


Strategic Intelligence and Sustainable Marketing Performance: Evidence from Jordan’s Industrial Sector
[bookmark: _GoBack]
Abstract
This study aims to explore how strategic intelligence affects sustainable marketing efforts. People now recognize that strategic intelligence - the ability to gather, examine, and apply information for smart choices - plays a key role in running sustainable businesses. We used a numbers-based approach to assess strategic intelligence's impact on achieving sustainable marketing plans. Our study focused on Marketing Managers in Jordan's industrial firms. 
We picked a convenience sample of 400 marketing managers to answer our survey. In the end, we got 321 usable responses to analyze. Our results show that strategic intelligence and influences sustainable marketing, which matters for both a company's marketing and overall strategy. We suggest that Jordanian industrial businesses boost their strategic intelligence plans by putting money into advanced analysis tools and new tech.
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1. Introduction
In the face of growing economic and environmental challenges, strategic intelligence has become a key component in enhancing sustainable marketing. The ability to anticipate, motivate, have a clear vision, and engage in integrated partnerships enables organizations to achieve their strategic objectives in a manner that maintains environmental, social, and economic sustainability. Strategic intelligence refers to an organization's ability to adapt to its environment through continuous analysis of opportunities and threats, enabling it to develop innovative strategies that support sustainability (Peattie & Crane, 2005).
Sustainable Marketing is a vital factor for industrial companies to survive in a rapidly competitive environment, encompassing a balance between economic, environmental, and social dimension (Elkington, 2018). According to numerous studies, industrial companies' adoption of strategic intelligence elements can enhance their sustainable marketing by improving operational efficiency, enhancing their adaptability, and building strong relationships with stakeholders (Bonn, 2001).
2. Importance of the study
The importance of this study stems from the urgent need to understand the role of strategic intelligence in achieving sustainable marketing in industrial companies. This study helps to :
· Bridging the research gap by analyzing the relationship between strategic intelligence and sustainable marketing in an industrial business environment.
· Providing a practical framework that industrial companies can use to develop their sustainability strategies.
· Achieving competitive advantages by highlighting how companies can enhance their marketing through foresight, motivation, vision, and integrated partnership.
· Enhancing corporate sustainability by developing policies that ensure their continuity in the market in an environmentally and socially responsible manner.
3. Study problem
Despite growing interest in strategic intelligence in business management, there remains a research gap regarding its direct impact on sustainable marketing, particularly in industrial companies. The main question the study seeks to answer is :
What is the impact of strategic intelligence in its various dimensions (foresight motivation, vision, integrated partnership) on sustainable marketing in industrial companies?
4. Study objectives
1. Analysis of the relationship between strategic intelligence and sustainable marketing in industrial companies.
2. Study the impact of each dimension of strategic intelligence (foresight, motivation, vision, integrated partnership) on sustainable marketing.
3. Providing recommendations to industrial companies to enhance their sustainable marketing by adopting strategies based on strategic intelligence.
5. Study hypotheses
H1 : There is an impact between strategic intelligence and  sustainable marketing in industrial companies .
H2 : Strategic foresight positively affects sustainable marketing .
H3: Strategic motivation contributes to improved sustainable marketing.
H4: Strategic vision effectively influences sustainable marketing.
H5 : Integrated partnership contributes to enhancing  sustainable marketing .
6. Theoretical framework
6.1 The concept of strategic intelligence
Strategic intelligence means a company can adjust to its changing surroundings. It does this by always looking at chances and risks inside and outside the company (Hadi & Salim, 2023). This helps the company make big choices to stay competitive and keep going (Nimer, et al. 2020). Strategic intelligence depends on several things. These include looking ahead, drive, a clear goal, and working well with others. These help companies spot future trends, come up with new ideas, and respond to market shifts (Massad, & Al-Shura 2023).
A lot of experts think strategic intelligence plays a key role in business success. It involves carefully looking at data about a company's surroundings and inner workings. This helps firms gain an edge over competitors that lasts (Gazzola et al. 2020). Taking this approach also allows businesses to come up with plans that can adapt and hold up over time. Such strategies keep companies viable in the market and help them reach their big-picture goals (Porter & Kramer, 2018; Hashem,2016).
