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ABSTRACT 

The Effect of Analytical Strategic Orientation on the Firm's 

Performance within the Available Marketing Capabilities: An Applied 

Study on Kuwait National Petroleum Company 

  

Prepared by  

 

Salem Al-Ajmi 

 

Supervisor 

 

Dr. Laith Al-Rubaie 

 

This study aimed to exam the effect of the strategic direction of 

analytical performance of the organization in light of the marketing 

capabilities available and the application on the Kuwait National Petroleum 

Company, the study sample included all directors and heads of departments 

in the Kuwait National Petroleum Company, who are (200), was recovered 

(188) to identify suitable for analysis and a rete (94%). 

 

       The results of statistical analysis that used  different statistical methods 

with  using the program Statistical Package for Social Sciences SPSS and 

path analysis by  AMOS 7 are significant uch as , the analytical strategic 

orientation has an positive direct  effect on the performance of the Kuwait 

National Petroleum Company (the sales growth rate ) ,  and the analytical 

strategic orientation has an positive direct  effect on the marketing 

capabilities available to the Kuwait National Petroleum Company (pricing , 

product , distribution, promotion), also  the analytical strategic orientation 

has an indirect  effect on the performance of the Kuwait National Petroleum 



 ع‌

Company (the sales growth rate )  by existence marketing capabilities 

available to the Kuwait National Petroleum Company (pricing; product; 

distribution & promotion) as a medriate variable.  

 The study is to develop some recommendations for the Kuwait 

National Petroleum Company in this area.  

 

 



9 

 

 

 

 

 

 

11

12

13

14

15

16

17

18

19

 

 

 
 

 

 

 

 

 



2 

 

 

11

            

            

            

           

     Cravens &Ship, 1991: 7-9. 

        

              

         

     Slater & Narver,1995 .   

          

           



3 

           

    Slater, 2006: 1223. 

Gotignon & Hubert, 1997. 



4 

12

Morgan, et..al, 2009Morgan & strong,2003 

          

 Laforet, 2009: 189. 

Morgan & Strong, 2003: 166



5 

 

 

 

 

13

 

 

 

 



6 

14

2777927



7 

15

HO1

  0.05

HO2

  0.05



8 

16

2779/27972797/2799



9 

17

9 

2 

18

‌

99



97 

19

‌الاعتشات١دٟ Strategic Orientationاٌتٛخٗ

Gatignon & Xuereb, 1997

‌الاعتشات١دٟ‌اٌتس١ٍٍٟ Analysis Strategic Oriantationاٌتٛخٗ

Morgan & 

Strong, 2003

Marketing Capabilitiesاٌتغ٠ٛم١خ‌اٌمذساد

Morgan, et..al, 2009 



99 

Performanceالأداء

277226

27769

 Firm Performanceأداء‌إٌّظّخ
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انؼلاقت بيه انقيبدة وانتىجه انتحهيهي الاستراتيجي " ثؼٕٛاْ 9994، غراب دساعخ  -

". انتىبفسيت

 

 نهبيئت الاستراتيجي انتحهيم متغيراث دراست " ثؼٕٛاْ 2779العارضي،  دساعخ  -

". انتىبفسيت انميزة تحقيق في أثرهب و انخبرجيت و انذاخهيت
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  ػهى الاستراتيجي انتحهيهي انتىجه تطبيقبث " ثؼٕٛاْ 2779المشاقبة،  دساعخ  -

  ". انمىظمت أداء

              

             

          

            

             

              

             

   .

 

". داء انمىظمتأثرهب ػهى أانقذراث انتسىيقيت و " ثؼٕٛاْ 2772التميمي،  دساعخ  -
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 انقذراث تطىير إمكبويبث ػهى واوؼكبسبتهب انؼىنمت" ثؼٕٛاْ 2772طراد، دساعخ  -

". تحهيهيت دراست: انتجبريت انمىظمبث في انتسىيقيت

 

 وانقذراث انتسىيقيت الأصىلانؼلاقت بيه " ثؼٕٛاْ 2776الخروشي،  دساعخ  -

". والأداء في انبىىك انؼبمهت في الأردن
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 Strategic Orientation of" ثؼٕٛاْ (Venkatraman, 1989) دساعخ

Business Enterprises: The Construct, Dimensionality, and Measurement " .
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Joreskog

 

‌ ‌(Garbarino, 1999)‌دساعخـ  Implementation of Marketing "‌ثؼٕٛاْ‌

Capabilities According to Customer Orientation‌"‌ ,  

             

               

           

             

              

               

              

          .

 

 Building Organizational ثؼٕٛاْ( Rajdeep, et..al, 2001) دساعخ -

Capabilities for Managing Economic Crisis: The Role of Market Orientation 

and Strategic Flexibility" .
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 Business performance andثؼٕٛاْ(Morgan & Strong, 2003)‌دساعخ

dimensions of strategic orientation 

989

 , Strategic Orientationثؼٕٛا‌Sinkovics & Roat, 2004ْدساعخ

Capabilities , and Performance in Manufactures, 3PL, Relationships 

9429
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 Performance Impacts ofثؼٕٛاْ(Daya & Seyrek, 2005)‌دساعخ

Strategic Orientations : Evidence from Turkish Manufacturing Firms 

99

 Market Orientation andثؼٕٛاْ(Hult, et..al, 2005)‌دساعخ

Performance : An Integration of Disparate Approaches

297

 Market Orientations, Competitiveثؼٕٛاْ(Ge & Ding, 2005)‌دساعخ

Strategy and Firm Performance : An Empirical Study of Chinese Firms
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379

 ,Total Quality Managementثؼٕٛاْ(‌Marfuentes , et..al, 2006دساعخ

Strategic Orientation and Organizational Performance: the Case of Spanish 

Companies 

9557

 Linking Financilثؼٕٛاْ(  ‌Yan Yeung, et..al, 2006دساعخ

Performance to Strategic Orientations and Operational Priorities : An 

Empirical Study of third-party Logistics

992
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 Strategic Positioning & Firm"ثؼٕٛاْ(Tripathy, 2006)‌دساعخ

Performance "،

9277

99992777

 Market Orientations –Performanceثؼٕٛاْ(Bhuian, 2007)دراست 

Linkage Replication in Saudi Arabia 

999
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 Market Orientations andثؼٕٛاْ(Jain & Batia, 2007)‌دساعخ

Business Performance : The Case of Indian Manufacturing Firms 

 

 

 Firm Performance as a function ofثؼٕٛا‌Kroeger, 2007ْدساعخ

Enreprenrial Orientation and Strategic Planning Practices 
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 The Influence of Marketثؼٕٛاْ(Rapp, et. .al, 2008)‌دساعخ

Orientation on E-business Innovation and Performance: the role of the top 

Management Team 

369

 The Relationships between marketثؼٕٛاْ(Grinstein, 2008)‌دساعخ

Orientation and Alternative Strategic Orientations: A meta-Analysis

9357
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 Market-based capabilities " ثؼٕٛاْ (Ramaswami, et..al, 2008) دساعخ

and financial performance of firm: insights into marketing,s contribution to 

firms value " .

27784996

 The Relationship betweenثؼٕٛاْ(Grawe, et..al, 2009)‌دساعخ

Strategic Orientation, Service Innovation, and Performance 

4737
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 Market Orientation, Marketing" ثؼٕٛاْ (Morgan, et..al, 2009) دساعخ

Capabilities and Firm Performance  " .

 748 

 

 The Impact of Strategic" ثؼٕٛاْ (Choy & Mula 2008) دساعخ

Orientation Dimensions on Business Performance: A case Study based on an 

International Organization " .
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 How Market Orientaion and " ثؼٕٛاْ (Satyendra, 2009) دساعخ

Outsourcing Create Capability and Impact Business performance" .

 297‌.

