target consumers that the service
or product is available in the right place at the right price (Narayana and Rao,
1993:109).

However, Lovelock and Wright, (1999:250) refer to some of the common
promotional goals when providing the service:

- Creating a concrete mental image of specific organizations and their service or
brand. Besides, build awareness and interest to stimulate service experience.

- Communicate customers how to use the service and offer the best benefits to
them. As well inform the customer of the strengths and benefits of a particular
service.

- Raising demand in times of decline and discouragement during the period of
increase.

- Face the promotional efforts of the competitors.

17



- Reduce uncertainty and risk by providing useful information and advice to
customers.

- Provide guarantees to the customer, also, recognize the value of customers and
users.

- Deepen customer loyalty by encouraging and rewarding frequent use of the
service.

- Distinguish both the service provided and the organization it provides for the

services provided by the competing organizations.

2.1.1.2. The Promotional Process Dimensions

The writers and researchers differed in their classification of promotional
dimensions. While, (Stanton et al., 1997:440) and (Pride and Ferrel, 2000:434)
classified promotional dimensions into four dimensions, as (advertising, personal
selling, public relations, sales promotion). Although, others like (Kotler, 2000:550)
added the linear marketing dimension. Consequently, the current study will deal with
the promotional dimension as (advertising, personal selling, sales promotion, public
relations, and publishing) respectively, as this classification is more in line with the
study sample of commercial banks operating in Erbil city.

2.1.1.2.1. Advertisement

The advertisement is one of the most critical dimensions of the promotional
mix in organizations and is also known as non-personal or broad selling. (Payne,
1995:153) defined advertising as one of the primary forms of non-personal
communication used by service organizations to build awareness about service, to
add knowledge to their customers, to persuade them to make them buy organization’s
service, and to help them to choose between specific services and other service
offerings.

Whereas, Alag, (1996:237) defines advertising as a planned activity on the
scientific and practical basis, which aims to create demand for the product or service
for a paid wage through advertising means, provided. That all the technical and
formal controls affected by it are taken into account for events of positive effect in
the audience to address. Hence, the advertising should not go beyond social and legal

norms.
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Although, Al-Musaad, (1998:370) claims that the advertising is an
impersonal and indirect communication of information to the consumer or user
through means owned by third parties for a fee paid with the disclosure of the
identity of the advertiser. However, (Baker, 2000:428) identified the follows
principles for effective advertising:

- The advertisement will regard as the judgment of the creator of the
organization.

- The advertisement meets consumer needs while achieving competitive
advantage.

- The advertising will contain one realistic, dominant, enforceable promise.

- That promise is associated with the brand identity and avoiding misleading
advertising and deception.

- The advertising should be credible, besides advertising should be able to resist
competing ads.

- The advertising will be within the social and legal criteria and will preserve the

identity of the organization.

Thus, the commercial bank’s financial services advertising is the primary
promotional process. As a form of promotion, advertising is the way mass media
establishment with bundles. Because the company finances the transfer of
information about themselves and produces out of its range, which is comprehended
over a variety of communication channels or media as (newspapers, magazines,
radio, TV, etc.). Hence, advertising generally defined as a paid form of mass
communication with the market (Novak, 2011:508).

According to Kotler, (2000:564) despite the many forms and uses of
advertising, it has the following characteristics:

- Introduction to the public: The nature of the public announcement gives some
legitimacy to the service or product. Because many people receive the same
message, the motives for buying the service and product will be understood.

- Spread: The advertisement allows the seller to repeat a message several times,
and also allows the buyer to receive and compare the messages of several
competitors. A high-frequency ad by the seller may give a good impression of

the size, strength, and success of the seller.
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- Expressive ability: The advertisement offers opportunities to represent the
organization and its services or products through the technical use of print,
sound, and color.

- Non-personal tool: The public does not feel it, which is not obliged to pay
attention or respond to the advertising, the advertisement is a presentation in
front of, not dialogue with, the public.

This advertising process will define who is qualified to contribute, what
methods of investigation will be used, by what conditions individuals will be ranked,
what is the timetable, and, finally, who will make the final promotion decision. If
these questions are answered in the promotional message, the entire agency can

assure of a fair and equitable process.

2.1.1.2.2. Personal Selling

Personal selling is a direct oral communication process between salespeople
and the target audience, of current and prospective brokers, and customers to identify
them and to raise their interests and convince them to decide to buy their needs and
desires. Besides, to remind them of their benefits to ensure a repeat purchase in the
long term.

According to Novak, (2011:508), personal selling is a form of promotion in
which we make direct contact between vendor and customer. The seller/ vender may
also directly inspect the result of their promotional messages, and that during the
communication process - from monitoring (verbal and nonverbal) customer response
- adjusts and adapts to each participant.

While, Abidat, (1992:269) states that personal selling is all steps aimed at
identifying and persuading potential buyers to purchase a commodity or service
through a human and personal contact process by salespeople who specialize in
selling. This definition shows that personal selling includes contact and face-to-face
interaction between a potential buyer and a salesperson. Who is designed to
accomplish several tasks: identifying potential buyer needs, matching those needs
with one or more of the organization's services or products, and on the basis of such
conformity to persuade the potential buyer to purchase the service or product and

provide information about the benefits of the service or product.
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The personal sale according to Stanton et al., (1997:440) is the direct
introduction of the service or product to a prospective consumer through the
organization's sales representatives. A personal sale occurs face-to-face or over the
telephone and may direct to an industrial user or end user.

However, Abu-Fara, (2001:128) defines it as a process of personal contact
between the consumer (or broker) and the organization using the personal selling
power paid by it to achieve persuasion by the consumer or the intermediary with one
or more specific messages. So, this definition shows that personal selling is only
episode profile argument between the organization and the buyer. (Payne, 1995:155),
argues that personal sales play a vital role in many service industries because they
include a personal interaction between the service provider and the customer which
enables him/her to assess customer needs, observe and understand customer's
responses, and reaction (Arens, 1999:222).

However, the researcher believes that the personal sales are the central
element of the promotion mix and depend on the nature of the service or product and
the customer's involvement in the production and consumption of the services
particularly of commercial banks. Also, personal selling has the following
advantages:

1. Since the salesman is the link between the commercial bank and its clients,
the inappropriate choice of the salesmen may spoil the relationship between
the bank and the clients, and this is reflected negatively on the commercial
bank completely.

2. Limitation in the service of large numbers of clients and the speed required.

3. The apparent contrast between the personal abilities of the salesmen and their
potential buyers.

4. The salesman may leave the work of an organization, work with the
competing organizations and thus be aware of all the sales strategies of the

former organization and its internal information.

2.1.1.2.3. Sales Promotion
Sales promotion have a significant role in the marketing programs of
commercial banks and other organizations. So, a large percentage of banking service

sales made on promotion. Thus business fingers need to advance marketing
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programmes that will not only strengthen customer’s commitment but also boost
repeat purchases. A part of the roles of sales promotion is not only to strengthen the
commitment of consumers but to encourage replication purchases (Nagar, 2009:41).

As Kaotler, and Armstrong, (2000: 661), defines sales promotion is a variety
of motivational tools, most of which have a quick and short-term effect designed. To
stimulate faster and more significant purchase of particular services or goods by
customers and brokers to buy them more or consume them faster, in other words,
sales promotion spins on everything move and its desire to purchase.

Though, Mitchell, (2000:196) defines sales promotion as a promotional
activity that adds value to the service or commodity for a specified period by
providing material or moral incentive to purchase. It offers additional benefits in the
form of price discounts, prizes, gifts and free samples. It is clear from this definition
that the element of sales promotion has a significant role in supporting the positive
attitudes of customers and brokers alike by providing material or moral value added
to the offer, as well as instant sales, and make the share of high profitability.

Whereas, Stanton et al., (2001:493) point out that sales promotion involves a
useful promotional activity aimed at stimulating and recalling service or product
demand and persuasion. And is designed to support advertising, facilitate personal
selling and is paid by a given entity as a direct incentive to promote sales or
procurement to client parties (customers, intermediaries, salespersons of the
organization).

Although according to Kotler, (2000:565), sales promotion tools are costly
and varied, they offer three distinct benefits:

1. Contact: Sales promotion methods attract attention and usually provide
information that may lead the consumer to purchase the service or product.

2. Motivation: It guarantees some acceptance, persuasion, a contribution that
may add value to the consumer.

3. Invitation: It includes a special invitation to buy now.

Consequently, sales promotions can provide several consumer benefits. So,
past studies have focused on financial saving as the primary consumer benefit
(Blattberg and Neslin, 1993:231). There is an indication to propose consumers are

inspired by several other benefits, counting the desire for quality, convenience,
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savings, value expression, and search. These benefits are more classified as either
utilitarian or hedonic (Babin, Darden and Griffin, 1994:652).

The researcher argues that the sales promotion is an active dimension of the
promotional mix, which is widely seen in an environment that is characterized by its
overall business efficiency and effectiveness, at a time when organizations are
racing. To achieve the highest rates of profit and reach the clients with the best

satisfaction and enhance their market position relative to competitors.

2.1.1.2.4. Public Relations

Public relations are a form of communication aimed at strengthening and
enhancing the positive image of the organization and its services or products among
the various masses, based on their social responsibility towards their internal and
external environment. (Haddad and Suwaidan, 1998) Defines public relations as
administrative efforts of a planned and continuous nature aimed at building public
confidence in the organization and increasing mutual understanding between the
parties. Thus, public relations seek to understand the behavior of the public and to
draw their views and trends and to inform them of the organization's interest in these
trends and desires, besides work to earn client satisfaction on the bank’s foundations
of friendliness, friendship, and cooperation.

Public relations are therefore an institutional activity of a promotional nature
aimed at promoting the service organization as a whole in its surrounding
environment and to create a good impression among the members of society. It has
become imperative for the service organization that develops itself from the methods
and ways to achieve its objectives in general and particularly marketing objectives
and has increased the importance of public relations at work catalog so-called
marketing public relations (Kotler and Armstrong, 1999, 469).

However, public relations depend on the nature of those who deal with it;
there are relations between the workers themselves within one organization as well
as relations between the organization and the external environment (Diwa-Jie,
1999:290).

The attention of the marketing department and its responsibility for public
relations in the commercial banks is due to the fact that PR is an outlet for many

marketing activities in banks and other organizations, responsible for routine and
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regular communication with the public as well as participation in financial awareness
campaigns, prepare responses to queries in general. Public relations thus improve the
image and reputation of the commercial banks and achieve its distinct position in
society (Al-Musaad, 2003:143).

While, Pride and Ferrel, (2000, 442) points out that some organizations
initiate the creation of unique public relations units that directly support each of the
service/production and marketing divisions or the organization may entrust an
independent public relations agency to manage its public relations programs or assist
the organization's public relations team. Especially, after taking the concept of public
relations has an essential place in contemporary business organizations as a result of
the managers of these organizations realized that the success or failure of their
strategy depends mainly on how to look at the outside world. However, according to
(Kotler, 2000, 551), a vital tool in public relations are speeches, debates, annual
reports, charitable donations, sponsoring events and public events, explanatory

leaflets, areas of social relations.

2.1.1.2.5. Publishing

Publicity defines as the publication of positive information about the firm and
its services and products in the media that are not funded by the firm (Novak,
2011:508). Publishing is a means of communication to activate the service or product
demand by publishing information and data about it in the mass media.

