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Abstract :  Article info 

Trade shows is Marketing tool, Various institutions rely on it, For sake order 
to market their products In achieving its goals, Like growth And continue For the 
longest possible period in the market, either the same Product Or other innovative 
products ,The importance of exhibitions is great for the organization, And for the 
economy as a who leat the micro or macro level ,Some organizations rely on them little 
There are also other institutions Using exhibitions As an integrated marketing field, To 
reach the customer And his service better than its competitors, What achieves the 
increase in sales on the one hand ,On the other hand winning new consumers or 
customers. And keep them to increase sales in the long run. 
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sourse : Gwenaëlle Raton. Les foires au Mali. De l'approvisionnement urbain à l'organisation de l'espace 
rural -Le cas de la périphérie de Bamako. These de doctorat. Universite paris I- 2012. P48. 

 



 

  

  

  

 

541 

  
 

    
 . 

  
  

1997  
  

–- - - 6  
III .   

 "   
 "7  

  :8  
  
  
  
  
  

 .  
    

 .9  
   

  
 .10  

  
  PENCILS :   11  

P: Les publications  . 
E: Les événements  .  
N: Les nouvelles  .   
C: Les communautés   .  
I: L´identité   .  



  

  

  
  

  

542 

 

 

 

L: Le lobbying    .  
S:  Le social .  

    
 : 

  02:  
  
  
  
  
  
  

  
 .  :  : .2001 . .35 .  

  
    

 :  
  03:  

 
 
 
 
 
 
 

 .  .  : .
- .2016 .220.  

      

 .    

  
  

 

  

  
  

  

 

 

 

 
 

 

 
 



 

  

  

  

 

543 

  
 

     
 .12  

       
 .  

  
 .13  

  " 
    

 "14.  
    

  
 .  

IV .  
  
  

 .  

 .  

04 .  
 

 .  
    72  

 .15  
      " 

2012     " " 
  

130  250  ".16  
  
  
  
  



  

  

  
  

  

544 

 

 
  04:  

  
  
  
  
  
  
  

 .  .  .  :   -

 .2016 .107.  
1-    

  
    

 .  
     

  

    
 .17  

 2-  :  
  
  

  :18  
  .  
  

  
 .  

   
  . 

  

 
 

 

 

  

 

 

 

 

 

 
   

  



 

  

  

  

 

545 

  
 

3-    
  

 .  
4-   :  

      
  

 . 
5-   :  

    
  

 .  
     ..

 .19  
  

  " 
  .  

5-       
  

5  .  
6-        

 . 
V .   2018- 2019 

  
 .  

    
  



  

  

  
  

  

546 

 

 
    

 .  
  

 .  

  
 .  

 :   
  . 
  . 
  . 
  . 

  2018    23    2300000    
1018    300    

2019 1030 183 
- 298323    

    409      31  
55   .  

  
 :  

  . 
  
  
  
  . 
  
  . 
  . 
   . 
  . 
  . 
  . ... 



 

  

  

  

 

547 

  
 

  . 
  . 
     

VI .  
 

      

 .  
  :  

  .  
  .  
  .  
 ANOVA . 

1-   

  35    
0.712  0.7   

 .  
2 - :  

01 :  
      

  06  11  

  42  78  

  06  11  

  54  100  

 :  spss.  
 .  

02 :  
      
  04  07  

  31  57  
  19  36  

  54  100  



  

  

  
  

  

548 

 

 
  

 .  
3-  :  

03:  
      

4  02  04  
4 6  06  11  
7 9  04  7.5  
10   42  77.5  

  54  100  

10   
10     

 .  
04 :    

   
10  7 9 4 6 04 

06 06 00 00 00   
 42 30 04 06 02  

06 06 00 00 00  
54 42 04 06 02  

     10  
  

 .  
05:    

      
  48  89  
  06  11  

  00  00  
  54  100  

    
 :  

  
  
  
  



 

  

  

  

 

549 

  
 

06 :  

 
  

    
04 00 04  

 
 

31 04 27  
19 02 17  
54 06 48  

   ... 
  88    

   
07 :  

      
    38  70.5  

  16  29.5  
  54   100  

  70      
  

 .  
4-  :  

  
0,523  0,000   

08:  
  

 
  
  
  

  
   .  

