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انشركت انعامت نتىزيع  دراست استطلاعيت لأراء عينه في اننفطيت

 ة تىزيع بغذادأهي -المنتجاث اننفطيت 

 المستخهص

 

 

 

 

انرئيسيت نهبحث/المصطهحاث 

 

 

مجلة العلوم مجلة العلوم 
  الاقتصادية والإداريةالاقتصادية والإدارية
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 المقذمت

 المبحث الأول
منهجيت انذراست وإجراءاتها وأدواتها

 مشكهت انذراست: أولاً 



 

                                                                                                                                                                                                                                                                                                                                    

 

 

 

 

ىىىىىىىالمنتجاتىلمعرفةىالتسووقوةىواثرهاىفيىاداءىالشركةىالعامةىلتوزوعىاىىىىىىىىىىىىىىىىىىىىىىىى 106
الشركةىالعامةىلتوزوعىالمنتجاتىىدراسةىاستطلاصوةىلأراءىصونهىفيىالنفطوة

ىهوأةىتوزوعىبغدادى-النفطوةى
 
 

انذراست : أهميتثانياً 
 

 

 

 

أهذاف انذراستثانثاً : 
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  المخطط انفرضي نهذراست :رابعا: 

 

 

 خامساً: فرضياث انذراست    
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مصادر انبياناث والمعهىماث سادساً:   
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 سانيب الإحصائيت: الاسابعاً 
         : 

 -      . 

 -           . 

-           . 

 -   (Spearman)                  . 

 -              . 
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 حذود انذراست :   -ثامناً 
  

  

20122012932013

 وثباتهأختبار صذق مقياس الاداء  -:تاسعاً 
1

12

   )  86 ( 

%      

2

√

Croonback Alfa(0.964)

(0.970)
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 الجانب اننظري /المبحث انثاني 
 اولاً : المعرفت انتسىيقيت 

(Rosster, 2001:81)
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 

 

 

 

Source : Carneiro ,Alberto, , (2000) "How Dose knowladge 

ManagementInfluence Innovation and competitireness" Journal of knowladge 

management ,Vol .4, No. 2, P96 . 

(Li & Calantone , 1999 :16  ( , )Yaniya,et al , 2004 :6  , 42:  2007(, ) ابوغنيم,)      جلاب    اعبالاي (

,2010    :668-669)
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 قيت يسىتمتطهباث تطبيك المعرفت ان
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 مفهىو و أهميت المنتج  -أ

200269

201045

(Rosenberg,1990:261)

4

4

199981

Ferrell & Pride

Stanton ,et.al2004206
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Etezel&et.al,2006:215

 انسعر -:ثانياً 
 

 

Armstong & Kotler , 2000 : 249 

201036

McCarthy&Perreaut , 1993 : 501 

Pride & Ferrell , 2000 : 516

Armstrong  & Kotler , 2000 : 289

2002234

5
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  ثانثاً:  انترويج
1

200950

51

201155    

           

         

             

            

     .2012466

6

2000 256

2001 397 

2002 205 
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Push Strategy 

Pull Strategy 

20104344

Etezel&et.al,2006:479
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 انتىزيع اً:  رابع
1

             

             

               

        .      

               

             

          

           )   

431:19987

7

Armstrong 

& Kotler

2000 330    

 2003 259          

      .

Etzel & et.al2004 389         

 

7

2

241:2001
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 pride & Ferrell , 
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 المنظميالأداءثانثاً 

199623

Slack et.al1998 78 
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Kotler,2000:40

2

2

Source: Kotler, Philip, (2000) Marketing Management, Prentice Hall, Inc, New

Jersey, P.40.

