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Abstract 
The research aim to study the impact of the marketing strategy on the 

sustainable competitive advantage putting in mind the mediator role of loyalty, 

the study trips to investigate how does the food production companies achieve 

the competitive advantage, and how it maintains it's continuance through 

following a suitable marketing strategy that reflects an impact on the 

competitive advantages sustainability. The researchers have conducted 

descriptive method where the questionnaire has been the main tool for 

collecting the data from the population which involved a number of food 

production companies, a number of (230) questionnaire has been distributed 

with a return percentage of (82%). Also, the researchers have used non-

probability Sample, technique, and the data was analyzed by using the SMART 

PLS program. The most important results show that there's a positive 

relationship between the marketing strategy and the sustainable competitive 

advantage, besides loyalty mediates this relationship but the effect changes 

from one variable to another, the study come out with important 

recommendations to encourage food production companies to focus on the 

marketing strategy in order to make use of the business opportunities available 

in order to achieve sustainable competitive advantages, besides future wide 

range studies that can take different dimensions for the research variables. 

Key words: 

(Strategies, Marketing, Marketing strategies, Advantage, Competitively , 

Sustainable, Sustainable Competitive Advantage, loyalty). 
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