  
  
  
  

 X Y 

X PearsonCorrelation 1 ,523** 
Sig. (2-tailed)  ,000 

Y 
Pearson Correlation ,523** 1 
Sig. (2-tailed) ,000  



  

  

  
  

  

550 

 

 
5-  : 

 -    
09 :  

 DF 
  

 

F   R2 

 

  

R    
 

 

Sig 
 

T 
 

 B  

0.000 4,420 0.099 0.436  
   

1 
52 
53 

19,535 0.273 0.523   
 

    
0.05   .  

F 19,535R2 0.273  
27.3    

27.3          72.7         
    .  

        0.436      
      0.436      t     4,420    

Sig   0.000    0.05          
 .  

Y= 2.75 + 0.436 X 
    

   .  
 -  -             

10  
 DF 

 

F   R2 

 

  

R 

 

 

Sig 
 

T 
 

 B   
 

0.000 4.516 0.091 0.413  
  
   

1 
52 
53 

20.39 0.282 0.5 
31 

 
 

  0.531  
0.282   



 

  

  

  

 

551 

  
 

b 0.413 
  

  f 
 : 

Y1= 2.95+ 0.413 X 
 

X  1Y  .  
-   

 DF 

 

F   R2 

 

  

R 

 

 

Sig 
 

T 
 

 B   
 

0.000 3.733 0.123 0.46  
  
   

1 
52 
53 

13.93 0.211 0.46  
  

  11    
    0.46    

   0.211    
  b  0.46    

    f     
 : 

Y2= 2.546+ 0.46 X 
......

    

 .20  
 :  

    
  
  

 .  



  

  

  
  

  

552 

 

 
2019  :  

  . 
  . 
  . 
 

 . 
  . 
 

 . 
   

 . 
  .  
 :  

 

 
1-      .    . .  .2009 . 07  .  

2 - Gwenaëlle RATON. Les foires au Mali. De l'approvisionnement urbain à l'organisation de l'espace rural -Le cas de la 
périphérie de Bamako. UNIVERSITE PARIS I- 2012.   P 29 

3-  .  .  .  .  .1999 .317 .  
4 -www.mairie-lillers.fr . 07/ novembre 2008 .  vu le 12/09/2019. 
5www.secb.gov.sa/en/InformationCenter/ vu le 27/04/2017. 
6-http://www.unitedarabexpo.com.12/09/2013- vu le 22/10/2016  

7-  .  .  .  .2 .  .2008 .32 .  
8 Jonida Kellezi. . Trade shows: A strategic marketing tool for global vompetition. Procedia Economics and Finance 9 ( 2014 ) 
466 – 471. www. Elsevier.com. locate/procedia. P 469 

9-    .    .   .2001. .40 .  
10Bongkosh  Ritti chainuwat.  Judith Mai. Visitor attendance motivations at  consumer travel Exhibitions. Tourism 
Management 33 (2012) 1236e1244. www.elsevier.com/locate/tourman. 
11-Philip kotler -marketing selon kotler.Pearson education France .paris -france.2005 p123. 

12-  .  .  .1 .  .2006 .114 .  
13-  .  .  .  .2 .  .2008   .274 .  
14-  . .  .1 .  .2006 .125 .  

15- arabian group for exhibitions and conférences.Op-cit. p :03. 
16www.beirutboat.com/pdf/120521%20-%20BB%202012%20Closin  .Vu le 25/ 04/ 2017. 

17-  .  . .- .
2016 .108 .  

18-  .  .  . - .
2016 .109 .  

19-  . .  .2008 : .83 -85  .  
  

20-  .  .  .  .2009 .07 .  .  


