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This research aimed to identify the extent of the influence 
of the independent variables represented by marketing 

control in the environment of private hospitals, given its 

growing role in the healthcare sector, and in light of the 
increasing competition and successive environmental 

changes witnessed. 

The research problem was represented by the question: To 
what extent do marketing control and proactive marketing 

influence sustainable competitive advantage? A number of 

main and sub-hypotheses were formulated to test the 
relationships of influence between the research variables, 

based on the hypothetical scheme prepared by the 

researcher. The researcher used the descriptive and 
analytical approach due to its suitability for the nature of 

the research. The questionnaire was adopted as the primary 

tool for collecting data from a random sample of (118) 
individuals working in private hospitals, who hold 

administrative and marketing positions at the upper and 
middle levels. The data were analyzed using the statistical 

program (SPSS V24) and the program (Amos-28) to test 

the hypothetical scheme and interpret the relationships 
between the variables. The research reached a number of 

important results, most notably the existence of a 

statistically significant effect of both marketing control and 
proactive marketing in enhancing sustainable competitive 

advantage. The results also demonstrated that proactive 

marketing plays a fundamental role in anticipating 
customer expectations and competitor movements, while 

marketing control emerges as an effective tool in evaluating 

marketing performance and analyzing an organization's 
internal and external environment. 

In light of these findings, the researcher presented a set of 

proposals that are consistent with the research topic and 
contribute to enhancing the capabilities of private hospitals 

to achieve a sustainable competitive advantage. 
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 المستخلص

ًْدف البحث إلُ الهعزف علُ دٌر الزقابة الهسٍْقٓة ٌالهسوٍْ  استوهباقّ  وّ نعشْوش ال ٓوش  

الهها سٓة ال سوهداةة ٌللوف  وّ بٓاوة ال سهتوآال ا يلٓوة اللااوةه ل وا لًوا ةوم دٌر ةههواع   وّ الق وا  

البحوث الصحّه ٌ ّ ضٍء ةا نتًدو ةم ةها سة ةهشاْد  ٌنغٓزال بٓآة ةهلاحقة. ٌقود ن للوم ةتو لة 

 وّ نسوا م ةاووادو; ةوا ةوودَ نوقآز الزقابووة الهسوٍْقٓة ٌالهسوٍْ  استووهباقّ  وّ نعشْووش ال ٓوش  الهها سووٓة 

ال سووهداةةو ٌن ووم اووٓا ة عوودد ةووم الازضووٓال الزةٓسووة ٌالازعٓووة سثهبووار علاقووال الهووقآز بووٓم 

 وهً  الٍاواّ ةهغٓزال البحث بهاءً علُ ال ل ط الازضّ الذِ أعدو الباحث. ٌقد اتهلدع الباحث ال

الهحلٓلّ ل لاءةهى ل بٓعة البحثه ٌنم اعه اد استهبانة أدا  رةٓسوة لم وا البٓانوال ةوم عٓهوة عتوٍاةٓة 

(  زداً ةم العاةلٓم  ّ ال سهتآال ا يلٓةه ة م ْتغلٍن ةهااو  إدارْوة ٌنسوٍْقٓة 119ة ٍنة ةم )

 SPSSالبزنواة  اححصواةّ ) ّ ال سهٍْال العلٓا ٌالٍتو ُه ٌقود ىوزَ نحلٓوب البٓانوال باتوهلداع 

V24(  ٌالبزناة )Amos-28 ه سثهبار ال ل ط الازضّه ٌناسٓز العلاقوال بوٓم ال هغٓوزال. ٌقود)

نٍاب البحث إلُ عدد ةم الههاة  ال ً ةه كان أبزسيوا ٌىوٍد نوقآز ةعهوٍِ لِ دسلوة إحصواةٓة ل وب 

 سوٓة ال سوهداةةه ك وا بٓ هوم الههواة  أن ةم الزقابة الهسٍْقٓة ٌالهسٍْ  استهباقّ  ّ نعشْش ال ٓش  الهها

الهسٍْ  استهباقّ ْؤدِ دٌراً ىٍيزْاً  ّ اتهتزاف نٍقعال الشباةم ٌنحزكال ال ها سٓمه  وّ حوٓم 

نبووزس الزقابووة الهسووٍْقٓة كووقدا   عالووة  ووّ نقٓووٓم ا داء الهسووٍْقّ ٌنحلٓووب البٓاووة الداثلٓووة ٌاللارىٓووة 

ع ال باحث ةم ٍعة ةم ال قهزحال الهّ نهسمم ٌةٍضٍ  البحثه لل هظ ة. ٌعلُ ضٍء يذو الههاة  قد 

 ٌنسًم  ّ نعشْش قدرال ال سهتآال ا يلٓة علُ نحقٓ  ةٓش  نها سٓة ةسهداةة.

الزقابة الهسوٍْقٓةه الهسوٍْ  استوهباقّه ال ٓوش  الهها سوٓة ال سوهداةةه ال سهتوآال ا يلٓوةه  الكلماث المفتاحيت:

 .ةدْهة ال ٍاب

1. Introduction 

In light of the rapid developments and radical transformations taking 

place in the marketing environment, hospitals are facing unprecedented 

pressures to survive and compete in markets characterized by constant 

change, global openness, rising customer expectations, changing tastes, and 

growing technological innovations. Market success is no longer solely 

dependent on providing a good product or service; it also depends on an 

organization's ability to efficiently manage its marketing activity, effectively 

monitor it, and anticipate its future with intelligence and flexibility. From 

this perspective, marketing control has occupied a central position in 

                                                 
*
 البحث ةسهب ةم رتالة ةاىسهٓز للباحث ا ٌم. 

mailto:reyadh.23bap22@student.uomosul.edu.iq
https://orcid.org/0009-0007-2146-0953
mailto:mohamed_almola@uomosul.edu.iq
https://orcid.org/0000-0002-0580-0053


Journal of Business Economics for Applied Research, Vol. (7), No. (2), Part (1): 344-376 

Doi: https://dx.doi.org/10.37940/BEJAR.2025.7.3.19 

457 

modern management thought, as an organized process aimed at monitoring 

marketing performance, measuring its alignment with established 

objectives, identifying deviations, if any, and taking appropriate corrective 

action to achieve the highest levels of efficiency in the use of marketing 

resources. Marketing control derives its importance from its role as the 

primary guarantee for the proper implementation of marketing plans and the 

achievement of organizational objectives in an environment that requires 

rapid adaptation and the ability to continuously correct. Conversely, the 

concept of proactive marketing has emerged as an advanced trend in 

contemporary marketing thought, seeking to shift from reactive to proactive, 

innovative, and proactive anticipation of customer needs and market 

changes. This is achieved by utilizing advanced analytical tools, exploring 

future trends, and developing products and services that meet yet-to-be-

articulated requirements. This type of marketing relies on a strategic 

approach based on anticipating competitors rather than simply keeping up 

with them. This gives the organization the opportunity to formulate 

unconventional value propositions that contribute to attracting and retaining 

customers over the long term. Marketing control and proactive marketing 

converge at a fundamental point: achieving excellence in marketing 

performance. However, their integration has not been sufficiently studied in 

previous studies, particularly regarding their combined impact on enhancing 

sustainable competitive advantage, According to what the researchers have 

reviewed on studies and research that dealt with the research variables , a 

strategic goal pursued by most hospitals today. Sustainable competitive 

advantage represents the ability to achieve superior performance that is 

difficult for competitors to imitate. It is based on elements that are difficult 

to replicate, such as innovation, strong customer relationships, brand 

reputation, and strategic flexibility. Hence, the importance of the current 

research stems from its consideration of the interconnected triad: marketing 

control, proactive marketing, and sustainable competitive advantage. It 

explores the nature of the interrelationship between these three elements, 

and how control can be employed as a means of evaluation and 

improvement, and proactive marketing as a tool for prediction and planning, 

to achieve a solid competitive advantage that enables an organization to 

survive and grow in an unstable competitive environment. In light of this 

vision, the research has crystallized to achieve a set of theoretical and 

applied objectives, using a scientific methodology that combines conceptual 

analysis and field investigation. 