2

Kotler,2000:40

2

200298 ( Tuggle , 1998 : 

4), (Tapinos, Dyso& Medow, 2005 : 371)201093
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 نب انعمهيالجا /المبحث انثانث 

xy

Spss 1

9

(Simple Regression

9

βa

 

 

 

F0.05F0.01n=53

β

                                                 
1

يذ العملياث ( عبارة عن بزنامج احصائي جاهز يستخدم لغزض تنف statistical package for social sciencesهو مختصز ) 

 الاحصائيت . 
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x1Y

(X)(x1)

(Y)

( Simple Regression

 

X1 

33(f)
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Yx19( α= )

( ) 

(x 1)

( β X1 = )1
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Y = α + βX1 
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(R
2
)

0.398(Y)

(x1)0.602

 

10.000

x1

(Y)

x 2Y

(X)

(x2)(Y)

( SimpleRegression

 

                                                 
2
 (  (R

2 
يمثل مبيمل اعتحديد نساة اعتايين في قيم اعمشيهدات اعتي تفسر بخط الانحدار ،  ينتج من خبل 

 اعمبي عة الاتية :

  الانحرافيت عند الانحدار )قيمة اعجزء غير اعمفسر( / مجموع الانحرافيت –مجموع الانحرافيت 

Y = α + βX2 
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X2 

9(f)0.05

95

Yx21
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( β X1 = )1
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2
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(Y)(x2)
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x2
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x3Y

(X)

(x3)(Y)

( Simple Regression
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ساة اعتايين في قيم اعمشيهدات اعتي تفسر بخط الانحدار ،  ينتج من خبل يمثل مبيمل اعتحديد ن

 اعمبي عة الاتية :

  الانحرافيت عند الانحدار )قيمة اعجزء غير اعمفسر( / مجموع الانحرافيت –مجموع الانحرافيت 



 

                                                                                                                                                                                                                                                                                                                                    

 

 

 

 

ىىىىىىىالمنتجاتىلمعرفةىالتسووقوةىواثرهاىفيىاداءىالشركةىالعامةىلتوزوعىاىىىىىىىىىىىىىىىىىىىىىىىى 128
الشركةىالعامةىلتوزوعىالمنتجاتىىدراسةىاستطلاصوةىلأراءىصونهىفيىالنفطوة

ىهوأةىتوزوعىبغدادى-النفطوةى
 
 

 

X3 

1(f)0.05

95

Yx39

( α= )( ) 

(X3)

( β X1 = )1

( )

(R
2
)
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  ينتج من خبل اعمبي عة الاتية :يمثل مبيمل اعتحديد نساة اعتايين في قيم اعمشيهدات اعتي تفسر بخط الانحدار ، 

  الانحرافيت عند الانحدار )قيمة اعجزء غير اعمفسر( / مجموع الانحرافيت –مجموع الانحرافيت 

Y = α + βX3 
 

Y = α + βX4 
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يمثل مبيمل اعتحديد نساة اعتايين في قيم اعمشيهدات اعتي تفسر بخط الانحدار ،  ينتج من خبل 

 اعمبي عة الاتية :

  نحرافيت عند الانحدار )قيمة اعجزء غير اعمفسر( / مجموع الانحرافيتالا –مجموع الانحرافيت 
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 الاستنتاجاث و انتىصياث \المبحث انرابع 
 الاستنتاجاث
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 انتىصياث
1 

 

2 

 

3 



 

                                                                                                                                                                                                                                                                                                                                    

 

 

 

 

ىىىىىىىالمنتجاتىلمعرفةىالتسووقوةىواثرهاىفيىاداءىالشركةىالعامةىلتوزوعىاىىىىىىىىىىىىىىىىىىىىىىىى 131
الشركةىالعامةىلتوزوعىالمنتجاتىىدراسةىاستطلاصوةىلأراءىصونهىفيىالنفطوة

ىهوأةىتوزوعىبغدادى-النفطوةى
 
 

 المصادر انعربيت

اولاً : انكتب
1

 

 

 

 

 

 

 

 

 

 



 

                                                                                                                                                                                                                                                                                                                                    

 

 

 

 

ىىىىىىىالمنتجاتىلمعرفةىالتسووقوةىواثرهاىفيىاداءىالشركةىالعامةىلتوزوعىاىىىىىىىىىىىىىىىىىىىىىىىى 132
الشركةىالعامةىلتوزوعىالمنتجاتىىدراسةىاستطلاصوةىلأراءىصونهىفيىالنفطوة

ىهوأةىتوزوعىبغدادى-النفطوةى
 
 

