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Abstract:  This research aims to find out the role of the Brand in the 

process of achieving the competitive advantage from strategic perspective 
through identifying the important role that the marketing activity has in the 
work of companies. This research seeks to achieve its objectives through the 
analysis of decisions and the importance of the Brand in Zain company for 
communication.  

It also demonstrates the Brand's role in satisfying the customers' 
desires. The researcher has used (Porter) strategies, he supposed that there 
are three strategies: (Cost Leadership Strategy, differentiation Strategy, 
Focus Strategy), researcher used (SPSS) for the statistical analysis of the 
gathered data through the analysis of both of the correlation, regression and 
(ANOVA). 

The researcher reached a number of conclusions and the most 
important of them was the existence of a strong correlation between 
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companies and brand can be used to achieve the competitive advantage in 
the Zain company for communication through the services made by its 
distributional outlets  

Keywords: brand, competitive advantage. 
JEL: M30. 
 
 

Introduction 
 
New challenges are continuously faced by organizations 

derived from the nature of the developments and changes that take 
place in our world every day, as a result of communications 
technology and information, which requires companies a high 
degree of flexibility and future vision in making decisions related to 
its activities in general and its marketing in particular and the 
promise of multiple strategies including branding product strategy 
and including Its achievement of a competitive advantage by 
enabling them to increase a market share for their products and to 
satisfy the desires and needs of customers. 

The nature of the problem embodied by the unclear vision 
among organizations of the importance of the Brand and its role in 
achieving competitive advantage, and on this basis this research 
was an attempt to upgrade the role of the Brand within the 
marketing efforts exerted by Zain for Communications which 
represents an important dimension of the mix of commodity along 
with other dimensions such as quality, shape and size. 

Pearson et al, (2015) mention that intangible resources are 
considered the widely significant strategically to be sources of 
sustainable competitive advantage, intangible resources depend 
upon knowledge or information, for example, organizational culture, 
product reputation, the organization's brand, and the perception of 
service quality.  

 
Methodology:-  
First: - Research problem: - in spite of the evolution 

witnessed in the world of industry in the field of various activities in 



THE IMPACT OF THE BRAND IN ACHIEVING COMPETITIVE … 

7 

general and marketing activities in particular which usually include 
decisions relating to the process of branding product and its 
development which in turn leads to achievement of a competitive 
advantage that will make the organization to become much superior 
to other organizations in the process of gaining a customer and also 
to satisfy his/her renewable needs, but there are some 
organizations that are characterized by the lack of clarity of vision 
they have towards branding products strategy and what a role it can 
play in promoting or protection of their products, leading to failure to 
achieve the desired balance between the aspirations and 
expectations of customers. 

Second: - Research objectives: - This research seeks to 
analyse and evaluate the decisions of branding products and to 
demonstrate the organization's role in satisfying the customers' 
needs and desires through their active role of branding its products 
and the adoption of the marketing activities that lead to the 
confirmation of this role and the achievement of the competitive 
advantage, thus, research objectives can be termed within the 
following axes:- 

1- The contribution to the provision of theoretical perceptions 
of the branding decisions of products in a way that helps decision 
makers in organizations the task of branding products and the use 
of marketing activities in this area which helps to achieve 
competitive advantage. 

2- The contribution to detect weaknesses that reduce the 
role of organizations in the rapid response to the wishes of 
customers. 

3- To draw the attention of companies to the scientific and 
marketing basics in branding their products, which lead to different 
dimensions which in turn ensures the achievement of superiority 
over other similar companies. 

Third: - Research importance: - business organizations in 
the developed countries usually place an important role, and a 
growing interest in the decisions of branding their products to the 
achievements of an active role in the marketing operations activity, 



 Zaki Muhammad Abbas Bhaya, Basim Abbas Kraidy Jassmy  

8 

but through analysis of the previous theoretical studies and the 
reference is clear that there is a limited availability of studies 
specializing in analysing and evaluating the decisions of branding 
products and their impact in achieving competitive advantage. 
Research's importance is highlighted of by showing the need for 
attention to the branding of the products because of its growing 
influence in the competition and its usage by organizations to 
satisfy the needs and desires of customers which in turn will lead to 
the achievement of competitive advantage. 