However, Pride and Ferrel, (2000: 475) define communication in the form of
a news story about the organization or its services/products or both, which is
broadcast through advertising means without the ability to change it and is unpaid by
the organization. The definition shows that publishing is an impersonal means of
communication reaching a broad audience through the means of advertising.

According to Diwa-Jie, (1999: 287), publishing is an effective means in the
stage of service/product definition, because it can influence the target market in
general. Although public relations are more comprehensive communication function
than publication, publishing is a particular form and an essential aspect of public
relations. It can be used to provide information about services or products, news
about the expansion of the organization, the precautions it makes, the research it

conducts, the introduction of new services or products, or the promotion of the image

24



of the organization. At the same time, the publication is also used to overcome and

correct the negative image that may occur in the organization.

According to Kaotler, (2000, 565), public relations and publishing share
several characteristics:
1. High credibility: Titles and news stories are more reliable and credible to
readers than advertising.
2. The ability to attract the attention of buyers away from pressure: public
relations and publishing can reach potential buyers who prefer to avoid
advertising and interview salespeople.

3. Representation: They can represent the organization or service and product.

The researcher believes that the customer is a direct and free means of
communication, whether the organization or its intermediaries. So, it should be the
focus of its business whether the organization is purposeful or non-profit-making to
win satisfaction and deepen loyalty, to turn it into a positive advertising means to

create a right image in the minds of prospective customers.

2.2. THE THEOREITICAL RELATIONSHIP BETWEEN STRATEGIC PLANNING
AND PROMOTIONAL PROCESS

Regarding the relationship between strategic planning and promotion, most
studies indicate that the plan is designed to identify the promotional process that suits
the service/product by testing the promotional tools to achieve the full marketing
objectives. The success of this plan depends on factors related to the service/product
such as the nature and degree of risk and market-related factors such as market share,
competition intensity and factors related to the customers whether the customers is a
final or an industrial buyer (Abu-Fara, 2001:38).

However, according to Jain, (2001:388), the development of any strategic
plan for effective promotion must include the following aspects:

1. Develop a strategic plan for promotion, including building direct
relationships with customers and discussing the service or product and

providing them with the required information.
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2. Develop a strategic plan to promote by focusing on the customer to respond
quickly to the signs of strength they show.

3. Develop a strategic plan for a promotion that includes participation in
revenue or subscribers (customers) receive part of the revenues obtained by

the organization.

While, Abu-Fara, (2001:38), argues that advertising plan is a plan that
focuses on the formulation and definition of the content of the advertisement to
deliver the promotional message to consumers. The success of this plan requires the
removal of all sources of confusion and ambiguity from the advertising message to
ensure the message reaches a high degree of efficiency.

However, Bakri, (2002:175) believes that finding a kind of compatibility in
the use of promotional activities and their means, and not focusing on each other
without the other and seeking to use modern means of communication would achieve
the most exceptional possible sales and high levels to satisfy the needs of customers
and desires.

Achieving customer satisfaction and satisfying its growing needs and desires
is one of the objectives of the organizations' work in the market, and to win and
retain it. The significant impact is on increasing the volume of sales, increasing and
retaining the market share, thus affecting the percentage of profits and improving the
relationship between these organizations and customers. Develop marketing plans
that take into account all environmental factors and variables and try to absorb and
respond appropriately (Jain, 2001:389).

The managers in the strategic planning match the organization's resources
with its long-term market opportunities. Thus, the management starts with the
planning stage which includes setting the goals, designing the strategy and tactics to
reach those goals and then the implementation phase. So, this includes the formation
and composition of the marketing organization (Stanton et al., 1997:52).

Nevertheless, strategic marketing plan includes a precise definition of the

different commodity market strategies for the promotional mix as well as the
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objectives of the various marketing substitution strategies implemented by the
organization within a specified period.

However, promotional plan stimulates sales force and requires its success to
use financial and non-financial stimulation methods and establish criteria to evaluate
performance and allocate areas for sale as appropriate and provide adequate control
and communication activities.

Besides, the promotion strategy is a communications loop between vendors,
clients, and organizations use many means contact to deliver their promotional
messages about the service/ product and can deliver messages directly through
personal sales or indirect sales through advertising and sales promotion tools. The
promotion strategy represents the element in taking marketing decisions (Maala,
Tawfig, 2003:18).

While, publishing plan is concerned with choosing the means of advertising
that ensures the transfer of the promotional message to the buyers and try to convince
them to buy the service or commodity depends on the choice of means of advertising
on some factors, including the financial capacity of the organization.

Sales plan also contributes to achieving the marketing objectives of the
planned sales volume and profit margin and depends on its success by the general
marketing objectives and its relevance to the promotional objectives (Abu-Fara,
2001:38).
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CHAPTER THREE
THE ROLE OF STRATEGIC PLANNING IN THE SUCCESS
OF THE PROMOTIONAL PROCESS

3.1. THE STUDY BACKGROUND

The related studies have a substantial role in the scientific research, as they
represent awareness for researchers to continue and outlining their study variables.
Accordingly, to support the theoretical aspects and reveals the study problem,
purposes and significant. Therefore, the researcher pursued to appraisal some studies

related to current study topics. As follows:

Ridwan and Marti, (2012), this study is about to explore the strategic
planning practices and tried to comprehend the relationship between strategic
planning practices, institutional context, and performance in the regional
government-owned banks in Indonesia. The study applied a qualitative method.
Accordingly, examined the relationship between strategic planning, institutional
context, and performance such as growth in asset and ROl will improve the
considerate of the fundamental characteristics of successful strategic planning
practices.

The researchers used the semi-structured interviews as a method of data
collection of both head and staffs of the planning department and non-planning
members in three banks were selected due to a commitment to strategic planning and
having high performance.

The findings provided researchers an understanding relating to steps,
processes of planning practices, corporate culture, types of the bank’s decision
making, bank’s structures, and performance at each of three government regional-
owned banks. The study findings also offer awareness to the effect of corporate
culture and types of decision making in developing an institutional context to enable

effective strategic planning in organizational performance.

Poku, (2012), this study was to evaluate the effect of strategic planning on the
performance of banks in Ghana concerning the operations of the agricultural

development bank. This study utilized secondary and primary data. While, secondary
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data was gained from revising textbooks, publications, bank’s financial records and
internal records of an agricultural development bank. Besides, primary data was
collected through a survey questionnaire. Therefore, (160) questionnaire forms were
sent to employees of the Greater-Accra region of ADB then (140) responses were
obtained representing a response rate of 87.5%.

The outcomes of the self-administered questionnaire presented a reasonably
high level of agreement for the features of the various dimensions of an efficiently
managed bank. Though, this study displayed that structures put in place for bottom-
up information flow were not known to all employees. This study too presented that
employees were either oblivious to program evaluation or there was an apparent
disrespect for program evaluation at ADB.

The researcher recommends that all factors of the various dimensions should
be put into the right perspective to help the overall workforce of the bank to
comprehend the fundamental objectives and strategic planning in place to achieve the
objectives of ADB. Finally, the researcher recommended that the bank develop
quarterly meetings at the regional level to offer employees the chance to be heard on

matters relative to strategic planning practices at ADB.

Owolabi and Makinde, (2012), this study aims to analyze the effects of
strategic planning on corporate performance in university education: a study of
Babcock University. The study further investigated how this has affected the
management efficiency, and effectiveness of strategic planning is vital in corporate
organizations. This study utilized secondary and primary data.

The study also used a survey questionnaire as a method of data collection
from employees of Babcock University. Accordingly, data analyses used descriptive
and inferential statistics. The hypotheses were tested using the Pearson’s Correlation
Coefficient to establish the significance of the relationship between the variables
used in measuring performance. However, the outcomes of the hypotheses showed
that there is a significant positive correlation between strategic planning and
corporate performance. The study, therefore, concluded that strategic planning is

helpful to organizations in achieving set goals.

Taiwo and Idunnu, (2010), this study is about to examine the impact of

strategic planning on organizational performance and survival. The efficiency of

29



strategic planning can measure regarding the amount to which it influences
organizational performance, which affects its survival rate. The primary purpose of
this study is to reconsider the planning performance relationship in the organization
and determine the amount of which strategic planning affects performance in an
organization, of which First Bank of Nigeria, Plc (FEN) will be used as case study.
Based on the above purpose, related literature was thoroughly reviewed, and three
hypotheses were formulated and tested in this study.

A survey questionnaire method was used to collect data with the
administration of questionnaire forms to 100 respondents (of which 80 was regained)
containing both the senior and subordinate staffs in various First bank branches in
Lagos metropolis. Consequently, the data collected were analyzed using the
Statistical Package for Social Sciences (SPSS). Likewise, T-Test and Chi-square
statistical methods were used in testing the hypotheses using the SPSS v-16.

The three hypotheses were confirmed. Then this study implies that strategic
planning enhances better organizational performance, which in the long-term has an
impact on its survival and that managerial, environmental and organizational factors

determine strategic planning strength.

Behary et al., (2013) the study is about to analyze the implementing a
promotional process for academic librarians. This study purpose is to describes how
the librarians at Duquesne University’s Gumberg Library developed a system for the
promotion of academic librarians.

Although according to the researchers some of the particulars in the study
may apply only to the faculty at Gumberg Library, the theory of this study is that
other academic librarians requiring to develop similar promotional systems might
benefit from what we have learned.

However, researchers argue that library faculty at other foundations should be
conscious of the practical aspects of aligning the library promotional path with
established university structures, working with modern library culture, and making
necessities for the primary unit to work with the new procedures. Further, this study
will be beneficial for librarians with faculty position who plan to implement a new

promotion process or improve an existing system.
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Novak, (2011), this study aims to analyze the effect of promotion as an
instrument of the marketing mix. According to the researcher, the term of promotion
means the process of communication between establishments and clients to generate
constructive attitudes about services and products that lead to their favor in the
process of buying in the market. It is an everlasting process of communication
between the establishment and existing and potential customers. However, promotion
is the most well-defined as a process of mass statement with clients to grow sales of
services or products. While the promotion covers all the tools of communication that
a message can be communicated to the target group of clients in this study, it is
revealed to promote the brand of wine "TERRA LAZARICA.”

Grankvist et al., (2004), this study is attempted to analyze the promotional
process strategies for banking services: a case study of Nordea in Estonia.

The purpose of this study is to gain a well considerate of international banks'
promotional process strategies in the Baltic States. To reach their purpose, the
researchers have directed a case study of a Nordic retail bank's promotion strategy in
Estonia. Besides, the researchers have used interviews and documentation as the data
collection methods.

However, the study found that the most significant promotional tools for
financial services are personal selling and advertising, to make consciousness of the
brand and found personal relationships. Also, the external factors affecting the choice
of promotion strategy are bank’s technology orientation, cultural aspects, the market
competitiveness, and economic factors. More, an adaptation of the promotion tool
performed to a great extent, due to clients' different favorites and prospects, as well

as local conditions of the host country.

The previous relevant studies argument and the areas of contribution

As revealed above the researcher reviewed six studies, that related to the
present study variables strategic planning and promotional process. The researcher
perceived that the previous studies reviewed mostly use descriptive methods and
survey questionnaire scale as the data collection technique.

Accordingly, the researcher is aware of that the strategic planning has been
able to exercise significant influence in organizations and particular commercial

banks. Also, furthermost researchers according to reserve the topics of strategic
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planning and the promotional process of the commercial banks, resulting from the
combination of the emotional and communications condition of staffs with presented
within the organizational restrictions and resulting in the connections lead to
superiority.