  

 ,Strategic Orientation " ثؼٕٛاْ (Patwardhan, 2009) دساعخ

Organization Learning, Holistic Firm-Level Marketing Capability and Firm 

Performance: A Dynamic Capabilities View " .
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 Market-focused flexibility strategy in ثؼٕٛاْ (Asikhi, 2010) دساعخ

Nigerian banks" .
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 انـفـصم انثبنث 

 الإطبر انؼبو نهذراست
 

 

 ِٕٙح‌اٌذساعخ: 9ـ  3

 ٔجزح‌ػٓ‌اٌششوخ‌ِٚدتّغ‌اٌذساعخ: 2ـ  3

 ػ١ٕخ‌اٌذساعخ: 3ـ ‌3

 اٌذساعخ‌اٌّتغ١شاد‌اٌذ٠ّغشاف١خ‌لأفشاد‌ػ١ٕخ: 4ـ ‌3

 أدٚاد‌اٌذساعخ‌ِٚصبدس‌اٌسصٛي‌ػٍٝ‌اٌّؼٍِٛبد: 5ـ ‌3

 اٌتس١ًٍ‌اٌؼبٍِٟ‌اٌتٛو١ذٞ‌: 6ـ ‌3

  ذق‌أداح‌اٌذساعخ‌ٚ جبتٙب: 7ـ ‌3

 اٌّؼبٌدخ‌الإزصب ١خ‌اٌّغتخذِخ: 8ـ ‌3
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ِٕٙح‌اٌذساعخ: 9ـ  3

ٔجزح‌ػٓ‌اٌششوخ‌ِٚدتّغ‌اٌذساعخ: 2ـ  3

     

     

  1960 

 1968   995,777

   1975 

  . 1980
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 1984 497,777

1989  239,777

‌ػ١ٕخ‌اٌذساعخ: 3ـ ‌3

277277

99296

98894
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اٌّتغ١شاد‌اٌذ٠ّغشاف١خ‌لأفشاد‌ػ١ٕخ‌اٌذساعخ: 4ـ ‌3

39

39

 ‌إٌغجخ‌اٌّئ٠ٛخ‌اٌتىشاس‌اٌفئخ اٌّتغ١ش‌د

‌اٌدٕظ‌9
 94.7 ‌178روٛس

 5.3 ‌10أٔثٝ

‌‌988‌977اٌّدّٛع‌

‌اٌّإً٘‌اٌؼ2‌ٍّٟ

 1 9 دثٍَٛ

 96 180 ثىبٌٛس٠ٛط

 3 6 ِبخغت١ش

 1 9 دوتٛساٖ

‌‌988‌977اٌّدّٛع‌

3 
‌عٕٛاد‌ػذد

 اٌؼًّ‌فٟ‌اٌششوخ‌
 4 ‌8عٕخ‌99‌‌95ِٓ‌

 96 ‌180عٕخ‌فأوثش‌96

‌‌988‌977اٌّدّٛع‌

 اٌؼّش 4

 4 ‌8عٕخ‌‌39‌‌35

‌29 ‌55عٕخ‌‌36‌‌47

 67 ‌125عٕخ‌‌49‌‌45

‌‌988‌977اٌّدّٛع‌

‌اٌّغّٝ‌اٌٛظ١فٟ 5
 95 28 ِذ٠ش

 85 967 س ١ظ‌لغُ

‌‌988‌977اٌّدّٛع‌
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39

97894.7

96

3

9696

67494529

3647

95

أدٚاد‌اٌذساعخ‌ِٚصبدس‌اٌسصٛي‌ػٍٝ‌اٌّؼٍِٛبد: 5ـ ‌3

9 

2 
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5:اٌمغُ‌الأٚي

‌اٌثبٟٔ :اٌمغُ

23

 6

 4

9644

44

 

97

 أتفك‌أتفك‌و١ٍبً
أتفك‌ثؼط‌
‌اٌشٟء

‌ِسب٠ذ
لا‌أتفك‌
‌ثؼط‌اٌشٟء

 لا‌أتفك‌و١ٍب لا‌أتفك

7‌6 5‌4‌3‌2 9 

 

97

 أوثش‌أوثش‌ثىث١ش
أوثش‌ثؼط‌
‌اٌشٟء

‌ِشبثٗ
‌ألً

‌ثؼط‌اٌشٟء
 ألً‌ثىث١ش ألً

7‌6 5‌4‌3‌2 9 

اٌتس١ًٍ‌اٌؼبٍِٟ‌اٌتٛو١ذٞ: 6ـ ‌3
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Confirmatory Factor Analyzes

Hewitt, et..al, 2004

Latent Variable

Exogenous

Endogenous

2777574577

7.37.4

Chi2994.8  0.05Goodness of 
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Fit IndexGFI7.993

Comparative Fit Index 

CFI7.938

Root Mean Square Error of ApproximationRMSEA0.03

Confirmatory Factor Analysis

7.687.83

 39
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39

A S O (1)

0.68

A S O (2)

0.69

A S O (3)

0.72

A S O (4)

0.74

A S O (5)

0.83

A S O (6)

0.72

Chi2 = 114.8 (p= 0.039)

GFI = 0.913

CFI = 0.938

RMSEA = 0.03

                

        

Analysis Strategic

Orientation 

Chi2595

  0.05Goodness of Fit IndexGFI

7.894

Comparative Fit Index CFI7.879

Root Mean Square Error 

of ApproximationRMSEA0.08
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Confirmatory Factor Analysis

7.69

7.97

32
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32

                        

     
Price

                 
Marketing 

Communication

     
Product

       

Distribution

Price (1)

0.80

Price (2)

0.88

Price (3)

0.90

Price (4)

0.79

Product (1)

0.78

Product (2)

0.88

Product (3)

0.87

Product (4)

0.83

Distribution (1)

0.74

Distribution (2)

0.70

Distribution (3)

0.61

Distribution (4)

0.63

Mark Comm (1)

0.78

Mark Comm (2)

0.75

Mark Comm (3)

0.73

Mark Comm (4)

0.69

Chi2 = 515 (p= 0.045)

GFI = 0.894

CFI = 0.871

RMSEA = 0.08

0.76**

0.78**

0.
88

**

0.98**
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 ذق‌أداح‌اٌذساعخ‌ٚ جبتٙب: 7ـ ‌3

 ذق‌أداح‌اٌذساعخ:9ـ ‌7ـ ‌3

 جبد‌ئداح‌اٌذساعخ:2ـ ‌7ـ ‌3

Cronbach Alpha

Alpha ≥ 7.6

Sekaran, 200332



58 

32

 ل١ّخ‌أٌفب‌ػذد‌اٌفمشاد‌اٌجؼذ

‌60.884اٌتٛخٗ‌الاعتشات١دٟ‌اٌتس١ٍٍٟ

اٌمذساد‌
‌اٌتغ٠ٛم١خ

‌40.808اٌتغؼ١ش

0.755 ‌4إٌّتح

‌40.834اٌتٛص٠غ

‌40.719اٌتش٠ٚح

 ‌960.838اٌمذساد‌اٌتغ٠ٛم١خ‌اٌّتبزخ

 ‌237.972الإعتجبٔخ‌وىً

Sekaran, 200332

97

88.483.8

83.487.875.579.9
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صب ١خ‌اٌّغتخذِخاٌّؼبٌدخ‌الإز: 8ـ ‌3

SPSS 15

AMOS 7

 

 Confirmatory Factor Analyzes

Latent Variable

 Cronbach Alpha

 

 
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 Path  AnalysisAMOS 16
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 انـفـصم انرابغ 

 وتبئج انتحهيم وإختببر انفرضيبث 
 

 

 اٌّمذِخ‌: 9ـ ‌4

 ٚ ف‌ِتغ١شاد‌اٌذساعخ‌: 2ـ ‌4

 ئختجبس‌فشظ١بد‌اٌذساعخ: 3ـ ‌4
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‌اٌّمذِخ: 9ـ ‌4
‌
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‌ٚ ف‌ِتغ١شاد‌اٌذساعخ‌:‌2ـ‌‌4

‌اٌتٛخٗ‌الاعتشات١دٟ‌اٌتس١ٍٍٟ:‌أٚلًا

49

49

  

‌اٌتٛخٗ‌الاعتشات١دٟ‌اٌتس١ٍٍٟ د
اٌّتٛعػ‌
‌اٌسغبثٟ

الأسشاف‌
‌اٌّؼ١بسٞ

تشت١ت‌أ١ّ٘خ‌
‌اٌفمشح

9‌
ث١ٓ‌ِختٍف‌اٌٛظب ف‌ ١ك‌تٕغ١ك‌فؼبي‌ِبٔؼًّ‌ػٍٝ‌تسم
 .فٟ‌اٌششوخ

5.71 0.86 5‌

2‌
‌٠ٛفش ‌ٌذ٠ٕب ‌اٌّؼٍِٛبد ‌ ٔظبَ ‌اٌمشاساد ‌لاتخبر ‌)اٌذػُ

 .(س‌ٌّتخز‌اٌمشا
6.41 0.497‌2‌

3‌
‌ٔتؼبًِ‌ِغ‌لشاس‌س ١غٟ ‌ٔغتخذَ‌ ز١ّٕب ‌فٟ‌اٌؼبدح فإٔب

 .اٌتس١ًٍ‌اٌشبًِ
5.38 1.03 6‌

‌4 5.77‌0.977 .خِختٍف ٔغتخذَ‌تم١ٕبد‌ٚٚعب ً‌تخؽ١ػ 4

5‌
‌ ‌ٔٛاتح ‌ِخشخبد)ٔغتخذَ ‌اٌّؼٍِٛبد‌ أٔظّخ( ئداسح

‌.ٚاٌشلبثخ
6.06‌0.707 3‌

6‌
‌لأغشاض‌اٌتخؽ١ػ ‌دا ّبً ٚل١بط‌الأداء‌ِذساء‌ ٔغتخذَ

‌9 6.68‌0.547 .رٚٚا‌ِٙبساد‌ػب١ٌخ

اٌّتٛعػ‌اٌسغبثٟ‌ٚالأسشاف‌اٌّؼ١بسٞ‌اٌؼبَ‌ٌٍتٛخٗ‌

‌الاعتشات١دٟ‌اٌتس١ٍٍٟ
6.00 0.630 ‌
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496

