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Abstract

The research aims to diagnose the role of marketing vigilance as an influential variable in crisis management as a
response variable in private hospitals in Anbar province as a research community, the researcher adopted the
analytical descriptive approach, and applied it to a deliberate sample of (81) leaders in these hospitals, and adopted
the questionnaire as a key tool for collecting data related to the practical aspect, as well as field visits that
strengthened Data collection process processed and analyzed using statistics tools (Alpha Cronbach test, proxy
working analysis, percentages, computational medium, standard deviation, coefficient of variation, natural
distribution test, Pearson correlation coefficient, multiple linear regression model) through programs (SPSS V.23)
and (AMOS V.23) to reach the results of the research hypothesis test.

The research found a range of results, the most important of which is (the existence of relationships and positive
moral impact of the change in marketing vigilance in crisis management in its dimensions in researched hospitals)
In light of the findings of the research, a number of recommendations were made, the most important of which
was the need to invest in the positive impact of marketing vigilance in private sector hospitals in Anbar province,
thereby enhancing their performance by providing the necessary information to manage current and future crises.
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Introduction

Instability is the characteristic that distinguishes the
marketing environment from others so that this
characteristic makes marketing managers face
difficulties related to the decisions they make and
related to marketing because the information
obtained to meet their needs has become insufficient
and this necessitates the establishment of a cell of
marketing vigilance that makes it considered as a
complementary tool to the classical marketing
information system and this is a solution within the
reach of the decision-makers, this kind of vigilance
is inclusive between the commercial aspects focused
on (customers, market, and commercial methods, On
the one hand, the competitive aspects on the other
hand focus on new competitors and products,
especially those alternative products and its purpose
to know what the needs and desires as well as the
behavior of existing customers in order to gain their
satisfaction, as well as to know the financial
conditions and possibilities of suppliers including

their products and negotiating capabilities, all of
which indicates giving the organization a
competitive advantage that distinguishes it from
others.

This prepares to adopt the organization (for
marketing vigilance) and is a contemporary concept
in strategic management of the acquisition and
analysis of proactive information that is used in the
organization to remain in a leading position ahead of
competing organizations, and the method of
collecting information is done in a variety of
scientific ways.

As for crisis management, it is a key feature of
contemporary organizations because of the
dynamism and complexity of the business
environment, all organizations can be exposed to
crises and affected by them, and one knows when and
how the crisis occurs, and it often coincides with the
element of surprise and this requires the ability to
anticipate them and avoid them by managing them
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with high skills and responding to them when they
occur.

Accordingly, the research was interested in studying
the problem related to determining the nature of the
impact relationship between marketing vigilance and
crisis management, and showing the ability of
organizations to find solutions to this problem where
a set of objectives was developed seeking to achieve
the research, the most important of which is to
identify the level of marketing vigilance and crisis
management by  identifying the reality of
organizations through their application of marketing
vigilance and its role in managing the crisis on the
basis of a hypothesis formulated in an attempt to
reach a group of Conclusions and recommendations
that contribute to the development of variables,
society and the sample of research as well as to
indicate the relationship of impact between the
variables researched by testing this relationship
statistically.

Methodology

First: Search problem

Private sector hospitals in Anbar province need to be
aware of the level of marketing vigilance and its role
in managing its crises, which calls for solving the
problem of research on the ground and answering the
main question (what role does marketing vigilance
play in managing the crisis in private hospitals in
Anbar province).

Second: Search objectives

The research aims to achieve a set of objectives to
answer the questions of the problem and continues in
essence to reveal the reality of the relationship a
major goal from which the following objectives have
branched out:

1. Contribute to the provision of an intellectual and
practical framework that seeks to reach a conceptual
structure that contributes to building an integrated
framework for the fundamental research variables of
(marketing vigilance and crisis management), by
looking at the most important scientifically stated
about these variables in the field of management, in
an attempt to provide answers to the questions of the
current research problem.

2. See how strategic vigilance
management.

Third: The importance of research

The importance of research is illustrated by the
scientific and research importance of the variables
that the researcher was interested in diagnosing and
addressing and showing the reciprocal relationship
that addressed these variables, which showed

affects crisis

marketing vigilance as an influential variable and
crisis management as a responsive
variable, these two variables are considered essential
and importantto improve the status of the
organization and its reputation and
performance where marketing vigilance represents
an important and modern aspect of strategy while
crisis  management represents an important
administrative goal among managers to deal with
crises, and highlighted the importance of research
from the aspects of strategy while crisis management
represents an important administrative goal among
managers to deal with crises, and highlighted the
importance of research from The field side of the
research is that the research sample was applied in
private hospitals in Anbar province because no such
research was carried out.