The present study struggles to offer an academic framework strategic for
planning and promotional process; the researcher is persuaded of the role of the
commercial banks in promoting individuals finance. Additionally, the studies that
reviewed have been used to manage the scale adopted by this study. Therefore, the
researcher promoted from some of the terms, variables, and indicators offered by
those studies related to the strategic planning, promotional process, and their

dimensions.

3.1.1. Statement of Study Problem

Strategic planning practices within commercial banks is a formal process
designed to help a bank to classify and preserve an optimal arrangement with the
most important essentials such as promotional process, and environment within
which the bank exists in. Besides, previous and current studies have made it clear
that there is an increased internal and external ambiguity due to evolving
opportunities and threats, lack of the consciousness of needs and the facilities
connected issues and environment and lack of course of action. Therefore, the
researcher has initiated over investigational studies mainly those related to current
study, that many of commercial banks’ managers do not identify the real significance
of strategic planning and its role on the success of the promotional process. Hence,
we can formulate study problem. Is there a relationship between strategic planning

and promotional process?

3.1.1.1. The Study Purpose
The purpose of this study is to carry out examine the role of strategic
planning in the success of the promotional process as the particular factors to
advance commercial banks financial performance. Likewise, other factors can affect
the commercial bank's financial performance, but in the current study, only the most

vital and joint factors will be surveyed, and then the stress will be narrowed down to
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strategic planning and its role on the success of the promotional process.
Consequently, it is likely that this study reaches the following purposes:
1. Acquainting a theoretical context for the strategic planning and promotional
process.
2. State the levels of strategic planning and a promotional process executed by the
surveyed commercial banks in Erbil city.
3. Investigate if there is an agreement among the views of the study's sample
towards the study variables.
4. Shape a model that reproduces the effect and relationship between the study
variables and the trends of their various effect on the possibility the results that

accept the study hypotheses or reject them.

3.1.1.2. The Significance of Study

The study is predicted to have a significant influence on strategic planning
and promotional process since various commercial banks are required to obtain a
concerted level of strategic planning practices to promotional success process. Also,
the study outcomes would contribute to refining understanding of strategic planning
and promotional process, besides, how the banks attain goals that support banks
financial performance.

Thus, this study would have practical importance for upcoming studies, this
study, therefore, gains importance in the academic aspect by development two
significant variables in management literature which concern strategic planning and
success of the promotional process. As the variables are dynamic and need continues
development, while the study efforts to present a theoretical framework for these
variables and to enrich the subject with available scientific references.

Subsequently, for commercial bank’s managers to realize the role of strategic
planning in the promotional process and its findings are expected to help inform
decision making in the area of strategic management using strategic planning.
Besides, the importance of the field aspect of the study stems from the importance of
the approaches it explores to utilize the strategic planning and success of the
promotional process. Furthermore, the directors in the banking sector might find the
study used as a source of formulating strategies, which can successfully implement

the promotional process of the banking sector in Erbil city.
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3.1.1.3. The Study Questions
Over reviewing the previous studies that relevant to the variables of study,
however, to frame the current study problem and identify the appropriate approaches
to promote the positive effects of the relationship between the variables of the study.
And to find appropriate solutions to their negative aspects and reduce them to the
success of promotional process the researcher can classify the critical study questions

as follows:

1. What are the levels of strategic planning and promotional process in surveyed
commercial banks operating in Erbil city?

2. Do strategic planning, and promotional process dimensions present
meaningfully in surveyed commercial banks operating in Erbil city?

3. Do strategic planning dimensions vary in their comparative significant across
surveyed commercial banks operating in Erbil city?

4. s strategic planning significantly correlated with the promotional process?

5. What is the effect of strategic planning in the promotional process?

3.1.1.4. The Conceptual Model of the Study
In accord with the content of the study purpose and direction of the study
problem, the study has approved the conceptual scheme so to clarify the effect and
relationship between the variables. Subsequently, to transform the study problem into
applied variables, the study employed this scheme that relates the strategic planning

and promotional process as shown in the Figure below.

Independent Variable

P
<

Strategic Planning Dependent Variable
IIIIIIIIII*

. Mission Promotional Process

. VISIOI’_] Advertisement

. Plann’mg < > Personal Selling

e Bank’s Internal CEELTERYEN 3 Sales Promotion

Environment Analysis
e Bank’s External
Environment Analysis

Public Relations
Publishing

Figure (1): The Study Conceptual Scheme
Source: Developed by the researcher based on the literature reviewed
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3.1.1.5. The Study Hypotheses
Awareness of the subject of the above study conceptual scheme, the effect,
and relationship between its central variables and their dimensions, the study

hypotheses can be obtained as follows:

Hi: There is a positive relationship between strategic planning and the
promotional process of the commercial banks in Erbil city.

Hy1: There is a positive relationship between bank’s mission and promotional
process.

H12: There is a positive relationship between bank’s vision and promotional process.
Hy3: There is a positive relationship between bank’s planning and promotional
process.

Hi4: There is a positive relationship between bank’s internal environment analysis
and promotional process.

Hys: There is a positive relationship between bank’s external environment analysis

and promotional process.

H2: There is a statistically significant effect the of strategic planning and the

promotional process of the commercial banks in Erbil city.

H2.1: There is a significant effect of the bank’s mission in the promotional process.
H2.2: There is a significant effect of the bank’s vision in the promotional process.

H2.3: There is a significant effect of the bank’s planning in promotional process.

H24: There is a significant effect of the bank’s internal environment analysis in
promotional process.

H2s: There is a statistically significant effect of the bank’s external environment

analysis in promotional process.

3.2. STUDY METHODOLOGY

This section aims to launch the methodology employed in this study, to reach
the study purpose that examines the role of strategic planning in the success of the
promotional process of the commercial banks operating in Erbil city. Subsequently,
the section maintains the study method, approach and design, sample selection and
sample size, measurement, data collection methods, data analysis and the boundaries

of the study.
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3.2.1. Method of the Study

This study comprises two types of methods; quantitative and qualitative
methods. While the quantitative method used in the study that questioning
respondent directly. However, according to (Hughes, 2011:34) a quantitative method
is useful when the researcher attempts to collect a numerical data and to examine
them. Also, it has constructed more of the original plans, and the data outcomes are
more willingly and more accessible to realize. Consequently, this explanation
specifies that quantitative method is calmer for examining numerical data than any
other method. Whereas, it shares a large size of data and figures. Therefore, a

conceivable method of this study is quantitative.

3.2.2. Approach and Design of the Study

To examine the role of strategic planning in the success of the promotional
process of the commercial banks operating in Erbil city, the study procedures are the
effect and relationship between the study variables, hence, study approach and design
as it facilities to designate. And launch the relations between the study variables, like
strategic planning and promotional process.

Although this approach procedure to data collect and analysis the relations
between study variables. Furthermore, this survey design was suitable for this study
since it allows collecting data and information for both independent and dependent
variables using questionnaire. Besides, this design allowed the researcher to combine
both qualitative and quantitative study methods. Then, the study approach services
the quantitative method.

3.2.3. The Population of the Study

The study target population is the twenty-four commercial banks operating
in Erbil city that had been given operational license by the Iragi central bank.
Accordingly, the commercial banks as this study population will examine since the
bank’s management characters have a significant influence on the strategic planning
as; bank’s mission statement, vision, planning, bank’s internal environment analysis,
and bank’s external environment analysis.

Consequently, bank’s senior directors, middle managers, and administrative
staffs are selected to reply the questionnaires, whereas senior directors and middle

managers have useful information on the strategic planning. However, the study
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population contained (36) commercial banks, that particular engaged study
population size, although, the study reviews to determine their director’s strategic
management styles and strategic plans. Therefore they can provide the required data
and information to sustenance the study determination and reply to its questionnaire
statements. So, the data successfully gathered from (24) banks out of the (36) it
means the response rate is (66.6%) that tells an ethical point of view for this study.

3.2.4. The Study Sampling

The study sampling procedure presented, besides, the sampling structure.
This sampling procedure aims to narrow down the study population so, to establish
an appropriate sample where the linked data required to contain the study purpose.
Yet, the data were taken from (24) commercial banks, mainly those services in
financial sector one year or more, then (134) questionnaires distributed to bank’s
managers. Who willingly accepted the invitation to contribute to the study over
replying to the questionnaires forms, that self-administered, hence the response rate
was (95.5%). Nevertheless, only six of the paper questionnaire forms were invalid
and except the sample size. Therefore, the total valid replies were (128) which

launches as the study sample. Appendix (3) show the study population and sampling.

3.2.,5. Data Collection Procedures
3.2.5.1. Primary Data
To scope the analytical features of the study variables, the researcher composed
the primary data and information through conducting this survey. However, to
functional this survey, a questionnaire scale was developed reliant on the previous
literature. Besides, the established questionnaire restrained as a critical study data
collection instrument, meanwhile this was precisely designed for this purpose and

succeeded to managers in the commercial banks operating in Erbil city.

3.2.5.2. Secondary Data
The secondary data is gathered by review available literature that related to
strategic planning and promotional processes, such as the various journals, research,

master thesis, and textbooks.
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3.2.5.3. Description of the Data Collection Instrument

As revealed in a Table below (1) this study employed a questionnaire to
collect data and designed in the literature reviewed, nevertheless the scale
comprising of the closed-ended type of questions. While, the closed-ended questions
meant to give accurate information besides, to measure views of commercial bank’s
managers towards strategic planning and promotional process. Hence, the
questionnaire separates into three parts, respectively. So, the first part includes five
demographic data questions, and other two parts comprise questions on strategic
planning and promotional process. However, the explanation of each part is revealed
in the Table below (1) that show the questionnaire Structure, likewise see Appendix

(1).
Table (1): The Questionnaire Structure

. No. of Scale
Variables Components Items | Symbol Sources
First: Gender, age, academic degree,
General position in the bank, and overall 5 N/A By the
Information job experience. researcher
Second: Mission 6 X1-X6
Strategic Vision 5 X7-X11 | Nouralddin,
Planning Planning 5 X12-X16 | (2008).
Internal Environment Analysis 6 X17-X22 | Poku, (2012).
External Environment Analysis 6 X23-X28
Third: Advertisement 5 Y1-Y5 | Trezia,
Promotional Personal Selling 5 Y6-Y10 | (2006)
Process Sales Promotion 5 Y11-Y15
Public Relations 5 Y15-Y20
Publishing 5 Y21-Y25
3.2.6. Scale

As shown in the Table (1) the questionnaire scale is separated into three parts.
First, the demographic information; gender, age, academic degree, position in the
bank, and overall job experience. Second, Strategic Planning Dimensions which have
(28) Questions, Symbolled Xi1-Xzs, that all adapted from Nouralddin, (2008) and
Poku, (2012) Questionnaires Third, promotional process, that has (25) Questions and
Symbolled Y1-Y25, while all adapted from Trezia, (2006) Questionnaire. Therefore,
all strategic planning and promotional process questions measure via applying a five-

point Likert Scale, which extends from:

Strongly Disagree Disagree Neutral Agree Strongly Agree

1 2 3 4 5
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3.2.7. Reliability and Validity of the Scale
3.2.7.1. The Reliability

According to (Plano and Creswell, 2015: 241) scale’s reliability means that
data from a data collection procedure are constant and reliable. Therefore, the scores
should be close the similar when researchers manage the instrument many times to
the same survey contributors. Though, it is critical that the instrument applied for
data collection would provide reliable data that would produce accurate and
consistent results after analyzing.

