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Abstract

The study aimed to test the nature of the correlation and impact between
the two study variables competitive intelligence with its dimensions
(planning, data collection, analysis, and dissemination). Competitive
intelligence is an independent variable in enhancing sustainable marketing
performance,which represents a dependent variable with three dimensions
(sustainable economic performance, sustainable social performance, and
sustainable environmental performance). The researcher selected the
Hammam Al-Alil Cement Factory as the field of application. To achieve
the objectives of the current study, the researcher adopted the descriptive
and analytical approach. In line with the above, the study problem was
formulated by posing a set of questions, including:

1 - Is there a correlation between the competitive intelligence variable and
the sustainable marketing performance variable in the laboratory under?

2 - Is there a correlation between the dimensions of the competitive
intelligence variable and the dimensions of the sustainable marketing
performance variable in the laboratory under study?

3 - Is there an impact relationship between the competitive intelligence
variable and the sustainable marketing performance variable in the
laboratory under study?

To answer these questions, a hypothetical study plan was formulated to
reflect the relationships and influences between the study's variables and
dimensions. This resulted in a set of hypotheses that addressed the topic
from all its aspects. These hypotheses were tested using statistical methods,
using a questionnaire as the primary tool for data collection. A sample of
(160) employees at the Hammam Al-Alil Cement Factory was selected,
and the study reached a set of conclusions, including:

1 - There is a significant correlation between competitive intelligence and
sustainable marketing performance at the aggregate level and at the level
of sub-variables in the laboratory under study. This was confirmed by the.

2 - The study results revealed that competitive intelligence has a significant
impact, with statistical significance, on sustainable marketing performance
at the aggregate level and at the level of sub-dimensions in the laboratory
under study Based on the study's findings, the following recommendations
were made:

1 - The organization should widely distribute the analysis results within the
organization and its departments and branches to maximize their use.

Keywords: Competitive Intelligence, Sustainable Marketing Performance,
Hammam Al-Alil Cement Plant
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