Fourth: Search hypotheses

There is a statistically significant moral impact
relationship to marketing vigilance in crisis
management in its dimensions (detection of warning
signals, preparation, and prevention, damage
containment, recovery of activity, learning)

Theoretical framework

First: Marketing Vigilance: (Kotler & Bernard,
2000: 139), defines marketing vigilance as "the sum
of the means to allow managers to constantly inquire
about developments in the organization's marketing
environment. It also means the process of research,
processing and distribution of information on the
organization's markets in the sense of following
development (for the market, for customer behavior,
the introduction of new products, etc.) and for this
type focuses on the long-term needs and desires of
customers and is characterized by constant change,
and also focuses on the development of relationships
between the organization and the customer, on the
development of new products, and on the ability and
accessibility of the organization to the resources it
needs and at the lowest cost. (Dawood & Abbas,
2018: 6).

Itis known that the organization focuses on
identifying the needs and desires of customers and
how to meet them on the one hand, and the other
hand, marketing vigilance focuses on suppliers as
suppliers are the main suppliers of the organization
for the raw materials it needs in the implementation
of its various operations and activities, and through
this type of strategic vigilance, the Organization can
acquire good, good and sustainable relationships
with all suppliers. (Heintz, et al., 2016: 4)

This type allows for the identification of the
organization's new markets and contributes to the
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proposal of new products that are suitable for its
customers. (AL- Yasiri et al., 2019: 6)

The importance of marketingvigilance: Marketing
vigilance gives importance to the future, which
allows decision-makers maker to anticipate the
difficult situations that the organization will face, as
well as put the organization in a confrontation in
order to realize its strengths and weaknesses, access
opportunities in the marketing environment, increase
the organization's ability to respond to changes in the
environment, and increase marketing vigilance gives
the organization more able to anticipate future
dangers and thus reflects on the speed of response to
changes. (ouafa et al, 2021: 64)

Marketing Vigilance Goals: Marketing vigilance
can too note to:

1. Proposing new products that meet the wishes of
the consumer.

2. Improving the ability to negotiate with the
customer and the processor

3. Follow market developments and make new offers
to the market. (Jaaz & Jamal, 2021: 2111)

By following up on the marketing vigilance of the
development of the long-term needs and desires of
customers, producers must take into account the
interests and tastes of customers and the extent of the
development of their relationship with the
organization. The organization is interested in
following up on offers from suppliers related to new
products. Therefore this type of vigilance allows the
organization to identify the markets and propose new
products and this is what | agree (Daoud, 2019: 164)
with (Dawood, 2018: 6 & Abbas) and (AL-Yasiri et
al., 2019: 6).

Marketing vigilance allows the organization to:
(Dawood & Abbas, 2018: 7)

1. Discover new markets

2. Propose new products to the customer

3. Promoting the launch of new products depends on
two elements:

A. Customer: Focus on the long-term development
of the customer's needs and the development of the
relationship with the customer.

B. Supplier: Track the development of new product
offerings, develop the relationship between the
processor and the organization, and the ability of the
processor to choose the products needed by the
organization and provide them at the lowest cost.
(Alhasani & Alkshali, 2021: 675)

Marketing Vigilance Procedures: There is a set of
marketing vigilance procedures that can be explained
by the following: -

Figure 1: Marketing Vigilance Procedures

1. Setting long- 2. Determine the 3. Setting the
term goals —> decisionstobe — standard factors
made for success
6. The validity of 5. Find the 4. Determine what
that information ¢ sources of that |+ information we
information need

Source: Tantangi, Hazam Siddiq (2017), witnessed
the availability of types of strategic vigilance in
civil banks / a survey of the opinions of managers
at the Middle East Iragi Investment Bank in
Baghdad province, an unpublished high diploma
letter specializing in business administration, faculty
of management and economics, Mosul University.
Depending on the:

Rechenman Jean-Jacques (2001), Internet &
Marketing, 2eme édition, Ed. d'organisation, Paris,
P. 23.