Consequently, the Cronbach’s Alpha values for all the strategic planning
indicators is (0.711>0.60), and values of its dimensions namely: mission, vision,
planning, internal environment analysis. And external environment analysis are
(0.706, 0.689, 0.705, 0.732, and 0.703) respectively, where all the values bigger than
0.60.

However, the Cronbach’s alpha value of promotional process indicators is
(0.721>0.60), while values for all its dimensions, i.e., advertisement, personal
selling, sales promotion, public relations, and publishing are (0.700, 0.721, 0.740,
0.712, and 0.697) respectively. Which showed a high level of reliability in the entire
set of items the total scores (0.729>0.60). Therefore, the instrument applied for data
collection could be restrained highly reliable as shown in a Table below (2).

Table (2): Reliability Test

Variables Cronbach's No. of N %
Alpha Items

Strategic Planning 0.711 28 128 100.0
Mission 0.706 6 128 100.0
Vision 0.689 5 128 100.0
Planning 0.705 5 128 100.0
Internal Environment Analysis 0.732 6 128 100.0
External Environment Analysis 0.703 6 128 100.0
Promotional Process 0.721 25 128 100.0
Advertisement 0.700 5 128 100.0
Personal Selling 0.721 5 128 100.0
Sales Promotion 0.740 5 128 100.0
Public Relations 0.712 5 128 100.0
Publishing 0.697 5 128 100.0

Overall 0.729 53 128 100.0
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3.2.7.2. The Scale Validity

The validity of the questionnaire scale tested through a range of ways.
Although, almost all of the questionnaire questions modified from linked research
and studies that previously concentrated checked, some questions are promoted.
Scale validity has been well-defined through the amount to which a test measures
what it claims to measure (Devellis, 1991:117).

However, (Gay, 1992:55) claims that the validity is another associated to the
reliability of the survey scale, but differs in that it is also measured on the
researcher's detecting and if the dependent variables vary because of the independent
variable and not sense of some other variable.

However, according to (Plano and Creswell, 2015: 241), the scale validity
means that the values from a survey instrument are truthful pointers of the variable
being measured and enable the researcher to draw good descriptions. Consequently,
the measures also necessity be continuous to make ultimate outcomes anywhere of
the study (Saunders et al., 2009:78). Therefore, the researcher established the validity
of the scale over shape it recognized and appraised by experts which are called
content validity, see the Appendix (2).

3.2.7.3. The Scale Internal Validity

As already mentioned in this study the independent variable is strategic
planning, while the dependent variable is a promotional process, both were measured
and controlled before entered into the data table. Therefore, regarding the
significance of correlations between dimensions of the variables, researchers
regularly test relationships and deliberate those producing a P-Value below (p<0.05)
to be significant. However, the Table (3) reveals the correlations between variables
and their dimensions, so, there are many relationships among scale items, while p-

value (p<0.05) less than the level of significant 0.05, as shown in the Table below.
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Table (3): The Internal Validity

=
1 33|22 ¢
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2 =
e go"e!aF'O” 1.000 [ 255" | .306™| .313"| .157| .263"| 447" | 240" .137| .103
o oefficient
é Sig. (2-tailed) .004 .000 .000 .077 .003 .000 .006 123 .245
=3 - : N
@ Vision Correlation 1.000| .209"| 200" | .068| .139| .302| .207"| .196"| .198"
=3 Coefficient
Sig. (2-tailed) .018| .001 448 118 .001 .001| .026| .025
Planning Correlation - - - - -
Coefficient 1.000 | .462 .307 3317 | .243 .273 112 | .046
Sig. (2-tailed) .000 .000 .000 .006 .002| .209| .607
Internal Correlation o . o - -
Environment  Coefficient 1.000 | .530 521 413 257 137 .319
Analysis Sig. (2-tailed) .000 .000 .000 .003| .122| .000
External Correlation . . . .
Environment  Coefficient 1.000 {630 313 217 071) 318
Analysis Sig. (2-tailed) .000 .000 .002| .427| .000
Advertisement Correlation o - N -
Coefficient 1.000 | .388 .340 209" | .355
Sig. (2-tailed) .000 .000| .018| .000
Personal Correlation - N -
Selling Coefficient 1.000 | .443 2167|256
Sig. (2-tailed) .000| .014| .004
Sales Correlation . .
Promotion Coefficient 1.000 430 211
Sig. (2-tailed) .000| .002
Public Correlation -
Relations Coefficient 1.000 .504
Sig. (2-tailed) .000
Publishing Correlation
Coefficient 1.000
Sig. (2-tailed)

**_Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
c. Listwise N = 128

3.2.8. Factor Analysis
Factor analysis is the components decrease process that appearances at
responses to various variables, their dimensions and analyses them into multifaceted
variables, identified as factors that make assessing. Thus, strategic planning has a
total of 28 items under five dimensions. Besides, the promotional process has a total
of 25 items, which is decidedly compound to take and relate the outcomes. Also, to
do the further valuation and examine easier the factor analysis test has been used and

is presented in the following subgroups.
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3.2.8.1. The KMO and Bartlett's Test for Strategic Planning
The Kaiser-Meyer-Olkin (KMO) is used to test the weight of factor analysis.
The higher scores are (between 0.5 and 1.0) specify that the factor analysis is
suitable. Consequently, values lower than 0.5 demonstrate that the factor analysis
may not be appropriate. The KMO measure of sample adequacy is (0.623) that
means offered high value and significant at (p0.000<0.05). Although, Bartlett’s test
of sphericity is (645.274) df (378). Therefore factor analysis is appropriate for

strategic planning. As revealed in a Table (4).

Table 4: The KMO and Bartlett's Test for the Strategic Planning

KMO and Bartlett’s Test
Strategic Planning
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.623
Bartlett's Test of Sphericity (Approx. Chi-Square) 645.274
Df 378
Sig. .000

3.2.8.2. Rotated Component Matrix for Strategic Planning
The rotated component matrix used; thus, the rotation is essential when
extraction technique proposes two or more factors. Accordingly, the rotation of
factors is considered to give information of how the factors principally extracted vary
from each other and to deliver a clear clarification of which component loads on
which factor. Though, the whole variable has the factor taking values the lower value
is 0.323, and the higher value is 0.833. See Table below (5).

42




Table 5: Rotated Component Matrix for Strategic Planning

Items Component
1 2 3 4 5 6 7

X4 .686

X3 .683

X6 .673

X2 .633

X1 .562

X5 473

X24 744

X20 Jq17

X25 .550

X19 .519

X27 773

X28 .687

X26 .561

X21 .648

X22 .580

X23 .393

X7 .833

X10 .759

X8 472

X11 .363

X9 .354

X17 742

X16 .638

X18 .323

X13 .873

X15 .728

X14 .658

X12 .605

Extraction Method: Principal Component Analysis.

3.2.8.3. Percentage of Eigenvalue and Variance Explanations for Strategic
Planning

The eigenvalue reserved as one, and as an outcome of conventional factor
analysis, seven factors of strategic planning determined. Consequently, the total
variance explained by these seven factors is (64.486%). Likewise, the percentage of
eigenvalue and variance clarifications of the determined factors for strategic planning
itemized under the columns two and three. Hence, the variance established at the end
of factor analysis. While the highest value is the stronger the factor creation of the
scale, as revealed in a Table (6)

Table 6: Percentage of Eigenvalue and Variance Explanations of the Determined Factors for
Strategic Planning

Factors Eigenvalues Variance Explanation% Cumulative%
1 4.630 14.951 14.951
2 3.776 13.485 28.436
3 2.669 9.533 37.969
4 2.627 9.380 47.349
5 2.059 7.353 54.702
6 1.378 4.922 59.624
7 1.361 4.862 64.486
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3.2.8.4. Strategic Planning Indicators and Factor Loads

As shown in the Tables (5 and 7), all seven factors of strategic planning are
positive. The first (A) factor included six items (Q4, 3, 6, 2, 1, and 5) and factor
loadings are (0.686, 0.683, 0.673, 0.633, 0.562, and 0.473) respectively, besides all
indicators have higher load on it. The second factor is covered four items (Q24, 20,
25, and 19) and factor loadings are (0.744, 0.717, 0.550, and 0.519) respectively.
Also, complete indicators have higher loadings on it. The third factor is cover three
items (Q27, 28, and 26) with factor loadings (0.773, 0.687, and 0.561) respectively,
then they have higher loadings on it.

The fourth factor included three items (Q21, 22 and 23) respectively,
besides their factor loadings are (0.648, 0.580, and 0.393). Though the fifth factor
included five items (7, 10, 8, 11, and 9) with factor loadings (0.833, 0.759, 0.472,
0.363, and 0.354) respectively, also all indicators have a higher load on it. The sixth
factor is contained 3 items (17, 16, and 18) with factor loadings (0.742, 0.638, and
0.323) respectively. Lastly, the factor seven contained (13, 15, 14, and 12) with
factor loads (0.873, 0.728, 0.658, and 0.605) respectively. However, all indicators
have a higher load on it.

Table 7: Strategic Planning Indicators and Factor Loads

Items Factor
Loads
A First Factor
Q4 | The bank formulated its mission to stimulate the employees’ work and creativity. .686
Q3 | There are shared values and beliefs that guide the bank and its staff. .683
Q6 | The bank's mission will serve as the general guide for the managers in taking the various .673
strategic decisions within the bank.
Q2 | There is a consensus on the primary businesses, first services that the bank should provide. .633

Q1 | The bank had an articulated and agreed upon purpose (a statement that describes the ultimate .562
result of the commercial bank working to achieve.

Q5 | Bank's mission can be transformed into explicit plans, programs, and mechanisms. 473

A Second Factor

Q24 | The external analysis identifies the challenges and risks that may be exposed to the bank and 744
work to avoid them.

Q20 | Internal analysis clarifies the position of the bank compared to other banks. g7
Q25 | External analysis services in analyzing trends of clients. .550
Q19 | The internal analysis helps the bank management to use the material resources available to 519

implement the bank plan.

A Third Factor

Q27 | The bank's external environment analysis assistance in determining the types and quantities 773
of resources that the bank can obtain.

Q28 | External analysis increases the bank's ability to adapt to the environmental changes. .687

Q26 | External analysis helps the bank's management to achieve the objectives that customers are .561
demanding.
A Fourth Factor

Q21 | Internal analysis contributes to the development of a vision for the future of the bank by .648
revealing the reality and potential of the bank and its available resources.

Q22 | Internal analysis helps the bank management to distribute the tasks among the employees .580

44



according to their abilities and potentials.

