The impact of the use of digital marketing channels on the implementation of the strategy
of positioning Applied study on a sample of the managers of the International Company
for smart card "Key Card”
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Kapferer , Jean-NOel (2008), The new strategic brand management ,5™ Ed,
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Kuuru, Tiina- Kaisa (2013), corporate brand positioning: searching for a new
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Source: Abdul Fattah, Ezz Hassan (2008), Introduction to descriptive and
inferential statistics using spss, Dar al-Khwarizmi for printing and publishing,
p541
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The impact of the use of digital marketing channels on the implementation of
the strategy of positioning Applied study on a sumple of the managers of the
International Company for smart card "Key Card"

T.A Sama Ali Abdul Hussein P.F.D Sarmad Hamza Jassim
Esraa university college College of administration and Economic \
University of Mustansiriya
samaa@esraa.edu.iq dr.sarmad08@uomustansiriyah.edu.iq
Abstract:

The technology in continues and quick development, that reflect in all parts our
life and interred both scientific and practical fields. Marketing is one of them, a
customer’s way to deal with choosing and demanding the product deferent from
the traditional way. Some of the buying process is electronic now, therefore the
current research is identifying the digital channels that entered the world of
marketing and influenced the activities and types that fall under this name and
how it affects in positioning strategy, which is how to install the product or
brand in the mind of the customer and was dimensions (brand identity, brand
personality, brand communication, brand awareness, brand image), The
researcher took the basic problem of the change in the application of marketing
operations using digital channels and how it reflected in the application of the
steps of positioning, and the aim of the research was employ digital channels in
the application of the strategy of positioning and study the relationship between
variables and test according to the hypothesis “The digital marketing channels
have a significant impact on positioning strategy”, the managers of the global
smart card company in lrag were chosen 203 manager of the research
community and 86 of them were selected for a practical sample to test the
hypothesis using the statistical methods of The means and standard deviation to
measure the homogeneity of the answers on the questions asked and the simple
linear regression to measure the degree of influence between the variables tested.
The research found that there is a relationship of influence of digital channels in
the application of the strategy of concentration, and the stronger impact on the
identity of the brand while the character of the mark relationship weaker, and
the researcher recommended to focus on strengthening the elements of the
identity of the mark in promotional messages and also needs to strengthen the
brand by adopting the principles of commitment and honesty By providing the
customer with more honest information and commitment to the timing of service
delivery to complete the subsequent steps and crystallize concentration in the
mind of the target customer.

Key words: digital marketing channels, positioning strategy, brand identity,
brand image, brand awareness, brand communication.
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