Fourth: - Research Hypothesis: - depending on the 
problem of the study and its objectives the following hypotheses 
were formulated: 

- There is a significant correlation between the brand and the 
competitive advantage. 

- There is impact for the brand to achieve competitive 
advantage. 

Fifth: Measurement tools  
The use of the questionnaire based on a (Kilic, 2011) scale 

to collect information about customers for Zain services and the 
adoption of a measure (Bhaya, 2001) with respect to the strategies 
competitive with the adoption of (11) paragraphs to measure 
customers' response to the organization's Brand while the adoption 
of three axes of (Porter) strategies. and relating to the competitive 
advantage the first axis represented by the cost of leadership 
strategy which consist of (6) paragraphs, the second axis 
represents distinction strategy which consist of (6) paragraphs, and 
the third axis represents of the focus strategy which consist of (8) 
paragraphs to measure workers' responses in distribution outlets for 
the organization's services in the provinces on these competitive 
strategies. The questionnaire scale ranges between (1) do not 
totally agree and ends with (5) totally agree. 

Sixth: - Data collection. Were distributed 300 questio-
nnaires form to the available sample from Zain customers, through 
organization's products outlets distribution the number of forms that 
have been retrieved it (275) form and the number of forms that 
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have been cancelled, as being unfit for search (14 form) to any 
number of forms that were used in the analysis (261) form the 
response rate (87.00), the second axis represents(Porter) 
strategies to measure the workers' response in those outlets, the 
number of forms that have been distributed (50), the number of  
forms that have been retrieved (45)and the number of  forms that 
have been cancelled(5)as being unfit for search. 

Literature review     
Branding is a marketing tool the organization can use to 

install itself in the market and to try to find a brand name to enables 
customers to identify it immediately and that achieves a strategic 
relevance of the organization and then leads to the gaining of a 
competitive advantage and that's when brand name is associated 
with the imagined high quality of the product that carries it, that is 
why the organizations adopt the branding  strategy in order to 
ensure that customers can rely on to get the special quality 
products that they want. it is rare to find a completely unique 
organization in the market away from the competition and in 
general the competition that takes place among all organizations to 
get to the customer, specifically the organizations that deal with 
similar commodities or alternative services in a particular market is 
competing firms (Slack, 1998: 285). 

Kotler (1997) mention that brands vary in the size of the 
power, influence and the value that they have in the market. One 
side we find unknown brands for most customers (measured 
through a recall brand or a realization), beyond that we find high-
grade brands of admissibility. Then we find brands that enjoys a 
high degree of preference which is being acquired, among other 
brands Finally, there are brands that enjoys a high degree of 
loyalty.  A brand strengthens and increases when the customers' 
perceptions are positive for within their imaginations (Drymple, 
2000: 289). Brand equity provides a number of competitive 
advantages for an organization (Kotle, 2000: 406) as follows:- 

1-The organization has low marketing costs because of the 
customer's high awareness of the brand and his/her loyalty to it 
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2-The organization will be better able to bargain with 
distributors as long as the customers expect that they're acquiring 
the brand. 

3-The organization may impose a price higher than its 
competitors because its brand has a higher perspective quality. 

4-The organization can start brand extensions more easily 
than as long as the brand name carries high credibility 

5-brand offers the organization some defence against the 
high price competition 

Aghili (1996) sees that the best way for the organization to 
determine its competitors to look at it from the customer's 
perspective, according to this vision, the organization will find four 
categories of competition: - 

1- Desired competitor: - here the competition is for the desire 
that wants to be satisfied. 

2-General competitors: - here the competition is for 
something that the customer wants to cater to his/her desire. 

3- Product group competitors : - on any product that is 
desired by the customer. 

4- Brand competitors: - that is the brand, which is desired by 
the customer. 