Q23 | The bank's external environment analysis helps identify opportunities and invest them if .393
possible.
A Fifth Factor
Q7 | Thereis clear and agreed upon vision of what the bank is trying to accomplish and what it .833
will take to make the vision happen.
Q10 | The bank’s vision directs its choice of banking activities and events. .759
Q8 | The bank's vision for development and change during work contributes to achieving the 472
bank's strategic objectives.
Q11 | The bank's vision will help in achieving the bank's strategic objectives and determine the role .363
played by the bank in the future.
Q9 | The bank's vision delivers a competitive advantage through which to excel in other banks. .354
A Sixth Factor
Q17 | The internal analysis helps identify the bank's strengths and weaknesses. 742
Q16 | There is an agreement on overall significant strategies that the bank uses for the allocation of .638
resources. (Strategies are priority responses that a commercial bank will use to accomplish
its purpose best.)
Q18 | The internal analysis helps the bank management to benefit from its human capital. .323
A Seventh Factor
Q13 | Athree to five-year strategic plan is in place, the plan is reviewed yearly and modified as .873
needed to reflect trends in the environment, current, and future client needs, and the bank’s
capacity to meet those needs.
Q15 | There is a written annual operational plan that includes timelines and identification of who is 728
responsible for which outcomes or activities.
Q14 | There is an annual process to set program goals and budget. .658
Q12 | There are shared and explicit values and beliefs which serve as the foundation on which the .605

organization and its members do their work.

3.2.8.5. The KMO and Bartlett's Test for Promotional Process
The Table (8) demonstrates the Kaiser-Meyer-Olkin (KMO) measure of

sample adequacy is used to exam the relevance of factor analysis. The KMO test

result is (0.622) accordingly, that means promotional process provided high value
and significant at (p0.000<0.05). Although Bartlett’s test of sphericity is (544.944) df
(300), hence factor analysis is proper for promotional process.

Table 8: The KMO and Bartlett's Test of the Promotional Process

KMO and Bartlett’s Test
Promotional Process
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 622
Bartlett's Test of Sphericity (Approx. Chi-Square) 544.944
Df 300
Sig. .000

3.2.8.6. Rotated Component Matrix for Promotional Process

As summarized in a Table (9) the rotated component matrix also used for the

promotional process. So, the rotation is vital when extraction technique proposes two

or more factors. Consequently, the rotation of factors is considered to give
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information of how the factors mainly extracted vary from each other and to deliver a
clear clarification of which component loads on which factor. Though, the whole
variable has the factor taking values the lower value is 0.444, and the higher value is
0.828.

Table 9: Rotated Component Matrix for Promotional Process

Items Component

1 2 3 4 5 6 7

Y20 .716

Y21 .686

Y22 .586

Y19 579

Y17 .562

Y23 469

Y18 458

Y7 126

Y6 .659

Y5 .654

Y4 444

Y14 705

Y13 .629

Y15 .602

Y16 459

Y3 .730

Y2 728

Y8 A74

Y10 .621

Y9 .506

Y1 .800

Y24 515

Y11 .828

Y12 .823

Y25 727

Extraction Method: Principal Component Analysis.

3.2.8.7. Percentage of Eigenvalue and Variance Explanations for the
Promotional Process

As revealed in a Table (10) the eigenvalue is earmarked as one, as an
outcome of constant factor analysis, seven factors are determined. So, the total
variance explained by these seven factors is (60.36%). However, the percentage of
eigenvalue and variance explanations of the determined factors for the promotional
process itemized under the columns (2 and 3). Hence, the variance established at the
end of factor analysis although the highest value is the stronger the factor creation of

the scale.
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Table 10: Percentage of Eigenvalue and Variance Explanations of the Determined Factors for
the Promotional Process

factors eigenvalues variance explanation%o Cumulative%
1 3.345 13.378 13.378
2 3.344 13.375 26.754
3 2.249 8.997 35.751
4 1.822 7.289 43.040
5 1.639 6.556 49.596
6 1.382 5.527 55.123
7 1.309 5.237 60.360

3.2.8.8. Promotional Process Indicators and Factor Loads

The Tables (9), and below (11), revealed that also all seven factors of the
promotional process are positive. The (B) first factor included seven items (Q20, 21,
22,19, 17, 23, and 18), besides factor loadings are (0.716, 0.686, 0.586, 0.579, 0.562,
0.469, and 0.458) respectively, whereas all indicators have higher load on it. The
second factor covered four items (Q7, 6, 5, and 4) and factor loadings are (0.726,
0.659, 0.654, and 0.444) respectively, the whole also indicators have higher loadings
on it. The third factor is cover four items (Q14, 13, 15, and 16) with factor loadings
(0.705, 0.629, 0.602, and 0.459) respectively, then they have higher loadings on it.

The fourth factor included two items (Q3 and 2) respectively, besides their
factor loadings are (0.730 and 0.728). Though the fifth factor included three items (8,
10, and 9) with factor loadings (0.774, 0.621, and 0.506) respectively, likewise all
indicators have a higher load on it. The sixth factor is contained two items (Q1, and
24) with factor loadings (0.800, and 0.515) respectively. Lastly, the factor seven
contained three items as (Q11, 12, and 25) with factor loadings (0.82, 0.823, and

0.727) respectively. Still, all indicators have a higher load on it.

Table 11: Promotional Process Indicators and Factor Loads

Items | B First Factor Factor
Loads
Q20 | The bank is keen to evaluate the opinions and suggestions of all its employees regarding the 716
problems of work and ways of developing it.
Q21 | The bank's management believes that the publishing works to expand the circle of 686
knowledge and the nature of services provided to its clients.
Q22 | The use of the internet as a promotional tool has a significant impact on increasing the .586
bank’s profits.
Q19 | The bank contributes to awareness and education campaigns that contribute to protecting 579
citizens from some financial risk and improving their financial situation.
Q17 | The bank will attempt to respond to the inquiries or proposals of the parties to which it 562
relates (suppliers, contributors, investors) and to put the useful ones into practice.
Q23 | The bank's management is keen to formulate a publication program that reflects the 469
expansions that are being carried out and what it intends to do in the future.
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Q18 | The bank is characterized by positive relations between its employees in a way that makes 458
them work in a team spirit.
B Second Factor

Q7 | There are specialized teams in the field of promotion to carry out emergency and 726
challenging tasks.

Q6 | The banking service providers are quick to respond to client requirements. .659

Q5 | The use of modern technology contributes to raising the efficiency of promotional 654
advertising design.

Q4 | The bank will allocate appropriate amounts for its advertising within its promotional 444
budget.
B Third Factor

Q14 | The bank's analysis of the trends of the competing banks strengthens its position in the 705
market.

Q13 | The bank offers some free banking services to specific social groups such as the families’ .629
financial assistance.

Q15 | Sales promotion tools contribute to building a right image of the bank. 602

Q16 | The bank’s employees will endeavor to consolidate and enhance the bank's reputation in 459
the minds of the entire community.
B Fourth Factor

Q3 | The bank's management focuses on all the necessary information about its offers, in .730
addition to instruction how to benefit from its services.

Q2 | The advertisement of the bank is a significant tool in promoting its banking services. 728
B Fifth Factor

Q8 | Personal banking service providers important moral support to the clients. 774

Q10 | The availability of qualified human resources stands in front of the success of promotional 621
campaigns.

Q9 The bank is characterized by providing all the service requirements. 506
B Sixth Factor

Q1 The bank’s advertisements are bright and attractive. .800

Q24 | The bank contributes to the issuance of detailed articles that reflect the quality of the 515
banking services it provides and the equipment used in its operations.
B Seventh Factor

Q11 | The bank will provide souvenir gifts to the customer such as (unique calendar for the bank .828
or some kinds of advertisements).

Q12 | The bank is keen to provide a particular percentage discount when the purchase of the .823
service is repeated to enhance client loyalty.

Q25 | The bank seeks to hold banking conferences that contribute to the introduction of advanced 727

banking equipment

3.2.9. Data Analysis

statistical tests are applied to exam the formulated study hypotheses. The scale
reliability is tested by using the Cronbach’s alpha index. Besides factor analysis also

applied to establish the underlying analysts of bank’s manager views toward strategic

Regarding the analysis of the data, the parametric and un-parametric

planning and the promotional process.

to describe the variable's dimensions significantly, however, correlation coefficient
examine used to specify the significant relationships among variables. Hence, the

Spearman correlation coefficient is applied when two variables and their scopes are

Although the descriptive statistics is valued for the several variables as well

linked.
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Accordingly, multiple linear regression (enter method) and simple regression
analysis are used to perceive the statistical significance of the planned model and
then to rank the significance of the frequent parameters comprise in the model.
Besides, to simplify the impact of the strategic planning in the promotional process,
while the procedures are done by observing the impact of some particular variables.
The SPSS V-24 software is employed for analysis, and the outcomes are revealed in

tables and figures.

3.2.10. The Study Limitations

The commercial bank’s senior managers, middle managers, and
administrative staffs were very reasonable with the related information to the study
purpose and fearing outflow of crucial information to competitors. Since the
researcher targeted managers of the bank’s, there was a kind of penchant for
information offered as they tried to reply positively to all the study questionnaire
statements.

Likewise, time limitations detailed in the period of the study necessities to the
commercial banks in Erbil city, which strong-minded by initial visits to the banks, to
establish the study substances and questioning the managers to maintain their
opinions and proposals on the study purpose and distributing the questionnaires, then
obtaining them back.

Nevertheless, the researcher does not claim excellence as confronted with
other limitations inherent in the survey design implemented, besides, the human

limitations that comprise human limits to look at the commercial bank’s managers.

3.3. ANALYSIS AND FINDINGS

3.3.1. The Study Demographic Data

In this study, the demographic data is collected and explained to provide a
compact image of the study sampling. Consequently, the subsequent demographic
data are collected; gender, age, academic degree, position in the bank and overall job
experience from managers of the commercial banks operating in Erbil city. So, to
determine the sampling demographic variables besides to obtain more information on

the study sampling as shown in the tables below.
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As revealed in a Table (12) the commercial bank’s male managers who willingly
participated in this survey came at the rate 53.1% of the overall sample, or (68)
individuals, while, bank’s female managers came at the rate 46.9% or (60) female

contributors.

Table 12: Gender Frequencies

Cumulative
IGender Frequency Percent Valid Percent Percent
Valid Male 68 53.1 53.1 53.1
Female 60 46.9 46.9 100.0
Total 128 100.0 100.0

Consequently, from the Table below (13), the percentage and frequency of
contributors age groups, 40.6% or (52) individuals are aged between 21-30 years old.
While 38.3% or (49) survey contributors are aged 31-40. 18% or (23) individuals of
the total survey sample are aged 41 to 50. Finally, the managers who aged between
21-30 years old, participated in this survey came at last 3.1% or (4) managers only.

Thus, it is specified that most commercial bank’s managers in Erbil are young and in

middle ages.
Table 13: Age Groups
Cumulative
Age Groups Frequency Percent Valid Percent Percent
Valid 21-30 52 40.6 40.6 40.6
31-40 49 38.3 38.3 78.9
41-50 23 18.0 18.0 96.9
51-60 4 3.1 3.1 100.0
Total 128 100.0 100.0

The Table (14) reveals that the percentage and frequency of the survey
contributors’ academic degree, 79.7% or (102) individuals are bachelor degree
holders, where 13.3% or (15) contributors in commercial banks hold higher diploma
degrees. Also, the master degrees came at 7%. Thus, it means whole commercial

bank’s managers who participated in this survey were university certificates holders.
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Table 14: Frequencies of the Academic Degree
Cumulative
Academic Degrees Frequency | Percent | Valid Percent Percent
Valid Bachelor 102 79.7 79.7 79.7
Higher Diploma 17 13.3 13.3 93.0
Master 9 7.0 7.0 100.0
Total 128 100.0 100.0

It can be seen in a Table (15), that the percentage and frequency of the
contributors’ management position, most managers who participated were in the
administrative staffs’ position at a rate of 49.2% or (63) individuals. More, 41.4% or
(53) of the overall study sample were middle managers. Although senior managers
came at a rate of 9.4% or (12) managers.

