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Abstract :  Article info 

This study aims to determine the impact of innovative marketing with its dimensions 
(service innovation, pricing innovation, place innovation, promotion innovation, 
innovation in the physical environment, innovation in individuals, innovation in 
operations) on the consumer purchasing decision of mobilis mobile operator through an 
electronic questionnaire for a convenient sample of 202 individuals. 
A set of statistical methods were used, through the SPSS program. The study found 
that there is a statistically significant impact of all dimensions of innovative marketing 
on the consumer purchasing decision of mobilis mobile operator. 

Received  
31/05/2022 

Accepted  
17/07/2022 

Keywords : 
 Innovative marketing 
 Purchasing decision 
 Innovative marketing mix 

 
 *   



 

  

  

  

 

475 

                               

1  .:   
    

   .
.   

  
  

 .  
:  

  
1.1   :  

:  
)  :0.05 .(  

:  
 :) 0.05 .(  

)  :0.05 .(  
 :) 0.05 .(  

  : )0.05 ( .  
   :              

)0.05 .(  
 )  :0.05 .(  

 :) 0.05 .(  
2.1 :  

  
.  

3.1 :  
-   
-  .  

4.1 :  
    

  .SPSS    



  

  

  
  

 

476 

 -

2  .:  
1.2 :  

    
  
  

    )
2017224( .  

        )2003  04(      
 . 

        

 )2016113 ( .  
 

(Tang, Zhang, & Jianping, 2021, p. 90) .     
 (Zang, Tang, & Yu, 2021, p. 34) .  

  
    (Ungerman, Dedkova, & 

Guinova, 2018, p. 134) .  
2.2 :  

    " :
 ")2018469(  .  

 .
  (Bencharif & Rais, 2020, pp. 369-370) .  

     (Chetraoui & 
Elguerri, 2018, p. 594)        

            
  )2017412 (.   

      )2019
  262 (    

 )2019112 (  .  
  



 

  

  

  

 

477 

                               

   " :
    

  ")2-5  2016573 ( .  
  

) ...    )
2021251 (  .  

      )2020
  85 (.    

)2019174 ( .  
      

)2017138 (  .  
3  .:  

1.3 :  
     " :

  
 ")2016114 (  .  

        " :
 "(Hadouga, 2019, p. 87) .  

2.3 :  
   (Tekin, Yiltay, & Ayaz, 2016, 

p. 05)  
 :.   
 :.  
 :.  

 :.  
 .  :  

3.3 :  
   :  )2015

212( . (Viot, 2006, p. 40) .  



  

  

  
  

 

478 

 -

   :
   :  . ...

 .)2013287-288(     
  )2013186 ( .  

 :  
  

  )200999 ( .  
   :  )

2021  213 (.    
    

)2015139 ( .  
 :  

   )
201470 (.   

)2007188 ( .  
4. :  

1.4     :
  202               

 2022.  
2.4 :   

:   
   :28    ) 

   (
.   

 :7    
 :  :   

)  .(  
3.4 :  

  
  
  
  



 

  

  

  

 

479 

                               

1 :  
    

  0.922  

  0.866  

  0.941  

   SPSS  

  
94.1 %.  

4.4 :  
  
2 :  

    ) %(  

    107  53  
  95  47  

    20   13  6.4  
 20    30   103  51  

30    40   61  30.2  
40    25  12.4  

    11  5.4  
  24  11.9  
  167  82.7  

    18000    100  44.6  
  18000  36000  40  19.8  

  36000  72  35.6  

   SPSS  

) 2 (53  %
  47    .%20      30  51  %30    
  40    :30.2   %40      20  

  12.4 %6.4     .  %
  82.7%    11.9  %

  5.4   .%18000  
44.6    %3600035.6  %    18000    

30000  :19.8% .  



  

  

  
  

 

480 

 -

5.4 :  
:  

3 :  
            

 3.37 0.9460 7      

 3.57 1.213 2      

 3.77 0.820 1      

 3.48 0.9240 5      

 3.49 1.018 3      

 3.46 0.8980 6      

 3.48 0.9090 4      

)   3.52  0.759  -      

  3.64  0.923        

   SPSS 

) 3   (
  3.52     0.759   .

 :)3.77 )  (3.57 (
3.49 (3.48 (3.48 (3.46   (

3.37 .(
  3.37    0.946    

.      
3.64 0.923  

 .  
6.4 :  

1.6.4 :  
-   (Kolmogorov-Simirnov)  

 (Normal Distribution)   .  
4 :   

     Z  (sig)  

    1.067  0.205  

      0.943  0.337  

  0.750  0.627  

   SPSS  



 

  

  

  

 

481 

                               

 ) 0.05( 
(sig>0.05)   .  

2.6.4 :  
  5   %95   %

.  
:  

H0   :      
)0.05 .(  

H1  :          
)0.05 .(  

5 :  
  

  
  )B(    )t(  

2R(  
  

)R (  
  
 )F (  sig(  

  
  

  
  

0.929  16.732  0.583  0.764  279.954  0.000  

   SPSS  

  R    0.764   .
  2R    0.583  ) 58.3     (%

 B 0.929     
0.929 F 279.954 

  0.05    0.000    0.05   .
)    :0.05       (

    . 
:   

   :
) 0.05  ( .  