2. Methodology 

2.1 Research Problem 

In light of the rapid changes in the business environment and the 

escalating competition among hospitals, they face increasing challenges to 
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survive and grow in an increasingly turbulent market where customer 

desires are increasingly complex and changing. Achieving a sustainable 

competitive advantage is one of the most prominent strategic goals pursued 

by these hospitals. However, achieving this goal depends not only on the 

quality of services currently provided by hospitals, but also on the hospital's 

ability to tightly control its marketing activities and anticipate surrounding 

changes through advanced marketing practices (Colbert, 2021). 

Both marketing control and proactive marketing are essential 

concepts for achieving marketing excellence. Marketing control contributes 

to evaluating performance and adjusting its course according to defined 

objectives, while proactive marketing reflects an organization's ability to 

anticipate customer needs and proactively direct its strategies, contributing 

to the delivery of unconventional value propositions. However, the 

interactive relationship between these two dimensions and their impact on 

supporting a sustainable competitive advantage still requires further 

investigation and analysis. Based on the above, and through field visits 

conducted by the researcher to private hospitals operating in the city of 

Mosul, and to determine the extent to which these hospitals have adopted 

the current research variables, firstly, the current research also stemmed 

from the observation of the lack of interest in the systematic integration of 

marketing control and proactive marketing in Arab research, secondly, 

particularly in the context of studying them as tools that support sustainable 

competitive advantage. It also stemmed from the need to explore this 

relationship within a contemporary theoretical and applied framework that 

reflects the dynamic reality of organizations and helps decision-makers 

adopt more flexible and innovative policies. 

Accordingly, the study's problem was defined as seeking to answer 

the following main question: 

The integration between marketing control and proactive 

marketing influence sustainable competitive advantage? 

2.2 The importance of the research and its objectives  

The current significance of this research stems from its focus on 

variables that are among the fundamental pillars upon which hospitals rely 

in the contemporary business environment: marketing control, proactive 

marketing, and sustainable competitive advantage. These concepts play a 

strategic role in improving marketing performance and supporting hospital 

sustainability in an environment characterized by rapid change and intense 

competition. The significance of this research can be identified through the 

following points: 

a. The research addresses the topic of marketing control as one of the 

fundamental organizational pillars in the business environment, which 

contributes to evaluating marketing performance and correcting 
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deviations in a timely manner. This enhances the organization's ability to 

align established objectives with achieved results in light of the 

changing competitive environment. 

b. It highlights proactive marketing as a modern marketing approach that 

goes beyond simply interacting with the market, but also seeks to 

anticipate potential changes within it and anticipate customer and 

competitor trends, contributing to the provision of innovative marketing 

solutions that anticipate market needs. 3. The importance of the research 

also stems from its attempt to combine two key variables, rarely 

addressed by researchers, in a single study, and analyze their interactive 

relationship with a vital dependent variable—sustainable competitive 

advantage. This gives the research an integrative dimension in its 

presentation and analysis. 

c. The importance of the research also lies in its attempt to provide a 

modern cognitive and applied framework that contributes to bridging a 

clear research gap by studying the impact of control and proactive 

marketing together in enhancing an organization's ability to sustain and 

grow, in light of contemporary environmental, technological, and 

economic challenges. 

d. The research seeks to provide procedural indicators for practitioners in 

the field of marketing by establishing scientific relationships between 

the variables and identifying the most influential variable in achieving 

competitive advantage. This helps management effectively direct 

resources toward what strengthens the organization's position in the 

market. 

After reviewing the research problem, formulating its questions, and 

determining their importance, a set of objectives will be formulated that the 

research seeks to achieve, as follows: 

a. Defining the intellectual and conceptual foundations of the research 

variables. 

b. Evaluating marketing control and proactive marketing practices in the 

organizations studied and providing the possibility of measuring them. 

c. Analyzing the nature of the interactive relationship between marketing 

control and proactive marketing and its impact on enhancing sustainable 

competitive advantage. 

d. Providing scientific proposals that contribute to developing the 

marketing control system to be more in line with market variables and 

future fluctuations. 

e. Providing a strategic vision that contributes to building a proactive 

approach capable of enabling organizations to anticipate customer needs 

and exceed their expectations. 
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2.3 Research model and its hypotheses 

The relationships between variables are a fundamental issue in 

scientific research design, as they aim to build a comprehensive concept or 

model that clarifies the nature of the relationships between different 

variables and the potential directions of association or influence. Based on 

the research problem and its objectives, the researcher developed a 

hypothetical diagram that shows the relationship of correlation and direct 

and indirect influence between the research variables, as marketing control 

and proactive marketing were considered independent variables, and 

sustainable competitive advantage as the dependent variable. The researcher 

would like to point out that the dimensions that were identified for 

marketing control were agreed upon by (Ortiz-Rendon, et.al, 2022) and 

(Reinecke, S, 2021), while the dimensions of proactive marketing were 

identified based on (Khlungsaeng, et.al, 2022) and (Idan, et.al, 2022), while 

the dimensions of sustainable competitive advantage were identified 

according to the point of view of (Mahdi, Nassar, 2021) and (Jatmiko et al. 

2021), as shown in the following figure (1). 

 
Figure (1) Research model 

Source: prepared by the researchers. 

In light of the identified research questions, and based on the 

hypothetical outline of the study, as explained above, the current research 

hypotheses can be formulated as follows: 

 Hypothesis 1: The relative importance of the research variables and 

dimensions does not vary across the hospitals studied. 

 Hypothesis 2: There is no correlation between the research variables. 

 Hypothesis 3: There is no statistically significant effect of the interaction 

between marketing control and proactive marketing on enhancing 

sustainable competitive advantage in hospitals. 

 Hypothesis 4: There is no statistically significant effect of the marketing 

control variable (combined) on sustainable competitive advantage 

(combined). 

Proactive Marketing Marketing Control 

Sustainable Competitive 

Advantage 
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 Hypothesis 5: There is no statistically significant effect of the proactive 

marketing variable (combined) on sustainable competitive advantage 

(combined). 

2.4 Methods of collecting and analyzing data and information: 

a. Methods specific to the theoretical aspect: To cover the theoretical 

aspect of the research, the researcher relied on what was obtained from 

Arabic and foreign paper and electronic sources that addressed the 

research variables, including books, periodicals, studies, dissertations, 

and university theses. 

b. Methods specific to the practical aspect: To complete this framework, 

the researcher relied on: 

 Questionnaire: This is the primary means of collecting data and 

information, and is the most consistent with the nature and orientations 

of current studies. The questionnaire was designed in accordance with 

the research objectives, hypotheses, and orientations, drawing on 

literature and studies relevant to the current research variables. (210) 

questionnaires were distributed, of which (55) were missing and (37) 

were invalid. The total number of valid questionnaires for the study was 

(118). 

2.5 Research Limits 

This step represents a research necessity for any study, and is 

represented by the following: 

a. Spatial Limits: The research was limited to private hospitals as a study 

population, defined within the geographical boundaries of Nineveh 

Governorate. 

b. Human Limits: The human limits in this research were limited to a 

sample of individuals working within these hospitals, as the research 

topic relates to the nature of the organization's work. 

c. Time limits: The time limits represent the period of time that extended 

to complete this research, as the researcher began preparing the 

theoretical framework at the end of the year (2024), and as for the time 

period for the field aspect, it extended between the researchers’ 

exploratory visits to the hospitals, the research sample, and until the 

completion of collecting the questionnaire forms, until the completion of 

writing the research (4-20-2025). 

3. Theoretical Aspect 

3.1 Marketing Control 

Marketing control is considered a fundamental pillar of modern 

marketing science. It represents an essential tool for ensuring the 

achievement of marketing objectives through continuous monitoring of 

activities and performance evaluation (Denisa & Jarosla, 2013, 12). With the 

increasing intensity of competition in the markets and the ever-changing 
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demands of customers, marketing control has become increasingly 

important. It is not limited to reviewing marketing results alone, but also 

includes monitoring operational processes and evaluating the strategies used 

to ensure their alignment with the organization's vision and objectives. 