Table 15: Frequencies of the Management Position

Cumulative
Frequency [ Percent | Valid Percent Percent
Valid Senior Manager 12 9.4 9.4 94

Middle Manager 53 41.4 41.4 50.8
Administrative

63 49.2 49.2 100.0
staff
Total 128 100.0 100.0

From the Table below (16), we can see that most commercial bank’s
managers who participated in the study their overall job experience are between 11-
15 years, at the rate of 29.7%, or (38) individuals of the total sample. Besides, less
than Syears came at the rate of 28.1% or (36) contributors. Still, 27.3% or (35)
individuals’ job experienced was between 5-10 years. Moreover, 14.8% or (19)
managers of whole study sample experienced between 16-20 years.

Table 16: Frequencies of the Overall Job Experience

Cumulative
|Overall Job Experience Frequency | Percent | Valid Percent Percent
Valid Less than 5Syears 36 28.1 28.1 28.1
5-10 35 27.3 27.3 55.5
11-15 38 29.7 29.7 85.2
16-20 19 14.8 14.8 100.0
Total 128 100.0 100.0
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3.3.2. Descriptive Statistics

The aim of this section is to exams the study variables; therefore, these
qualified-on survey contributors’ responses to rate the significance of the strategic
planning dimensions namely (mission, vision, planning, internal environment
analysis, and external environment analysis) and the promotional process that
included (advertisement, personal selling, sales promotion, public relations, and
publishing) that on five-point Likert Scale. So, a descriptive statistic applied to
quantitatively explains the significant dimensions of the variables through using

mean, standard deviations, and rate of agreement.

3.3.2.1. Study Descriptive Statistics

Strategic Planning

As the results revealed in a Table below (17) mean and standard deviation’s
values of the strategic planning are (3.56 and 0.355) respectively. The rate of
agreement is 71.2% of the overall survey sample. Consequently, it means that the
managers agree on the significance of the strategic planning for commercial banks at
a reasonable rate of agreement.

Consequently, the mean and standard deviation score of bank's mission
is (3.502, and 0.509) respectively, although 70.04% of the whole managers’
replies stated that the bank's mission is significant. So, the results approve that Xs
riches the bank's mission as the first dimension of the strategic planning of the
commercial banks “The bank's mission will serve as the general guide for the
managers in taking the various strategic decisions within the bank.” However, the
smallest frequent compared to others is X3z “There are shared values and beliefs that
guide the bank and its staff. As the results shown in a Table (17) mean and
standard deviation values for bank’s vision are (3.548, and 0.547) respectively,
while 70.96% of the total answers clarified that bank’s vision as a dimension of
the strategic planning is significance. However, the result of bank’s vision states
that Xgand Xg riches this dimension “The bank's vision for development and change
during work contributes to achieving the bank's strategic objectives.” “The bank's
vision delivers a competitive advantage through which to excel in other banks.”
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Table 17: Result of Descriptive Statistics of the Strategic Planning

g2 ) z 2
o £s| B B 2)23) < | %,| %z
oo N 1 §E| §) 2| 8|82 g | zE| &%
3 3 S
1 2 3 4 5 -
X1 128 5 - 40 61 22 3.82 0.704 76.4
X2 128 8 2 41 63 14 3.70 0.668 74
X3 128 - - 58 55 15 3.66 0.679 73.2
X4 128 - - 51 56 21 3.77 0.715 75.4
X5 128 - 1 50 55 22 3.77 0.737 75.4
X6 128 - - 39 61 28 3.91 0.721 78.2
Mission 3.502 0.509 70.04%
X7 128 - - 42 72 14 3.78 0.627 75.6
X8 128 - 1 44 62 21 3.80 0.711 76
X9 128 - - 44 66 18 3.80 0.668 76
X10 128 - - 49 58 21 3.78 0.709 75.6
X11 128 - 2 49 59 18 3.73 0.718 74.6
Vision 3.548 0.547 70.96%
X12 128 - - 51 65 12 3.70 .634 74
X13 128 1 2 47 63 15 3.74 .655 74.8
X14 128 2 - 51 55 20 3.74 713 74.8
X15 128 - 2 59 53 14 3.62 .700 724
X16 128 - 1 43 62 22 3.82 715 76.4
Planning 3.492 0.510 69.84%
X17 128 2 1 53 60 11 3.63 0.651 72.6
X18 128 - - 44 59 25 3.85 0.722 77
X19 128 - - 56 60 12 3.66 0.645 73.2
X20 128 3 2 48 59 15 3.75 0.664 75
X21 128 - - 34 68 26 3.94 0.684 78.8
X22 128 - - 44 65 19 3.80 0.676 76
Internal Environment Analysis 3.573 0.503 71.46%
X23 128 7 - 30 71 20 3.87 0.657 77.4
X24 128 - - 33 66 29 3.97 0.698 79.4
X25 128 3 1 33 57 34 3.98 0.742 79.6
X26 128 - 1 43 59 25 3.84 0.736 76.8
X27 128 4 5 37 55 28 3.90 0.730 78
X28 128 - 1 47 61 19 3.77 0.704 75.4
External Environment Analysis 3.705 0.6027 74.1%
Strategic Planning 3.560 0.3553 71.2%

“Rate of agreement =

Mean*100

5 (Five-point Likert Scale)

From the Table above (17) the mean and standard deviation values of

bank's planning are (3.492, and 0.510) respectively, yet 69.84% of the entire

managers’ responses stated that the bank's planning is vital. Subsequently, the

results approve that Xie riches the bank is planning “There is an agreement on

overall major strategies that the bank uses for the allocation of resources. (Strategies

are priority responses that a commercial bank will use to accomplish its purpose

best.)” But the smallest frequent compared to others is Xis “There is a written annual
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operational plan that includes timelines and identification of who is responsible for
which outcomes or activities.

As the outcomes revealed in a Table (17) mean and standard deviation
values for bank’s internal environment analysis are (3.573, and 0.503)
respectively, whereas 71.46% of the total answers clarified that bank’s internal
environment analysis as a dimension of the strategic planning is significance.

Though, the outcome reveals that Xz1 riches this dimension “Internal
analysis contributes to the development of a vision for the future of the bank by
revealing the reality and potential of the bank and its available resources.”
Nevertheless, the smallest frequent compared to others is X17, where the values of the
mean and standard deviation are (3.63, and 0.651) respectively. The rate of
agreement is 72.6%.

Lastly, the mean and standard deviation score of the bank's external
environment analysis is (3.705, and 0.602) respectively, while 74.1% of the
whole managers’ replies stated that the bank's external environment analysis is
significant. Besides, the results clarified that strategic planning’s external
environment analysis with a rate of 74.1% riches the highest rate among other

four dimensions.

The Promotional Process

The Table below (18) clarified that the descriptive statistics outcomes mean
and standard deviation values of the promotional process as the study dependent
variable are (3.550, and 0.382) respectively. So, it means that 71% of the general
responses specified that the promotional process of the commercial banks is
significance.

From the same Table (18) the mean and deviation values of
advertisement as a first dimension of the promotional process are (3.462, and
0.564) respectively, whereas 69.24% of the managers’ responses revealed that
advertisement as a promotion tool is significant. Then the results recommend that
Y3 riches the advertisement “The bank's management focus on all the necessary
information about its offers, in addition to instruction how to benefit from its
services.” However, the smallest frequent compared to others is Ys “The use of
modern technology contributes to raising the efficiency of promotional advertising

design.” At the rate of agreement 73.2%.
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Consequently, the mean and deviation values personal selling as a
second dimension of the promotional process are (3.381, and 0.557) respectively,
although 67.62% of the overall survey sample, stated that personal selling is
essential too. Yg riches personal selling “Personal banking service providers

important moral support to the clients.” At the rate of agreement 67.62%

Table 18: Result of Descriptive Statistics of the Promotional Process

U w o 9}
No. of g5 | £| E| Z|Z&53| 2 | 2. &=
items N Q3 = 5 3| 23 > e 8=
2= | 3 = N 2 = 5 =
=] =]
1 2 3 4 5 ~
Y1 128 - - 46 63 19 3.76 0.696 75.2
Y2 128 4 3 40 62 19 3.79 0.683 75.8
Y3 128 - 1 37 63 27 3.91 0.726 78.2
X4 128 - 3 48 65 12 3.67 0.677 73.4
Y5 128 - 2 50 65 11 3.66 0.655 73.2
Advertisement 3.462 0.564 69.24%
Y6 128 1 55 58 14 3.66 0.679 73.2
Y7 128 6 4 40 68 10 3.68 0.627 73.6
Y8 128 - 1 48 62 17 3.74 0.690 74.8
Y9 128 - - 51 65 12 3.70 0.634 74
Y10 128 - - 52 66 10 3.67 0.616 73.4
Personal Selling 3.381 0.557 67.62%
Y11 122 - - 46 56 26 3.84 0.736 76.8
Y12 122 - 2 50 61 15 3.70 0.694 74
Y13 122 - 1 39 69 19 3.83 0.677 76.6
Y14 122 - - 43 67 18 3.80 0.665 76
Y15 122 - - 52 54 22 3.77 0.726 75.4
Sales Promotion 3.478 0.559 69.56%
Y16 128 - 2 45 62 19 3.77 0.715 75.4
Y17 128 - 38 64 26 3.91 0.704 78.2
Y18 128 2 1 36 59 30 3.92 0.749 78.4
Y19 128 - - 28 68 32 4.03 0.687 80.6
Y20 128 - - 43 59 26 3.87 0.725 77.4
Public Relations 3.671 0.591 73.42%
Y21 128 - 1 28 65 34 4.03 0.720 80.6
Y22 128 3 1 30 67 27 3.94 0.707 78.8
Y23 128 - - 33 61 43 4.01 0.726 80.2
Y24 128 5 2 38 58 25 3.83 0.754 76.6
Y25 128 - 1 39 59 29 3.91 0.747 78.2
Publishing 3.759 0.572 75.18%
Promotional Process 3.550 0.382 71%

As the outcomes revealed in a Table above (18) the mean and deviation
values of the sales promotion are (3.478, and 0.559) respectively, though 69.56%
of the total survey sample indicated that sales promotion is significant.

Nevertheless, Y11 riches this dimension “The bank will provide souvenir gifts to the

55




customer such as (special calendar for the bank or some kinds of advertisements).”
At the rate of agreement 69.56%.

From the Table above (18) the mean and standard deviation values of
public relations are (3.671, and 0.591) respectively, yet 73.42% of the entire
managers’ responses stated that the bank's public relations are significant.

Subsequently, the results approve that Y19 riches the bank's public relations
“The bank contributes to awareness and education campaigns that contribute to
protecting citizens from some financial risk and improving their financial situation.”
However, the smallest frequent compared to others is Yis “The bank’s employees
will endeavor to consolidate and enhance the bank's reputation in the minds of the
entire community.”

As the outcomes revealed in a Table above, mean and standard
deviation values for publishing as the promotional process are (3.759, and 0.572)
respectively. However, 75.18% of the total answers clarified that publishing is

significance.

3.3.2.2. ANOVA Test

The ANOVA test applied to clarify if there is a significant variance
between survey sample replies, with demographic data (gender, age, academic
degree, management position, and overall job experience).