 

 

11 

 

51 9002

 

 

11 1998

 

 

 



 

                                                                                                                                                                                                                                                                                                                                    

 

 

 

 

ىىىىىىىالمنتجاتىلمعرفةىالتسووقوةىواثرهاىفيىاداءىالشركةىالعامةىلتوزوعىاىىىىىىىىىىىىىىىىىىىىىىىى 133
الشركةىالعامةىلتوزوعىالمنتجاتىىدراسةىاستطلاصوةىلأراءىصونهىفيىالنفطوة

ىهوأةىتوزوعىبغدادى-النفطوةى
 
 

 ثانياً :انرسائم الجامعيت والمؤتمراث
5 9002

 

3 9000

 2011

-

1 9009

 1996

 

 



 

                                                                                                                                                                                                                                                                                                                                    

 

 

 

 

ىىىىىىىالمنتجاتىلمعرفةىالتسووقوةىواثرهاىفيىاداءىالشركةىالعامةىلتوزوعىاىىىىىىىىىىىىىىىىىىىىىىىى 134
الشركةىالعامةىلتوزوعىالمنتجاتىىدراسةىاستطلاصوةىلأراءىصونهىفيىالنفطوة

ىهوأةىتوزوعىبغدادى-النفطوةى
 
 

 

 

 

Foreign References

1- Antonio Lorenzon& peter .J, vanBalen, (2005),Locianopilott ,Marketing 

knowledge management in strategic Adoption CRM solution; Global supports 

andApplication inEurope, workingpapern3- Genhaio.  

2- Baker, Michael, J. (2000), Marketing Strategy and Management, 3ed, 

Macmillan business, London  

3- Daft, Richard, L(2001), Organization Theory and Design, 7 ed, Copyright by 

South–Western College Publishing- A Division of Thomson Learning. Printed in 

the United States of America. 

4-Li Tiger ,&calantoneRogerj(1999), the Impact of market knowledge 

competence on New Product Advantage : conceptualization and Empirical 

Examination  , Journal of marketing , Vo 1,No 62. 

5-Carneiro , Alberto , (2000) "How Dose  knowlad Management Influence 

Innovation and competitireness" Journal of knowladge, Vo 1,No 62. 

1- Rossiter , John R.( 2001 ) , " What is Marketing Knowledge ? : Stages 1 : 

Forms of Marketing Knowledge " , Vol.1(1) , SAGE. 

2- Probst ,G,(1998), “Practical Knowledge Management A model that work” 

,JKM vol.3No.4.  

9-Etzel, Michael,Walker,Bruce&Stanton,William( 2006),Marketing, McGraw-

Hill, Irwin. 

10-Ferrell, O.C &Pride, William M.( 2000), Marketing Concepts and Strategies, 

U.S.A. Honghtan Mifflin Co 



 

                                                                                                                                                                                                                                                                                                                                    

 

 

 

 

ىىىىىىىالمنتجاتىلمعرفةىالتسووقوةىواثرهاىفيىاداءىالشركةىالعامةىلتوزوعىاىىىىىىىىىىىىىىىىىىىىىىىى 135
الشركةىالعامةىلتوزوعىالمنتجاتىىدراسةىاستطلاصوةىلأراءىصونهىفيىالنفطوة

ىهوأةىتوزوعىبغدادى-النفطوةى
 
 

1- Kotler, Philip & Armstrong, Gary(2005),Marketing-an Introduction, Prentice- 

Hall Pearson Education International, Upper Saddle River, New Jersey. 

2- Kotler,Philip&Armstrong,Gary(2010),principles Of Marketing,13 ed, Pearson. 

12-McCarthy ,Shpire & Perreautt(1993), Basic Marketing , Prentice – Hall , 

International. 

13-McDaniel, Carl, Charles,W., Lamp &Joseph ,F.,Hair(2011), Introduction To 

Marketing 

14-Robbins,P.&Stephen,L.(2003).Organizatil Behaviour,19
th

ed.Prentice Hall,New 

Delhi. 

15-Ronald B. Mitchell (2008) ,Marketing Knowledge Management Gabriele 

Troilo , Edward Elgar Publishing , Maryland . 

