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Abstract

The research aims to diagnose the role of the SOSTAC strategy in achieving sustainable
marketing performance. To achieve the research objectives, an electronic form was used
and distributed to small virtual companies with virtual marketing activity. The response was
received from 100 small-sized companies whose human staff does not exceed five people.
The data was analyzed through a package of statistical tools and methods, and the most
prominent results were the presence of a strong and significant correlation for the SOSTAC
strategy variable and the sustainable marketing performance variable. The research reached
a set of recommendations, the most important of which is the possibility of applying them
in small companies to measure the impact of the research dimensions and the extent of their
application in larger societies.
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£13) (I Jsaandl (I AL o055 LelS 5 Al A8aDU ) jall Ay ale gudaii 1Y) Al yall b ajle
| Canall A i LR 4 L 138 5 ¢ alivee (B gud
(all quilad) ¢ G ¢ 5ol

(lall Y el Lehdad s dia) il (i ye 1 Auany) Ciua gl (Y
SOSTAC 4l fad) sl 1

a5y abal Slanyl Caa gl (a gady sla (2) (i jall ¢ gia SSOSTAC @il sive b J 5l oSy
(Y (1) Jsaall ¢ sum 8 ) o il siase (adli O Sy s Amitiyall ) S Lgrpan sl
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il A 1) ala B L) et ¥ g AlaY) A a9 A slanal) ) i) g dlosad) il gial) (1) J 2>

425 AYISOSTAC=100) n(

Ll ead¥) | ALY A e | bl Gl AN | ) Jagidl) i 1) anl)
JsY) adie 0.82 3.99 i) gal) Jilas
& o 0.79 3.54 Calaay)
osabuall i 0.73 3.51 Lagl iy
S &S 0.96 3.98 el jaY)
ouldl iy 0.74 3.52 el
] @i e 0.88 3.85 446 )
- o e 0.87 3.73 L) jiuY) alal il alall JISOSTAC

il Apaa Y1 As o ISV A el e Jaas Gl gall Jilat amy Gl oDl Jsaal) il (8 b (e Jaalys
aladl all L i) IS ale JS 5 el ) pal) de Caal (e OIS 28 ey JBT Lal sl A cilila) oy
4ol yiwY) ,=iSOSTAC.(0.87) &l ple (s olbixa bl aili5 (3.73)

Aol 8y gutll ¢1aY) alay 2

iy siase (b J A Sy alvisall (&) gil) oY) alalY Jlany) Craa gl (o saady ola g3l (a2l ¢ a8
(2)d}dﬂ\¢}m‘_gd\uy‘b&dgwuﬁuiu&jéﬁ&}d%&%w@&@émy\

.~

:L;N\

el A ) AU Al Apaa ¥ g ) A g Ay jlaal) cld) a9 Anloal) il giall (2) Joa
=100) a)iewal) 8 guil) )Y (

ddl) Apany) HaVlda | gl Glad) | ) b gial i) dal)
ds¥) Jiina 0.82 4.21 RN I
Qf"\fd\ Jiaa 0.73 4.07 e\m‘ LY 21aY)
Gl A Otea 0.71 4.02 plaisal) elaial ¢lay)
_ iy 0.84 4.1 alriceal) & gl 0¥ yurial pladl Jasdll
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A AV A ) e Jan 38 Jeall alai )l e1a¥) sy o Wil J saadl ilily 3 5k e JaaDly
Lale 5 ) gy g calainaall Jll ¢1aY) 2ay Caral (e OIS 388 22y JBT Ll cnll Ao cilila) Gy desill 4paaY)

(0.84) &l dle (5 ke <ol yailys (4.1) alxiasall Ly sutl) oY) el alall sl Jass iall (S

g jill lan ) Gull) 5 Canll 23 gl sl (Ll

25l Mgy el s an A5 smal) 485l (o8 Canll ) e Gy V15 A Al Sl ) 4
(S il e g i 8l b e Adlaias (e g8aill

PN ENES e T

Joad Gy e abal oy 4G gine A1V 3 Lol Adle 2 5 al de N i il o aiSOSTAC
(il (& gul) ¢ 1aY) jpaiall Slad

Ll ) il G Bl ) clBdle (3) J9aSOSTAC dading 8 gy aldiaiall & gl #1919
Correlations

E.l P.E
SOSTAC  Pearson Correlation 1 893**
Sig. (2-tailed) .000
N 100 100
S.M.P Pearson Correlation 893** 1
Sig. (2-tailed) .000
N 100 100

**_Correlation is significant at the 0.01 level (2-tailed).

O (%) st die A gina Y2 ld 4y 58 Lalii ) A83e ellia ()l (3) Jsaall 2 bl )Y dd i ma (i
Ll i) il 53ieSOSTAC) E.l) phtisall (&5l clY) yiiia s dadin olady (P.E Wl (
A aiilloda aeaty (0.893) Lo blai ¥ Jala aday s lyndy daadis
e g geal 5 sua Ll el Cn il A 45 gl 4S50 o e g 138 5 (o1 5Y) A ) A il )
Aoatl i) il e 2ealusSOSTAC Apndlidl) ilian¥) (383 o3 o s altivaal) B guall o1aY) (383

A1 il Al - 2
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Ll i) el O & pira AN 13 8 2 gy 4d) e 400 Al 81 CuaiSOSTAC (& sl £1aY)
) bl sl Jalas Gaalill aaie ] 3 oot wali(Simple Regression Analysis sial il Lady
Aol 1 WYISOSTAC dalad jlid) il (4) Jsaal) poa say Aaaine b s ldicaall (& suiill £1aY)
) das (s lmall e Ui Jalre Gy 2 Dl lasi¥It) 4 sinall 5 43 sl (Sig) esdil) Jalas 5 (R2.(

L) i) yitial Gy Jaend) J1aad) Jalad (4) J 939 SOSTACAaaiam 5 g altieall Ay gl £1391 g

) Standardized
Unstandardized
- Coefficients
Coefficients
Model B Std. Error Beta t Sig.
1  (Constant) 0.321 0.367 3.201 0.000
SOSTAC 1.730 0.061 0.863 26.99 0.000

a. Dependent Variable: S.M.P
b. R Square = 0.774, F = 284.275**

Aongl ¥ il Gn Ay sina A 3 gn g @bl (4) Jsaad) 2 sSSOSTAC cphtivsal) i susill oY1
) bl e Uiy Jelas &by SUnstandardized Beta Coefficient) 4ed cuilS 5 (1.70) Lagiy (t 4wl (
) bia) dad Ll (1) s siue 2o 5 lnall e Uiy Jlae 4 gina e Jad 45 (26.990)F cardy a3 (
) el Jalae sy ¢ LAY 3 503 Lilacma}) 5l o J15 (1) (5 siase e 4y 5ine o8 5 (284.275)R2)
(0.774.(

i) AdBlia Finding

Al il )50 e Giadl) I Jall Sad) SOSTAC (s s—ull £)a¥) (s 4
e Ol il s Al 505 Aalaan )l s S 2V e de gana aladio) LA (ay sl
Lol il a8 plsallla A of o) o)) i) | land) k2 SOSTAC (3,99)
Crall paina (8 HsSaall aall dpaal) (e AV 3 g dadi jo da oy ol sall Jolat pramg o A Tialall
=Y A 5all ela alatiiall ) elaWl aay ) el alaiiall B gl ela¥] ate 8 Ll | aagiuall
e Db Al s (el Eoadl alae plaial g Aged) ol Al 5 (4,21) (s s
il A e A1V g A 8 el ) A8Nle <yl Cn Euall e G Bl )W) LBl 2SS
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