7.63

6.687.54

6.49

7.49

5.389.73

 

‌ختغ٠ٛم١خ‌اٌّتبزاٌمذساد‌اٌ:‌ ب١ٔبً

 

442
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‌تشت١ت‌أ١ّ٘خ‌اٌفمشح‌الأسشاف‌اٌّؼ١بسٞ‌اٌّتٛعػ‌اٌسغبثٟ‌اٌمذساد‌اٌتغ٠ٛم١خ‌اٌّتبزٗ د

7‌
‌تغؼ١ش ‌ِٙبساد‌ٚأٔظّخ ‌اٌغش٠ؼخ‌ ٔغتخذَ ٌلاعتدبثخ

 ٌتغ١شاد‌اٌغٛق
6.02‌0.34 6 

8‌
‌ػٓ ‌اٌّؼشفخ ‌اِتلان ‌ػٍٝ ‌اٌتغؼ١ش‌ ٔؼًّ ع١بعبد

 .ٌٍّٕبفغ١ٓ
5.84 .477 99 

9‌
‌تغؼ١ش ‌ٚظ١فخ ‌تسم١ك ‌ػٍٝ ‌ٌٍّٕتدبد‌ ٔؼًّ فؼبٌخ

 .ٚاٌخذِبد
5.86‌.477 9 

 97 5.85‌.367 .الأعؼبس ٔشالت‌أعؼبس‌إٌّبفغ١ٓ‌ٚتغ١شاد 97

‌ٌجؼذ‌اٌمذساد‌اٌّتٛعػ‌اٌسغبثٟ‌ٚالأسشاف‌اٌّؼ١بسٞ‌اٌؼبَ
‌(اٌتغؼ١ش)‌اٌتغ٠ٛم١خ‌

5.89‌0.33  

 93 0.54 5.78 .إٌّتدبد‌ٚاٌخذِبد‌اٌدذ٠ذح ّٔتٍه‌الإِىب١ٔخ‌ٌتؽ٠ٛش‌11

12‌
‌إٌّتدبد ‌تؽ٠ٛش ‌ػٍٝ ‌ٌتسم١ك‌ ٔؼًّ ٚاٌخذِبد

 .اعتغلاي‌وفإ‌ٌلاعتثّبس‌فٟ‌اٌجسر‌ٚاٌتؽ٠ٛش
5.88 0.82 8 

 4 6.34‌0.48 .اٌدذ٠ذح‌ٌلأعٛاق ٔسمك‌دخٛي‌ٔبخر‌ٌٍّٕتدبد‌13

14‌
‌اٌّٛخٙخ ‌اٌدٙٛد ‌اعتدبثخ ‌اٌغٍغ‌ ظّبْ ٌتؽ٠ٛش
 .ٚاٌخذِبد‌ثّب‌٠تفك‌ٚزبخبد‌اٌضثب ٓ

6.38 0.55 2 

ٌجؼذ‌اٌمذساد‌‌اٌّتٛعػ‌اٌسغبثٟ‌ٚالأسشاف‌اٌّؼ١بسٞ‌اٌؼبَ
‌(إٌّتح)اٌتغ٠ٛم١خ‌

6.09 0.46  

 7 0.76 5.95 اٌّٛصػ١ٓ تم٠ٛخ‌ػلالبتٕب‌ِغ‌95

 5 0.67 6.15 صػ١ٓثأفعً‌اٌّٛ ٔؼًّ‌ػٍٝ‌اٌدزة‌ٚالازتفبؾ‌96

 92 0.52 5.82 ِٛصػ١ٕب ٔؼًّ‌ػٍٝ‌ئظبفخ‌اٌم١ّخ‌لأػّبي‌97

 94 0.63 5.62 ِٛصػ١ٕب ٔٛفش‌خذِبد‌ػب١ٌخ‌اٌّغتٜٛ‌ٌذػ98‌ُ

ٌجؼذ‌اٌمذساد‌‌اٌّتٛعػ‌اٌسغبثٟ‌ٚالأسشاف‌اٌّؼ١بسٞ‌اٌؼبَ
‌(اٌتٛص٠غ)اٌتغ٠ٛم١خ‌

5.89 0.54 ‌

 95 1.06 5.45 .الإعلانيت نعمل على تطىيز وتنفيذ البزامج‌99

27‌
الإبداعيت  نعمل على تحقيق إدارة للمهاراث

 .والإعلانيت
5.18 1.23 96 

 3 0.53 6.37 العامت نمتلك مهاراث العلاقاث‌29

22‌
لإدارة صىرة العلامت  نمتلك العملياث والمهاراث

 .التجاريت
6.88 0.55 9 

ٌجؼذ‌اٌمذساد‌‌اٌّتٛعػ‌اٌسغبثٟ‌ٚالأسشاف‌اٌّؼ١بسٞ‌اٌؼبَ
‌(الإتصبلاد‌اٌتغ٠ٛم١خ)تغ٠ٛم١خ‌اٌ

5.97 0.66  

اٌّتٛعػ‌اٌسغبثٟ‌ٚالأسشاف‌اٌّؼ١بسٞ‌اٌؼبَ‌ٌٍمذساد‌
‌اٌتغ٠ٛم١خ‌اٌّتبزخ

5.96 0.35 ‌
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5.967.35

6.797.46

5.977.35

5.897.33

7.54

6.887.55

6.387.55

5.989.23

 

 

‌أداء‌إٌّظّخ‌ل١بعبً‌ثبٌّٕبفغ١ٓ‌:‌ بٌثبً

43
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43

‌اٌّتٛعػ‌اٌسغبثٟ‌اٌفمشح
الأسشاف‌
‌اٌّؼ١بسٞ

 0.56 ‌6.18ِؼذي‌ّٔٛ‌اٌّج١ؼبد‌

43

6.987.56

 

 

 

 

‌ئختجبس‌فشظ١بد‌اٌذساعخ: 3ـ ‌4
 

 

‌‌HO1اٌفشظ١خ‌اٌش ١غخ‌الاٌٚٝ‌‌

اشوخ‌‌أ ش‌رٚ‌دلاٌخ‌ئزصب ١خ‌ٌٍتٛخٗ‌الاعتشات١دٟ‌اٌتس١ٍٍٟ‌ػٍٝ‌أداءٛخذ‌٠لا‌

 .‌  0.05ػٕذ‌ِغتٜٛ‌دلاٌخشٚي‌اٌٛؼ١ٕخ‌اٌى٠ٛت١خ‌اٌجت

 

44  
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44

 

‌اٌّتغ١ش‌اٌتبثغ
R‌

‌الاستجبغ

R2‌‌

ِؼبًِ‌
‌‌اٌتسذ٠ذ

F 
 اٌّسغٛثخ

DF 
دسخبد‌
 اٌسش٠خ

Sig*‌
ِغتٜٛ‌
‌اٌذلاٌخ

β‌‌
ِؼبًِ‌
‌الأسذاس

t 
 اٌّسغٛثخ

Sig**‌
ِغتٜٛ‌
‌اٌذلاٌخ

أداء‌اشوخ‌
اٌجتشٚي‌
اٌٛؼ١ٕخ‌
‌اٌى٠ٛت١خ

7.787 7.679 287.957 

9 

7.777 7.775 96.738 7.777 986 

987 

  0.05 يكون التأثير ذي دلالة إحصائية عند مستوى *

   44

R

7.787  0.052R7.679

7.679

β7.775

7.775 F

287.957  0.05
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‌HO2اٌفشظ١خ‌اٌش ١غخ‌اٌثب١ٔخ‌‌

‌ ‌٠لا ‌اٌتس١ٍٍٟ‌ػٍٝ‌ٛخذ ‌الاعتشات١دٟ ‌ٌٍتٛخٗ ‌ئزصب ١خ ‌دلاٌخ ‌رٚ اٌمذساد‌أ ش
‌.‌  0.05خػٕذ‌ِغتٜٛ‌دلاٌاٌتغ٠ٛم١خ‌فٟ‌اشوخ‌اٌجتشٚي‌اٌٛؼ١ٕخ‌اٌى٠ٛت١خ‌

