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Abstract

The current study sought to focus on the variables of digital marketing
techniques and market knowledge due to their great importance to the
company under study. The problem of the study lies in market knowledge,
considering that market knowledge is one of the most important and
prominent resources for organizations seeking continuity and success.
Knowledge is considered the most important and prominent factor through
which competitors and customers can be identified and the market can be
developed. The study aimed to determine the nature of the moral correlation
between digital marketing techniques and market knowledge, and to
determine the forces at the level of influence of digital marketing techniques
on market knowledge, represented by (social networking sites, email, mobile
phone, content marketing) (knowledge of customers, knowledge of
competitors, market research and development). The importance of the study
lies in highlighting (digital marketing techniques) that help in knowing the
market effectively, as these techniques can be used in an attempt to eliminate
the problems that the company may be exposed to, including knowledge
Competitors, customer needs and market development. To achieve the study
objectives, Asiacell was chosen as a study community, represented by a
number of Asiacell sites in the northern region (Mosul, Erbil, Dohuk,
Sulaymaniyah). The questionnaire was distributed electronically to a sample
of employees in the mentioned sites. The sample size was (101). After the
theoretical framework and previous studies crystallized, the researcher
developed a hypothetical plan that reflects the nature of the relationship of
correlation and influence. Four main hypotheses were formulated to be
tested in Asiacell Communications Services Company. A set of statistical
tools and methods were relied upon to process and analyze data and
information. The following programs were used: Excel, SPSS V26, AMOS
V24 to reach the goal. The study reached a set of conclusions, the most
important of which is through the results of analyzing the correlation
between the variable of digital marketing techniques and the variable of
market knowledge. It appears that there is a direct correlation between the
variable of digital marketing techniques and the variable of market
knowledge. When determining the relationship of influence between the
variable of digital marketing techniques and the variable of market
knowledge, The market revealed a significant impact of digital ma



rketing techniques on market knowledge. Statistical analysis revealed that
Asiacell in the Northern Region embraces the dimensions of market
knowledge. Based on the findings of the study, proposals were presented
that are consistent with these findings, as well as proposals, implementation

mechanisms, and future studies related to the variables of the current study.
Keywords: Digital Marketing Technologies, Market Knowledge,
Asiacell
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