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oABSTRACT o

The aim of this research is to clarify the role of marketing intelligence in its
dimensions (customer intelligence, market intelligence, product intelligence, competitor
intelligence) in promoting marketing innovation, in a sample of banks in Syria. The
researcher distributed 100 questionnaires to the study sample, which is represented by a
sample of workers and from different administrative levels (higher, middle, and lower) in
the following private traditional banks under study and listed in the Damascus Stock
Exchange: Qatar National Bank (QNB), Bemo Saudi Fransi Bank, the Bank International
Trade and Finance, Byblos Bank, Al-Sharq Bank, Syria and Gulf Bank, Syria and Overseas
Bank, Bank of Jordan Syria). The researcher analyzed the data using the statistical analysis
program (SPSS 25).

At the end of this research, the researcher reached a set of conclusions, the most
important of which are: There is a significant effect of the dimensions of marketing
intelligence (customer intelligence, market intelligence, product intelligence, competitor
intelligence) on promoting marketing innovation in the banks under study. The researcher
also made a number of recommendations, including: The need to take advantage of the
technological developments taking place in the world of technology and to try to understand
and apply them in the correct manner that enables them to benefit from them optimally.
Taking risks at random, but relying on logical foundations, as risk is one of the most
important motivating factors to seize opportunities, invest and expand in the market.
Keywords: Marketing intelligence, Marketing innovation, Private Banks
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