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Abstract  
This research sought to know the extent of the application of pink 

marketing and its effect on achieving competitive advantage - an analytical 
study in the complex (Beirut, Istanbul, Baghdad, Al-Jawaher) for women's 
clothing in Babil Governorate. In addition to determining whether there are 
statistically significant differences in the answers of the research 
sample,The research community consisted of working individuals and 
customers in the complex (Beirut, Istanbul, Baghdad, Al-Jawaher) for 
women's clothing in Babil Governorate. As for the research sample, it was 
chosen by means of the stratified random method, by (37) singles. The 
research relied on the descriptive and analytical method, Field data was 
collected through a questionnaire that was built and developed to measure 
the goals of the research and test its hypotheses, and it consisted of two 
parts, the first part of which was in pink marketing with its indicators, while 
the second part contained a competitive advantage with its indicators, and 
the SPSS program was used in data analysis Using the package program 
Statistical Social Sciences Descriptive statistical methods to describe 
research data, as well as the inferential statistical method for measuring 
research objectives and testing hypotheses. The two researchers reached 
a set of results, the most important of which are: through the results we 
reached, there is a statistically significant correlation between pink 
marketing and competitive advantage, and this is what helps the commercial 



 
 

malls sample to go towards women, whether clients or workers, In addition 
the results showed the theoretical review that the two researchers 
presented, showed the limited and limited studies related to the topic of pink 
marketing, and the researchers also sought to present a set of proposals, 
the most important of which were: - Through the results that we reached, it 
confirms the importance after the pink promotion, so the (sample) The 
women segment aims not to neglect the promotional aspect in achieving 
competitive advantage by gaining the loyalty of women. As well as the 
establishment of projects in support of women's marketing, such as the 
establishment of special stores for women's clothing that are managed by 
women, so that women can rest in touring and choosing. 
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16 0.8213 82.13 0.8213 
160.8432 84.32 0.8432 
320.8322 83.22 0.8322 
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5100
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C13.1461.214 62% 

C23.0811.260 62% 

C33.7031.249 74% 

C43.7031.271 74% 

X1 3.4081.249 68% 

C13.8381.078 77% 

C24.0271.197 80% 

C33.8921.085 78% 

C44.3241.015 86% 

X2 4.0201.093 80% 



 
 

C14.2970.983 86% 

C23.9460.985 79% 

C34.2430.969 85% 

C44.2431.050 85% 

X3 4.1820.996 84

 

C13.2971.333 66% 

C23.5681.32671% 

C33.7831.297 76% 

C44.0541.184 81% 

X4 3.6761.285 74% 
Spss.v22.
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(3.676)(3)1.285

(74%)(3)

4.182 84% 
4.020 80% 
3.676 74% 
3.408 68% 
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C13.5 1.01 70%

C23.8 2.8 76%

C34.2 2.7 84%

C44.2 2.9 84%

Y1 3.9 7.8 78%

C14.0 3.480%

C24.1 3.4 82%

C34.1 3.7 82%

C44.4 3.3 88%

Y2 4.1 13.1 82%

C14.3 2.7 86%

C24.3 3.8 86%

C34.3 2.8 86%



 
 

C44.4 2.5 88%

Y3 4.3 11.1 86%

C1
 

4.3 3.4 86%

C24.2 3.6 84%

C34.2 3.1 84%

C44.3 2.05 86%

Y4 4.3 11.2 86%

Y 4.2 1.9 84%

Spss.v.22.
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Simple Regression Analysis

F F

 F F

F R2

* X1 0.6331.392 y
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Constant

Y 
FT
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X1 
4.905 7.499 2.338 1.9201.5292.437

0.438
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 Pink marketing 
 https: //academy.hsoub.com/ marketing /performance- marketing
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