The competition begins at an early stage since the existence 
of the customer's desire and his/her quest to quench that desire, 
the role of marketing managers is highlighted to guide this desire to 
product groups and brands that they deal with. (Shanawany, 1976: 

261- 278 ) sees that the brand suggested to the customer is the 
product that is favoured over others, different from other products. 

So, it is necessary when choosing a brand to take into 
consideration on an ongoing basis in the talks between sellers and 
buyers and is also used in promotional efforts. 

According to this illustrated the importance of selecting the 
brand or its name if we have seen the multiplicity of product 
competition and the nuanced differences between products which 
could lead to customer preference for another product, it is just 
easier to remember product or its name can be distinguished 
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among other competing products. (William Newman) pointed out 
that the organization should seek to get the market position when 
implementing the strategy.  So that this position represents the 
competitive role of the organization (Helen and Hanger, 1967: 77-
88). 

(Abell) believed it is not easy to find this position, Thus, the 
organization should be seeking to obtain marketing opportunities. 
(Helen Hanger, 1990:241). The proper focus for marketing planning 
is done by enlarging the value and customer's loyalty with the 
presence of brand management that serves as a primary tool of 
marketing (Kotler, 1997: 444). The primary benefit of loyalty to the 
brand in ensuring that the organization is not losing market share 
when a new competitor appears on the market (S.P.Raj, 1985: 53) 
It may be the organization has many customers, but if loyalty is not 
available the organization may sweep away from the other 
competitors, so we find that marketers are working to re-emphasize 
the importance of the brand by displaying ads that promote loyalty 
to the brand (Rounald and Block, 1988: 1-8). 

The main task of marketing managers from the 
organizational point of view is to regulate the level and demand 
characteristics in helping to achieve its objectives as it represents 
the main connection among the organization with its customers and 
other Competition organizations, so administrative should be 
particularly interested in the market and the marketing mix (Kotler, 
1980: 22). (Urban and Star, 1991: 171) mention that the best 
strategy is the achievement of the highest market share, therefore, 
managers must do their best in order to get the highest share of 
their brands in the market. 

K. Michael (1989) see those marketing decisions made by 
an organization that are through competitive information available, 
in order for such information be effective, they must be treated 
according to a systematic approach where this method involves five 
steps as follows :- 

1-Develop a system for competitive analysis. 
2- Identification of competitors. 
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3-Gathering information through a competitive audit. 
4-Evaluation of competitive information. 
5-Integrate this information through a strategic planning 

process. 
Thus, this approach leads to taking into consideration the 

competitive actions and reactions in the process of formulation and 
implementation of competitive strategies and tactics. 

The process of formulating a strategy requires three main 
issues (Darymbl, 2000: 271) are  :-  

1-Where do we compete?: - The choice of  market areas are 
searched for the possibility of achieving competitive advantage 
depends mainly on the attractiveness of the market and the power 
of the organization,  and thus, the necessary tasks the marketing 
manager are to get the best strategic choices.        

2-When do we compete?: - The ability to compete often 
depends on the options provided by the strategic opportunity and 
we must exploit these in a timely manner. For strategic windows, 
we must first be able to see them and then to have a willingness to 
exploit and required a high degree of flexibility.                                

3- How we compete: - where the organizations must decide 
on any dimensional attack or a defending during the process of 
competition with other companies. 

As this decision depends on the size of the organization as 
compared to the size of its competitors, as well as adopting viable 
strategies in the specific industry. (Porter, 1996: 64) He has pointed 
out that the essence of the strategy lies in choosing the business 
that makes high performance or dose different activities from 
competitors, and not to become such a strategy is nothing more 
than the slogan will not be able to stand in the face of competition. 

