Journal of Business Economics for Applied Research, Vol. (7), No. (Conference):409-427
Doi: https://dx.doi.org/10.37940/BEJAR.2025.7.1.26

4

SR uiidail] cipaudl Joos ¥ cilisbail dao
ISSN 2709-6475

r_nu:h:u.al clan

aanhill digaull dine

r.F’I Journal of Business Economics for Applied Research g2\

The Role of Marketing Intelligence in Achieving Competitive
Advantage
An Analytical Study of the Opinions of a Sample of Employees at
Al-Waha Company for Soft Drinks and Mineral Water in
Babylon Province
Israa Faleh Fadhel®, Shifa Turki Ayez®, Rehab Hussein Jawad®
Adgeel Qasim Hashim®
University of Babylon - College of Administration and Economy™®®-®)
(1) isra.faleh@uobabylon.edu.iq (2) Shifaaturki@uobabylon.edu.iq

(3) bus.rihab.hussein@uobabylon.edu.iqg (4) ageelgasim.uob@gmail.com

Key words:
Marketing Intelligence, Competitive
Advantage.

ARTICLE INFO
Article history:
Avaliabble online | 25 May. 2025

© 2025 THE AUTHOR(S). THIS IS AN
OPEN ACCESS ARTICLE DISTRIBUTED
UNDER THE TERMS OF THE CREATIVE
COMMONS ATTRIBUTION LICENSE (CC
BY 4.0).
https://creativecommons.org/licenses/by/4.0/

(©MOM

*Corresponding author:
Israa Faleh Fadhel
University of Babylon

Abstract:

This research explores the role of marketing
intelligence as an independent variable with its
four dimensions (customer understanding,
market understanding, product intelligence,
and competitor intelligence) in achieving
competitive advantage as a dependent variable
with its five dimensions (cost, quality,
innovation, flexibility, and time/delivery). The
study was applied to Al-Waha Company for
Soft Drinks and Mineral Water in Babylon
Province, which was selected as a purposive
sample by the researchers due to its significant
engagement in marketing intelligence across
various disciplines. The research adopted a
procedural framework that expresses the
logical relationship between the main
variables. A questionnaire was used as the
primary tool for data collection, with 60 forms
distributed and 51 valid responses received
from the company's employees. Statistical
software was employed to conduct the
analysis. The results revealed several key
findings, most notably the existence of a
statistically significant correlation between
each dimension of marketing intelligence
(independent  variable) and competitive
advantage (dependent variable), as well as a
significant relationship between marketing
intelligence as a whole and the overall
competitive advantage.
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Source: Dewberry, Chris,(2004).Statistical Methods for Organizational
Research:Theory and practice. First published, Published in the Taylor &
Franci , p15.
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**_ Correlation is significant at the 0.01 level (2-tailed)
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	3- ابعاد الذكاء التسويقي (Dimensions of Marketing Intelligence) :
	تجلّي مفاهيم الذكاء التسويقي بوصفها حقلًا علمية وعملية معاصرة في إدارة التسويق المعاصر، وانسجاما مع أهدافِ الدراسة الحالية وعبرَ إطلاع الباحثان على أدبيات الموضوع تبين بأن العديد من الباحثين اتفقوا على أبعاد الذكاءِ التسويقي والمتمثل ب)فهم الزب...
	أ‌- فهم الزبون(Customer understanding)
	ب‌- فهم السوق(Market understanding)
	ت‌- ذكاء المنتج Service Intelligence (Product)

