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Abstract: 
    The present study aims at knowing the role of marketing innovation in all its dimensions (innovation 
in product, innovation in price, innovation in distribution, innovation in promotion) in raising the 
economic company's performance. In view to fulfill this enquiry, a study community constituted of thirty 
(15)  of  service  chiefs  and  directors  at  SWEETLAIT dairy  was  covered.  Among  the  outcomes  that  the  
enquiry reached is that the company's overall performance can be influenced by the case of the marketing 
innovation in the company with a graduation in influence power of some independent variables in the 
dependent variable. Also, the study gives a number of recommendations the most important of which is 
the necessity of relying on innovation in marketing mixture with all its diverse elements with no 
distinction as one of the prerequisite solutions to develop its performance.   
Key words: Innovation, Marketing innovation, Performance 

  

  

  

 .  
  



                                                        - –30)2( 

 - 

36 

:   
 

   
- -        

   
    
   
    
   

 :  
 :

 :   
 :     

:  
  :   

 :    
 

  :
 

  :
 

  :
 

 :  
   

 ) 
  )  

(.  
         

  
  

 

 

 

 

 
 

  



                                                        - –30)2( 

 - 

37 

      
  

                                                         :   
:   

 :  
  

   
 

 (
  

  
 -  - . 

 :    
  :  

   
         
   
 

  
  

  

.  
 :  

 ( )
 ( ) 

:   
    

1.  
1.1.  

  
   



                                                        - –30)2( 

 - 

38 

: " 
     .)1(  

 ":    
   .)2(  

 ":  .)3(  

                  

                  
2.1.  

:  
1.2.1. :        

    
2.2.1. : 

   .
      
 . )4(  

3.2.1.  :     
  )5(  

4.2.1. : 
   

  )6(  

 
     .

 .
   .

 .   
  

2.:  
1.2.  

  
   " :  

" . )7(  



                                                        - –30)2( 

 - 

39 

Robbin Wierseman  " :. )8(  
 " ".)9(  

2.2.:   
Performance Appraisats 

. )10( 
  

1.2.2.:   

" : 
.)11(  

2.2.2.:   
 .

 :  )12( 
) (...

 (: )13(   
  
 

 
 ... )  
  
  
 . 

3.2.2.:   
  : )14(   

   
  
  
  . 

4.2.2.:   



                                                        - –30)2( 

 - 

40 

Audit 
):

.(  

  : )15(  
    
  
  
  )  
  
   

  

  
:   

1.:  
  

15 .  
  )15 (   

2.  :      
      
 -   : 

 -   : ) 37 (: 
 )33(  

)04(   ( Likert ) 
)01(   )05(    

3.   
  
    .

   



                                                        - –30)2( 

 - 

41 

 (Cronbach Alpha)       
 83.3  %  

  
) 01 (  :(  

                             
  
  
  
  

             
  

 :spss  
 Alpha 

 .  
4:  .  

   
  

 ) = 5-1 / (3 
  )1 – 2.33 )  (2.33 -3.66  )  (3.66 – 5  (

 .02 :  
02 :  

            
  5  4  3  2  1  

  4.2 -5  3.4 -4.2  2.6 -3.4  1.8 -2.6  1 -1.8   
 :  

:  
1.4.    :  

          
 .   

03( :  
      

    Cronbach Alpha  
  0.784  

  0.837  

  0.855  

  0.769  

  0.833  



                                                        - –30)2( 

 - 

42 

  
    

    

2 3.33 1.11 .  1  

1 3.40 1.18  .  2  

4 3.20  1.01 
  

.  
3  

6 3.06  1.03  .  4  

5 3.13  0.91  .  5  

4 3.20  1.01 .  6  

7 3.00  1.06 .  7  

8 2.93  0.88       8  

5 3.13 0.99 
   

.  
9  

3 3.26 1.03   .  10  
/  3.16  0.79    

       :spss  
   03 (  

 )3.16 ( ) 0.79(  
   ) 3.40 (

)1.18(
   

  ) 2.93)  (0.88 (  
2.4. :  

1.2.4.  :    
       

     
04( :  

       

  
    

    

1 3.46  0.99       .  1  

2 3.40  0.82   .  2  

2 3.40  0.98  
  

.  
3  

5 2.86  0.91  .  4  



                                                        - –30)2( 

 - 

43 

1 3.46  1.24  .  5  
4 3.20  0.67   .  6  
3 3.33  0.72  .  7  

4 3.20  0.56  
.  