Marketing managers want to follow the policy of distinction 
because the distinction helps to identify the quality of the product 
and that this policy gives a certain consumer mental perception 
allows the producer to be priced in a special way. So, it is a 
marketing study within the market and in the light of the diversity of 
products and marketing strategy. The Marketing manager can 
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benefit from the policy of discrimination of the following four criteria 
(Abdel Fattah 0.343: 1984):- 

1- Market control : - It helps the organization's distinction to 
get the most from the product's market share , (Shanawany 0.273: 
1977) sees that each and every producer aims to get a share of the 
product's market of the products that he is making, and the 
producer is working to increase this segment constantly as much as 
possible in order to reduce the cost and to increase profits, but this 
only takes place, by keeping on a stable demand for the product 
and increase the number of potential customers. (AlAbdali and 
AlAlaaq:1999.123) that distinction creates loyalty among the 
customers direction of the product when convinced of its quality, a 
customer does repeat the purchase and thus the producer ensures 
a permanent customer for the products.  

2-The independence of product pricing: - customers always 
buy products with famous brands even though prices were higher 
than the rest of the products in the market. (Bazrgh 0.117: 1989) 
sees that distinction leads to a lack of occurrence of changes in 
prices, field studies in a large number of countries made it clear that 
the distinctive products' prices are more stable than indistinctive 
products' prices difference in quality and also to the fact that 
producers do not resort to using brands and advertisements to 
achieve their interests without taking into consideration the interest 
of the consumer. 

3- Introduce new products: - Customers and distributors like to 
receive new products if they are carrying a famous brand. (Kotler, 
1997: 454) noted that the strategy of brand expansion gives a number 
of advantages, every famous brand's name gives the new product an 
immediate recognition and a larger reception, and thus it enables the 
organization to enter some new varieties of products more easily, but, 
to expand the new brand may carry some risks, it may disappoint 
customers and reduces their acceptance of the organization's other 
products, it may not be always a suitable brand for new a product. 
(Aubaidaat, 1997: 145) sees that brand decisions are one of the most 
important decisions in the case of new products because they are 
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significantly associated with the substitution strategy of desired 
commodity, and the presence of a well-known brand helps product 
distinction. A strong brand gives the product a significant competitive 
advantage, which encourages the repetition of purchase                                

4-Promotion feature: - If a brand is stabilized in the mind of 
customers and were the subject of their confidence, advertising 
campaigns become more effective and less costly. The customer 
look to the brand as one of the important parts in the product as 
well as the brand adds value to the product and thus competitive 
advantage. The marketing managers resort to provoking customer's 
behaviour through the use of advertising to reach the subconscious 
regions to try to persuade the customer and attract him towards the 
product or service. 

Where every organization is trying to put a new product on 
the market, it tries to make the product persists for as long as 
possible so that it witnesses an ongoing demand among many 
competing products, therefore pricing, distribution strategies, and 
competition must be on a regular basis (Aldeoh G, 116: 1999). The 
organization tried for a long time to build a competitive advantage 
by an unlimited number of strategies, as strategies were designed 
to help organizations to build a competitive advantage as the 
evolution of each competitive firm strategy is usually based on 
internal analysis of the strengths and weaknesses have or the value 
that can be achieved as well as competitive environment and the 
needs of customers (Pitts et al., 1996: 90). 

Also, an organization's ability to sense and response 
strategically to opportunities and threats enhance competitive 
advantage (Herrerca, 2015). Likewise, competitive advantage on 
the same hand describes the advantage of the organization among 
its competitors by creating best value for its customers. There are 
several methods of creating competition such as reaching price and 
quality advantage against competitors, speedy responses to 
changing customers' demands and attaining new market 
opportunities having customer value before competitors (Dereli, 
2015). In the same case to have a competitive advantage, 
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organizations must be capable of creating goods or services that 
have added value in the point of view of its customer (Priyanto et al, 
2012).  

Competition is a basic engine of economic development 
encouraging all organizations to seek for new competitive 
advantages that would ensure its competitiveness (Kavaliaus 
Kiene, et al, 2014). According to (Porter) 1980, an organization can 
earn competitive advantage by adopting to its business 
environments (Nilssen et al, 2015). 

Competitive advantage is normally defined as the ability to 
earn revenues on investment preferable than others in the same 
market. Porter debates that an organization with a competitive 
advantage:- 

1-Will be more profitable than its competitors. 
2-Receive a large share of market or economic benefits than 

competitors (Hsu, 2013) 
Porter defined competitive advantage along three 

dimensions of leadership of the cost, differentiation and focus with 
competitor (Zuchukeic et al, 2014). In the field of competitive 
strategy, some research focuses on the use of hybrid competitive 
strategies (which assert both low costs and differentiation) and 
defines their use to achieve a better performance (Corte et al, 
2012). 

