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Abstract:  

Through  this  study,  we  tried  to  know  the  nature  of  the  relationship  between  advertising  
innovation that was addressed through the planning and implementation of an innovative 
advertising campaign, the means and methods of displaying the advertising campaign and between 
customer retention in the Sim complex, and in order to achieve the goal, 70 forms were distributed 
to the study sample of the administrative and technical leaders for each From the upper and middle 
management in the "SIM" complex, which is represented by the directors of departments and their 
deputies, unit managers and heads of departments. 

We have found a statistically significant correlation between the innovative advertising 
campaign (advertising campaign planning, advertising campaign display methods, advertising 
nipple display methods)and retention for the SME complex,the significiance level ( 0.05). 
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