16- Slack, Nigel; Chambers, Stuart; Harland, Christine; Harrison, Alan; & 

Johnston, Robert(1998); Operations Management, 2
nd

 ed., Pitman Publishing. 

17- Solomon, Michael,R , Marshall,Grey,W&Stuart,Elnora,W(2009), Real 

Marketing -People Choices ,6 ed,PearsonEducation,Inc,New Jersey . 

18- Stanton,William,J, Walker J., Bruce &Etzel, J(2004),Marketing,13 ed, 

McGraw-Hill,Irwin. 

19- Tuggle,F. (1998),organizational process & organizations effectiveness. 

20- Wright W.F.,(1999), " Information Technology, Process Reengineering and 

Performance Measurement " Analysis of comaq computer corporation. 

21- Zhang M., McCullough J., (2000). "Effect of learning and in formation 

technology Capability on Business performance ".London, Richard D, Irwin, 

Inc. 

22- TapinosE ., Dyson R ., Medow S (2005 ),The Impact of Performance 

Measurement in Strategic planning “ International Journal of Productivity and 

Performance ManagementVol . 54 No . 5 / 6  . 

23- Kotler,Philip&Armstrong,Gary(2007),Principles of Marketing,11 ed, Pearson 

Prentice – Hall. 

24- Schermerhorn,F&Gohnfeet,A.(2000).OrganizationalBehavriour"Jons,Inc., 

Seventh Edition. 

 

 

 

 

 

 

 



 

                                                                                                                                                                                                                                                                                                                                    

 

 

 

 

ىىىىىىىالمنتجاتىلمعرفةىالتسووقوةىواثرهاىفيىاداءىالشركةىالعامةىلتوزوعىاىىىىىىىىىىىىىىىىىىىىىىىى 136
الشركةىالعامةىلتوزوعىالمنتجاتىىدراسةىاستطلاصوةىلأراءىصونهىفيىالنفطوة

ىهوأةىتوزوعىبغدادى-النفطوةى
 
 

 

Abstract 

This study seeks to address the impact of marketing knowledge dimensions 

(product, price, promotion, distribution) on the organizational performance in 

relation to a number of variables which are (efficiency, effectiveness, market 

share, customer satisfaction), and seeks to reveal the role of marketing 

knowledge in organizational performance. 

In order to achieve the objective of the study the researcher has adopted a 

hypothetical model that reflects the logical relationships between the variables of 

the study. In order to reveal the nature of these relationships, several hypotheses 

have been presented as tentative solutions and this study seeks to verify the 

validity of these hypotheses. 

For the purpose of application of this study practically on the ground and 

in order to test its hypotheses Iraq Oil Products Distribution Company has been 

selected as the study sample and Baghdad Distribution Commission has been 

used for the questionnaire tool in the collection of data from the field. 

The size of the sample included in this study is (53) members of the senior 

management of the company and the SPSS statistical program has been used for 

the purpose of conducting statistical processing, and the study have arrived at a 

number of very important conclusions: - 

1-The adoption of marketing of knowledge by the surveyed organization 

contributes to enhancing the effectiveness of its strategy. 

2-The results showed an effective correlation of marketing knowledge in 

organizational performance and this confirms that the organization of the study 

sample has sought to achieve excellence in the performance by means of its 

technical and marketing staff which is able to achieve the desired level of 

performance. 
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The Most Prominent Recommendations: - 

1- Recognizing the importance of specialization in the field of business, it would 

be wrong to find many of those responsible for marketing activity holding 

degrees in such fields as engineering or other disciplines, because there are 

differences between the field of engineering and the field of marketing so the 

organization officials should employ people with experience and degree in 

marketing or make for the lack of marketing knowledge through participating in 

marketing training courses to improve their performance. 

2- Calling on the surveyed company to spread the concept of marketing 

knowledge among decision makers through conferences, seminars and training 

programs which aimed at raising awareness of the role played by this knowledge 

in the process of making strategic effective decisions by the organization, which 

will be reflected in this knowledge on organizational performance. 

 

 

 

 

 