‌

45

45

‌اٌّتغ١ش‌اٌتبثغ
R‌

‌الاستجبغ

R2‌‌

ِؼبًِ‌
‌‌تسذ٠ذاٌ

F 
 اٌّسغٛثخ

DF 
دسخبد‌
 اٌسش٠خ

Sig*‌
ِغتٜٛ‌
‌اٌذلاٌخ

β‌‌
ِؼبًِ‌
‌الأسذاس

t 
 اٌّسغٛثخ

Sig**‌
ِغتٜٛ‌
‌اٌذلاٌخ

اٌمذساد‌
اٌتغ٠ٛم١خ‌فٟ‌
اشوخ‌اٌجتشٚي‌
اٌٛؼ١ٕخ‌
اٌى٠ٛت١خ

7.475 7.226 54.334 

9 

7.777 7.709 7.371 7.777 
986 

987 

 947.957 7.442 ‌7.665اٌغؼش

9 

7.777 7.885 92.939 7.777 986 

987 

 94.955 7.779 ‌7.226إٌّتح

9 

7.777 7.627 3.762 7.777 986 

987 

 39.997 7.943 ‌7.379اٌتٛص٠غ

9 

7.777 7.545 5.578 7.777 986 

987 

 57.632 7.294 ‌7.463الإتصبلاد

9 

7.777 7.777 7.996 7.777 986 

987 

  0.05 يكون التأثير ذي دلالة إحصائية عند مستوى *
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 45

R7.475  0.052R

7.2267.226

β7.779

7.779

 F54.334  

0.0545

‌
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‌HO3اٌفشظ١خ‌اٌش ١غخ‌اٌثبٌثخ‌‌

‌٠لا‌ ‌ٌٛخذ ‌ئزصب ١خ ‌ٍمذساد‌أ ش‌رٚ‌دلاٌخ ‌اٌجتشٚي‌‌ػٍٝ‌أداءاٌتغ٠ٛم١خ اشوخ

‌.‌  0.05ػٕذ‌ِغتٜٛ‌دلاٌخ‌اٌٛؼ١ٕخ‌اٌى٠ٛت١خ

46

46

غ١ش‌اٌّت
‌اٌتبثغ

R‌

‌الاستجبغ

R2‌‌

ِؼبًِ‌
‌‌اٌتسذ٠ذ

F 
 اٌّسغٛثخ

DF 
دسخبد‌
 اٌسش٠خ

Sig*‌
ِغتٜٛ‌
‌اٌذلاٌخ

β‌‌
‌ِؼبًِ‌الأسذاس

t 
 اٌّسغٛثخ

Sig**‌
ِغتٜٛ‌
‌اٌذلاٌخ

أداء‌
اشوخ‌
اٌجتشٚي‌
اٌٛؼ١ٕخ‌
‌اٌى٠ٛت١خ

7.895 7.879 984.477 

4 

7.777 

 7.777 4.999 ‌7.537اٌغؼش

983 
 7.777 99.936 ‌9.922إٌّتح

 7.746 2.792 ‌7.343اٌتٛص٠غ

 7.777 3.823 ‌7.666الإتصبلاد 987

  0.05 يكون التأثير ذي دلالة إحصائية عند مستوى *

 

 

   46

R7.895  0.05

2R7.8797.879

β7.5379.9227.3437.666

7.5379.9227.3437.666
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 F984.477

  0.05

HO3-1:‌

‌اشوخ‌اٌجتشٚي‌اٌٛؼ١ٕخ‌اٌى٠ٛت١خ‌ػٍٝ‌أداءٌٍغؼش‌أ ش‌رٚ‌دلاٌخ‌ئزصب ١خ‌ٛخذ‌٠لا‌

‌.‌  0.05ػٕذ‌ِغتٜٛ‌دلاٌخ

47

47

‌اٌّتغ١ش‌اٌتبثغ
R‌

‌الاستجبغ

R2‌‌

ِؼبًِ‌
‌‌اٌتسذ٠ذ

F 
 اٌّسغٛثخ

DF 
دسخبد‌
 اٌسش٠خ

Sig*‌
ِغتٜٛ‌
‌اٌذلاٌخ

β‌‌
ِؼبًِ‌
‌الأسذاس

t 
اٌّسغٛ
 ثخ

Sig**‌
ِغتٜٛ‌
‌ٌخاٌذلا

أداء‌اشوخ‌
اٌجتشٚي‌اٌٛؼ١ٕخ‌
‌اٌى٠ٛت١خ

7.449 7.995 44.998 

9 

7.777 7.331 6.702 7.777 986 

987 

  0.05 يكون التأثير ذي دلالة إحصائية عند مستوى *

‌

 47



73 

R7.449  0.05

2R7.9957.995

β7.339

7.339 F44.998

  0.05

 

 

HO3-2:‌

‌اشوخ‌اٌجتشٚي‌اٌٛؼ١ٕخ‌اٌى٠ٛت١خ‌ٕتح‌ػٍٝ‌أداءأ ش‌رٚ‌دلاٌخ‌ئزصب ١خ‌ٌٍّٛخذ‌٠لا‌

‌.‌  0.05ػٕذ‌ِغتٜٛ‌دلاٌخ

48
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48

‌اٌّتغ١ش‌اٌتبثغ
R‌

‌الاستجبغ

R2‌‌

ِؼبًِ‌
‌‌اٌتسذ٠ذ

F 
 اٌّسغٛثخ

DF 
دسخبد‌
 اٌسش٠خ

Sig*‌
ِغتٜٛ‌
‌اٌذلاٌخ

β‌‌
ِؼبًِ‌
‌الأسذاس

t 
 اٌّسغٛثخ

Sig**‌
ِغتٜٛ‌
‌اٌذلاٌخ

أداء‌اشوخ‌
اٌجتشٚي‌
اٌٛؼ١ٕخ‌
‌اٌى٠ٛت١خ

7.858 7.736 598.565 

9 

7.777 7.462 22.772 7.777 986 

987 

  0.05 لالة إحصائية عند مستوىيكون التأثير ذي د *

‌

 48

R7.858  0.05

2R7.7367.736

β7.462

7.462 F598.565

  0.05
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HO3-3:‌

‌ ‌٠لا ‌أداءٛخذ ‌ػٍٝ ‌ٌٍتٛص٠غ ‌ئزصب ١خ ‌دلاٌخ ‌رٚ ‌اٌٛؼ١ٕخ‌‌أ ش ‌اٌجتشٚي اشوخ

‌.‌  0.05ػٕذ‌ِغتٜٛ‌دلاٌخ‌اٌى٠ٛت١خ

49

49

‌اٌّتغ١ش‌اٌتبثغ
R‌

‌الاستجبغ

R2‌‌

ِؼبًِ‌
‌‌اٌتسذ٠ذ

F 
 اٌّسغٛثخ

DF 
دسخبد‌
 اٌسش٠خ

Sig*‌
ِغتٜٛ‌
‌اٌذلاٌخ

β‌‌
ِؼبًِ‌
‌الأسذاس

t 
 اٌّسغٛثخ

Sig**‌
ِغتٜٛ‌
‌خاٌذلاٌ

أداء‌اشوخ‌
اٌجتشٚي‌
اٌٛؼ١ٕخ‌
‌اٌى٠ٛت١خ

7.797 7.574 988.743 

9 

7.777 7.989 93.738 7.777 986 

987 

  0.05 يكون التأثير ذي دلالة إحصائية عند مستوى *

‌

 49

R7.797  0.05

2R7.5747.574

β7.989

7.989 F

988.854  0.05
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‌

HO3-4:‌

اشوخ‌اٌجتشٚي‌‌ئزصب ١خ‌ٌلإتصبلاد‌اٌتغ٠ٛم١خ‌ػٍٝ‌أداء‌أ ش‌رٚ‌دلاٌخٛخذ‌٠لا‌

‌.‌  0.05ػٕذ‌ِغتٜٛ‌دلاٌخ‌اٌٛؼ١ٕخ‌اٌى٠ٛت١خ

410

410

‌اٌّتغ١ش‌اٌتبثغ
R‌

‌الاستجبغ

R2‌‌

ِؼبًِ‌
‌‌اٌتسذ٠ذ

F 
 اٌّسغٛثخ

DF 
دسخبد‌
 اٌسش٠خ

Sig*‌
ِغتٜٛ‌
‌اٌذلاٌخ

β‌‌
ِؼبًِ‌
‌الأسذاس

t 
اٌّسغٛ
 ثخ

Sig**‌
ِغتٜٛ‌
‌اٌذلاٌخ

أداء‌اشوخ‌
اٌجتشٚي‌اٌٛؼ١ٕخ‌
‌اٌى٠ٛت١خ

0.814 0.663 366.487 

9 

7.777 7.947 19.144 7.777 986 

987 

  0.05 يكون التأثير ذي دلالة إحصائية عند مستوى *

 

