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Abstract: This study aimed to investigate the extent of  marketing innovation effect on marketing 
researches objectives achievement, through a field study applied in the enterprise of N’gaous  for soft 
drinks and canned foods. It  was conducted on the whole 40 administrative employees, and the complete 
enumeration method was adopted, by distributing 40 questionnaires; 31 of them were retrieved and were 
valid for the statistical analysis. The study showed that, according to its administrative employees, there 
are good levels of marketing innovation in the enterprise under study. Product innovation was at the first 
rank followed by promotion innovation then distribution innovation, and price innovation ranked last.  
Keywords: innovation- marketing innovation- marketing researches 

 :
   

  
   

 
  
  

  
  

    
  

1-   
2-   



                                                      – –31)2( 

        

93 

3-   
4-   

 
    

  
1-     
2-     
3-     
4-     

 :  
-I  :  

   
  

1-    :
" " :1    .

"     
2.  

"     
3" 

4 .
   " 

5" 6.  
     

7.  
2-  :

.( )   
2-1-    :

  
 .



                                                      – –31)2( 

        

94 

  
8 .  

9:  
-   
-  .  
2-2-    :

10.  
   

 
11.  

2-3-  :12:  
-  :

  
-  :  
-      :

  
-  : 

  
2-4-     :              

                       
                    

          13. 
-II    
1-  :     

 .  
1-1-   :  

1960 " 
14.  

   ":
" 15.  



                                                      – –31)2( 

        

95 

":   
" 16.  

      
 .17:  

-    
-   
- ...  
-   
-   

    18:  
-   
-   
-   
-   
-   

2-  :19:  
2-1-      :

...  
2-2-    

 ...  
2-3-  ...  
2-4-  :

  
2-5-  :      
2-6-    :

 
 :  

I-     
1-  :

    :
.( )   



                                                      – –31)2( 

        

96 

)  :31     (
  

2-  :
   

    
95%  

3-  :  
-   
-   
-   
4-  :

  4040   
31    1 (  

1 :(  
            

      16 51.6% 

 15 48.4% 

     
  

 5 16.1% 

 1 3.2% 

 8 25.8% 

 17 %54.8 

 30    11 %35.5 

31-40  12 %38.7 

41-50  8 %25.8 

51  0 0% 

  7 22.6% 

 21 67.7% 

 3 9.7% 

    5  13 41.9% 

5-10  8 25.8% 

10-15  5 16.1% 

15  5 16.1% 

 :spss 



                                                      – –31)2( 

        

97 

    
- 51.6%48.4%.  
- 3.2%   

16.1 %25.8% 
54.8%.  

-  :31-40 38.7%

30 35.5  41-50 25.8%. 
- %67.7   

%22.6%9.7.  
-  :5 %41.9  

5 - 10 %25.810 - 15 15 
%16.1.  

-II   
1- )  :2 (

23 )   1- 23 (  
) 2 :(  

  
 

 

    4.03 0.59  

1.      4.54 0.50 1 

2.      4.36 0.49 2 

3.           
. 

4.16 0.89 4 

4.           
  

3.22 1.17 8 

5.       4.26 0.58 3 

6.        4.10 0.75 5 

7.          3.96 0.71 6 

8.         3.70 0.93 7 

    3.81 0.53  

9.       
 

3.80 0.87 2 



                                                      – –31)2( 

        

98 

10.           
   

3.96 0.65 1 

11.        
     

3.67 0.79 3 

    3.90 0.66  

12.        3.90 0.87 3 

13.        4 0.75 1 

14.         3.74 0.85 4 

15.         
   

3.96 0.79 2 

    3.86 0.58  

16.        4.32 0.59 1 

17.       3.96 0.75 2 

18.          
   

3.77 0.84 4 

19.        3.77 0.95 5 

20.         
 

3.70 0.93 6 

21.        ) 
(... 

3.86 0.89 4 

22.       3.55 0.73 7 

23.      3.90 0.70 3 

 3.92 0.50  

 :spss  
  

 )3.92  (

 )4.033.903.863.81(  
1-1       :

3  



                                                      – –31)2( 

        

99 

      
 .     

1-2-   

3  
  

1-3-   
3

) 4 .(
  

1-4-   
   

3) 2     (
   

  
2-   

) 3 (8 
) 24-31 .  (  

) 3 :(  

 
 

  

       :    
24.   3.77 0.84 6 

25.     3.83 0.82 5 

26.     3.93 0.78 3 

27.       4.13 0.68 1 

28.         3.64 0.95 7 

29.            
  

3.38 1.22 8 

30.       
 

3.86 0.86 4 

31.          4 0.87 2 



                                                      – –31)2( 

        

100 

 
 3.80 0.70  

 :spss  

3
 

   
    

-III   
  

) 4 :(  
                           (  )  

 (  )  

 

 0.70 

 0.40 

 0.51 

 0.72 

 0.75 

 :spss 
  

1- )   (  ) 0.75   (
  

2-    

)0.72  ) ( 
0.70(

) 0.51(
) 0.40.(  

 IV-   

 ) R    (
)R2.(  



                                                      – –31)2( 

        

101 

) 5 :(  
R R2 R-2  

0.79 0.63 0.58 0.45 
 :spss 

) 0.79 (
R2)(0.63 (

63%   
  

1-   
6 :(ANOVA 

    
 

F  SIG 

  
 

9.366  
5.356 

4  
26 

2.341  
0.206 

11.366 0.000 

 14.722 30    

 :spss  
) 6 (F 11.366    (  

)0.000(
 .  

2-   
T    

) 7 :(T 
 B  BETA T   

)SIG( 
 0.078 0.676 / 0.115 0.909 

 0.479 0.190 0.407 2.526 0.018 

 0.267- 0.220 0.205- 1.213- 0.236 

 0.107 0.180 0.102 0.596 0.556 

 0.621 0.239 0.519 2.603 0.015 

 :spss  
2 -1 -   



                                                      – –31)2( 

        

102 

7 () 0.479 (T 
)2.526)  (0.018(

  
2 -2    

) 7)  (0.267-   (T    
)1.213-)  (0.236  (

  
  
  
  
2-3   

) 7)  (0.107 (T ) 0.596 (
 ) 0.556  (

  
2-4   

) 7)  (0.621 (
T ) 2.603)  (0.015  (

  
 :  

               
       :  

-    

  
-    

  
-   

  
-  
- 

 
-   



                                                      – –31)2( 

        

103 

:  
- 

  
-   

  
-   

  
-  

  
  
  

 :  
                                                             

1      )   (       
  2003 21. 

2   –        
200728. 

3   –      
1012007 .102. 

4  .51. 
5  2 20114. 
6         

–      -    762009
 .126  . 

7   .52. 
8  111. 
9  111. 
10    –       

32972010 .245. 
11   –         -  

2008 .251. 
12  246. 
13   .235. 

 



                                                      – –31)2( 

        

104 

                                                                                                                                                                                                    
14     -    -    2000 .
10  . 

15       ( ) –     
2000 .29. 

16 PH Kotler, B Dubois , marketing management , 10emeédition , publi-union édition , paris , 2000 , 
p.141. 

17     –     
  122012 .172  . 

18 –        
1998 .20. 

19     –     
112012 .186-187.  


