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The Marketing Environment

The marketing environment refers to 

the organizational work context, 

encompassing a set of factors, forces, 

and variables that exist both within the 

organization and in its external 

surroundings, which directly or 

indirectly influence the organization’s 

marketing activities.

The marketing environment is 

characterized by continuous change, 

which creates a pressing need for 

marketing research to monitor these 

changes and support effective decision-

making.

:التسويقيةالبيئة
ظمةبالمنالمتعلقةالعملبيئةهي
العواملمجموعةعنعبارةوهي

داخلالموجودةوالمتغيراتوالقوى 
ابهالمحيطالوسطوفيالمنظمة،

اشرمبغيرأومباشربشكلوتؤثر
.ةالتسويقيالمنظمةعملياتعلى

الدائملتغيرباالتسويقيةالبيئةتتصف
لبحوثماسةحاجةهناكلذلك

.التسويق



The Marketing Environment 

(According to Kotler)

According to Kotler, the marketing 

environment is classified into 

three main levels:

1. The Internal Environment

2. The Micro (Task) Environment

3. The Macro Environment

بحس:التسويقبيئة
بيئةهناك:كوتلر
رةصغيوبيئةداخلية
.كبيرةوبيئة



The Marketing Environment

In this course, the marketing environment 

will be classified into two main categories:

The Internal Marketing Environment

The External Marketing Environment

:التسويقيةالبيئة
تسويقللالداخليةالبيئة:إلىسنقسمهانحن
قبيئة التسوي.للتسويقالخارجيةوالبيئة

البيئة الداخلية أو العوامل 
المُتحكم بها

البيئة الخارجية أو 
هاالعوامل غيرالمُتحكم ب



First: The Internal Marketing Environment

The internal environment encompasses all elements directly 

related to the product and in immediate interaction with it, 

whether from the perspective of the organization, customers, 

or competitors. It includes the following components:

1. Organizational Structure: The organizational structure 

represents the internal framework within which marketing 

activities operate. It encompasses the organization’s formal 

structure, including its various directorates, departments, and 

functional units, which coordinate and facilitate the 

implementation of marketing functions and strategies.

بهاحتكاكعلىومباشربشكلبالمنتَجيرتبطماكل):الداخليةالبيئة_أولا 
:وتشمل.(المنافسينأوالزبون أوالمنظمةجانبمنسواء

منهضتعملالذيالداخليالإطارالمنظمةبنيةتمثّل:المنظمةبنية-1
منمّهيضوماللمنظمةالتنظيميالهيكلوتشملالتسويقية،الأنشطة
.وظيفيةووحداتوأقساممديريات



2. Suppliers: Suppliers are defined as individuals or 

organizations that provide the firm with its required 

inputs, including raw materials, semi-finished goods, 

machinery, and equipment. They play a critical role in 

supporting the organization’s operations and ensuring 

the continuity of production and marketing activities.

يؤمنون من(أفرادأومنظمات)هم:الموردون -2
نصفالموادأوالأوليةالموادمناحتياجاتهاللمنظمة

.والتجهيزاتالآلتأوالمصنعة،



3. Intermediaries: Intermediaries represent the linking 

mechanism that connects the organization with both suppliers on 

one side and consumers on the other.

They operate in two directions within the marketing system:

• The first direction pertains to the relationship with suppliers.

• The second direction pertains to the relationship with 

consumers.

Typical distribution channels include:

Supplier → Agent → Wholesaler → Organization

Organization → Agent → Wholesaler → Retailer → Consumer

Intermediaries play a vital role in facilitating the flow of goods and 

services, ensuring efficient movement across the distribution chain 

from sources of supply to final consumers.

Intermediaries assist the organization in promoting, selling, and 

distributing its products, as well as in identifying and reaching 

potential buyers. They include: Distributors, Physical distribution 

organizations, Marketing service agencies, Financial intermediaries.

جهة،نمالموردينمنبكلالمنظمةتربطالتيالوصلحلقةيمثلون :الوسطاء-3
.أخرى جهةمنوالمستهلكين

.ينبالمستهلكوالثانيبالموردينيتعلقالأولالتجاه:باتجاهينيكونون 
.منظمة_جملةتاجر_وكيل_مورد

.المستهلك_التجزئةتاجر_الجملةتاجر_وكيل_منظمة
الفعالةلحركةاوضمانوالخدمات،السلعتدفقتسهيلفيحيوياادورااالوسطاءيلعب
.النهائيينالمستهلكينإلىالتوريدمصادرمنالتوزيعسلسلةعبر

.مشترينعلىورللعثوتوزيعهاوبيعهالمنتجاتهاالترويجفيالمنظمةالوسطاءيساعد
لوسطاءواالتسويقخدماتووكالتالماديالتوزيعومنظماتالموزعينيشملون وهم

.الماليين



Chapter

02
EXAMPLE OF PARTENING WITH INTERMEDIAIRES

مثال على الشراكة مع الوسطاء

منةشركلكلالدقيقةالنقاطفهمكوكاكولشركةتحاول•
التجزئةمتاجرشركاء

الشركاءمعالنتائجوتشاركالسوق أبحاثتجري •
أفضللفهم السريعةالطلباتقوائملوحاتبتصميمتدرس•

اتوالمرئيوالألوانالحروفوحجموالخطوطللتخطيطات
الطعاممنالمزيدطلبعلىالمستهلكينتحثالتي

رامجببتطويريقومون الأبحاث،هذهعلىبناء.والشراب
علىتجزئةبالالبيعشركاءتساعدترويجيةوأدواتتسويقية
.وأرباحهاالمشروباتمبيعاتتحسين

• Coca-Cola tries to understand the finer points of 

each retailer partners business

• It conducts market research and shares the results 

with partners 

• It studies the design of drive-through menu boards 

to better understand which layouts, fonts, letter 

size, colors, and visual induce consumers to order 

more food and drink. Based on these research they 

develop marketing programs and merchandising 

tools that help its retail partners improve their 

beverage sales and profit.



