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The Impact of Entrepreneurial Marketing on Achieving Competitive
Advantage of Private Community Colleges in the Capital Municipality
of Sana’a: A Field Study

Abstract

This study aimed to identify the impact of Entrepreneurial Marketing (EM) with
its dimensions, namely: (seizing marketing opportunities, managing marketing risks,
customer focus, proactive orientation, marketing creativity) on achieving Competitive
Advantage (CA) with its dimensions, namely: (quality, cost, flexibility, excellence, speed
of response to the client’s needs) at private community colleges in the Capital
Municipality of Sana’a. The study followed the descriptive analytical method, and a
questionnaire was developed to collect the primary data from the study population, which
consists of (164) employees working in the positions of: (college deans, their deputies,
department heads, and their administrative assistants, that is, administrators working in
administrative positions) at (7) private community colleges of the study. The Complete
Census method was used to select the sample due to the small size of the study population.
(164) questionnaires were distributed, fully retrieved and were valid for statistical
analysis. All sample items were statistically processed and the data was entered after
coding them using (SPSS) program. The findings of the study revealed that there is a
statistically significant impact of EM in achieving CA in private community colleges, and
that the impact of EM dimensions in achieving CA in private community colleges is
variable, where (focusing on the customer) dimension has the highest impact on achieving
CA, followed by (seizing marketing opportunities) dimension, then (proactive
orientation) dimension, while the dimension of marketing creativity had the lowest impact
on achieving CA, while the dimension of (marketing risk management) had no impact on
achieving CA in Private community colleges. The results of the study also showed that
there were statistically significant differences in the study sample responses regarding the
level of achieving CA in the private community colleges due to organizational variables
(age of the college, size of the college). The study recommended the necessity of investing
in the influential relationship of EM on achieving CA, which contributes to enhancing its
performance, survival and continuity by enhancing its entrepreneurial marketing
capabilities and skills in a way that has a positive impact on enhancing its CA.
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