Porter, (1985) sees that any organization should follow and 
achieve one of these types of strategies to be successful, and if it 
did not do so it will find itself in the midst of a competitive market 
and without a competitive advantage which inevitably leads to 
below average performance, he has assumed (Porter) that the 
presence of three strategies can lead that companies to achieving a 
competitive advantage and these strategies are:- 

First- Cost Leadership Strategy:- This strategy requires to 
build high-efficiency potentials, and to continuously reduce the 
costs using strong censorship on fixed costs and the cost in general 
and avoid marginal customers and to reduce expenses to a 
minimum. Enjoying a low cost gives the organization defensive 
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force against competitors at low cost enables organizations to 
continue to achieving profits during periods of acute competition 
and the assumption that these strategies are working with is to get 
the least cost advantage, which are paid to customers in order to 
obtain a larger market share. (Yassine, 104: 1998) sees that the 
strategies that are based on the idea of achieving the advantage of 
low cost and hence the low price would not be unable to achieve in 
any case, a competitive advantage because competitive advantage 
can only be completed in the light of the outcomes that need to be 
seen where the customer or industrial buyer interest can be 
achieved as a result of the purchase of these products compared to 
the other elements of competition. 

Second: Differentiation Strategy:- an organization can create 
for itself a distinctive competitive position (competitive advantage) 
by creating a high degree of differentiation for their products from 
those offered by competitors, like this differentiation enables the 
organization to impose the price at which it deems appropriate, also 
increasing the number of sold units and the development of a high 
degree of customer loyalty to its brand (Alssaed,2000:226).  

The assumption adopted by this strategy is the desire of the 
customer to pay, even if the price was high, in return for distinctive 
products or services better than its competitors (Porter, 1980: 37) 
Thus, this strategy is the adoption of a competitive advantage by 
making the customer more loyal and less sensitive to price. There 
are two ways to achieve this differentiation (Alsaeed, 202: 1998), 
the first method is the organization's attempt to reduce the degree 
of risk and cost paid by the consumer when buying the product, the 
second way, it is the organization's attempt to create a unique 
advantage in the performance of the product than those that are 
found in competitors' products. 

Third: - Focus Strategy :- This strategy is based on a 
selection of a specific field within the industry competitive field, 
creating a special focus on a particular part of the market and the 
intensification of the organization's marketing activity in this part 
and work on excluding others and prevent them from influencing 
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the organization's share. The organization can (Pitts et al., 1996: 
99) build a competitive advantage through this strategy within one 
or two-way, or a combination of both, the first is the differentiation 
and the second is less cost. 

In both cases, all the sources and the skills of the 
organization and its activities must be allocated to serve this target 
without the other market. Because the state of focus will lead to a 
state of specialization in the activities of an organization, which 
adopt such strategies, as well as an appropriate advertising and 
promotional efforts, and it could also distinguish its products 
particularly for customers to make them more loyal to the 
organization more than others (Thomas, 1988: 225). 

The brand is a mean of competition among companies who 
produce similar products, The brand  encourage those companies 
to provide higher quality levels of products which helps in reducing 
the degree of difference in the quality of products that belong to the 
same commodity group , and the customer can get better products 
and services, the levels of fame a brand  got in the markets will 
make the producer or the mediator keen to develop its products and 
services to maintain business reputation as a result of 
developments in the case of market competition  and this, in turn, 
leads to enjoying a competitive advantage. 

