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Abstract:  
 In the current global context characterized by increased competition and customer 
expectations and demands, each institution today has, more than ever, to rely on 
marketing vigilance in order to maintain its competitiveness with the existence of a 
reciprocal relationship between both Marketing Vigilance and Marketing crisis 
management, which contributed to the easiness of dealing with types of multiple clients 
from different cultures and trends and worked on creating an integrated system that 
provides information about the market in an amount and efficiency that contributes to 
increasing the effectiveness of the marketing decisions taken on. This interaction assists 
decision-makers with quick and accurate decision making that reduces the degree of 
uncertainty and allows the exploitation of available marketing opportunities. In addition, 
the application of the dimensions of marketing alertness (marketing knowledge and 
marketing intelligence) is important in determining and achieving the appropriate 
strategic choice.  
Key words: Marketing Vigilance, Marketing Opportunities, Competitiveness, 
Marketing crisis management 