‌

 410

R0.814

  0.052R0.6630.663

β7.947

7.947 F366.487
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  0.05

 

 

‌

‌HO4اٌفشظ١خ‌اٌش ١غخ‌اٌشاثؼخ‌‌

زصب ١خ‌ٌٍتٛخٗ‌الاعتشات١دٟ‌اٌتس١ٍٍٟ‌ػٍٝ‌أ ش‌غ١ش‌ِجباش‌رٚ‌دلاٌخ‌ئٛخذ‌٠لا‌

‌‌أداء ‌اٌى٠ٛت١خ ‌اٌٛؼ١ٕخ ‌اٌجتشٚي ‌وّتغ١ش‌اشوخ ‌اٌتغ٠ٛم١خ ‌اٌمذساد ‌خلاي ِٓ

 .‌  0.05ٚع١ػ‌ػٕذ‌ِغتٜٛ‌دلاٌخ

 

Path AnalysisAmos 

96SPSS

499

499‌

Chi2

191.887  0.05Goodness of Fit 

IndexGFI0.879

Comparative Fit Index CFI



78 

0.912

Root Mean Square Error of ApproximationRMSEA0.054

Confirmatory Factor Analysis

0.475

0.839

0.398
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اشوخ‌اٌجتهشٚي‌‌‌ػٍٝ‌أداءأ ش‌غ١ش‌ِجباش‌ٌٍتٛخٗ‌الاعتشات١دٟ‌اٌتس١ٍٍٟ‌ٚخٛد‌"

 ػٕذ‌ِغتٜٛ‌دلاٌخ‌ِٓ‌خلاي‌اٌمذساد‌اٌتغ٠ٛم١خ‌وّتغ١ش‌ٚع١ػاٌٛؼ١ٕخ‌اٌى٠ٛت١خ‌

0.05" 

 

4   924  934   944   95
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499

‌اٌج١بْ
Chi2 
‌سغٛثخاٌّ

GFI‌CFI‌RMSEA‌
Direct Effect‌

‌ل١ُ‌ِؼبِلاد‌اٌتأ ١ش‌اٌّجباش

Indirect 
Effect‌‌

ل١ّخ‌ِؼبًِ‌
اٌتأ ١ش‌غ١ش‌
‌اٌّجباش

Sig*‌
ِغتٜٛ‌
‌اٌذلاٌخ

اٌتٛخٗ‌الاعتشات١دٟ‌
اشوخ‌‌اٌتس١ٍٍٟ‌ػٍٝ‌أداء

اٌجتشٚي‌اٌٛؼ١ٕخ‌اٌى٠ٛت١خ‌
ِٓ‌خلاي‌اٌمذساد‌
‌اٌتغ٠ٛم١خ‌وّتغ١ش‌ٚع١ػ

191.887 0.879 0.912 0.054 

اٌتٛخٗ‌الاعتشات١دٟ‌
اٌتس١ٍٍٟ‌ػٍٝ‌اٌمذساد‌

‌اٌتغ٠ٛم١خ

7.475 

7.398* 7.777 

أداء‌اٌمذساد‌اٌتغ٠ٛم١خ‌ػٍٝ‌
اشوخ‌اٌجتشٚي‌اٌٛؼ١ٕخ‌

‌اٌى٠ٛت١خ

7.839 

 

 :‌Root Mean Square Error of Approximation must Proximity to Zero RMSEAاٌدزس‌اٌتشث١ؼٟ‌ٌّتٛعؽبد‌اٌخؽـأ‌اٌتمش٠ج٠ٚ‌ٟدت‌أ٠‌ْمتشة‌ِٓ‌اٌصفش
 :‌Goodness of Fit Index must Proximity to one GFIِإاش‌ِلا ّخ‌اٌدٛدح‌ِٚٓ‌اٌّفتشض‌أ٠‌ْمتشة‌ِٓ‌اٌٛازذ‌ س١ر

 :‌Comparative Fit Index must Proximity to one CFIِإاش‌اٌّٛاءِخ‌اٌّمبسْ‌ِٚٓ‌اٌّفتشض‌أ٠‌ْمتشة‌ِٓ‌اٌٛازذ‌ س١ر
‌ ‌اٌّج* ‌ث١ٓ‌اٌتأ ١ش‌غ١ش ‌اٌّجباش ‌اٌتأ ١ش ‌ػٓ‌زب ً‌ظشة‌ِؼبِلاد‌ل١ُ باش‌ػجبسح

  ‌اٌّتغ١شاد
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492

‌اٌج١بْ
Chi2 
‌اٌّسغٛثخ

GFI‌CFI‌RMSEA‌
Direct Effect‌

‌ل١ُ‌ِؼبِلاد‌اٌتأ ١ش‌اٌّجباش

Indirect 
Effect‌‌

ل١ّخ‌ِؼبًِ‌
اٌتأ ١ش‌غ١ش‌
‌اٌّجباش

Sig*‌
ِغتٜٛ‌
‌اٌذلاٌخ

اٌتٛخٗ‌الاعتشات١دٟ‌
اشوخ‌‌اٌتس١ٍٍٟ‌ػٍٝ‌أداء

اٌجتشٚي‌اٌٛؼ١ٕخ‌اٌى٠ٛت١خ‌
ِٓ‌خلاي‌اٌغؼش‌وّتغ١ش‌

‌ٚع١ػ

35.258 7.897 7.899 7.742 

اٌتٛخٗ‌الاعتشات١دٟ‌
‌غؼشاٌتس١ٍٍٟ‌ػٍٝ‌اٌ

7.449 

7.293* 7.777 

أداء‌اشوخ‌اٌغؼش‌ػٍٝ‌
‌اٌجتشٚي‌اٌٛؼ١ٕخ‌اٌى٠ٛت١خ

7.665 

 

 :‌Root Mean Square Error of Approximation must Proximity to Zero RMSEAاٌدزس‌اٌتشث١ؼٟ‌ٌّتٛعؽبد‌اٌخؽـأ‌اٌتمش٠ج٠ٚ‌ٟدت‌أ٠‌ْمتشة‌ِٓ‌اٌصفش
 :‌Goodness of Fit Index must Proximity to one GFIة‌ِٓ‌اٌٛازذ‌ س١رِإاش‌ِلا ّخ‌اٌدٛدح‌ِٚٓ‌اٌّفتشض‌أ٠‌ْمتش

 :‌Comparative Fit Index must Proximity to one CFIِإاش‌اٌّٛاءِخ‌اٌّمبسْ‌ِٚٓ‌اٌّفتشض‌أ٠‌ْمتشة‌ِٓ‌اٌٛازذ‌ س١ر
‌ ‌ث١ٓ‌* ‌اٌّجباش ‌اٌتأ ١ش ‌ػٓ‌زب ً‌ظشة‌ِؼبِلاد‌ل١ُ ‌اٌّجباش‌ػجبسح اٌتأ ١ش‌غ١ش

  ‌اٌّتغ١شاد
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493

‌اٌج١بْ
Chi2 
‌اٌّسغٛثخ

GFI‌CFI‌RMSEA‌
Direct Effect‌

‌ل١ُ‌ِؼبِلاد‌اٌتأ ١ش‌اٌّجباش

Indirect 
Effect‌‌

ً‌ل١ّخ‌ِؼبِ
اٌتأ ١ش‌غ١ش‌
‌اٌّجباش

Sig*‌
ِغتٜٛ‌
‌اٌذلاٌخ

اٌتٛخٗ‌الاعتشات١دٟ‌
اشوخ‌‌اٌتس١ٍٍٟ‌ػٍٝ‌أداء

اٌجتشٚي‌اٌٛؼ١ٕخ‌اٌى٠ٛت١خ‌
ِٓ‌خلاي‌إٌّتح‌وّتغ١ش‌

‌ٚع١ػ

38.242 7.897 7.875 7.744 

اٌتٛخٗ‌الاعتشات١دٟ‌
‌اٌتس١ٍٍٟ‌ػٍٝ‌إٌّتح

7.858 

7.228* 7.777 

أداء‌اشوخ‌إٌّتح‌ػٍٝ‌
‌ٛؼ١ٕخ‌اٌى٠ٛت١خاٌجتشٚي‌اٌ

7.226 

 

 :‌Root Mean Square Error of Approximation must Proximity to Zero RMSEAاٌدزس‌اٌتشث١ؼٟ‌ٌّتٛعؽبد‌اٌخؽـأ‌اٌتمش٠ج٠ٚ‌ٟدت‌أ٠‌ْمتشة‌ِٓ‌اٌصفش
 :‌Goodness of Fit Index must Proximity to one GFIِإاش‌ِلا ّخ‌اٌدٛدح‌ِٚٓ‌اٌّفتشض‌أ٠‌ْمتشة‌ِٓ‌اٌٛازذ‌ س١ر

