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The Role of Marketing Innovation in Achieving Competitive
Advantage Through Corporate Image: A Field Study of Food Industry
Companies in Al-Hudaydah Governorate

Abstract

The study aimed to identify the role of marketing innovation—across its
dimensions of product innovation, pricing innovation, promotional innovation, and
distribution innovation—in achieving competitive advantage with its dimensions of cost,
quality, delivery, and flexibility, through the mediating role of corporate image,
represented by its affective, cognitive, and behavioral components, in food manufacturing
companies in Al-Hodeidah Governorate. The descriptive-analytical approach was
adopted as the study’s methodology. The study population consisted of administrative
employees working in the food manufacturing companies under investigation, totaling
403 individuals. A questionnaire was developed for data collection, and 403
questionnaires were distributed to the study population. The number of questionnaires
retrieved and valid for analysis was 370. Data were analyzed and hypotheses were tested
using the Statistical Package for the Social Sciences (SPSS) and AMOS 24. The study
concluded that marketing innovation has a positive role in achieving competitive
advantage in the targeted food manufacturing companies. Product innovation and
distribution innovation were found to positively contribute to achieving competitive
advantage, whereas pricing innovation and promotional innovation demonstrated no
significant role in this regard. The findings also revealed a positive effect of marketing
innovation on enhancing corporate image within the companies studied. Pricing
innovation and distribution innovation were found to positively influence corporate
image, while product innovation and promotional innovation showed no significant
effect. Additionally, corporate image was shown to positively contribute to strengthening
competitive advantage, with both the affective and cognitive dimensions playing a
significant role. Furthermore, the results indicated a statistically significant role of
marketing innovation in achieving competitive advantage through corporate image in the
companies examined. A statistically significant effect was also found for marketing
innovation on competitive advantage through the affective and cognitive dimensions of

corporate image.
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