5.2 Dimensions of strategic intelligence
A . Strategic Foresight
Foresight gives a company the power to predict and get ready for what's coming next. It does this by looking at worldwide trends and how technology and the economy are changing (Rohrbeck & Kum 2018). Companies that use foresight can roll with the punches when the business world shifts . This helps them make smart choices that back up marketing that lasts (Massad, & Al-Shura, 2023).
B. Strategic motivation
Motivation represents the ability to engage individuals within an organization in achieving strategic goals through a work environment that stimulates creativity and innovation (Ryan & Deci, 2017). Studies have shown that a supportive organizational culture improves employee performance and enhances the company's long-term sustainability (Amabile & Pratt, 2016). Furthermore, companies that rely on strong motivational policies can achieve greater operational efficiency and generate sustainable value ((Massad, & Al-Shura, 2023).
C. Strategic VisionA clear vision is one of the cornerstones of strategic success, providing the necessary direction for various departments within an organization to achieve desired goals (Collins & Porras, 2021). A strategic vision helps companies focus on future challenges and develop action plans that ensure sustainability, both environmentally and economically (Kotler & Keller, 2016).
D.  Integrated Partnership
Partnerships play a vital role in promoting sustainability within industrial companies, as collaboration with suppliers, customers, and environmental organizations provides greater opportunities to achieve sustainable development goals (Prahalad & Ramaswamy, 2004). Companies that adopt an integrated partnership model achieve greater operational efficiency and are better able to address environmental and economic challenges (Elkington, 2018).
5.3  The concept of sustainable marketing
Sustainable marketing denotes the incorporation of environmental, social, and economic factors into marketing strategies and activities (Peattie & Crane, 2005). It entails generating value for customers while mitigating adverse effects on society and the environment. Sustainable marketing is increasingly acknowledged as a vital source of competitive advantage, as consumers and stakeholders require enhanced accountability from organizations (Belz & Peattie, 2012; Hashem et al.,2023; Al-Duwailah  & Hashem,2019). 
Sustainable marketing is shaped by multiple aspects, such as company culture, leadership, and strategic intelligence (Varadarajan, 2010). An organizational culture that prioritizes sustainability is essential for promoting sustainable marketing practices (Linnenluecke & Griffiths, 2010). Transformational leadership, which inspires and motivates employees to adopt sustainability, has been demonstrated to improve sustainable marketing outcomes (Robertson & Barling, 2013). Strategic intelligence, which allows firms to recognize opportunities and problems, is a crucial catalyst for sustainable marketing (Herring, 1999). 
5.4  The relationship between strategic intelligence and sustainable  marketing
Recent studies have shown a strong relationship between strategic intelligence and sustainable marketing, as strategic intelligence helps companies improve their organizational resilience, enhance their ability to innovate, and leverage partnerships to develop sustainable business strategies (Bonn, 2001; Hawi etal.,2015). As noted by Porter & Kramer (2018) Companies that adopt advanced strategic intelligence practices achieve higher Sustainable Marketing compared to those that do not rely on these strategies .
Moreover, strategic intelligence contributes to enhancing companies' environmental and social governance, as it enables them to identify potential sustainability opportunities and develop initiatives that reduce environmental risks and add value to society (Freihat, et al., 2023).
7. Methodology:
This research used a quantitative methodology to investigate the influence of strategic intelligence on the attainment of sustainable marketing strategies.  It is a descriptive, systematic, cross-sectional, and quantitative research endeavor.
6.1 Population and Sample:
The research population comprises Marketing Managers in Jordanian industrial businesses.  The researcher selected a convenience sample of 400 marketing managers to distribute the study questionnaire, receiving 321 valid responses for analysis.
6.2 Methods of data collecting:
1- Primary resources: The researcher developed and distributed a questionnaire to the study sample to obtain essential data for the research. 
2- Secondary resources: this encompasses books and scholarly publications pertinent to the research topic. 
6.3 Questionnaire Design
The author devised a survey for participants to complete independently. The survey comprises two sections. The initial phase compiles general information, whilst the subsequent section poses inquiries to fulfill the study's objectives and evaluate its hypotheses. 
6.4  Reliability:
We employed Cronbach's Alpha to assess the reliability of the scale.  The values proved satisfactory as they exceeded the approved threshold of 70%.. (Sekaran & Bougie, 2016)
A overview of the results is presented in the table below:
Table1. Cronbach Alpha test
	Variable
	