 :‌Comparative Fit Index must Proximity to one CFIِإاش‌اٌّٛاءِخ‌اٌّمبسْ‌ِٚٓ‌اٌّفتشض‌أ٠‌ْمتشة‌ِٓ‌اٌٛازذ‌ س١ر
‌ ‌ث١ٓ‌* ‌اٌّجباش ‌اٌتأ ١ش ‌ػٓ‌زب ً‌ظشة‌ِؼبِلاد‌ل١ُ ‌اٌّجباش‌ػجبسح اٌتأ ١ش‌غ١ش

  ‌اٌّتغ١شاد
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494

‌اٌج١بْ
Chi2 
‌اٌّسغٛثخ

GFI‌CFI‌RMSEA‌
Direct Effect‌

‌ل١ُ‌ِؼبِلاد‌اٌتأ ١ش‌اٌّجباش

Indirect 
Effect‌‌

ل١ّخ‌ِؼبًِ‌
اٌتأ ١ش‌غ١ش‌
‌اٌّجباش

Sig*‌
ِغتٜٛ‌
‌اٌذلاٌخ

دٟ‌اٌتٛخٗ‌الاعتشات١
اشوخ‌‌اٌتس١ٍٍٟ‌ػٍٝ‌أداء

اٌجتشٚي‌اٌٛؼ١ٕخ‌اٌى٠ٛت١خ‌
ِٓ‌خلاي‌اٌتٛص٠غ‌
‌وّتغ١ش‌ٚع١ػ

37.657 7.978 7.842 7.739 

اٌتٛخٗ‌الاعتشات١دٟ‌
‌اٌتس١ٍٍٟ‌ػٍٝ‌اٌتٛص٠غ

7.797 

7.269* 7.777 

أداء‌اشوخ‌اٌتٛص٠غ‌ػٍٝ‌
‌اٌجتشٚي‌اٌٛؼ١ٕخ‌اٌى٠ٛت١خ

7.379 

 

 :‌Root Mean Square Error of Approximation must Proximity to Zero RMSEAاٌتمش٠ج٠ٚ‌ٟدت‌أ٠‌ْمتشة‌ِٓ‌اٌصفش‌اٌدزس‌اٌتشث١ؼٟ‌ٌّتٛعؽبد‌اٌخؽـأ
 :‌Goodness of Fit Index must Proximity to one GFIِإاش‌ِلا ّخ‌اٌدٛدح‌ِٚٓ‌اٌّفتشض‌أ٠‌ْمتشة‌ِٓ‌اٌٛازذ‌ س١ر

 :‌Comparative Fit Index must Proximity to one CFIٌٛازذ‌ س١رِإاش‌اٌّٛاءِخ‌اٌّمبسْ‌ِٚٓ‌اٌّفتشض‌أ٠‌ْمتشة‌ِٓ‌ا
‌ ‌ث١ٓ‌* ‌اٌّجباش ‌اٌتأ ١ش ‌ػٓ‌زب ً‌ظشة‌ِؼبِلاد‌ل١ُ ‌اٌّجباش‌ػجبسح اٌتأ ١ش‌غ١ش

  ‌اٌّتغ١شاد
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495

‌اٌج١بْ
Chi2 
‌اٌّسغٛثخ

GFI‌CFI‌RMSEA‌
Direct Effect‌

‌ل١ُ‌ِؼبِلاد‌اٌتأ ١ش‌اٌّجباش

Indirect 
Effect‌‌

ل١ّخ‌ِؼبًِ‌
اٌتأ ١ش‌غ١ش‌
‌اٌّجباش

Sig*‌
ِغتٜٛ‌
‌اٌذلاٌخ

اٌتٛخٗ‌الاعتشات١دٟ‌
اشوخ‌‌اٌتس١ٍٍٟ‌ػٍٝ‌أداء
ٌى٠ٛت١خ‌اٌجتشٚي‌اٌٛؼ١ٕخ‌ا

الإتصبلاد‌ِٓ‌خلاي‌
‌وّتغ١ش‌ٚع١ػاٌتغ٠ٛم١خ‌

927.437 7.852 7.869 7.78 

اٌتٛخٗ‌الاعتشات١دٟ‌
الإتصبلاد‌اٌتس١ٍٍٟ‌ػٍٝ‌

‌اٌتغ٠ٛم١خ

7.894 

7.377* 7.777 

ػٍٝ‌الإتصبلاد‌اٌتغ٠ٛم١خ‌
أداء‌اشوخ‌اٌجتشٚي‌اٌٛؼ١ٕخ‌

‌اٌى٠ٛت١خ

7.463 

 

 :‌Root Mean Square Error of Approximation must Proximity to Zero RMSEAج٠ٚ‌ٟدت‌أ٠‌ْمتشة‌ِٓ‌اٌصفشاٌدزس‌اٌتشث١ؼٟ‌ٌّتٛعؽبد‌اٌخؽـأ‌اٌتمش٠
 :‌Goodness of Fit Index must Proximity to one GFIِإاش‌ِلا ّخ‌اٌدٛدح‌ِٚٓ‌اٌّفتشض‌أ٠‌ْمتشة‌ِٓ‌اٌٛازذ‌ س١ر
 :‌Comparative Fit Index must Proximity to one CFIس١رِإاش‌اٌّٛاءِخ‌اٌّمبسْ‌ِٚٓ‌اٌّفتشض‌أ٠‌ْمتشة‌ِٓ‌اٌٛازذ‌ 

‌ ‌ث١ٓ‌* ‌اٌّجباش ‌اٌتأ ١ش ‌ػٓ‌زب ً‌ظشة‌ِؼبِلاد‌ل١ُ ‌اٌّجباش‌ػجبسح اٌتأ ١ش‌غ١ش
  ‌اٌّتغ١شاد



84 

 انـفـصم انخبمس 

 الإستىتبجبث وانتىصيبث 
 

 

 اٌّمذِخ‌: 9ـ ‌5

 إٌتب ح‌ٚالاعتٕتبخبد: 2ـ ‌5

‌اٌتٛ ١بد: 3ـ ‌5
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‌اٌّمذِخ‌: 9ـ ‌5

إٌتب ح‌ٚالاعتٕتبخبد: 2ـ ‌5
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اٌتٛ ١بد: 3ـ ‌5
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 انمراجغ قبئمت 
 

 

 اٌّشاخغ‌اٌؼشث١خ: أٚلًا
 الأخٕج١خاٌّشاخغ‌:  ب١ٔبً
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ٌّشاخغ‌اٌؼشث١خا: أٚلًا

9 3003

37

2 3002

3 3003

4 3000

5 3007 

6 3006

7 3003
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8 3002

9 3007

97 2225

99 3002 



99 

الأخٕج١خاٌّشاخغ‌:  ب١ٔبً

1. Anderson,C; Fornell, D & Lehmann, R, (9994), “Customer satisfaction, market share, 

and profitability: Findings from Sweden”, Journal of Marketing, Vol. 58: 53-66. 

2. Asikhi, (2797), “Market-focused flexibility strategy in Nigerian banks”, African Journal 

of Marketing Management, Vol. 2, No.2: 18-28. 

3. Barney. Jay B. (1991), "Firm Resources and Sustained Competitive Advantage", 

Journal of Management, Vol. 17, No. 1: 99-121. 

4. Bhuian, Shahid N., (2777), “Market Orientation-Performance Linkage: A Replication in 

Saudi Arabia”, Working Paper. 

5. Brown D. M. & Laverich, S., (9994), “Measuring Corporate Performance”, Long Range 

Planning, Vol.27, No.4: 80. 

6. Chandler, Gaylen N. and Steven H. Hanks (1994), "Market Attractiveness, Resource-

Based Capabilities, Venture Strategies, and Venture Performance" Journal of Business 

Venturing, Vol. 9, No.4: 331-349. 

7. Choy, Samuel & Mula, Joseph M, (2778), “The Impact of Strategic Orientation 

Dimensions on Business Performance: A Case Study based on an International 

Organization”, Australia, Working Paper : 1-11. 

8. Cravens,D & Ship, S.H, (9999),”Analysis of Co-operative Interorganizational 

Relationship, Strategic Alliance Formation, and Strategic Alliance Effectiveness”, Journal 

of Strategic Marketing, March: 7-28. 



92 

9. Day, G.S. (9994), “The Capabilities of Market-driven Organizations”, Journal of 

Marketing, Vol. 58, No. 4: 37. 

10. Kaya, Nihat & Seyrek, Ibrahim H, (2775), “Performance Impacts of Strategic 

Orientations: Evidence from Turkish Manufacturing Firms”, The Journal of American 

Academy of Business, Cambridge, March: 68-71. 