Marketing control is not merely a routine procedure; rather, it is a dynamic 

process that requires continuous adaptation to the organization's external 

and internal environment to achieve a strong competitive advantage (Al-

Otaibi, 2021, 50). 

In the modern concept, marketing control refers to a comprehensive 

and accurate examination of all marketing activities, both partially and fully, 

to assess actual performance and take timely corrective action (Colbert, 

2021, 137). Marketing control is a comprehensive, regular, and independent 

process that serves as a real-time test for the organization and its units, with 

the aim of identifying problems and opportunities and attempting to develop 

the implementation plan required to improve the organization's marketing 

performance. The American Management Association's definition is no 

different from the previous concept in that it is a systematic and important 

process that includes an impartial review of the overall marketing process 

within an organization, as well as the marketing objectives, policies, and 

assumptions upon which they are based, and the way in which its workforce 

is organized (Kotler, et al., 1977, 192). Yadin (2006, 28) emphasized that 

marketing control represents a technique for gathering the required data on 

the organization's marketing activities. He added that external and internal 

situations that frequently occur in the organization's work environment can 

be included as part of marketing plans when performing marketing control, 

especially when entering new or existing markets or adding production 

lines. It is important to note that this process should not only occur during 

times of crisis when the effectiveness of activities within the organization is 

being challenged. 

Marketing control is a vital tool for ensuring that an organization 

achieves its objectives effectively. It helps to continuously monitor 

marketing activities and identify any deviations from established plans. 

Control allows an organization to ensure that its financial and human 

resources are being used efficiently to achieve the highest possible return. In 

addition, control contributes to enhancing customer satisfaction by 

improving the quality of products or services provided, as it allows the 

organization to identify Strengths and weaknesses and taking appropriate 

measures to achieve excellence. Marketing control also supports adaptation 

to market changes through rapid response to challenges and competition 

(Abdullah, 2020, 58). Researchers (Al-Sahen, 2004, 488), (Idris and Al-

Mursi, 2002, 338, 339), (Al-Najjar and Al-Sahen, 2004, 378), and (Al-Sarfi, 
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2005, 275) have emphasized the critical importance of marketing 

control through the following points: 

a. Complexity of operations and large project size: The expansion of 

projects, the diversity of products, and the multiplicity of markets have 

complicated the marketing control function, increasing the need for 

careful monitoring to ensure the achievement of objectives. 

b. Identifying strengths and weaknesses: Control helps uncover wasted 

efforts or inefficient use of resources, helping marketing management 

improve performance and reduce costs, thus achieving the organization's 

goals efficiently. 

c. Responding to environmental changes: In a marketing environment 

characterized by change and the inability to accurately predict variables, 

continuous monitoring is essential. To ensure performance is aligned 

with changes. 

d. Integration with the administrative process: Marketing control interacts 

with planning, organizing, and directing, enhancing the organization's 

ability to achieve its shared goals. 

e. Measuring the efficiency of executive plans: Marketing control is the 

ultimate criterion for measuring the effectiveness of established plans 

and implementation methods, providing a benchmark for performance 

evaluation. 

The researchers believe that marketing control is the cornerstone of 

achieving marketing excellence and ensuring the sustainability of 

institutional performance. Its importance is evident in its vital role in 

continuously monitoring marketing activities to ensure their alignment with 

established plans, which enhances the efficient use of resources and reduces 

waste. Control also contributes to improving the quality of services and 

products provided, which increases customer satisfaction. Furthermore, 

control is an essential tool for adapting to rapid changes in the marketing 

environment and responding to emerging challenges. 

This process is not limited to simply monitoring performance; it is 

also a means of generalizing acquired successes and avoiding the repetition 

of mistakes, thus enhancing the organization's competitiveness in changing 

markets. From this perspective, it can be said that marketing control is not 

merely a technical procedure, but rather a comprehensive strategy for 

supporting marketing decisions and achieving objectives more efficiently. 

Control also helps improve the effectiveness of marketing campaigns 

by continuously measuring their performance. By evaluating available data 

and information, management can determine the effectiveness of its 

strategies and make decisions based on accurate analysis of the results. This 

helps reduce risks associated with marketing activities and increase returns 

on investment (Kotler, Keller, 2016, 214). Therefore, marketing control 
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aims to achieve a set of objectives that contribute to enhancing the 

organization's overall performance, the most important of which are: 

a. Ensuring the alignment of marketing activities with strategic objectives: 

Control seeks to ensure that all marketing activities contribute to 

achieving the organization's vision and long-term strategic objectives, 

ensuring the correct direction of marketing efforts (Al-Saadi, 2021, 70). 

b. Improving efficiency and effectiveness: Control works to increase the 

efficiency of marketing operations by monitoring performance and 

evaluating return on investment, which helps reduce costs and achieve 

the highest levels of profitability (Lamb, Hair, McDaniel, 2019, 320).  

c. Providing continuous feedback: Control allows management to obtain 

continuous information about the performance of marketing activities, 

which helps in making the necessary adjustments in a timely manner to 

improve performance (Al-Otaibi, 2020, 60). 

d. Reducing risks: Through continuous monitoring, control helps identify 

potential risks and address them before they impact marketing 

performance, contributing to the sustainability of the organization 

(Belch, Belch, 2018, 389). 

Marketing control, with its various dimensions, represents an 

integrated system that includes control of the marketing environment, 

strategy, performance, systems, customer value, internal marketing, and 

sales. Each dimension reflects vital aspects that contribute to building a 

framework that enables organizations to anticipate challenges and achieve 

integration between various activities. Therefore, the emphasis placed on 

implementing these dimensions reflects the organization's commitment to 

providing added value to its customers, enhancing their loyalty, and 

ensuring the sustainability of its success in the market. 

The dimensions of marketing control can be summarized in the 

following points Which was agreed upon by some writers and 

researchers, including(Lamb, Hair, McDaniel, 2019), (Colbert, 2021, 137). 

(Al-Otaibi, 2021) : 

a. Control of the marketing environment: This is a vital concept that 

represents the cornerstone of any successful marketing strategy. This 

process aims to monitor and analyze the external factors that influence 

organizations' marketing activities, which are constantly changing. This 

monitoring is a proactive step to ensure the organization remains abreast 

of surrounding developments, whether economic, legislative, 

technological, or even social and cultural. The marketing environment is 

constantly changing, and these changes require organizations to be 

constantly prepared to adapt. Therefore, monitoring does not simply 

mean collecting data; it requires continuous and conscious analysis to 

help the organization understand the external reality and anticipate the 
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future. As indicated by (300 2016, Kotler, Keller, ), monitoring the 

marketing environment is essential for developing effective strategies 

that adapt to external changes. The importance of marketing 

environmental monitoring enables companies to achieve flexibility in 

their strategies and avoid potential risks. This type of monitoring enables 

companies to respond effectively to challenges and ensure survival and 

expansion (Porter, 2019, 150). 

b. Monitoring the marketing strategy: An essential process for ensuring 

the achievement of the desired objectives of marketing plans and their 

effectiveness in achieving the expected results. This process revolves 

around evaluating marketing performance using analytical tools that 

focus on understanding the market and customer segmentation, as well 

as ensuring that the marketing mix is aligned with customer aspirations 

and the organization's strategic objectives. As explained by Cravens and 

Piercy (2013, p. 23), it is a vital tool that enables an organization to 

ensure continuous alignment between its marketing strategies and 

overall objectives, enhancing its ability to achieve sustainable results. 