	Q

	Strategic Foresight
	0.967
	1-5

	Strategic motivation
	0.959
	6-10

	Strategic Vision
	0.94
	11-15

	Integrated Partnership
	0.965
	16-20

	sustainable marketing
	0.966
	21-25


6.5 Data Analysis
The collected data was coded and examined using the following tests: 
1-Descriptive statistics: Frequency and percentages, mean and standard deviation. 
2- Multiple regression analysis was employed to evaluate the hypotheses. 

7. Results
7.1 Characteristics of the Sample: 
Table (2) illustrates the segmentation of the sample according to demographic variables. The data indicates that the majority of the sample (61.4%) comprises males, whereas 38.6% consists of females. The table reveals that 155 people in the sample (48.3%) possess a Bachelor's degree. Moreover, the main percentage (50.2%) possesses over 15 years of experience..
Table 2. Sample Distribution
	Variable
	Frequency
	%

	Gender:
	
	

	Male 
	197
	61.4

	Female
	124
	38.6

	Education level:
	
	

	Diploma or less 
	62
	19.3

	First University degree (Bachelor (B.A)
	155
	48.3

	High Studies
	104
	32.4

	Experience
	
	

	Less than 5 years 
	22
	6.9

	5-10 years
	91
	28.3

	11-15 years
	47
	14.6

	More than 15 years
	161
	50.2


7.2- Statistical analysis:
The mean (μ) and standard deviation (σ) were employed to assess the study's questionnaire.   Table 3 below presents the survey statement data, including the average and standard deviation for each item.  Positive attitudes regarding the questions presented in table (3) are evident, as their means exceed the scale mean of 3.
Table 3. Questionnaire Results 
	Statement
	μ
	σ

	1. My company relies on future trend analysis to guide its strategic decisions.
	3.243
	1.331

	2. We regularly collect market data to anticipate future changes.
	3.262
	1.342

	3. We use strategic analysis tools to identify future risks and opportunities.
	3.196
	1.384

	4. Our company adopts artificial intelligence technologies to enhance the ability to predict the future .
	3.218
	1.326

	5. Future foresight is integrated into our strategic planning 
	3.315
	1.348

	Foresight
	3.247
	1.264

	6. My company provides a stimulating environment that encourages innovation and sustainability.
	3.290
	1.369

	7. Employees are encouraged to provide ideas that contribute to sustainable marketing improvement
	3.421
	1.248

	8. The management is keen to motivate work teams to achieve sustainable strategic goals.
	3.489
	1.273

	9. We reward employees who contribute to the sustainability of operational processes .
	3.526
	1.335

	10. Strategic motivation is a key element of our company policies .
	3.670
	1.324

	motivation
	3.479
	1.215

	11. Our company has a clear strategic vision towards sustainability.
	3.530
	1.349

	12. Our company adopts long-term strategies to achieve environmental and economic sustainability.
	3.558
	1.298

	13. All operational activities are directed in line with our sustainability vision.
	3.676
	1.379

	14. The management is keen to update the strategic vision based on market developments.
	3.589
	1.407

	15. Our company ensures that all departments operate with a unified vision to achieve sustainability .
	3.707
	1.319

	Vision
	3.612
	1.213

	16. Our company collaborates with strategic partners to promote sustainability.
	3.511
	1.376

	17. Information is exchanged with suppliers to improve sustainable performance .
	3.539
	1.327

	18. We rely on strong partnerships with environmental organizations to ensure sustainable practices .
	3.240
	1.534

	19. We are keen to achieve integration between suppliers and customers in production processes .
	3.231
	1.556

	20. Integrated partnership directly impacts the sustainability of operational processes .
	3.277
	1.509

	Integrated Partnership
	3.360
	1.371

	21. My company relies on strategic intelligence strategies to promote sustainable marketing.
	3.660
	1.311

	22. We analyze future market trends to ensure the sustainability of our marketing strategies.
	3.651
	1.305

	23. Our company is committed to building strategic partnerships to support sustainable marketing practices.
	3.371
	1.526

	24. Our company faces significant challenges in adopting sustainable marketing, but it is working to overcome them effectively.
	3.380
	1.526

	25. The impact of sustainable marketing on our economic, environmental, and social performance is measured periodically.
	3.389
	1.509

	sustainable marketing
	3.490
	1.351



7.3 Hypotheses Testing:
H1 : There is an impact between strategic intelligence and  sustainable marketing in industrial companies .