Second: Crisis management: The term crisis
management has turned out to be an administrative
term that refers to several concepts used to minimize
negative impacts, including planning to prevent
crises, reducing their effects, and developing plans to
respond to the crisis when it occurs. (Alharthi
& Khalifa, 2019: 32)

The crisis in webster's dictionary has been defined as
"decision-making time,"” one unstable or decisive
time that will make a decisive difference for better or
worse, and when written in Chinese, the word crisis
consists of two characters: one represents danger and
the other represents opportunity. (Devlin, 2007: 4)

It can be said that it is an expression of an abnormal
situation that is the result of instability that affects
stakeholders and thus prompts them to work to avoid
a crisis and manage it in part or in a complete way in
order to reduce its consequences. (Bhaduri, 2019:
12)

Crisis management is therefore a technique that uses
emergency forecasting, informed study of these
cases to address the symptoms left over from them
and plan for the ability to deal with the harmful
effects and take advantage of aspects that can be used
and employed by the organization. (Kuzmanova,
2016: 257)

The importance of crisis management
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1. Prepare individuals or organizations to deal with
negative attitudes wisely.

2. Helps the staff member to adapt to the
organization if there is a sudden change.

3. Make the employee able to analyze and
understand the causes of crises in the best possible
way.

4. Helps the department develop a strategy to
reduce losses and get the organization out of difficult
situations and identify positions to deal with them in
the future.

Identifying and managing crises at early stages
and preparing staff and teams to take the necessary
measures to deal with them. (Jaya et al., 2020: 1998)

Crisis management objectives: Crisis management
aims to

1. Provide scientific capacity to predict potential
threats to the crisis, optimize the use of resources,
and the possibilities available to reduce the impact of
the crisis and stop deterioration and losses.

2. Protecting property and employees of the
organization in the place of crisis, mitigating its
repercussions and controlling and eliminating the
crisis.

3. Take advantage of the situation of the crisis in the
reform and development procedure.

4. Study the causes and factors that led to the crisis
to take preventive measures to prevent the recurrence
of similar crises.

5. Get out of the crisis with the least possible
loss. (Hazaa et al., 2021: 6)

Dimensions of crisis management:

The dimensions of the crisis can be determined by
the most famous classification adopted in this
research, (Pearson & Mitroff, 1993: 53) and used by
a number of researchers (Al-Tanayeeb, 2020:
36), (Jabeen, 2018: 10)

1. Early warning signals discovered: Failure to
know and recognize warnings before the crisis
occurs by decision-makers leads to  crisis
(Mavromoustakos-Blom et al., 2018: 16)

2. Preparedness and prevention:a set of
preventive methods to be taken at the stage of crisis
detection, including the discovery of strengths and
weaknesses in order to take necessary. (Al-Jarjri and
Al-Obaidi, 2020: 528)

3. Containing damage: The crisis at this stage
occurred and here the organization must put the plans
into effect after providing the necessary capabilities
and means to address the crisis. (Al-Douri & Al-Hait,
2017: 39)

4. Revitalization: the restoration of internal and
external activity, the aspects within the organization
are material and moral assets, and external aspects
are limited to the parties affected by the crisis, and
their primary role in reactivity and balance is
highlighted. (Gakuo & Rotich, 2017: 23)

5. Learning: Future measures are being developed
at this stage to prevent a recurrence of the
crisis. (Hussein and others, 2021: 169)

Practical aspect

1. Description and analysis of results related to
marketing vigilance: the variable achieved a
general  calculation (high) of (4.37), a
standard deviation (0.69) and a coefficient of
variation (%15.79) This confirms that the sample
members in hospitals are keen to work according to
the information obtained from marketing vigilance,
by participating in the work of decision-making and
decision-making and working to create an
appropriate working environment. Table (1) makes
this clear.

Table 1: The Relative Importance of The Marketing
Vigilance Variable

Main Arithme rS;anda g:nc;efflm Answ

dimensi | tic deviati | Variatio er

on medium 0 score
on n %

Marketi

e 437 069 |1579 | Ve

vigilanc high.

e

Source: Preparing the researcher based on the
outputs of the program (SPSS)

2. Description and analysis of the results related
to crisis management: the arithmetic of the crisis
management variable was (4.24) which is a very high
computational medium compared to the standard
computational average, which is evidence of The
interest of the sample members in managing the
crisis in the private hospital sector in Anbar where
they have the awareness to make the necessary
decisions that are in their interest by the management
of the crisis, and reached the standard deviation of
crisis management (0.75) and this indicates the good
harmony in the answers of the sample members to
the dimensions of this variable and confirmed by the
coefficient of variation (19.79%)
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Table 2: The relative importance of the subdivisions
of the crisis management variable

Arith | Stand | Coeffi [ Ans
The . :
Di metic | ard cient | wer | Ran
imens - : . .
. mediu | devia | Variati | scor | King
ion :
m tion [ on % e