According to Kotler and Keller (2016, p. 320), monitoring marketing 

strategies is a key tool that enables an organization to dynamically adapt 

to market changes. When a need arises to modify a strategy, monitoring 

is a direct means of identifying shortcomings and making necessary 

adjustments. This process contributes to improving the organization's 

flexibility and increasing its ability to proactively face challenges and 

capitalize on opportunities. Strategic monitoring is an effective tool for 

improving the organization's flexibility and ability to adapt to ongoing 

market changes. Through continuous monitoring, companies can 

identify strengths and weaknesses and develop innovative strategies to 

achieve their goals (Porter, 2019, p. 170). 

c. Marketing Performance Control: Marketing performance control 

contributes to improving the efficiency of activities and directing 

resources to achieve the highest value. By analyzing performance, 

companies can identify areas that need improvement and enhance 

strengths to achieve their goals (Porter, 2019, 160). The results of a 

study (43, Reinecke, 2021) support this argument, as they demonstrated 

that adopting marketing control contributes to enhancing the efficiency 

and effectiveness of marketing performance. This control is not limited 

to monitoring results, but rather serves as a strategic tool that contributes 

to achieving set goals at the lowest cost, while ensuring their integration 

with other operational activities within the organization. 

d. Marketing Systems and Procedures Control: This control is essential 

to ensuring the continuity and efficiency of marketing operations, as it 

helps companies achieve their goals with minimal resources and costs, 
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while improving operational performance and strengthening internal 

organization (Porter, 2019, 190). 

e. Monitoring Customer Value: Monitoring and analyzing the value 

customers receive from products or services offered is a fundamental 

step in ensuring excellence and market leadership. This process goes 

beyond simply measuring product or service quality to include 

determining the organization's ability to meet customer expectations and 

satisfy their needs in a manner superior to competitors. This monitoring 

is essential for understanding the customer's overall experience with the 

organization, as it contributes to building a long-term relationship based 

on satisfaction and loyalty, as Kotler and Keller (2016, 350) point out. 

This process is essential to ensuring that the value provided to customers 

is a pivotal factor in achieving sustainable success, enhancing the 

organization's ability to compete and remain at the forefront of the 

market. Monitoring value contributes to enhancing customer satisfaction 

and loyalty, as it allows companies to improve offerings based on 

customer needs and expectations, which helps build long-term 

relationships with customers and increases the organization's 

competitiveness (Porter, 2019, 200). 

f. Monitoring internal marketing: Monitoring marketing activities 

targeting employees within the organization is a key aspect of enhancing 

alignment between organizational culture and overall strategic 

objectives. This process focuses on ensuring that employees are engaged 

with the organization's vision and mission, becoming effective partners 

in achieving success. Through these practices, employee commitment 

and motivation are enhanced to provide the best customer service, which 

positively impacts the organization's image and position in the market. 

As Kotler and Keller (2016, 360) point out, attention to internal 

activities is an integral part of a successful marketing strategy, as it 

directly impacts the quality of service provided and the organization's 

image in the minds of customers, ensuring sustainable success in a 

competitive environment. Monitoring internal marketing helps build a 

positive and supportive work environment, enhancing employee 

engagement with the organization's goals, increasing its ability to 

achieve its marketing objectives more efficiently and effectively (Porter, 

2019, 210). 

g. Monitoring sales: Monitoring the performance of sales-related activities 

is an essential strategic tool for ensuring the achievement of sales 

objectives and increased revenue. This process focuses on analyzing 

actual performance compared to forecasts and plans, helping the 

organization identify strengths and weaknesses in the sales process. 

Through this close monitoring, organizations can develop their strategies 
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and improve their efficiency to keep pace with market changes and 

customer demands. The evaluation contributes to improving market 

share by enhancing the organization's ability to reach larger customer 

segments and meet their needs more effectively. Furthermore, 

addressing the challenges facing sales teams and providing them with 

the necessary support is a key part of this process, as it contributes to 

enhancing sales team efficiency and achieving higher sales rates. 

3.2 Proactive Marketing 

Proactive marketing is an analytical approach that allows 

organizations to be more adaptable to the ever-changing needs and desires 

of current and future customers, capitalize on the most attractive 

opportunities, and capture greater value. It encompasses all forms of 

marketing and focuses on developing marketing strategies, as well as a 

detailed understanding of promotional campaigns, their impact, and success 

metrics (Kalayanamitra et al., 2023, pp. 1179, 1193). Dincer and Serhat 

(2021, pp. 401) argue that proactive marketing relies heavily on analyzing 

big data available through social media to understand customer preferences 

and anticipate their needs. This analysis contributes to the development of 

innovative products that respond to changing customer requirements and 

achieve high levels of satisfaction. A study (Schulze et al., 2022, 201) 

confirms that proactive marketing relies on the organization's flexibility and 

creativity in developing advanced strategies that provide it with a clear 

competitive advantage. A proactive organization relies on anticipating the 

future behaviors of customers and competitors, giving it the ability to adapt 

to changes quickly and efficiently. 

Proactive marketing is a management philosophy based on 

predicting future changes in the market environment and adapting to them 

effectively, making it a strategic tool for achieving a strong competitive 

advantage. This table aims to provide a comprehensive overview of the 

various concepts and trends related to proactive marketing, helping 

researchers and practitioners deepen their understanding of this vital 

approach. 

Thus, proactive marketing is a strategy that enables organizations to 

go beyond responding to immediate market changes and toward anticipating 

the future and creating new competitive opportunities. This approach relies 

on developing creative capabilities, dynamic flexibility, and a deliberate 

willingness to take risks, enabling the organization to effectively anticipate 

and prepare for upcoming trends and changes. 

Thus, proactive marketing becomes a vital tool that supports an 

organization's ability to innovate and excel, not only by meeting current 

customer needs, but also by anticipating and meeting their future needs, 

placing it ahead of competitors. 
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The importance of proactive marketing stems from its organizational 

process of collecting, analyzing, and disseminating market information. This 

information enables organizations to understand future customer needs and 

respond quickly to them by developing new products and services that meet 

their expectations. The organization also relies on research and development 

activities, which give it a strong competitive edge in the face of challenges 

in its industrial environment (Hamzah et al., 2015, 112). Proactive 

marketing is a vital activity that contributes to ensuring an organization's 

survival and continued competitiveness in current markets. Many leading 

organizations today are adopting this concept to address the various 

challenges they face, such as the rapid increase in the number of competitors 

and careful and measured risk-taking (Kazem and Shabar, 2014, 114). 

Accordingly, the importance of proactive marketing can be highlighted as 

follows (Al-Arabawi, 2019, 28): 

a. Improving the organization's image: Proactive marketing helps improve 

the organization's image and positively impacts customer perception of 

the product, enhancing brand reputation and attracting customers. 

b. Enhancing proactive operations: Implementing proactive marketing 

contributes to the development of other functions within the 

organization, such as production and research and development, 

transforming their work into a more proactive approach. 

c. Dealing with external pressures: Proactive marketing enables 

organizations to efficiently deal with external pressures and provides 

them with room to maneuver to adapt to changes. 

d. Increasing customer loyalty: Proactive marketing contributes to 

strengthening customer loyalty to the brand and increasing their interest 

in new products. 

The importance of proactive marketing can also be explained in the 

following points (Lee, Pounders, 2019, 2): 

a. Seizing opportunities and offering differentiated products: Proactive 

marketing revolves around providing innovative solutions and meeting 

unexplored customer needs. 

b. Adapting to rapid market changes: Proactive marketing helps an 

organization respond to changing environmental conditions quickly and 

flexibly, enhancing growth opportunities. 

c. Achieving a sustainable competitive advantage: By meeting constantly 

changing customer needs, an organization gains a competitive advantage 

by offering unique offerings and value in the market. 

The researchers believe that proactive marketing represents one of 

the pillars of success in the contemporary business environment, as it 

enables organizations not only to respond to changes, but also to anticipate 

and leverage them to their advantage. The importance of this type of 
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marketing lies in its being an integrated organizational process based on 

collecting and analyzing market data in innovative ways, which contributes 

to improving the organization's image and enhancing customer satisfaction 

and loyalty. Proactive marketing also helps achieve a competitive advantage 

by offering innovative solutions that meet unexplored customer needs, 

enhancing the organization's ability to seize opportunities and overcome 

environmental pressures and risks. Proactive marketing is not just a 

marketing strategy; it is a comprehensive management approach that links 

various organizational functions, such as research and development and 

production, contributing to improved internal efficiency and the 

development of offerings. By adopting this approach, organizations can 

achieve long-term competitive sustainability, even in ever-changing 

markets. 