The ANOVA test outcomes explain that for all demographic data in
regards the strategic planning (Sig>0.05), consequently, there isn’t variance in
the values among male and female managers, while, F (1.983; Sig0.162>
0.05). However, for age groups F (1.468; Sig0.226>0.05), where academic
degree F (0.571; Sig0.566>0.05), management position, and overall job
experience F (1.220, and 0.336; Sig0.299> 0.05, and Sig0.800>0.05)
respectively. Therefore, there isn’t variance in the values between them. As
revealed in the Table below (19).
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Table 19: ANOVA Test Results According to the Demographic Data for Strategic Planning

Sum of Mean
Strategic Planning Squares DF Square F Sig.
By Gender
Between Groups .248 1 .248 1.983 162
Within Groups 15.785 126 125
Total 16.033 127
By Age Groups
Between Groups .550 3 183 1.468 226
Within Groups 15.483 124 125
Total 16.033 127
By Academic Degree
Between Groups 145 2 .073 571 .566
Within Groups 15.888 125 127
Total 16.033 127
By Management Position
Between Groups .307 2 153 1.220 299
Within Groups 15.726 125 126
Total 16.033 127
By Overall Job Experience
Between Groups 129 3 .043 .336 .800
Within Groups 15.904 124 128
Total 16.033 127

The ANOVA Test outcomes demonstrate that for all demographic data
in regards the promotional process (Sig>0.05), hence, there isn’t variance in
the values between male and female managers, F (1.448; Sig0.231> 0.05),
while, for other groups (Sig>0.05). Moreover, for other groups such as (age
groups, academic degree, management position, and overall job experience)
respectively, there isn’t a variance in the values among them, (Sig0.996>0.05,
Sig0.221>0.05, Sig0.270>0.05, and Sig0.987>0.05) respectively, While, F
(0.220, 1.530, 1.322, and 0.046) respectively
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Table 20: ANOVA Test Results According to the Demographic Data for Promotional Process

Sum of Mean
Promotional Process Squares DF Square Sig.
By Gender
Between Groups 212 1 212 1.448 231
Within Groups 18.414 126 146
Total 18.626 127
By Age Groups
Between Groups .009 3 .003 220 .996
Within Groups 18.616 124 150
Total 18.626 127
By Academic Degree
Between Groups 445 2 222 1.530 221
Within Groups 18.181 125 .145
Total 18.626 127
By Management Position
Between Groups .386 2 193 1.322 270
Within Groups 18.240 125 146
Total 18.626 127
By Overall Job Experience
Between Groups .021 3 .007 .046 .987
Within Groups 18.605 124 150
Total 18.626 127

3.3.3. Correlation Matrix Between Variables

As it is shown in a Table (21) the correlation coefficient highlighted that there

is a significant correlation among the independent variable that strategic planning

and the promotional process dependent variable, and specified a positive and
significant relationship while (R=0.597, Sig0.000<0.05). Therefore, the hypothesis

(H1) accepted.
Table 21: Correlation of Strategic Planning and the Promotional Process
Strategic | Promotional
Planning Process
Spearman's Strategic Planning Correlation Coefficient 1.000 597"
rho Sig. (2-tailed) : .000
N 128 128
Promotional Correlation Coefficient 597 1.000
Process Sig. (2-tailed) .000 :
N 128 128

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

However, it is revealed from the correlation coefficient matrix that there are

positive and significant correlations between strategic planning dimensions namely;

mission, vision, planning, internal environment analysis, external environment
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analysis and the promotional process dependent variable through (r=0.326, 0.340,
0.312, 0.479 and 0.475) respectively.

Therefore, all strategic planning dimensions have positive correlations with
the promotional process, where (Sig0.000<0.05). Moreover, the Table below (22)
indicates that internal and external environment analysis reached the strongest
positive relationship with the promotional process. Thus, the hypotheses (H1.1, Hio2,

Hu3, Hi4, and Has) are accepted.

Table 22: Correlation of Strategic Planning Dimensions and the Promotional Process

> ] o
= < |2 5233278
2 @, 3 >S5 2 |358 |83
s 8 |2 £33 k2388
e 237|837 %3
© Mission Corre!a‘gion 396"
S Coefficient -
§ Vision ?:fr.rgf;?c::}d) =
w Kk
gr Coefficient 340
Sig. (2-tailed) .000
Planning Corre!a;ion 312"
Coefficient '
Sig. (2-tailed) .000
Inte_rnal Corre!a@ion 479"
Environment Coefficient '
Analysis Sig. (2-tailed) .000
Exte_rnal Corre!a’gion 475"
Environment Coefficient '
Analysis Sig. (2-tailed) .000
Promotional Corre!a’gion 1.000
Process Coefficient '
Sig. (2-tailed)

**_Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
c. Listwise N = 128

3.3.4. Regression Analysis of the Variables

As revealed in the Table (23) this study tested a multiple linear regression
with an aim to exam the effect of the strategic planning and its dimensions in the
promotional process. So, the strategic planning dimensions as the independent's
variables represent (0.446) of the promotional process as defined through the R?

Square. Hence, this identifies that mission, vision, planning, internal environment
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analysis, and external environment analysis perceives for 44.6% of the commercial
bank's strategic planning.

As showed in a Table (24) the F-Test of significance also tested to decide on
the model’s significance, although p-value is (Sig 0.000<0.05), so, the F-Test
measured is (54.394), and DF (1, 127), which describes that the model is significant.
Consequently, the model has it been statistical significance in estimating how
strategic planning and its dimensions’ effects in the promotional process of the

commercial banks operating in Erbil city.

Table 23: Regression Analysis (Model Summary)

Std. The error of
Model R R Square Adjusted R Square the Estimate
1 5492 446 .396 32132
a. Predictors: (Constant), Strategic Planning
b. Dependent Variable: The Promotional Process
Table 24: F-Test of Significance Analysis
Sum of
Model Squares df Mean Square F Sig.
1 Regression 5.616 1 5.616 54.394 .000b
Total 18.626 127

a. Dependent Variable: Strategic Planning
b. Predictors: (Constant), The Promotional Process

Nevertheless, as the regression coefficient of independent variables presented
in a Table (25) specifies that there are significant effects of strategic planning and its
dimensions namely; mission, vision, planning, internal environment analysis, and
external environment analysis in the promotional process, as indicated by the
coefficients (0.549, 0.314, 0.283, 0.294, 0. 438 and 0.458) respectively. While the p-
values (0.000, 0.000, 0.001, 0.001, 0.000 and 0.000<0.05) respectively, besides as
revealed the t-test values are (7.375, 3.708, 3.308, 3.458, 5.471, and 5.784)
respectively.

Further, regards the multi-collinearity test, if VIF value less than 5 and
tolerance value is above 0.1, it means that it isn’t multi-collinearity between
independent variables. While, the tolerance and VIF values for strategic planning
(1.000 and 1.000) respectively, besides the same values (1.000 and 1.000)
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respectively, for each of mission, vision, planning, internal environment analysis, and

external environment analysis. Which is VIF<5 and tolerance value > 0.1, therefore,

the hypotheses (H2, Hz.1, H2.2, H2.3 H2.4, and Hz5) could be accepted.

Table 25: Regression Coefficients

Unstandardized | Standardized Collinearity
Coefficients Coefficients Statistics
Std.
Model B Error Beta T Sig. | Tolerance | VIF
1 (Constant) 1444 | 287 5.029 | .000
Strategic Planning 592 | .080 549 7375 | 000 | 1.000 |1.000
Mission .236 .064 314 3.708 .000 1.000 1.000
Vision .198 .060 .283 3.308 .001 1.000 1.000
Planning 221 .064 .294 3.458 .001 1.000 1.000
Internal Environment .333 .061 438 5471 .000 1.000 1.000
Analysis
External Environment 291 .050 458 5.784 .000 1.000 1.000
Analysis

a. Dependent Variable: Promotional Process

Furthermore, the normality test used, and the result revealed that there is

normality distribution in study contributions answers regards the effects of strategic

planning and its dimensions in the promotional process. See Figure below (2).

Additionally, the Figure (3) shows the linearity test and the results indicate that

there is linearity relationship between strategic planning and the promotional process.
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Figure 3: Linearity Test Result
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3.3.5. The Result of Hypotheses Testing

As shown in the Table below (26) the results reviewed of the scheduled

hypotheses that all the hypotheses in regards to relationships between the strategic

planning and its dimensions namely; mission, vision, planning, internal environment

analysis, and external environment analysis with the promotional process and the

effects of independent variables on dependent variable are accepted.

Table 26: Result of Hypotheses

Hypotheses Result

Hi There is a positive relationship between strategic planning and the ~ Accepted
promotional process of the commercial banks in Erbil city.

Hii There is a positive relationship between bank’s mission and ~ Accepted
promotional process.

Hi There is a positive relationship between bank’s vision and ~ Accepted
promotional process.

His There is a positive relationship between bank’s planning and  Accepted
promotional process.

Hi4 There is a positive relationship between bank’s internal ~ Accepted
environment analysis and promotional process.

His There is a positive relationship between bank’s external  Accepted
environment analysis and promotional process.

H, There is a statistically significant effect the of strategic planningand ~ Accepted
the promotional process of the commercial banks in Erbil city.

H.1  There is a significant effect of the bank’s mission in the promotional =~ Accepted
process.

H,,  There is a significant effect of the bank’s vision in the promotional Accepted
process.

H,s  There is a significant effect of the bank’s planning in promotional Accepted
process.

H.,  There is a significant effect on the bank’s internal environment Accepted
analysis in promotional process.

H.s There is a statistically significant effect of the bank’s external Accepted

environment analysis in promotional process.
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CONCLUSIONS AND RECOMMENDATION

1. Conclusions
This study is carried out to examine the role of strategic planning on the
success of the promotional process. Subsequently, to comprehend the study purpose,
the researcher examined the relationship between strategic planning and the
promotional process by taking signs from a survey sample of the commercial banks
in Erbil. Thus, the researcher absorbed the effect of strategic planning in this

relationship.

Based on the findings of descriptive statistics, that it can be predicted the
strategic planning and its dimensions exercises significant impacts on the
promotional process according to the survey sample’s viewpoints, accordingly, there
are reasonable levels of strategic planning and the promotional process in surveyed
banks in Erbil. Likewise, the outcomes clarified that strategic planning’s external
environment analysis with a rate of 74.1% riches the highest rate among other four
dimensions, however, 75.18% of the total answers simplified that publishing is

significance and riches the promotional process.

The Anova Test displayed that there aren’t significant variances among
respondents’ replies toward strategic planning and the promotional process,
according to survey sample’s characteristics.

Though the findings also revealed that positive and significant relationship
occurs between strategic planning and the promotional process besides, bank’s
internal and external environment analyses reached the most substantial positive
relationship with the promotional process.

Additionally, the results of regression analysis established that statistically,
the strategic planning affects the promotional process, However, bank’s internal and
external environment analyses have the most substantial effect on the promotional

process.
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2. Recommendations

For the commercial banks in Erbil to have effective strategic planning, the
promotional process, as well as banking services growth, and constancy, managers

should practice effective strategic planning and its dimensions as mission,
vision, planning, internal environment analysis, and external environment analysis,
that will approve the success of the promotional process.

Thus, it is important to practice effective strategic planning and keep high
levels of its dimensions, accordingly, the researcher recommends that the
management of commercial banks should employ less individual ways of setting
goals, banks also take efforts to bring all employees to present new ideas to the
success of the promotional process. However, increasing attention in the search for
some new ways to achieve the success of the promotional process.