The Application side 
First: - Description variables and result: 
Table (1) shows the descriptive statistics for the paragraphs 

the first variable which represent the brand.it is clear that the 

Arithmetic Mean of paragraph (𝑥1) concerning the superiority of  
Zain brand the rest of the competition brands has reached  the 
Arithmetic Mean (4.57) and a Standard Deviation (0.727) while the 
Variation Coefficient (11%) which indicates  the harmony of the 
answers to the research sample also refers to the importance of the 
company's brand in achieving a competitive superiority. While 
paragraph (𝑥8) is related to the brand that creates loyalty towards 
the company's products and the repetition of buying its products 
has reached the Arithmetic Mean (4.53) and Standard Deviation 
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(0.499). The Coefficient of Variation (11%) refers to the role of the 
brand in achieving a competitive advantage by creating the status 
of loyalty for customers using Zain products. Paragraph (𝑥11) is 
related to the fact that there is harmony between the prices, 
services, the quality of the services, advertisement and diversity of 
the company. This harmony has reached the Arithmetic Mean 
(3.27). The standard deviation (0.496) and the Coefficient Variation 
of (21%) indicate a moderate degree of in impact that leads to a 
competitive advantage.  The rest of the paragraphs are a close in 
their Arithmetic Mean and Standard Deviation as well as in their 
level of impact in achieving competitive. 

 
Table1.  
Statistical description of Brand variables 

Paragraphs 
Cronbach- 

Alfa 
Cv Sd. Mean 

𝑥1 I think that the Zain brand superior to 
the rest of the competing brands 

 
0.82 17 0.727 4.57 

𝑥2 I can distinguish the symbol or Zain 
company brand  

 
0.80 11 0.499 4.53 

𝑥3 In general, I see myself loyal customer 
to services that carry Zain brand 

 
0.80 16 0.68 4.27 

𝑥4 I possess common characteristics and 
attributes with customers who prefer 
services that carry Zain brand 

 
 

0.83 15 0.657 4.37 

𝑥5 My friends and I know prefer to use the 
services that carry Zain brand 

 
0.83 16 0.687 4.17 

𝑥6 I love the services that carry Zain brand 0.82 21 0.752 3.63 
𝑥7 The existing brand line with the 

nature of the company's products 
 

0.80 16 0.491 4.12 

𝑥8 Brand create loyalty towards the 
company's products and the process of 
repeating buying its products 

 
 

0.81 11 0.499 4.53 
𝑥9 The brand a carried by the company's 

services suggests the high level of 
quality  

 
0.80 21 0.495 4.00 

𝑥10 When I want to buy comes to my mind 
Zain brand  

 
0.84 20 0.854 4.27 

𝑥11 There is harmony between the 
prices of the company's services and 
the quality of its services and its 
diversity. 

 
 

0.81 21 0.496 3.27 
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Table 2.  
Statistical description for the Strategy of Cost Leadership 

Paragraphs 
Cronbach- 

Alfa 
Cv. Sd. mean 

 

𝑦1 

The company adopts producing the 

low-cost products while maintaining 

the required quality 

 

 

0.81 

 

 

21 0.936 

 

 

4.06 

𝑦2 The company pursues a policy of 

buying large quantities of raw 

materials to get a quantity discount 

from producers 

 

 

0.85 

 

 

10 0.999 

 

 

3.86 

𝑦3 Company seeks to reduce marketing 

costs 
 

0.79 

 

10 0.733 

 

3.93 

𝑦4 The company is seeking to reduce 

costs through experience and 

learning 

 

0.90 

 

21 0.673 

 

3.93 

𝑦5 Coordination and integration 

between jobs leads to reduced costs 
 

0.83 

 

17 0.668 

 

4.23 

𝑦6 The company arranges all of its 

operations to ensure reduced costs 

 

0.85 

 

15 0.676 

 

4.31 

 
Table (2) shows the descriptive statistics of the paragraphs 

of the Cost Leadership Strategy variable. It is clear that (𝑦1)is 
related to the company that adopts producing the low-cost products 
while maintaining the required quality has reached the Arithmetic 
Mean (4.06), the Standard Deviation (0.81) and the Variation 
Coefficient (21%).  these indicate show that the company is working 
to achieve this direction. The paragraph (𝑦4) is related to the 
company that seeks to reduce costs through experience and 
learning, and has reached the arithmetic mean (3.93). The 
Standard Deviation (0.673) and the Coefficient of Variation (21%) 
refer to that fact a company is seeking to reduce costs through this 
Direction. We find that the rest of the paragraphs are closed in the 
Arithmetic mean and Standard Deviation, as well as in the level of 
impact in achieving competitive advantage.  
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Table 3.  
Statistical description for the Competitive Advantage  
(Differentiation strategy) 

mean S.d Cv 
Cronbach- 

Alfa 
Paragraphs 

4.15 

 