In the increasingly competitive environment of today's business 

environment, a proactive marketing approach has become essential for 

organizations' success and continued market viability. Proactive marketing 

focuses on anticipating customer needs and market trends before they occur, 

allowing organizations to develop innovative strategies that effectively 

address these needs. This approach requires the use of modern tools and 

techniques to collect and analyze data, which helps understand future 

consumer behaviors and trends. In the field of proactive marketing, 

researchers and writers pay particular attention to the dimensions that 

influence the success of this type of marketing strategies. These dimensions 

are consistent with the dimensions identified by Kotler and Keller (2016, 

365), which will be presented as follows: 

a. Creative Capability: This is defined as dynamic and enables 

organizations to sense opportunities and absorb environmental changes, 

while ensuring their effective response to these changes. These 

capabilities result from the optimal use of resources, whether human or 

financial, which helps develop new products or achieve production 

expansion (Al-Hamdani, 2018, 64). Furthermore, these capabilities 

enable organizations to develop flexible strategies that keep pace with 

rapid changes in markets and societies, enhancing their ability to adapt 

and remain competitive in complex and volatile environments. 

b. Resilience: Resilience in organizational settings has become 

increasingly important over the past two decades, as it is viewed as a 

comprehensive remedy for organizations facing mounting challenges in 

turbulent competitive environments. Organizations that master the art of 

dynamic and flexible operation achieve greater vitality and success than 

those that do not (Skorstad, Ramsda, 2009, 1). In the modern context, 

flexibility has become a critical factor in enhancing competitive 

advantage. It is linked to achieving flexibility in the organizational 
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structure, continuously scanning the environment, and anticipating 

customer needs while responding quickly. This is explained by 

Nicholson and Kavanagh, 2021, 16). This demonstrates that success in 

delivering value to customers quickly is the key to excellence in today's 

competitive environments. 

c. Searching for new opportunities: Searching for new opportunities is a 

vital marketing strategy aimed at discovering scarce resources and 

available opportunities at the ideal time and place, with the aim of 

enhancing the organization's ability to achieve outstanding performance 

that outperforms its competitors. This strategy encourages employees to 

devise unconventional and creative methods of work to achieve the 

desired marketing objectives (Abdul, 2019, 62). In this context, Ahmed 

(2011, 22) points out that the importance of opportunities stems from 

their close connection to the future of business organizations. Exploiting 

these opportunities is the key to an organization's superiority over 

competitors in the market. Opportunities remain mere possibilities until 

an organization is able to proactively invest its resources to seize them 

before others. Al-Abbasi and Abdel Fattah (2020, 331) highlight that the 

search for new opportunities involves a set of activities and efforts 

undertaken by business organizations to capitalize on marketing 

opportunities arising from ongoing changes in customer needs and 

desires, leading to the emergence of new marketing opportunities. One 

of the most important priorities of a proactive organization is continuous 

exploration and learning from surrounding environmental variables, 

with the goal of identifying opportunities that can be exploited to 

achieve sustainable success. When an organization recognizes available 

opportunities and creates new ones, it enables itself to make the right 

decisions at the ideal time (Khater, 2021, 10).  

d. Risk Tolerance: Risk tolerance is the essence of excellence in 

competitive business environments, demonstrating organizations' ability 

to take bold steps in the face of uncertainty to achieve leadership and 

capitalize on promising opportunities. The concept of risk tolerance 

refers to an organization's willingness to capitalize on available 

opportunities, even in the absence of guarantees, and to make bold 

decisions that exceed usual expectations. This solidifies its position as a 

proactive organization striving for innovation and development (Kamel, 

2013, 100). A manager in a proactive organization possesses the 

foresight to take calculated risks, taking bold steps based on a 

comprehensive analysis and careful evaluation of alternatives. This type 

of management not only anticipates risks, but also works to mitigate 

their negative impacts and deal with their repercussions with flexibility 

and intelligence (Abdullah et al., 2020, 415). Risk tolerance is not 
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merely a willingness to face challenges; it is an approach based on 

taking urgent action under vague conditions where clarity is absent and 

uncertainty is heightened. This dimension is a prerequisite for exploiting 

unique opportunities that could transform the organization's future 

(Muhammad, 2022, 38). 

e. Radical Innovation: Radical innovation enables companies to 

overcome market challenges by developing new and unprecedented 

solutions. It also allows them to build a competitive advantage that is 

difficult to imitate, making this type of innovation a necessity in highly 

dynamic, competitive environments. Recent literature indicates that 

radical creativity depends on creating a fertile environment that 

encourages openness to external knowledge sources and creates an 

organizational structure that contributes to transforming new ideas into 

tangible, practical applications (Al-Obaidi, 2019, 73). Some studies have 

shown that organizations that adopt radical creativity practices have a 

greater ability to adapt to rapid market changes and achieve long-term 

growth, especially in highly innovative environments that require 

unconventional strategic decisions (Al-Zubaidi, 2020, 56). Radical 

creativity is distinguished from other types of creativity by its ability to 

bring about sudden and comprehensive transformations in the way 

goods and services are provided. These transformations create a new 

cycle that is completely different from its predecessors, which 

contributes to achieving a strategic leap that increases the organization’s 

efficiency and expands the scope of its organizational and societal 

influence (Al-Rifai, 2022, 115). 

f. Market Sensing: This refers to an organization's ability to understand 

and continuously learn from changes occurring in the market, and then 

respond to these changes by making adjustments that contribute to 

improving its performance and increasing its competitiveness. Baden-

Fuller & Teece (2020, pp. 105-106) explain that market sensing refers to 

the process of generating market-related knowledge and investing it by 

employees within the organization to guide the decision-making process. 

This knowledge is also used to develop and improve the market by 

formulating, testing, and periodically modifying marketing strategies. 

On the other hand, Ahmed et al. (2017, pp. 57-57) argue that developing 

a comprehensive marketing plan requires identifying various aspects 

related to the target market. Hence, the importance of market sensing as 

a strategic tool that contributes to achieving this goal. Ahmed defines it 

as a process that revolves around gathering knowledge about the market 

and effectively investing it within the organization, with the goal of 

continuously shaping and improving the market. 

3.3 Sustainable Competitive Advantage 
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It is the responsibility of the organization to make careful strategic 

choices to ensure its ability to survive and excel, as the loss of any of these 

factors could accelerate its failure. To overcome this ongoing problem, 

which has become increasingly difficult due to the increasingly turbulent 

business environment, the organization must remain flexible and able to 

adapt to surrounding changes. The concept of sustainable competitive 

advantage first appeared in academic literature in 1985, when Porter 

discussed the basic types of competitive strategies that enable organizations 

to achieve a sustainable competitive advantage (Hakkak, Ghodsi, 2015, 

300). New dimensions have been added to this concept with the evolution of 

the contemporary manufacturing environment, which has forced economic 

units to shift from the traditional concept of competitive advantage to a 

sustainable one. Sustainable competitive advantage is the continuity of 

benefits and the implementation of unique value-creation strategies that 

prevent potential competitors from imitating these benefits, ensuring the 

organization's unique position and making it difficult to imitate. (Bag & 

Telukdarie, 2024, 5) 

The researchers believe that sustainable competitive advantage 

represents a set of characteristics that enable an organization to achieve 

sustained superiority over competitors in the market and ensure a long-term 

leadership position. This is achieved by offering distinct and unique 

products or services that exceed customer expectations, while employing 

competitive strategies based on quality, technology, cost, or innovation. 