8  

/  3.29  0.51    

 spss  
  

     
 )3.29)  (0.51(   

) 3.46 ( ) 0.99 ( )1.24 (    
  )2.86 () 0.91 (.  

2.2.4.      
      

 .  
05( :  

         

  
    

    

3 3.40 0.63 
         

.  
1  

1 3.60 0.82 .  2  

2 3.46 0.83   ( ) .  3  

/  3.48  0.53   

        spss   
     

) 3.48)  (0.53    (  
)3.60)  (0.82 (      
)3.40 ( ) 0.63  (.  

3.2.4.    
         .  

06( :  
       



                                                        - –30)2( 

 - 

44 

          

2 3.73 0.88    .  1  
1 3.80 0.77  .  2  
4 3.53 0.83    .  3  

3 3.73 0.70 .  4  

/ 3.70  0.57   

 :spss  

) 3.70 ()0.57(   3.80 (
) 0.77 (         

3.53)  (0.83. (  
4.2.4. :  
  )7(    

  .  
07( :  

       

      
    

5 2.80 1.01 .  1  
3 2.93 0.88 .  2  

1 3.06 1.02 
 

3  

5 2.80 1.01 .  4  

2 3.00 0.92 
.  

5  

4 2.86 0.91 
 ( ) 

.  
6  

3 2.93 0.96 .  7  
3 2.93 0.88  .  8  
/ 2.91  0.70   

       spss  
  

) 2.91)  (0.70 (      
3.06)  (1.02 (      

 ) 2.80)  (1.01.(  



                                                        - –30)2( 

 - 

45 

5. :  
1.5.  :   " 

".  
  03 (

     
  

  
2.5: ."

" 
 .05)   

1.2.5: ."
". 

  )    )  ( 
.(  

      
  .  

08:(  
  

T F R2 R   
2.40 5.77 0.30 0.55          H1 

         :SPSS                        
      ) 08   (

 (R=0.55) (R2=0.30) (t)     (2.40) 
(t) ) 1.76()  (
) )  (30)  (%70 (% 
 .  

2.2.5. :" 
." 

  )     )  (
    

) 09:(  
   



                                                        - –30)2( 

 - 

46 

T    F R2 R   
1.94 3.76 0.22 0.47         H2 

SPSS                                                    
    ) 09 (  

(R=0.47)  0.22) (R2= 
22)  (%78 (%

 .(t)    (1.94) (t) ) 1.76(.  
3.2.5 : ."

."  
  

) 10(:  
     

         SPSS                        
     ) 10 (

(R=0.63)   
(R2=0.40) 40% 

)60(%(t)    (2.97) (t) ) 1.76 (   .  
4.2.5 : ."

."  
  

  
) 11:(  

    
T    F R2 R   
2.11 4.47 0.25 0.50         H4 

SPSS                               
 ) 11 (

 (R=0.50) (R2=0.25)  (t)    (2.11) 
 (t) )1.76()  (

T    F R2 R   

2.97 8.82 0.40 0.63         H3 



                                                        - –30)2( 

 - 

47 

)  ( )25)  (%75 (%
.  

  ":
 " 

:    
1.  

      
  :  

 

   
 

 
   (  ) 

.  
2.  

 :  
 

   
  

   
 

  
 

      
    

 
   

  
  
  



                                                        - –30)2( 

 - 

48 

  
  
  
  
  
  
  
  

:  
)1 (2001 39.  
)2( 

200084.  
)3( 200304.  
)4(  :  2 

2001977.  
)5(   :32005241.  
)6(   

  
200568.  

)7(   1 200124.  

)8(   2000231.  

)9(   
8 - 9 200525.  

)10(  200115.  
J.P Angelier , Economie industrielle, OPU ,Alger, 1993, p110.  )11( 

)12( 

 2002/200344.  

)13( 293.  
)14( 44.  
)15( 301.  


	الترتيب
	الترتيب
	الترتيب
	متوسط حسابي
	انحراف معياري
	انحراف معياري
	الفقرات
	تسعى المؤسسة لأن تكون منتجاتها مبتكرة ومميزة مقارنة بمنتجات المنافسيين الرئيسيين.



	الترتيب
	متوسط حسابي
	انحراف معياري
	الترتيب
	متوسط حسابي
	انحراف معياري
	الترتيب
	متوسط حسابي
	انحراف معياري
	الترتيب
	متوسط حسابي
	انحراف معياري
	انحراف معياري
	انحراف معياري
	انحراف معياري
	انحراف معياري
	انحراف معياري
	H1
	R2
	R
	H2
	H4









