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Article history: Abstract:
Received: 28™ June 2025 The study aimed to analyze and understand the impact of digital marketing
Accepted: 26™ July 2025 strategies on improving sustainable competitive advantage, focusing on the

role of branding as an intervening variable. The field problem of the study was
the company's lack of commitment to implementing digital marketing strategies
that aim to activate modern methods of communicating with customers to
market products.

To achieve the study's objectives, a descriptive analytical approach was used
to interpret variables, analyze information, and obtain advanced results.
Accordingly, an electronic questionnaire was designed consisting of three
variables.

The sample consisted of (150) employees, including specialists in the company
from senior and middle management who were able to respond. The data was
analyzed using statistical programs (SPSSv26, Amos, Smartpls). To achieve the
study's objectives, the study relied on the descriptive analytical approach in the
practical aspect of the study to test hypotheses by examining the impact of the
relationship between digital marketing strategies and sustainable competitive
advantage, with branding as an intervening variable.

The importance of this study lies in the fact that digital marketing strategies
represent the language of the modern era, contributing to strengthening a
company's competitive position in a challenging competitive environment
fraught with rapid technological changes.
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