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Abstract:  

The aim of this study to test the relationship of internal marketing mix 

management with build competitive advantages in the Algerian private health 

organizations companies. This study was conducted based on a psychometrically 

validated questionnaire, designed and distributed to a random sample of 176 

managers of Algerian private medical and medical surgical companies. The 

response rate was 76% as 134 managers filled the questionnaire. The questionnaire 

included (44) questions. Statistical methods have been used to analyse the three 

hypotheses developed. 

 In particularly, we found that: (a) there is statistically significant on the existence 

of internal marketing mix management in Algerian private health companies. (b) 

Internal marketing mix management is positively associated with build 

competitive advantages in Algerian private health companies. (C)There is a 

statistically significant relationship difference amongst Algerian private health 

companies toward “build competitive advantages by Internal marketing Mix 

Management” due to experience of company. 

Keywords: Internal marketing mix, internal product, Internal price, Internal 

distribution, Internal promotion, Competitive advantages, Experience of Algerian 

private health companies. 
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Spearman

Spearman test 
     

 

 

Coeff 1.000 0.663 0.773 0654 0.796 0.973 

Sig 0.000 0.000 0.000 0.000 0.000 0.000 

N 134 134 134 134 134 134 

 

Coeff 0.663 1.000 0.523 0.831 0.745 0.765 

Sig 0.000 0.000 0.000 0.000 0.000 0.000 

N 134 134 134 134 134 134 

 

Coeff 0.773 0.523 1.000 0 647 0.658 0.842 

Sig 0.000 0.000 0.000 0.000 0.000 0.000 

N 134 134 134 134 134 1.000 

 

Coeff 0.796 0.631 0.647 1.000 0.841 0.812 

Sig 0.000 0.000 0.000 0.000 0.000 0.000 

N 134 134 134 134 134 134 

 

Coeff 0.973 0.765 0.842 0.679 1.000 0.732 

Sig 0.000 0.000 0.000 0.000 0.000 0.000 

N 134 134 134 134 134 134 

 

Coeff 0.973 0.765 0.842 0.749 0.873 1.000 

Sig 0.000 0.000 0.000 0.000 0.000 0.000 

N 134 134 134 134 134 134 

Correlation is significant at the 0.01 level. 

SPSS v20 

3

 =0.01α ، 99% ،

 (Alpha de Cronbach)
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3.60(72.00%)

H1d:

8

4.343 86.86% 1.261 3 

4.335 86.7% 1.134 4 

3.414 %68.28 1.057 7 

4.413 %88.26 1.092 1 

02.36 %47.20 1.532 10 

4.349 %86.98 1.073 2 

3.50 70.00% 1.286 5 

2.656 53.12% 1.183 9 

3.192 %63.84 1.256 8 

3.450 %69.00 1.263 6 

3.60 %72.00 0.75  
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H2a:

3Spearman

(P=0.000<0.01 

( ؛0.796)+

H2b:

3Spearman

(P=0.000<0.01 

+0.745)

H2c:



 جمام محمود وهباز ناهد                                                                            مجلة ميلاف للبيوث والدراسات

 377                                                                                                                                     1العدد  6المجلد 

Spearman بين كل محور والاستبيان ككل يوضح أنه توجد علاقة

 P=0.000<0.01ارتباط قوية وذات دلالة معنوية )عند مستوى دلالة

( ؛0.658)+

H2d:

3Spearman

(P=0.000<0.01 

( ؛0.841)+

4

(P=0.000<0.01 

+(0.732)
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11Mann-Whitney لكل

Test value p- value(sig) 

1 -9.67 0.000 

2 -5.59 0.000 

3 -9.47 0.000 

4 -9.64 0.000 

5 -9.66 0.000 

SPSS v.20

P=0.000<0.01 ،)
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