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Abstract:

This research aims to examine the impact of digital marketing on improving the marketing performance of Jibal Company in
Baghdad. The study adopted a descriptive-analytical methodology. The study population comprised 500 employees, from which a
stratified random sample of 150 respondents was selected. A 30-item questionnaire distributed across three main axes was
developed for data collection and analyzed using SPSS through means, standard deviations, Pearson correlation, linear regression,
F-test, and the coefficient of determination (R2).

Results revealed a strong positive statistically significant correlation between digitai marketing and marketing performance (r =
0.71, p < 0.01). Regression anaiysis showed that digitai marketing expiains 50.4% of the variance in marketing performance (R2 =
0.504, F = 29.71). Social media marketing and paid advertising (PPC) were identified as the most effective digital tools for boosting
sales volume and brand equity. Challenges including limited specialized human capital and inadequate digital infrastructure were
found to constrain digital marketing effectiveness.

The study recommends developing an integrated digital marketing strategy, investing in training marketing personnel, establishing
a digital data analytics system, and setting measurable key performance indicators (KPIs) to evaluate and continuously improve
digital marketing campaigns.
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