The surveyed commercial banks, should increase and implement the strategic
planning’s internal and external environment analysis, based on their significant
properties on banking plans and the promotional process. Besides accurately
encourage staffs to involve in targets setting, share information and work more freely
to achieve the success of the promotional process. The researcher also recommends
that the commercial banks should employ and more invest the positive relationships

between strategic planning and the promotional process.

3. The Study Contributes and Suggestions
This study will contribute to the strategic planning and promotion literature
by providing theoretical context, besides offer implications for the commercial bank's
literature through presenting potentially effective planning which is probably helpful

to banking financial performance.

Furthermore, the study outcomes are collective the present procedure of study
literature which has practiced to find the statistically significant association between
strategic planning and promotional process. Also, the researcher suggests that the
upcoming studies should apply a more substantial number of issues to investigate for

significance in a different business than commercial banks.
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APPENDIXES

Appendix (1): Questionnaire Form

T.C
BINGOL UNIVERSITY
SOCIAL SCIENCE INSTITUTE
BUSINESS ADMINISTRATION DEPARTMENT

Dear: Respondent

This questionnaire form is a part of the master study entitled “THE ROLE OF
STRATEGIC PLANNING IN THE SUCEESS OF THE PROMOTIONAL PROCESS OF THE
COMMERCIAL BANKS IN ERBIL CITY” in partial fulfillment of the requirements for

the degree of master in the business administration.

Accordingly, 1 would be pleased if you accept to contribute to the study over
replying the study questions that conferring to experiences and knowledge. Please
response as honestly as possible to the following questions by mark (V) in the correct
place inferring to your view. All the data and information will remain confidential.
Also, the outcomes will be combined by categories and reported only by statistical

summaries.

Thanks in Advance.

Supervisor Researcher
Prof. Dr. Muammer ERDOGAN Hazhar Sherzad HAMAD
Master Student
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First Section: General Information

1.

2.
3.

4.

5.

Y Gender: Male () Female ( ).

Age: 21-30 (), 31-40( ),41-50( ),51-60( ), 61 andabove ( ).
Academic Degree: Bachelor (), Higher Diploma ( ), Master Degree ( ),
PhD ( ).

Position in the bank: Senior Manager ( ), Middle Manager ( ), Administrative
staff ().

Overall job experience: Less than 5years (), 5-10 ( ), 11-15( ), 16-20 ( ),
More than 20 years ().

Second Section: The Scale of Strategic Planning

Q Statements >2 > (2|2 |82
233|868
TS| TR |8 8=

A. The Mission:

1 | The bank had an articulated and agreed upon purpose (a
statement that describes the ultimate result of the commercial
bank working to achieve.

2 | There is a consensus on the primary businesses, first services
that the bank should provide.

3 | There are shared values and beliefs that guide the bank and its
staff.

4 | The bank formulated its mission to stimulate the employees’
work and creativity.

5 | Bank's mission can be transformed into precise plans, programs,
and mechanisms.

6 | The bank's mission will serve as the general guide for the
managers in taking the various strategic decisions within the
bank.

B. The Vision:

7 | Thereis clear and agreed upon vision of what the bank is trying
to accomplish and what it will take to make the vision happen.

8 | The bank's vision for development and change during work
contributes to achieving the bank's strategic objectives.

9 | The bank's vision delivers a competitive advantage through
which to excel in other banks.

10 | The bank’s vision directs its choice of banking activities and
events.

11 | The bank's vision will help in achieving the bank’s strategic
objectives and determine the role played by the bank in the
future.

C. Planning.

12 | There are shared and explicit values and beliefs which serve as
the foundation on which the organization and its members do
their work.

13 | Athree to five-year strategic plan is in place, the plan is
reviewed yearly and modified as needed to reflect trends in the
environment, current, and future client needs, and the bank’s
capacity to meet those needs.

14 | There is an annual process to set program goals and budget

15 | There is a written annual operational plan that includes timelines
and identification of who is responsible for which outcomes or
activities.

16 | There is an agreement on overall significant strategies that the
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bank uses for the allocation of resources. (Strategies are priority
responses that a commercial bank will use to accomplish its
purpose best.)

D. The Bank’s Internal Environment Analysis

17 | The internal analysis helps identify the bank's strengths and
weaknesses.

18 | The internal analysis helps the bank management to benefit from
its human capital.

19 | The internal analysis helps the bank management to use the
material resources available to implement the bank plan.

20 | Internal analysis clarifies the position of the bank compared to
other banks.

21 | Internal analysis contributes to the development of a vision for
the future of the bank by revealing the reality and potential of the
bank and its available resources.

22 | Internal analysis helps the bank management to distribute the
tasks among the employees according to their abilities and
potentials.

E. The Bank’s External Environment Analysis

23 | The bank's external environment analysis helps identify
opportunities and invest them if possible.

24 | The external analysis identifies the challenges and risks that may
be exposed to the bank and work to avoid them.

25 | External analysis services in analyzing trends of clients.

26 | External analysis helps the bank's management to achieve the
objectives that customers are demanding.

27 | The bank's external environment analysis assistance in
determining the types and quantities of resources that the bank
can obtain.

28 | External analysis increases the bank's ability to adapt to the
environmental changes.

Questionnaire References:

Nouralddin, Mazen Selim Mahmoud. (2008). The role of strategic planning in increasing the
effectiveness of school administration in Gaza Governorates. Unpublished Master Thesis,
Educational Administration, Faculty of Education, Islamic University / Gaza.

Poku, D. K. (2012). The effect of strategic planning on the performance and operations of the
agricultural development Bank. Unpublished Master Thesis. The Institute of Distance
Learning, Kwame Nkrumah University of Science and Technology.

Third: The Scale of the Promotional Process

wn wn

Q Statements >%|» |2 |2|92
Q@ o Q c <5 v O

3@ |2 |5 |5 |83

*T %R |8 |82

A. Advertisement

29 | The bank’s advertisements are bright and attractive.

30 | The advertisement of the bank is a significant tool in promoting
its banking services.

31 | The bank's management focuses on all the necessary information
about its offers, in addition to instruction how to benefit from its
services.

32 | The bank will allocate appropriate amounts for its advertising
within its promotional budget.

33 | The use of modern technology contributes to raising the
efficiency of promotional advertising design.

B. Personal Selling

34 | The banking service providers are guick to respond to client | L]
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requirements.

35 | There are specialized teams in the field of promotion to carry out
emergency and challenging tasks.

36 | Personal banking service providers crucial moral support to the
clients.

37 | The bank is characterized by providing all the service
requirements.

38 | The availability of qualified human resources stands in front of
the success of promotional campaigns.

C. Sales Promotion

39 | The bank will provide souvenir gifts to the customer such as
(different calendar for the bank or some kinds of
advertisements).

40 | The bank is keen to provide a particular percentage discount
when the purchase of the service is repeated to enhance client
loyalty.

41 | The bank offers some free banking services to specific social
groups such as the families’ financial assistance.

42 | The bank's analysis of the trends of the competing banks
strengthens its position in the market.

43 | Sales motivation tools contribute to building a right image of the
bank.

D. Public Relations

44 | The bank’s employees will endeavor to consolidate and enhance
the bank's reputation in the minds of the entire community.

45 | The bank will attempt to respond to the inquiries or proposals of
the parties to which it relates (suppliers, contributors, investors)
and to put the useful ones into practice.

46 | The bank is characterized by positive relations between its
employees in a way that makes them work in a team spirit.

47 | The bank contributes to awareness and education campaigns that
contribute to protecting citizens from some financial risk and
improving their financial situation.

48 | The bank is keen to evaluate the opinions and suggestions of all
its employees regarding the problems of work and ways of
developing it.

E. Publishing (publicity)

49 | The bank's management believes that the publishing works to
expand the circle of knowledge and the nature of services
provided to its clients.

50 | The use of the internet as a promotional tool has a significant
impact on increasing the bank’s profits.

51 | The bank's management is keen to formulate a publication
program that reflects the expansions that are being carried out
and what it intends to do in the future.

52 | The bank contributes to the issuance of detailed articles that
reflect the quality of the banking services it provides and the
equipment used in its operations.

53 | The bank seeks to hold banking conferences that contribute to
the introduction of advanced banking equipment

Questionnaire Reference:

Trezia, Mayadah G. N. (2006). The impact of health promotional mixture on achieving some of the
marketing objectives of health organizations: A field study of a sample's opinions of private
hospitals managers in Baghdad. Unpublished Master Thesis. Al-Mustansiriya University.
Baghdad, Iraqg.
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Appendix (2): List of Questionnaire Arbitrators

Name Scientific Tile Experts Workplace
Dr. Darman Professor Marketing Duhok University
Suleiman Alnmr Strategy The College of
Administration and
Economics
Dr. Khalid Hama- Professor Strategic Salahaddin University
Amin Mirkan Management The College of
Administration and
Economics
Dr. Ahlam lbrahim Assistant Strategic Salahaddin University
Wali Professor Management The College of
Administration and
Economics
Dr. Omid Saber Lecturer Statistics Salahaddin University
Abdullah The College of
Administration and
Economics
Mhabat Nuri Assistant Marketing Salahaddin University
Abdullah Professor Management The College of
Administration and
Economics
Mr. Mudafar Hamad Assistant Human Salahaddin University
Ali Professor Resource The College of
Management Administration and

Economics
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Appendix (3): The Study Population and Sample (Commercial Banks)

S Commercial Bank’s Name Participated Valid
Managers Responses
1 (AIB) ASHUR INTERNATIONAL BANK FOR 4 4
INVESTMENT
2 (ADIB) ABU DHABI ISLAMIC BANK 3 3
3 (CBI) CREDIT BANK OF IRAQ 4 4
4 (IBL) INTERNATIONAL BANK OF 3 3
LEBANON
5 (KIB) KURDISTAN INTERNATIONAL BANK 13 12
6 AL-BARAKA BANK 11 10
7 ASHUR BANK 4 4
8 BANK AUDI 4 4
9 BANK MED 9 8
10 CIHAN BANK 11 10
11 CREDIT BANK OF LEBANON 5 5
12 DILAH & FURAT BANK FOR 4 4
DEVELOPMENT AND INVESTMENT
13 FRANSA BANK 3 3
14 INVESTMENT BANK OF IRAQ 3 3
15 IRAQI ISLAMIC BANK FOR INVESTMENT & 3 3
DEVELOPMENT
16 ISLAMIC COOPERATION BANK FOR 3 3
INVESTMENT
17 MANSOUR BANK 5 5
18 MOSUL BANK FOR DEVELOPMENT & 5 5
INVESTMENT
19 NATIONAL BANK OF IRAQ 6 6
20 RT BANK 11 10
21 SUMER COMMERCIAL BANK 4 4
22 TRANS IRAQ BANK 3 3
23 UNITED BANK FOR INVESTMENT 4 4
24 ZIRAAT BANK 9 8
Sample 134 128

79




Appendix (4): Curriculum Vitae

Name & Hazhar Sherzad HAMAD
Surname

Date of Birth 01.01.1991

Nationality Iraq

Place & Address | Erbil

E-mail hazharbarzani@yahoo.com
TELEPHONE +964750 3577151

Undergraduate Business Administration Salahaddin 2013
University- Erbil
Postgraduate Business Administration Bingol University 2018
Work place Position Year
Erbil Small Business Owner 2016 ongoing
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