11. Eccles, Robert. G., (1991),"The Performance Measurement Manifesto", Harvard 

Business Review, Vol.69, No.1:132. 

12. Eisenhardt, KM, Martin JA., (2777), “Dynamic capabilities: what are they?”, Strategic 

Management Journal, October–November Special Issue 21: 1105–1121. 

13. Eusebio, R., Andreu, J.L. and Belbeze, M.P.L. (2776), „„Measure of marketing 

performance; a comparative study from Spain‟‟, International Journal of Contemporary 

Hospitality Management, Vol. 18, No. 2: 145-55. 

14. Fahy. J., G. Hooley.T Cox, J. Beracs, K. Fonfara, and B. Snoj, (2000), "The 

Development and Impact of Marketing Capabilities in Central Europe", Journal of 

International Business Studies, 31(1): 63-81. 

15. Franwick, G.L; Ward, J.C; Hutt, M.D & Reingen, P.H, (9994), “Evolving Patterns of 

Organizational beliefs in the formation of strategy”, Journal of Marketing, vol.58: 96-110. 

16. Garbarino, Ellen, (1999), "Implementation of Marketing Capabilities According to 

Customer Orientation," European Journal of Marketing, Vol. 52, No. 44: 183. 



93 

17. Gatignon, Hubert and Xuereb, Jean-Marc (1997), "Strategic Orientation of the Firm 

New Product Performance" Journal of Marketing Research, Vol. 34, No. 1: 77-90.  

18. Ge, Gloria L & Ding, Daniel Z., (2775), “Market Orientation, Competitive Strategy and 

Firm Performance: An Empirical Study of Chinese Firms”, Journal of Global Marketing, 

Vol. 18, No.3/4: 115-142. 

19. Gatignon, X & Hubert J.M., (9997), “Strategic orientation of the firm and new product 

performance”, Journal of Marketing Research,Vol.34, No.1: 77–79. 

20. Grawe, Scott J.; Haozhe Chen, Patricia J. Daugherty, (2009) "The relationship between 

strategic orientation, service innovation, and performance", International Journal of 

Physical Distribution & Logistics Management, Vol. 39, No. 4:282 - 300 

21. Grinstein, Amir, (2008) "The relationships between market orientation and alternative 

strategic orientations: A meta-analysis", European Journal of Marketing, Vol. 42, No. ½: 

115 – 134. 

22. Hamal, Gary & Heene, Aime, (1994), (Edited) "Competence Based Competition", 

John Wiley & Sons. 

23. Higgins, James M., (9994) “The Management Challenge”, 2nd Ed., Macmillan Pub. 

Co., New York. 

24. Hill, C.W.L., Jones, G.R., (2779), “Strategic Management Theory”, Houghton-Mifflin, 

Boston, MA. 



94 

25. Hitt, Michael A., M. Tina Dacin, Edward Levitas, Jean-Luc Arregle, and Anca Borza, 

(2000), "Partner Selection in Emerging and Developed Market Contexts: Resource-Based 

and Organizational Learning Perspectives", Academy of Management Journal, Vol. 43, 

No. 3: 449-467. 

26. Hitt, M., Hosskison, R., & Kim, H. (9997),  “International diversification: effects on 

innovation and firm performance in product-diversified firms”, Academy of Management 

Journal, Vol.40:767-798. 

27. Hult, GT, Ketchen DJ Jr, and Slater SF., (2775), “Market orientation and performance: 

an integration of disparate approaches”, Strategic Management Journal, Vol. 26, No.12: 

1173–1181. 

28.  Hynes, Niki, (2779), “Corporate culture, strategic orientation, and business 

performance: New approaches to modeling complex relationships”, Technological 

Forecasting and Social Change, Vol.76, No.5: 644-651. 

29. Jain, Sanjay K. & Bhatia, Manju, (2777), “Market Orientation and Business 

Performance: The Case of Indian Manufacturing Firms”, Vision, Vol. 11, No.1: 15-33. 

30. Johnson, G., Scholes, K., (9997), “Exploring Corporate Strategy: Text and Cases”, 

Europe, 4th-Ed, Prentice-Hall. 

31. Kroeger, James W, (2777), “Firm Performance as a function of Enreprenrial 

Orientation and Strategic Planning Processes”, D.B.A, Cleveland State University. 

http://www.sciencedirect.com/science/journal/00401625
http://www.sciencedirect.com/science/journal/00401625


95 

32. Laforet, Sylvie, (2009) "Effects of size, market and strategic orientation on innovation in 

non-high-tech manufacturing SMEs", European Journal of Marketing, Vol. 43, No.: ½: 

188 - 212 

33. Lynch, R., (2777), “Corporate Strategy”, 2nd ed., prentice-Hall, Inc. 

34. Macmenamin, J., (9999), “Financial Management”, 9st ed., Rout ledge pub. 

35. Marfuentes, M.; Montes, F.J & Fernandez, Luis M,  (2776), “Total Quality Management, 

Strategic Orientation and Organizational Performance: the Case of Spanish Companies”, 

Total Quality Management, Vol.17, No. 3: 303–323. 

36. Menguc, B. and Auh, S. (2775), “A test of strategic orientation formation versus 

strategic orientation implementation: the influence of TMT functional diversity and inter-

functional coordination”, Journal of Marketing Theory and Practice, Vol. 13 No. 2: 4-19. 

37. Miller, D. and Friesen, P.H, (9984), “Organizations: A Quantum View”, Prentice Hall, 

Englewood Cliffs, NJ. 

38. Morgan, Robert M. and Carolyn A. Strong (1998), "Market Orientation and Dimensions 

of Strategic Orientation", European Journal of Marketing, Vol. 32, No. 11/12: 1051-1073. 

39. Morgan, Robert E. & Strong, Carolyn A. (2003). "Market Orientation and Dimensions of 

Strategic Orientation," European Journal of Marketing, Vol. 32, No. 11/12: 909-920. 

40. Morgan, Neil A; Douglas W. Vorhies and Charlotte H. Mason, (2779), “Market 

Orientation, Marketing Capabilities and Firm Performance”, Strategic Management 

Journal, 30: 909–920. 



96 

41. O'Sullivan, D., Abela, A.V., (2007), “Marketing performance measurement ability and 

firm performance”, Journal of Marketing, Vol.71, No.2: 79-93. 

42. Patwardhan, Abhijit, (2797), “Strategic orientation, organization learning, holistic 

firm-level marketing capability and firm performance: A dynamic capabilities view”, 

D.B.A, University of Mississippi. 

43. Rajdeep, Grewal and Tansuhaj P., (2779),”Building organizational capabilities for 

managing economic crisis: the role of market orientation and strategic flexibility”, Journal 

of Marketing, Vol.2, No.65:67-80. 

44. Ramaswami, Sridhar N; Srivastava, Rajendra K & Bhargava, Mukesh, (2778), “Market-

based capabilities and financial performance of firm: insights into marketing, s contribution 

to firms value”, Journal of Academy of Marketing Science, Vol.37:37:97–116. 

45. Rapp, A. Schillewaert, N. Hao, A.W., (2778), “The Influence of Market Orientation on E-

Business Innovation and Performance: The Role of the Top Management Team”, Journal 

of Marketing Theory and Practice, Vol. 16, No. 1: 7-26. 

46. Satyendra, Singh, (2009), “How market orientation and outsourcings create capability 

and impact business performance”, Thunderbird International Business Review, Vol.51, 

No.5: 457–471. 

47. Sinkovics, Rudolf R. & Roath, Anthony S. (2004). "Strategic Orientation, Capabilities, 

and Performance in Manufacturer – 3PL Relationships," Journal of Business Logistic, 

Vol. 25, No. 2: 745-759. 

http://onlinelibrary.wiley.com/doi/10.1002/tie.v51:5/issuetoc
http://onlinelibrary.wiley.com/doi/10.1002/tie.v51:5/issuetoc


97 

48. Slater, Stanley F. and John C. Narver, (9995), “Market Orientation and the Learning 

Organization,” Journal of Marketing, Vol.59, July: 63-74. 

49. Slater, S & Olson, E, (2779),”Marketing‟s contribution to the implementation of business 

strategy: an empirical analysis”, Strategic Management Journal, Vol.22, No.11:1055–

1068. 

50. Slater, Stanley F, (2776), “The Moderating Influence of Strategic Orientation on the 

Strategy Formation Capability - Performance Relationship”, Strategic Management 

Journal, Vol.27, No. 12: 1221-1231. 

51. Slotegraaf, R & Dickson, P, (2774), “The paradox of a marketing planning capability”, 

Journal of the Academy of Marketing Science, Vol. 32, No.4: 371–385. 