Crisis
Manage | 4.24 | 0.75 | 19.79
ment
Detecti Ver
N9 | 424 | 074 | 2753 | Y | First
alarm high
signals .
Prepare Ver
dness Four
and | 422 | 072 | 1930 | Y

high [ th
prevent
ion )
Contain Ver Seco
ing | 425 | 077 | 1825 | Y

high [ nd
damage

Ver
Recove | 426 | 076 | 2523 | Y. | v
ry high

Ver
Learmin | 424 | 079 | 1867 | Y, | TV
g high | d

Source: Preparing the researcher based on the
outputs of the program (SPSS)

After the recovery of activity he got the first place in
the center of my calculation very high (4.26) when
compared to the standard computational medium and
this indicates the importance of restoring activity for
the leaders in the researched hospitals and with a
standard deviation of (0.76) which indicates good
harmony in the answers to the paragraphs for
this The dimension was confirmed by the factor of
difference which reached (25.23%), and achieved
after preparation and prevention the last place and a
mathematical average of (4.22) which is a very high
calculation medium compared to the standard
computational medium, and despite its last rank, the
leaders showed an interest in preparing and
preventing the crisis, with a standard deviation
of (0.72) This indicates that the compatibility is good
for the answers with the evidence of the coefficient
of variation (19.30%).

3. Hypothesis test: which states (that there is a
positive  effect relationship  with  moral
significance for marketing vigilance in crisis

management in its dimensions (detection of
warning signals, preparation and, prevention,
containment of damage, recovery of activity,
learning) and will be tested according to schedule
(3) as follows: -

Table 3: Shows the relationship of influence between
marketing vigilance in crisis management in its
dimensions

Hyp .| R?- | Res
othe I m;)ta;]ct B t S| F- | olut
Sis P g Sig | ion
F=
adg | Ace
Marketing . | epti
O 0. | R=
Ho | Vigilance> | 0. ng
. 26 | 0| 0.6
me > Crisis 29 48 | 1| 83 the
Il | Manageme | 7 0l si hyp
nt :g oth
0.0 | &S
00
_o | Table F Moral Total
N1_8 value Tjslflt;/g dimensi | dimens
=3.96 e ons=1 | ions=1

Source: Prepared by the researcher based on the
outputs of the SPSS program

From the results of Table (3), the calculated value of
(F) reached (40.949), which is greater than its tabular
value of (3.96), and this indicates the existence of a
strong influence relationship for marketing vigilance
in crisis management, which justifies accepting the
hypothesis, As for the value of (R?), it reached
(0.683), and this indicates that marketing vigilance
explains the rate of (68.3%) of the changes in crisis
management, and regarding the significance of the
multiple regression model, the value of (Sig) reached
(0.000), which is less than (0.05). This justifies the
significance of the multiple regression model and
confirms the acceptance of the hypothesis, As for the
(B) values of the dimension of marketing vigilance,
it reached (0.297), and this confirms that the change
in the dimension of (marketing vigilance), the change
of one unit leads to a change in crisis management by
(29.7%), and as for the moral (Sig) values of the
dimension (Sig) Marketing vigilance) amounted to
(0.010), and it was found that it has a significant
effect on crisis management, because its values are
less than (0.05), and the moral effect confirms the
value of (t) of (2.648), which is greater than their
tabular value of (1.28), This indicates that (marketing
vigilance) attracts the attention of the management of
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the surveyed hospitals for its moral impact in
managing the crisis, as marketing vigilance
contributes to hospitals’ management of the crisis by
contracting with suppliers to purchase medical
devices, sterile materials and other materials that the
hospital needs to manage crises such as the Covid-19
crisis. Thus, there is a study of the environment
through which what is happening inside and outside
the hospital is known to know the strengths,
weaknesses, opportunities and threats that contribute
to crisis management.

Conclusions

It has been found that leaders in researched hospitals
have been able to exploit the change in marketing
vigilance in bringing about further changes in crisis
management, particularly in the understanding of
advanced information by leaders and staff, where the
results of statistical analysis showed a strong impact
relationship of marketing vigilance in crisis
management in its dimensions, and its impact was
morally significant given the need for private
hospitals in Anbar province for information on
marketing from the environment more for its direct
use in crisis management.

Recommendations

Marketing vigilance should be taken care of more by
enhancing and sharing information as it supports and
significantly affects crisis management in its
dimensions by enhancing confidence in the
individual's ability to collect and share that necessary
information by giving management more confidence
in the workers themselves to reduce the crisis and the
damage it produces.
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