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Abstract: The current research aims to clarify the
role of cyber marketing in brand enhancement. The
main problem of the research was the challenges
facing KIA Automotive Company in effectively
employing cyber marketing tools to enhance its
brand, which is reflected in weak digital interaction
and a decline in the level of competitive excellence in
the Iragi markets. Cyber marketing is a marketing
model that combines traditional marketing principles
and is an effective means of improving a company's
marketing effectiveness. The brand also contributes
to increasing the interest of corporate management in
creating competitive differences and strengthening
the company's brand. After identifying the research
problem, two hypotheses were formulated, based on
the hypothetical research plan. The most prominent of
these hypotheses was that cyber marketing has a
significant impact on brand enhancement. To achieve
the desired results, KIA Automotive Company in Iraq
was selected. A questionnaire was designed and
distributed to a sample of (55) male and female
employees. The questionnaires were collected, sorted,
and analyzed. The correlation and influence
relationships between the research variables were
tested using several statistical methods using the
SPSS program. In light of the analysis, the research
reached a set of conclusions, including: Cyber
marketing plays a significant and effective role in
enhancing the brand to achieve a competitive
advantage in the market. This has made it a pioneer
among companies, enhancing its position and
reputation in the market. Based on the conclusions, a
number of proposals were presented, the most
important of which is: The company must work to
increase the brand's market share, which strengthens
its competitive position in the market.
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