0.601 

 

17 

 

0.80 

The company is characterized by 

providing a relatively high-quality 

product 

𝑦1 

4.46 0.623 

 

10 

 

0.81 

Introducing new products to respond 

to the wishes and needs of customers 

𝑦2 

4.20 

 

 

0.609 

 

 

16 

 

 

0.85 

The company owns competent 

members to implement promoting, and 

distributive strategies 

𝑦3 

4.36 

 

0.679 

 

15 

 

0.79 

The company is characterized by its 

ability to respond quickly to customers' 

request 

𝑦4 

4.18 

 

0.684 

 

16 

 

0.81 

The company uses modern technology 

in the production and marketing 

𝑦5 

4.20 .9530 

 

21 

 

0.80 

An emphasis on brand to achieve 

differentiation from the rest of the 

companies 

𝑦6 

 

Table (3) shows the descriptive statistics for the paragraphs 

of the Differentiation Strategy variable. It is clear that the Arithmetic 

Mean of paragraph (𝑦2) is related to producing new products that 

respond to the wishes and needs of the customers and carry the 

company's brand has reached the Arithmetic Mean (4.46). The 

standard deviation (0.623) and the variation coefficient (10%) refer 

to high loyalty for the company's products. While paragraph (𝑦4) is 

related to the company' distinctive ability to respond quickly to the 

request of the customers hast reached the Arithmetic Mean (4.36), 

standard deviation (0.679) and the coefficient of variation (15%). It 

refers to the high level of the company's ability to meet the needs of 

customers. The rest of the paragraphs are closed in their  
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arithmetical mean  and standard deviation, as well as in the level of 

impact in achieving competitive advantage . 

 
Table 4.  
Statistical description for the Competitive Advantage (Focus 
strategy) 

Mean Sd Cv 
Cronbac- 

Alfa 
Paragraphs 

3.10 0.666 17 0.87 

The company concentrates its 
marketing efforts, and Industry sources 
to serve the targeted market parts 

𝑦1 

3.21 0.101 11 0.84 
The company provides products with 
less cost 

𝑦2 

3.16 0.941 16 0.86 
The company is segmenting the market 
and focusing on specific parts 

𝑦3 

4.51 0.853 15 0.77 
The company focus on the marketing 
efforts 

𝑦4 

3.86 0.891 16 0.80 

The company focuses on the 
technology to suit the need of the 
targeted market 

𝑦5 

4.01 0.724 21 0.82 
The company provides high quality 
products  

𝑦6 

4.56 0.634 11 0.79 

Do continuous changes in their 
products according to the needs of 
customers 

𝑦7 

 
Table (4) shows the descriptive statistics of the paragraphs 

of Focus Strategy variable. It is clear that the paragraph (𝑦7) is 
related to the fact that the company continues to service changes 
according to the needs of customers has reached Arithmetic Mean 
(4.56). The Standard Deviation (0.643) and the Variation Coefficient 
(11%). This indicates that the company is working to make changes 

in an effort to satisfy the needs of customers. Paragraph (𝑦4) is 
related to the concentration of the company's marketing efforts has 
reached the Arithmetic Mean (4.51), Standard Deviation (0.853) 
and the Coefficient of Variation (15%). It indicates a high level of 
company awareness to the role of marketing efforts in creating a 
high market standards to its products. this will lead to the 
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achievement of competitive advantage. we find the rest of the 
paragraphs are closed in the Arithmetic mean and Standard 
Deviation, as well as in the level of impact in achieving competitive 
advantage. 