This advantage requires a relentless commitment to continuous 

improvement, constant innovation, and building strong and lasting 

relationships with customers, along with a deep understanding of their needs 

and evolving aspirations. 

Sustainable competitive advantage represents the vital role it plays in 

addressing contemporary challenges facing organizations. It represents the 

pillar that enhances organizations' distinction from their competitors by 

developing unique activities or harnessing exceptional capabilities and 

resources, ensuring their continuity and ability to compete in changing 

environments. (Al-Abadi, Al-Atabi, 2014 (219)), (Nima et al., 2020 (269)), 

(Rashad, Khiaka, 2010 (47)), (Porter, M. E., 2020 (67)), believe that the 

importance of sustainable competitive advantage lies in the following: 

a. Overcoming the challenges of the contemporary environment: 

Organizations rely primarily on possessing elements that distinguish 

them from others, whether in terms of activities, capabilities, or 

resources, to ensure their survival in the face of increasing 

environmental challenges. Today's business world is witnessing rapid 

change and increasing competitive pressures, making excellence one of 

the key keys to success. Therefore, developing these advantages ensures 
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the organization's position is maintained amid changing market 

dynamics. 

b. Achieving strategic excellence: The importance of sustainable 

competitive advantages lies in the ability to achieve excellence in the 

products offered to customers, while expanding to include excellence in 

human resources, competencies, and strategies adopted, in a highly 

complex competitive environment. These advantages not only help 

better meet customer needs, but also enable the delivery of added value 

that enhances trust and loyalty, placing the organization in a leading 

position compared to competitors (Al-Abadi, Al-Atabi, 2014, 219). 

(Barney, 2021, 65) 

c. A fundamental foundation for the organization's operations: Sustainable 

competitive advantages are a fundamental and influential factor in all of 

an organization's operations, regardless of the nature of its production or 

field of work, ensuring continued outstanding performance and the 

achievement of strategic objectives. Relying on sustainable advantages 

contributes to improving operational efficiency and maximizing long-

term returns, reflecting the organization's commitment to sustainable 

development and enhancing its market value (Nima et al., 2020, 269), 

(Hitt, Ireland, Hoskisson, 572023). 

d. Indication of the organization's market strength: Sustainable competitive 

advantages represent a positive indicator that the organization occupies a 

strong and distinct position in the market, enabling it to achieve a larger 

market share compared to its competitors. This share reflects the 

organization's success in gaining customer satisfaction and increasing 

their loyalty, which reduces the likelihood of them being influenced by 

competitors' offerings or leaving for other alternatives. Furthermore, an 

organization's competitive advantages contribute to enhancing its sales 

volume and profits in the long term, supporting the sustainability of its 

financial success and market stability. Maintaining loyal customers 

reduces the costs associated with attracting new customers and 

sustainably increases returns. 

The researchers believe that a sustainable competitive advantage is a 

crucial factor in ensuring the continued success of organizations in the face 

of a highly complex and changing business environment. Its importance lies 

in strengthening an organization's market position by offering a distinct 

value that is difficult for competitors to imitate, ensuring customer loyalty 

and increasing market share. Furthermore, a sustainable competitive 

advantage is a strategic tool that enables an organization to optimally 

leverage its resources and capabilities, contributing to improved operational 

efficiency and achieving economic returns that exceed the industry average. 
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This advantage is not limited to improving current performance; it 

also contributes to supporting adaptation to environmental changes and 

creating new opportunities for growth. By capitalizing on opportunities and 

anticipating risks, a sustainable competitive advantage becomes a dynamic 

driving force that supports continuous innovation and development. 

Therefore, an organization that relies on this advantage can achieve a 

balance between short-term profitability and long-term sustainability, 

enhancing its ability to lead and differentiate itself in competitive markets. 

There are multiple dimensions that constitute sustainable 

competitive advantages, which can contribute to the success of a given 

organization through their interaction, whether at the individual or collective 

level. Currently, the world is witnessing significant social and economic 

changes, as well as ongoing technological developments, presenting 

organizations with increasing challenges. In this context, the need to 

establish and maintain long-term customer relationships becomes a strategic 

priority, within the framework of the dimensions of sustainable competitive 

advantages. Many researchers (Sanders, 2013, 38), (Muhammad, 2021, 30), 

(Robbins, Judge, 2022, 193), (Al-Moussawi, 2022, 50), (Youssef, 2021, 30), 

(Khaled, 2022, 40) agree that the dimensions of sustainable competitive 

advantage are critical factors that determine the continued success of any 

organization. They contribute to strengthening its position and ability to 

successfully interact with the surrounding environmental changes. To 

outperform competitors in the market, organizations need to possess a set of 

tools and elements that contribute to achieving a sustainable competitive 

advantage. Researchers have identified several dimensions of this 

advantage, the most important of which are: 

a. Cost: Competing based on cost is one of the most common strategies for 

achieving a competitive advantage in modern markets, as it focuses on 

providing products or services of acceptable quality at a lower price than 

competitors. However, this concept goes beyond simply lowering prices. 

It includes integrating sustainability to achieve long-term efficiency and 

meet customer needs without harming the environment or depleting 

resources. Sanders and Reid (2013, 38) indicate that a low-cost strategy 

contributes to higher profit margins, enhancing organizations' ability to 

survive in the face of intense competition without compromising quality 

standards, Sustainable cost is a key dimension that enhances an 

organization's competitive advantage, as organizations seek to strike a 

balance between reducing expenses and preserving environmental and 

social resources. 

Slack et al. (2013, 44) explain that lower cost is not only a goal for 

organizations adopting a cost-effective strategy, but is also a key factor for 

organizations seeking other competitive advantages. Reducing costs through 
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sustainable practices contributes to increased profitability while maintaining 

the organization's commitments to the environment and society. 

b. Quality: Quality refers to the level of materials used, manufacturing, 

design, and service provided, and is a fundamental criterion for 

customer evaluation of a product or service. Customers base their 

judgment of quality on the extent to which a product or service meets 

their purposes and needs. Customers tend to pay more for products or 

services they perceive to be of superior quality to those of competitors, 

as noted by (Stevenson, 2021, 42). Quality is not just about meeting 

customer expectations; it also extends to ensuring that customers feel 

they are getting value for their money. According to (Kotler, Keller, 

2022, 298), product or service quality is one of the fundamental pillars 

that foster customer loyalty and increase consumption rates. In light of 

the global trend toward sustainability, quality has become an inseparable 

component of sustainability in achieving competitive advantage. 

Providing high-quality products and services increasingly relies on 

sustainable practices, such as the use of environmentally friendly 

materials and manufacturing techniques that minimize environmental 

impact. Thus, quality not only contributes to customer satisfaction but 

also enhances an organization's reputation as a socially and 

environmentally responsible entity. 

c. Innovation: Innovation is the ability to introduce new and effective 

ideas to solve problems or develop processes using methods that differ 

from traditional approaches. Innovation is a strategic tool for deeply 

understanding problems and seeing hidden opportunities, as explained 

by (Robbins, Judge, 2022, 193). Innovation is not merely a means of 

improving products and services; it is an essential resource for an 

organization that enables it to enhance its distinction and uniqueness in 

the market. Innovation represents the backbone of sustainable 

competitive advantage, as it enables organizations to respond quickly to 

changes and outperform competitors by offering unique solutions and 

products. 

Innovation is considered a fundamental pillar of achieving 

sustainable competitive advantage, as it helps organizations meet changing 

customer needs in a way that conserves environmental and social resources. 

Innovation is not limited to developing new products alone; it also includes 

improving operational processes to reduce waste and increase efficiency. 

Ali (2022, 38) points out that organizations that invest in innovation can 

adapt to changing market environments, enhancing their ability to survive 

and expand. For example, leading companies rely on innovation to improve 

production and reduce energy consumption, contributing to environmental 

and financial sustainability. Innovation enables organizations to continue 
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providing added value to their customers while adhering to their 

responsibilities toward the environment and society. 

d. Technology: Technology is one of the critical factors affecting the 

success or failure of organizations in the modern competitive 

environment. It represents a key tool used to support administrative 

processes, improve decision-making, and enhance internal and external 

communication within the organization. According to (Al-Moussawi 

2022, 50), the information provided by technology is an essential 

resource that contributes to improving coordination between 

organizational departments and enabling rapid response to changes in 

the surrounding environment. Technology contributes to enhancing 

employees' abilities to use advanced tools, such as computers and 

interactive software, to solve problems in various workplaces. 

