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The role of advertising in achieving competitive advantage in business companies: An
analytical study of the opinions of a sample of government bank managers in Babil
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Abstract

The main objective of this research is to analyze two variables: the
first variable is advertising, which is the independent variable with
its three dimensions (social dimension, economic dimension,
ethical dimension), and competitive advantage, which is the
dependent variable with its four dimensions (cost, quality,
flexibility, delivery), and the relationship between them, This is
according to the opinions of a sample of government bank
managers in Babylon. To achieve this goal, a simple random
sampling method was used to distribute a questionnaire prepared
for this purpose, consisting of (92) questionnaires. After that, (79)
guestionnaires were retrieved, all of them suitable for statistical
analysis, with a response rate of (86%). To analyze the collected
data, the researcher used a set of statistical tests available in the
statistical program SPSS V.24,
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The results of the descriptive statistical analysis showed that most
dimensions of advertising and competitive advantage were
present, but below the required levels. In addition, the results
indicated that there are significant influence relationships between
the variables of this research, represented in the fact that
advertising has an impact in achieving competitive advantage
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