Table 4. Hypotheses Testing
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.923
	.851
	.849
	.52455

	ANOVA

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	497.112
	4
	124.278
	451.668
	.000

	
	Residual
	86.948
	316
	.275
	
	

	
	Total
	584.060
	320
	
	
	

	Coefficients

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-.053
	.093
	
	-.571
	.568

	
	Foresight
	.170
	.046
	.159
	3.712
	.000

	
	motivation
	.135
	.062
	.121
	2.186
	.030

	
	Vision
	.275
	.064
	.247
	4.280
	.000

	
	Integrated Partnership
	.455
	.039
	.462
	11.573
	.000


The investigator employed Multiple Regression to evaluate the primary hypothesis.  The study indicated that the F value was statistically significant at the 0.05 level.  The findings demonstrated a correlation between strategic intelligence and sustainable marketing in industrial enterprises.  A correlation coefficient of 0.923 indicates a high correlation.  The independent variables explained 85.1% of the variations observed in the dependent variable.
The coefficients table shows that:

·  Strategic foresight positively affects sustainable marketing, since t value= 2.186 is significant at 0.05 level.
· Strategic motivation contributes to improved sustainable marketing, since t value= 2.186 is significant at 0.05 level.
· Strategic vision effectively influences sustainable marketing, since t value= 2.186 is significant at 0.05 level.
· Integrated partnership contributes to enhancing sustainable marketing, since t value= 2.186 is significant at 0.05 level and it has the highest impact on the dependent variable with beta = 0.462
8. Discussion
This research shows that strategic intelligence plays a crucial role in promoting sustainable marketing within industrial companies in Jordan. It comprises four key aspects: foresight, motivation, vision, and integrated partnership. The high R² value of .851 indicates that these four elements together account for most of the variations in sustainable marketing practices. This finding suggests that strategic intelligence isn't just a minor management ability, but has a significant impact on marketing strategies that prioritize sustainability (Massad & Al-Shura 2023).
Strategic foresight allows companies to predict and tackle changes in market trends tech advancements, and environmental issues head-on. By always keeping an eye on external opportunities and threats, businesses can develop proactive marketing plans that tick the sustainability boxes and keep them competitive in the long run (Rohrbeck & Kum 2018; Porter & Kramer 2018). At the same time strategic motivation creates a company culture that sparks creativity and gets people on board with sustainable practices. This pushes employees to come up with fresh ideas to boost marketing performance and paves the way to create lasting value (Ryan & Deci, 2017; Amabile & Pratt, 2016).
A well-defined strategic vision helps every department and links daily tasks to long-term sustainability goals. When top leaders share this vision , staff tend to think about environmental and social factors in marketing choices, which leads to better business and community results (Collins & Porras 2021; Kotler & Keller, 2016). Working together with suppliers, customers, and green groups boosts sustainable marketing. This teamwork allows people to exchange ideas create eco-friendly answers together, and start practices that support profits, people, and the planet (Prahalad & Ramaswamy, 2004; Elkington 2018).
These findings indicate that Jordanian industrial firms should incorporate strategic intelligence into their core marketing strategy. Putting money into cutting-edge analysis methods ongoing environmental checks, and new tech will boost their ability to predict outcomes. , investing in staff through training and incentives will increase motivation and help build a shared vision for sustainability. These steps not make marketing more effective, but also ramp up social and environmental responsibility. This helps to create shared value and a lasting competitive advantage (Porter & Kramer 2018; Linnenluecke & Griffiths 2010).
This research builds on what we know about strategic intelligence and sustainable marketing by testing a full model in a growing economy. The findings show that different parts of strategic intelligence work together and support each other to achieve sustainability. This backs up earlier studies on how corporate sustainability and company culture are linked (Linnenluecke & Griffiths 2010; Bonn 2001). This study gives key insights to researchers and business people on how to use strategic intelligence to boost sustainable marketing in industrial settings.

9. Conclusion and Recommendations
After collecting and analyzing data using advanced statistical tools, it was found that there is a strong positive relationship between strategic intelligence and sustainable marketing. Foresight, motivation, vision, and integrated partnerships all had a direct impact on the marketing of industrial companies. The results also showed that companies that rely on strategic intelligence achieve higher sustainable marketing
Upon the above analysis the following results are concluded:
There is an impact between strategic intelligence and sustainable marketing in industrial companies.
1. Strategic foresight positively affects sustainable marketing.
2. Strategic motivation contributes to improved sustainable marketing.
3. Strategic vision effectively influences sustainable marketing.
4. Integrated partnership contributes to enhancing sustainable marketing.
It is recommended For Jordanian industrial companies to :
1. Enhance strategic intelligence strategies by investing in advanced analytical tools and modern technologies.
2. Stimulate innovation in sustainability by encouraging employees to submit ideas that support sustainable practices.
3. Strengthening strategic partnerships with suppliers and the community to promote integration into sustainability practices.
4. Develop a clear sustainability vision and implement it across all operational processes to ensure long-term success.
5. Integrating circular economy principles into business strategies to enhance environmental and economic efficiency.


10. Disclaimer (Artificial intelligence)
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