(Abun et al., 2022, 131) indicated that technology enables 

management to provide appropriate interventions to enhance employee 

performance, which contributes to achieving operational efficiency and 

improving productivity. Technology plays a prominent role in the design 

and implementation of sustainable competitive strategies. Nabhan (2020, 

57) explains that advanced technological applications and programs help 

business units achieve a sustainable competitive advantage. This advantage 

can translate into reduced production costs through improved efficiency and 

reduced waste, enabling organizations to offer their products at competitive 

prices. 

e. Customer Focus: Customer focus is considered one of the fundamental 

pillars of achieving sustainable competitive advantage. It involves 

placing the customer at the center of organizational operations and 

strategies. Organizations that adopt this approach aim to meet customer 

expectations and needs in an integrated manner, enhancing loyalty and 

increasing repeat business. (Youssef, 2021, 30) explains that customer 

focus is not limited to providing high-quality products only, but also 

includes providing a comprehensive purchasing experience and after-

sales support, which strengthens the organization's position in the 

market and increases its competitiveness. 

In an era of increasing customer expectations, customer focus is an 

essential tool for achieving sustainability. Organizations that invest in 

understanding their customers' needs and providing personalized services 

not only gain a competitive advantage but also contribute to building long-

term relationships with their customers. Ali (2022, 43) indicates that 

listening to customers and responding to their feedback helps continuously 

improve products and services, which contributes to operational 

sustainability and enhances the organization's reputation in the market. 
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f. Supplier Relationships: Strong relationships with suppliers are a 

fundamental pillar of achieving a sustainable competitive advantage, as 

they help ensure the continuous flow of necessary raw materials and 

services at high quality and competitive costs. Khaled (2022, 40) 

indicates that organizations that build strong relationships with their 

suppliers are better able to negotiate, allowing them to obtain 

competitive prices and favorable terms. These relationships enhance 

organizations' ability to deliver products at higher quality or lower costs, 

which supports operational sustainability and strengthens their market 

position. 

Sustainable relationships with suppliers not only contribute to 

improved operational performance but also help reduce risks associated with 

raw material availability and price fluctuations. Ahmed (2021, 60) explains 

that organizations that establish long-term partnerships with suppliers 

benefit from advantages such as quality assurance, continuity of supply, and 

improved operational efficiency. Furthermore, these relationships can 

contribute to promoting sustainability practices by adopting environmentally 

friendly raw material suppliers and sustainable manufacturing techniques. 

4. The Practical Side 

4.1 Respondents' attitudes and opinions regarding the research indicators 

a. Description of the dimensions of marketing control: The results of the 

analysis, through Table (1), and according to the opinions of the 

respondents, show that there is a high focus on the dimension (control of 

the marketing strategy) in the private hospitals of the research sample, as 

it obtained the first place with the highest arithmetic mean, which 

amounted to (3.65) and a response rate of (73). The dimension (control 

of internal marketing) came, according to the opinions of the 

respondents, in the last place with the lowest arithmetic mean, which 

amounted to (3.47) and a response rate of (69.53). Table (1) also shows 

the values of the coefficient of variation for each dimension of 

marketing control, as the low value of the coefficient of variation, which 

approached the zero limits, indicates the intensity of the harmony of the 

respondents in the hospitals with that dimension. 

Table (1): The hierarchical importance of the marketing control dimensions 

from the point of view of the respondents 

Order 
Coefficient of 

variation 

Response 

rate 
Mean Dimensions  

Fourth 

Place 
36.7: 83.5 4.63 

Marketing Environment 

Oversight 
1 

First Place 34.89 84 4.76 Marketing Strategy Oversight 3 

Fifth Place 37.38 83.:4 4.65 
Marketing Performance 

Oversight 
4 

Second 

Place 
35.9: 81.57 4.68 

Marketing Systems and 

Procedures Oversight 
5 
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Sixth Place 37.385 81.37 4.67 Customer Value Oversight 6 

Seventh 

Place 
3:.:3 7:.64 4.58 Internal Marketing Oversight 7 

Third Place 36.57 81.77 4.69 Sales Oversight 8 

Source: Prepared by the researchers based on the results of the SPSS 

statistical program. 

b. Description of the dimensions of proactive marketing: The results of 

the analysis, through Table (2), and according to the opinions of the 

respondents, show that there is a high focus on the dimension of 

(flexibility) in the private hospitals in the research sample, as it ranked 

first with the highest arithmetic mean of (3.68) and a response rate of 

(73.6). The dimension of (creative ability), according to the opinions of 

the respondents, came in last place with the lowest arithmetic mean of 

(3.49) and a response rate of (69.8). Table (2) also shows the values of 

the coefficient of variation for each dimension of proactive marketing, 

where the low value of the coefficient of variation, approaching zero, 

indicates the high degree of harmony between the respondents in the 

hospitals with that dimension. 

Table (2): The ordinal importance of the dimensions of proactive marketing 

from the perspective of the respondents. 

Order 
Coefficient of 

variation 

Response 

rate 
Mean Dimensions  

Sixth Place 43.13 7:.9 4.5: Creative Ability 1 

First Place 36.57 84.7 4.79 Flexibility 3 

Second 

Place 
37.79 84.44 4.77 

Searching for New 

Opportunities 
4 

Fifth Place 39.48 79.:4 4.55 Risk Tolerance 5 

Third Place 37.:7 7:.97 4.5: Radical Innovation 6 

Fourth 

Place 
37.:: 7:.14 4.56 Market Sensing 7 

Source: Prepared by the researchers based on the results of the SPSS 

statistical program. 

c. Description of the dimensions of sustainable competitive advantage: 

The results of the analysis, through Table (3), and according to the 

opinions of the respondents, show that there is a high focus on the 

dimension (cost) in the private hospitals in the research sample, as it 

ranked first with the highest arithmetic mean of (3.62) and a response 

rate of (72.4). The dimension (customer focus), according to the 

opinions of the respondents, ranked last with the lowest arithmetic mean 

of (3.55) and a response rate of (71.1). Table (3) also shows the values 

of the coefficient of variation for each dimension of sustainable 

competitive advantage. The low value of the coefficient of variation, 
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approaching zero, indicates the high degree of consistency of the 

respondents in the hospitals with that dimension. 

Table (3): The ordinal importance of the dimensions of sustainable 

competitive advantage from the perspective of the respondents. 
Order Coefficient of variation Response rate Mean Dimensions  

First Place 35.74 83.5 4.73 Cost 1 

Fifth Place 38.56 84.86 3.68 Quality 3 

Second Place 36.33 85 4.83 Innovation 4 

Third Place 36.35 84.96 4.7: Technology 5 

Sixth Place 3:.84 81.1 4.66 Customer Focus 6 

Fourth Place 38.3: 81.3 4.67 Supplier Relationships 7 

Source: Prepared by the researchers based on the results of the SPSS 

statistical program. 

Based on the above and in light of the arrangement of the relative 

importance of the dimensions of the research variables, the first question 

that was raised in the research problem can be answered, which is what is 

the level of importance of the research variables in the researched hospitals, 

and based on the formulation of the first main hypothesis (the relative 

importance of the research variables and dimensions does not vary in the 

researched hospitals), therefore it can be said to reject this hypothesis and 

accept the alternative hypothesis that states that the relative importance of 

the research variables and dimensions varies in the researched hospitals. 

