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Abstract

To achieve continuous competitive advantage is the main objective,
which guarantees the institution to stay in the arena of competition, on
the cosmic level, depending on the skills, knowledge and preparations
that are available in intellectual assets that interact and are consistent
with each other for continued excellence and the most important
fields. The aim of this study was to test the Influence of Marketing on
the competitive advantage strategies, where he was the target of this
research Sudan Telecommunications Zain. Was used study
descriptive analytical method, where the resolution a key tool to
collect data from a sample is the possibility of distributed (50)
questionnaire by recovery (96 %). Throng a review of previous
literature several hypotheses formula to study that impacts .this data
processing statistically by (spss22). The results showed a relationship
between marketing strategies, competitive advantage, but influential
part. Reached study several recommendations, including work to
increase campaigns and promotional activities of ads In a television
public roads which describes the types and characteristics of goods
provided by the companies, increase the interest of the organization
department under market planning and management of market
information and give it the proper importance in order to achieve
competitive advantage.

Key world: marketing strategies, competitive advantage