.   
6 : 

  
  

  
)B(  

  )t(  
2R(  

  
)R (  

 )F(  
sig(  

  
  

  
  

0.610  11.604  0.402  0.634  134.662  0.000  

   SPSS  



  

  

  
  

 

482 

 -

 R   0.634   .
  2R   0.402  ) 40.2   (%    

 0.610 B          
0.610   F   134.662  

  0.05      0.000    0.05   .
   : )0.05  (  

.   
:  

 :  
  )0.05 .(  

.   
7   :  

  
  

  
)B(  

  )t(  
2R(  

  
)R (  

 )F(  
sig(  

  
  

  
    

0.396  8.605  0.270  0.520  74.039  0.000  

   SPSS  

 R   0.520   .
 2R   0.270  ) 27     (%

 0.396 B   
0.396   F   74.039  

  0.05  0.000    0.05   .
   :) 0.05 (  

.     
:  

 :  
  )0.05 .(  

.   
8 : 

  
  

  
)B(  

  )t(  
2R(  

  
)R (  

 )F(  
sig(  

  
  

  
    

0.650  10.001  0.333  0.577  100.017  0.000  



 

  

  

  

 

483 

                               

 R   0.577   .
 2R   0.333  ) 33.3     (%

  0.650 B     
0.650  F 100.017 

  0.05    0.000    0.05   .
     : )0.05 (  

.   
:  

 :  
) 0.05 (.  

   
9   :  

  
  

  
)B(  

  )t(  
2R(  

  
)R (  

 )F(  
sig(  

  
  

  
    

0.612  10.952  0.375  0.612  119.937  0.000  

  SPSS  

 R   0.612   .
 2R   0.375  ) 37.5     (%

 0.612 B    
0.612  F 119.937 

  0.05  0.000    0.05   .
     :) 0.05 (  

     
:  

     :
) 0.05 .(  

 .  
  
  
  
  



  

  

  
  

 

484 

 -

 10 :  
    

)B(  
  )t(  

2R(  
  

)R (  
 )F(  

sig(  

  
  

  
    0.489  9.059  0.291  0.539  82.073  0.000  

  SPSS  

 R   0.539     .
 2R   0.291  ) 29.1   (%    

 0.489 B     
0.489   F   82.073  

0.05   0.000 0.05   .
     : )0.05 (  

     
:  

     :
  )0.05 .(  

   
11 :  

    
)B(  

  )t(  
2R(  

  
)R (  

 )F(  
sig(  

  
  

  
    0.676  12.357  0.433  0.658  152.691  0.000  

   SPSS  

 R   0.658   .
 2R  0.433 ) 43.3 (%    

 0.676 B   
0.676  F 152.691 

  0.05  0.000    0.05    
     :)0.05 (  

 .  
:  

   :
  )0.05 (  



 

  

  

  

 

485 

                               

.   
12 :  

    
)B(  

  )t(  
2R(  

  
)R (  

 )F(  
sig(  

  
  

  
    

0.722  14.292  0.505  0.711  204.255  0.000  

   SPSS 

  R    0.711     .
  2R    0.505  ) 50.5 (%    

B  0.722     
0.722    F    204.255  

  0.05    0.000    0.05   .
)    :0.05     (

   .  
 5 .:  

   
 SPSS :  

-        ) 
 (       

 )0.05 .(  
- 76.4% .  

:  
- .  
- .    
- .  
- .   
  
  
  
  
  



  

  

  
  

 

486 

 -

6 :  .    
  

1. Bencharif, K., & Rais, A. (2020). the impact of marketing innovation on improving 
the quality of tourism service. economic and management research journal, 14(03), 
365-386. 

2. Chetraoui, A., & Elguerri, A. (2018). marketing innovation’s reality in tourism 
agencies from both perspectives : agency and customers –el wafidine tours agency 
case study-. management and commercial sciences review, 11(02), 592-608. 

3. Hadouga, H. (2019). the impact of consumer awareness of social responsibility on 
his purchasing decision. revue organisation & travail, 08(01), 82-101. 

4. Tang, T., Zhang, S., & Jianping, P. (2021). the value of marketing innovation. 
journal of business research, pp. 88-98. 

5. Tekin, G., Yiltay, S., & Ayaz, E. (2016). the effect of brand image on consumer 
behaviour: case study of louiss vuitton-moet hennessy. international journal of 
academic value studies, 2(1), pp. 1-24. 

6. Ungerman, O., Dedkova, J., & Guinova, K. (2018, june). the impact of marketing 
innovation on the competitiveness of entreprises. journal of competitiveness, 10(02), 
pp. 132-148. 

7. Viot, C. (2006). l’essentiel sur le marketing. alger: BERTI editions. 
8. Zang, S. K., Tang, T. Y., & Yu, F. (2021). the ambidextrous patterns for managing 

technological and marketing innovation. industrial marketing management journal, 
92, pp. 34-44. 

9.   , ) .2021   .(
 .11)04(207-224 . 

10.  , ) .2016   .(
 .12)14(111-132 .  

11.  , ) .2017   .(
 .37)2(219-246 .  

12.) .2013 .(  .  :  
13.) .2019  .( )  .(

02 .  :  
14.) .2007  .(    )01   :  .(

  
15.) .2018   .(

 .)07(466 -481.  
16.) .2009  .(   :  



 

  

  

  

 

487 

                               

17.) .2019   .(
  .  :international journal of innovation and applied studies  

19)01(108-122 .  
18.) .2015 .( )01 .  :  .(  
19.  , ) .2013 .(    

 .27 )02(182 -198 .  
20.  , ) .2017 .  .(

)46(409 -430 .  
21.) .2-5    2016 .(

 .    
22.) .2019   .(

LG  .15 )20(276-259 .  
23.) .2015 .( )01 .  :  .(  
24.) .2014  .(    )01   :  .(

  
25.) .2016  .(     :

  
26.) .2017   .(

 .( ) ( ) :-01 - .  
27.) .2003 .(  :  
28.) .2020   ( )  .(

–- .10)01(82-100 .  
29.) .2021   .(

 .11)01(246-265.  

 

 