Second: - Testing Hypotheses 
1-Testing Correlation Hypotheses: - in this part of the paper the 

main hypothesis will be tested. The correlation between the brand and 
competitive advantage variables. Table (5) shows that there is a 
strong correlation at a significant level (1%) between the brand and 
Competitive Advantage. This means that customers' brand loyalty is 
correlated significantly with achieving competitive advantage through 
competitive strategies that are used by the company in order to satisfy 
the desires of customers. 

 

Table 5.  
Value of the between brand and variables of competitive advantage 

Variables 
(x, y) 

dependent 
variable 

(competitive 
advantage) y 

 
P Value 

 
Conclusion 

independent 
variables(Brand)x 

0.995 0.000 significant 
 

It is clear from table (6) that the indicators refer to the value 
of the correlation between coefficient to the brand as dependent 
variable and independent of variables competitive advantage the 
dependent variable illustrated in the table (6) shows the strength 
correlation between the Cost leadership strategy and the level of 
achievement of competitive advantage (0.986). The low level of 
differentiation strategy has reached (0.984) while the differentiation 
strategy is (0.972). It is noted that there are insignificant differences 
in the value of the correlation between the variables. This 
demonstrates that the organization is trying to correspond to these 
strategies in an effort to achieve competitive advantage. 
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Table 6.   
Value of the between brand and variables of competitive advantage  

Competitive 
Advantage Variables 

Cost leadership 
strategy 

Distinction 
strategy 

Focus 
strategy 

Brand 0.986 0.972 0.984 

 
2-Testing the Impact Hypothesis: - In order to test the Impact 

hypothesis regression analysis method was used. Table (7) shows 
that there’s an impact of the brand to achieve competitive 
advantage at the level of (1%) and the value of Coefficient 
Determination (𝑅2= 0.755). This means that brand leads to achieve 
competitive advantage, which refers to the significant influence of 
the brand to achieve that. the results of hypothesis testing show the 
presence of the impact of the brand to achieve competitive 
advantage. 

 
Table 7.  

The values of coefficient (𝑅2) and other variables to the impact of 
the brand to achieve competitive advantage 

Model R R Square 
Adjusted     R   

Square 
Std. Error of the 

Estimate 

1 .808a0 .7550 .7540 .291760 

a. independ  
 b. Dependent Variable: y   
 
Table (8) also shows the value of the regression coefficient 

for the influence of the brand to achieve competitive advantage 
which reached (0.866), at a significant level (1%). This means that 
changing the brand increased by one unit leads to achieve a 
competitive advantage by (0.866) 
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Table 8. 
Also shows the value of regression coefficient 

 
Model 

 
 

Unstandardized 
Coefficient 

standardized 
Coefficient T Sig. 

B Std. Error Beta 

Intercept 
X 

0.672 
0.866 

0.156 
0.036 

0.807 
4.280 

23.682 
0.000 
0.000 

a. Dependent Variable: y 
b. Independent Variable: x 

 
 

Conclusion 
 
The competitive advantage occupies a great importance in 

the organization because of the large changes in today's world to 
express the organization's ability to produce differentiated products 
from what offered by competitors, which requires them to seek to 
develop what has been achieved of competitive advantages 
through the study of the company's activities for quick adaptation to 
changing environmental opportunities and development the 
company's performance to meet the challenge of competition by 
other companies through the use of competitive strategies (least 
cost, differentiation and focus strategy). 

- the results of hypothesis testing show the presence of the 
impact of the brand in achieving a competitiveness feature as 
expressed in sample responses.  

- The research sample showed high loyalty and willingness 
to re-purchase Zain products.  

- Branding strategy is one of the important marketing 
decisions due to several reasons and legal and promotional 
justifications, in addition to other information.  

- The organization gives great care to distinguish their 
products with distinctive brand business using clear, prominent, and 
distinctive names for increasing sales and expanding its products. 
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- The organization must do sufficient advertisement 
campaigns to publicize its brand and to achieve a competitive 
advantage.                   

-The organization seeks to achieve differentiation over other 
companies by emphasizing the brand to be considered as a source 
of competitive advantage for companies.  
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