4.2 Testing research hypotheses 

a. The second hypothesis: which states (there is no correlation between 

the research variables): The data in Table (4) reveal the nature of the 

correlation between the marketing control variable and sustainable 

competitive advantage. The value of the correlation coefficient between 

the two variables was (0.37), which is a significant value with statistical 

significance, and at a probability level of (0.000), which is much less 

than the permissible error value of (0.05). Meanwhile, the value of the 

correlation between proactive marketing and sustainable competitive 

advantage was (0.641), at the same significance level above. The value 

of the correlation between marketing control and proactive marketing 

reached (0.71).  

Table (4): Correlation coefficient between the research variables 
Correlations Proactive Marketing Sustainable Competitive Advantage 

Marketing Control 0.71** 0.37** 

Proactive Marketing 1 0.641** 

Source: Prepared by the researchers based on the results of the SPSS 

statistical program. 
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Figure (2): Correlation relationships between research variables 

Source: Prepared by the researchers based on the results of the SPSS 

statistical program. 

b. The third hypothesis: There is no statistically significant effect of the 

interaction between marketing control and proactive marketing on 

enhancing sustainable competitive advantage in hospitals, To examine 

this question, a one-way ANOVA (Analysis of Variance) test was 

conducted to determine whether there is a variance between marketing 

control and proactive marketing as independent variables and the 

deliberate variable, which is the sustainable competitive advantage of 

employees in private hospitals. Table (5) shows the test results and 

significance. 

Table (5): Results of the ANOVA test to determine the differences between 

the responses of researchers from the surveyed hospitals regarding 

sustainable competitive advantage (at the aggregate level).  
Dependent 

Variable 

R2 

Value 

Calculated 

F Value 
Sig.   

Calculated 

T Value 
Sig. 

Sustainable 

Competitive 

Advantage 

3.4: 47.33 0.00 

Marketing 

Control 
3.377 3.877 3.566 

Proactive 

Marketing 
3.696 7.953 3.333 

Source: Prepared by the researchers based on the results of the SPSS 

statistical program. 

Table (5) shows the results of the analysis of variance, from which 

we conclude that there are significant differences in the dimensions of the 

dependent variable, sustainable competitive advantage, among employees in 

private hospitals. The value of (F) came to (36.20) with a probability value 

of (0.000), which is less than 0.05, and therefore it is significant. From 

Table (5), the results of the statistical analysis showed a coefficient of 

determination of (0.39), meaning that the extent to which the two 

independent variables (marketing control and proactive marketing) explain 
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the changes in the dependent variable (sustainable competitive advantage) 

was good, indicating the significance and strength of the relationship 

between the two independent variables and the dependent variable in our 

study. On the other hand, the value of the regression coefficient β for the 

marketing control variable was (0.066), which is insignificant at a 

significance level of (0.05), as indicated by the Sig values. On the other 

hand, the value of the regression coefficient β for the proactive marketing 

variable was (0.585), which is significant and influential at a significance 

level of (0.05), as indicated by the Sig values. From the above, it is clear 

that there is a statistically significant effect of the interaction between 

marketing control and proactive marketing on enhancing the sustainable 

competitive advantage of hospitals (at the aggregate level). Therefore, the 

third main hypothesis is rejected and the alternative hypothesis is accepted. 

c. Fourth Hypothesis: There is no statistically significant effect of the 

marketing control variable (combined) on sustainable competitive 

advantage (combined). 

Table (6): Regression Analysis of Marketing Control Combined on 

Sustainable Competitive Advantage Combined 
Independent 

variable 

Direction of 

effect 
Dependent variable 

Estimating the 

regression coefficient 
SRW Sig. 

Marketing 

Control 
 

Sustainable 

Competitive 

Advantage 

3.533 3.63 3.339 

Source: Prepared by the researchers based on the results of the SPSS 

statistical program. 
Table (6) shows that the results of the regression analysis revealed a 

significant direct effect of marketing control on sustainable competitive advantage. 

The regression coefficient value reached (0.402), indicating that a one-unit change 

in marketing control would lead to an increase of (0.402) in sustainable 

competitive advantage. The standard regression weight value reached (0.50), which 

reinforces the significant P-value of (0.008), which is less than the significant value 

of (0.05). This confirms the rejection of the fourth main hypothesis and the 

acceptance of the alternative hypothesis. 

d. The fifth hypothesis: There is no statistically significant effect of the proactive 

marketing variable (combined) on sustainable competitive advantage 

(combined). 

Table (7): Regression analysis of proactive marketing combined on 

sustainable competitive advantage combined. 
Independent 

variable 

Direction of 

effect 
Dependent variable 

Estimating the 

regression coefficient 
SRW Sig. 

Proactive 

Marketing 
 

Sustainable 

Competitive 

Advantage 

3.961 3.9: 3.334 

Source: Prepared by the researchers based on the results of the SPSS 

statistical program. 
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Table (7) shows that the results of the regression analysis showed a 

significant direct effect of proactive marketing on sustainable competitive 

advantage, as the value of the regression coefficient reached (0.851), 

indicating that a change in proactive marketing by one unit will lead to an 

increase of (0.851) in sustainable competitive advantage, while the value of 

the standard regression weight reached (0.89), and this is reinforced by the 

significant (P-value) of (0.003), which is less than the significant value 

(0.05). This confirms the rejection of the fifth main hypothesis and the 

acceptance of the alternative hypothesis.       

5. Conclusions and Suggestions 

a.  
b.  
c.  

d.  
5.1 Conclusions  

a. Marketing control is one of the most prominent management tools that 

enables private hospitals to efficiently direct their marketing activities. 

This is achieved by monitoring performance and analyzing deviations, 

which helps in making effective corrective decisions that achieve 

customer satisfaction and support overall performance. 

b. Marketing control intersects with various organizational functions, 

particularly planning, organizing, and directing, making it an integrative 

tool that enhances the efficiency of resource use and reduces financial 

and time waste. 

c. Marketing control contributes to anticipating and addressing marketing 

problems in a timely manner by monitoring the internal and external 

environment and analyzing the changes surrounding private hospitals. 

d. Proactive marketing is an important strategic pillar in supporting 

hospitals' ability to adapt to environmental changes, as it enables the 

collection and analysis of customer data and future market trends, 

enhancing response speed and achieving added value. 

e. Proactive marketing contributes to building a positive image for the 

hospital, enhancing customer loyalty, and giving the organization the 

opportunity to seize opportunities before its competitors. 

5.2 Suggestions 

a. Activate accurate digital marketing control systems based on artificial 

intelligence to monitor marketing performance in real-time. 

 Proposal Implementation Mechanism: 

 Link marketing measurement tools to business intelligence 

dashboard systems. 

 Use analytical programs to detect early deviations. 
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 Issue immediate reports that are submitted directly to senior 

management. 

b. Establish a proactive marketing unit within each hospital responsible for 

analyzing future market trends and competitor movements. 

 Proposal Implementation Mechanism: 

 Establish a marketing foresight department within the Marketing 

Department. 

 Employ trend analysis tools to anticipate changes. 

 Hold quarterly meetings to update the future marketing vision. 

c. Launch an interactive customer behavior analysis platform that enables 

understanding customer needs before they are formed. 

 Proposal Implementation Mechanism: 

 Design periodic proactive questionnaires and predictive surveys. 

 Use behavior tracking technologies across electronic services (e.g., 

click tracking in online booking). 

 Classify customers according to behavioral patterns for precise 

personalized targeting. 

d. Enhance the efficiency of hospital marketing personnel through 

specialized training programs in monitoring and proactive marketing. 

 Proposed implementation mechanism: 

 Offer practical courses on digital marketing monitoring tools. 

 Engage employees in virtual laboratories that simulate marketing 

crises. 

 Prepare pre/post-training evaluation tests to measure performance 

improvement. 

e. Integrate the concept of proactive marketing into hospital marketing 

emergency plans. 

 Proposed implementation mechanism: 

 Create future marketing scenarios to deal with emergencies (health 

crises, intense competition, changing demand). 

 Link the marketing department to risk management and update plans 

monthly. 

 Train a proactive team to quickly intervene in the event of market 

deviations. 
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