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Abstract 

        This study aims to measure the adoption of dimensions of Lean marketing 
and Sales by the industrial organizations; to achieve this goal, the researchers choose 
Coca  Cola  limited  company  –  Erbil  to  be  a  sample  of  this  study.  Regarding  to  the  
procedure of collecting data, the researchers use check list to be the main tool of 
collecting data. The study produces set of findings, from these findings, the lean 
marketing and sales are adopted in the Coca Cola limited company – Erbil. The study 
is presented a set of proposals that are most important the Coca Cola limited company 
– Erbil must depend on lean marketing and sales with their main dimensions in the 
area of its business to improve it marketing performance, and eliminate the waste in 
the marketing processes.   
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