
          

Abstract:  
The objective of the study is to understand the role of the marketing 

information system in reaching competitive advantages, through searching in 
information content which are a strategic source and a competitive weapon.  

It also aims to show the strategic and competitive role of the marketing 
information system, in addition to the relation between input (internal and 
external environment), its exploitation operations (analysis, beck, storage, 
retrieval), output (operations reports, tactical and strategic information), and 
competitiveness strategies (lower costs, differentiation, concentration, 
innovation) which aim to realize and conserve competitive advantage in the 
market. 

The study concluded the existence of an interactive relation between 
marketing information and the realisation of competitive advantages through 
the strategic and competitive role and their impact on the marketing strategies.  
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