52. Song, Michael & Parry, Mark E, (2779), “The desired level of market orientation and 

business unit performance”, Journal of Academy of Marketing Science, Vol.37:144–160. 

53. Stalk, George; Evans, Philip and Schulman, Lawrence E., (1992), "Competing on 

Capabilities: The New Rules of Corporate Strategy ", Harvard Business Review, March – 

April :57-69. 

54. Tsai, M. T. & Shin, C. M, (2774), “The Impact of Marketing Knowledge among 

Managers on Marketing Capabilities and Business Performance”, International Journal of 

Management, Vol.21, No.4: 524-530. 

55. Thompson, John L., (9997), “Strategic Management: A Awareness and Change”, 3rd 

Ed., International Thomson Publishing Co., U.K. 



98 

56. Tripathy, (2776), “Strategic Positioning & Firm Performance”, D.B.A, University of 

Texas at Dallas. 

57. Venkatraman, N, & Ramanujam, V., (9986), “Measurement of business performance in 

strategy research: A comparison approaches”, Academy of Management Review, Vol. 11, 

No.4: 804. 

58. Venkatraman, N. (9989), “Strategic orientation of business enterprises: the construct, 

dimensionality and measurement”, Management Science, Vol. 35 No. 8: 942-962. 

59. Wheelen, Thomas L. & Hunger, J. David, (2778), “Strategic Management and 

Business Policy”, Pearson Education Inc., Upper Saddle River, New Jersey, 99th Ed. 

 

 

 

 

 

 



99 

 قبئمت انملاحق
 

 الاعتجبٔخ ِسىّٟ ثأعّبء لب ّخ: أٚلًا
 (الاعتجبٔخ) اٌذساعخ أداح:  ب١ٔبً
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9اٌٍّسك

لب ّخ‌ثأعّبء‌اٌّسى١ّٓ

‌اٌدبِؼخ‌اٌتخصص‌اٌٍمت‌اٌؼٍّٟ‌ٚالاعُ‌اٌشلُ

‌خبِؼخ‌اٌششق‌الأٚعػ‌ئزصبء‌ٚٔظُ‌ِؼٍِٛبد‌ِسّذ‌إٌؼ١ّٟ‌.‌د.أ1

‌خبِؼخ‌اٌششق‌الأٚعػ‌ئداسح‌أػّبي‌ جبذ‌ز١ّذ‌آغب.‌د 2

خبِؼخ‌اٌششق‌الأٚعػ‌ئداسح‌أػّبي‌١٘ثُ‌اٌضػجٟ.‌د 3

‌خبِؼخ‌اٌششق‌الأٚعػ‌ئداسح‌أػّبي‌ػٍٟ‌ػجبط.‌د 4

‌خبِؼخ‌اٌششق‌الأٚعػ‌تغ٠ٛك‌زّضح‌خش٠ُ.‌د5
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2اٌٍّسك

الاعتجبٔخأداح‌اٌذساعخ

 انخصبئص انذيمغرافيت

9  

  

2  

  

  

3

95697

999596

4 

25373935

36474945

46

5 

  
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‌فٟ‌وً‌ػجبسح‌‌ذٜ‌الاتفبق‌ثّب‌٠شداٌشخبء‌ث١بْ‌اٌشأٞ‌ثبٌؼجبساد‌اٌتب١ٌخ‌ٌتسذ٠ذ‌ِ

‌اٌفمشح‌د

 ثذا ً‌الإخبثخ

‌أتفك‌أتفك‌و١ٍبً
اتفك‌ثؼط‌
‌اٌشٟء

‌ِسب٠ذ
لا‌أتفك‌

ؼط‌ث
‌اٌشٟء

‌لا‌اتفك
لا‌أتفك‌
‌ئؼلالبً

1 
‌ِب ‌فؼبي ‌تٕغ١ك ‌تسم١ك ‌ػٍٝ ‌ِختٍف‌اٌٛظب ف‌فٟ‌ ٔؼًّ ث١ٓ

‌اٌششوخ
       

2 
‌٠ٛفش ‌ٌذ٠ٕب ‌اٌّؼٍِٛبد ‌ ٔظبَ ‌اٌمشاساد ‌لاتخبر ٌّتخز‌‌)اٌذػُ

‌.(س‌اٌمشا
       

3 
فإٔب‌فٟ‌اٌؼبدح‌ٔغتخذَ‌اٌتس١ًٍ‌ ز١ّٕب‌ٔتؼبًِ‌ِغ‌لشاس‌س ١غٟ

‌اٌشبًِ
       

       ‌ِختٍفخ ٔغتخذَ‌تم١ٕبد‌ٚٚعب ً‌تخؽ١ػ 4

       ‌ئداسح‌اٌّؼٍِٛبد‌ٚاٌشلبثخ أٔظّخ(‌ِخشخبد)ٔغتخذَ‌ٔٛاتح‌ 5

6 
‌لأغشاض‌اٌتخؽ١ػ ‌دا ّبً ‌رٚٚا‌ ٔغتخذَ ‌ِذساء ٚل١بط‌الأداء

‌ِٙبساد‌ػب١ٌخ
       

7 
‌تغؼ١ش ‌ِٙبساد‌ٚأٔظّخ ‌ٌتغ١شاد‌ ٔغتخذَ ‌اٌغش٠ؼخ ٌلاعتدبثخ

 اٌغٛق
       

        .ع١بعبد‌اٌتغؼ١ش‌ٌٍّٕبفغ١ٓ ٔؼًّ‌ػٍٝ‌اِتلان‌اٌّؼشفخ‌ػٓ 8

        .فؼبٌخ‌ٌٍّٕتدبد‌ٚاٌخذِبد ٔؼًّ‌ػٍٝ‌تسم١ك‌ٚظ١فخ‌تغؼ١ش 9

        .الأعؼبس ٔشالت‌أعؼبس‌إٌّبفغ١ٓ‌ٚتغ١شاد 11

        .إٌّتدبد‌ٚاٌخذِبد‌اٌدذ٠ذح ّٔتٍه‌الإِىب١ٔخ‌ٌتؽ٠ٛش 11

12 
‌إٌّتدبد ٚاٌخذِبد‌ٌتسم١ك‌اعتغلاي‌وفإ‌ ٔؼًّ‌ػٍٝ‌تؽ٠ٛش

 .ٌلاعتثّبس‌فٟ‌اٌجسر‌ٚاٌتؽ٠ٛش
       

        .اٌدذ٠ذح‌ٌلأعٛاق ٔسمك‌دخٛي‌ٔبخر‌ٌٍّٕتدبد 13

14 
ّب‌ٌتؽ٠ٛش‌اٌغٍغ‌ٚاٌخذِبد‌ث ظّبْ‌اعتدبثخ‌اٌدٙٛد‌اٌّٛخٙخ

 .٠تفك‌ٚزبخبد‌اٌضثب ٓ
       

        اٌّٛصػ١ٓ تم٠ٛخ‌ػلالبتٕب‌ِغ 15

        ثأفعً‌اٌّٛصػ١ٓ ٔؼًّ‌ػٍٝ‌اٌدزة‌ٚالازتفبؾ 16

        ِٛصػ١ٕب ٔؼًّ‌ػٍٝ‌ئظبفخ‌اٌم١ّخ‌لأػّبي 17

        ِٛصػ١ٕب ٔٛفش‌خذِبد‌ػب١ٌخ‌اٌّغتٜٛ‌ٌذػُ 18

        .١ٔخالإػلا ٔؼًّ‌ػٍٝ‌تؽ٠ٛش‌ٚتٕف١ز‌اٌجشاِح 19

        .الإثذاػ١خ‌ٚالإػلا١ٔخ ٔؼًّ‌ػٍٝ‌تسم١ك‌ئداسح‌ٌٍّٙبساد 21

        اٌؼبِخ ّٔتٍه‌ِٙبساد‌اٌؼلالبد 21

        .لإداسح‌ ٛسح‌اٌؼلاِخ‌اٌتدبس٠خ ّٔتٍه‌اٌؼ١ٍّبد‌ٚاٌّٙبساد 22

‌اٌشخبء‌ث١بْ‌اٌشأٞ‌ٌتسذ٠ذ‌اداء‌اٌششوخ‌ٌٍغٕخ‌اٌّبظ١خ‌ل١بعب‌ثبٌّٕبفغ١ٓ

‌فمشحاٌ‌د

 ثذا ً‌الإخبثخ

‌أوثش‌أوثش‌ثىث١ش
أوثش‌ثؼط‌
‌اٌشٟء

‌ِشبثٗ
ألً‌ثؼط‌
‌اٌشٟء

‌ألً‌ثىث١ش‌ألً

        ِؼذي‌ّٔٛ‌اٌّج١ؼبد 23