4. Consumers: Consumers may be classified into two main types: 

• Final Consumers: Individuals who purchase products for personal 

use or consumption. 

• Intermediary Consumers: Individuals or organizations that 

purchase products for resale or further distribution, rather than 

for direct consumption.

وسيطأونهائي:المستهلكون -4
للاستخدامتالمنتجايشترون الذينالأفراد:النهائيون المستهلكون •

.الستهلاكأوالشخصي
لمنتجاتاتشتري التيالمنظماتأوالأفراد:الوسطاءالمستهلكون •

.المباشرللاستهلاكوليستوزيعها،أوبيعهالإعادة



5. Competitors: Competitors are organizations that 

produce similar or substitute products targeting the 

same group of consumers.

أوثلةممامنتجاتبإنتاجتقومالتيالمنظمات:المنافسون -5
.المستهلكينمنالفئةنفستستهدفبديلة



The Internal Marketing Environment

It includes the following components:

1. Organizational Structure.

2. Suppliers.

3. Intermediaries.

4. Consumers.

5. Competitors.

:وتشمل:الداخليةالبيئة
المنظمةبنية-1
الموردون -2
الوسطاء-3
المستهلكون -4
المنافسون -5



Second: The External Marketing Environment

The external environment refers to the set of variables, forces, and 

factors that exist outside the boundaries of the organization, which 

influence its marketing activities either directly or indirectly.

In other words, it encompasses all elements that affect marketing 

operations, whether positively or negatively.

والعواملقوى والالمتغيراتمجموعة:الخارجيةالبيئة_ثانياا 
تسويقيالنشاطهافيتؤثروالتيالمنظمة،حدودخارجتوجدالتي

ويقالتسأنشطةعلىيؤثرماكل)مباشرغيرأومباشربشكل
.(سلبيأوإيجابيبشكل

External Marketing Environment



It includes the following components:

1. Demographic Environment: 

It relates to the set of population 

characteristics that form the human 

framework within which the 

organization operates. These 

characteristics include population 

size, population composition, 

geographical distribution, and 

migration movements between 

rural and urban areas, in addition to 

social conditions.

:الخارجيةالبيئةتشمل
تشكّللتياالسكانيةالخصائصبمجموعةتتعلق:الديموغرافيةالبيئة(1

محجالخصائصهذهوتشملالمنظمة،ضمنهتعملالذيالبشري الإطار
والمدينة،يفالربينالهجرةوحركةالجغرافي،وتوزيعهموتركيبتهم،السكان،

.الجتماعيةالأوضاعجانبإلى
البيئة

ةالديموغرافي



2. Economic Environment:

It represents the framework through 

which the market’s capacity for 

consumption, the nature of demand, 

and its trends are determined. The 

economic environment includes a 

wide range of factors, most notably: 

the local and global economic 

system, the financial system, interest 

rates, rates of inflation and deflation, 

periods of economic prosperity and 

recession, the level of national 

income and its distribution, 

prevailing market prices, and 

monetary and fiscal policies.

الطلب،يعةوطبالستهلاك،علىالسوق قدرةخلالهمنتتحددالذيالإطارتمثّل:الاقتصاديةالبيئة(2
النظامووالعالمي،المحليالقتصاديالنظام:أبرزهامنالعوامل،منواسعةمجموعةوتشمل.واتجاهاته

قوميالالدخلومستوى والركود،الرواجوحالتوالنكماش،التضخمومعدلتالفائدة،ومعدلتالمالي،
.والضريبيةالنقديةوالسياساتالسوق،فيالسائدةوالأسعاروتوزيعه،

البيئة
الاقتصادية



3. Social Environment: It relates 

to a set of values, customs, 

traditions, and the prevailing 

culture in society, in addition to 

other elements such as the level of 

education, beliefs, lifestyle, and 

family structure. These factors 

collectively form the social 

framework that guides individual 

behavior and determines their 

consumption patterns and 

preferences.

إلىالمجتمع،فيةالسائدوالثقافةوالتقاليدوالعاداتالقيممنبمجموعةتتعلق:الاجتماعيةالبيئة(3
مجتمعةعواملالوهذه.الأسرةوبنيةالحياة،ونمطوالمعتقدات،التعليم،مستوى مثلأخرى عناصرجانب
.موتفضيلاتهاستهلاكهمأنماطويحددالأفراد،سلوكيوجّهالذيالجتماعيالإطارتشكّل

البيئة
الاجتماعية



4. Technological Environment: 

Technological development is 

characterized by having two 

complementary aspects: a positive 

aspect represented by the 

opportunities it provides, and a 

negative aspect reflected in the risks 

faced by organizations that are unable 

to keep pace with it.

إيجابيوجه:نمتكامليوجهينيحملبأنهالتكنولوجيالتطوريمتاز:التكنولوجيةالبيئة(4
غيرالمنظماتتواجههاقدالتيالمخاطرفييظهرسلبيووجهيتيحها،التيالفرصفييتمثل
.مواكبتهعلىالقادرة

البيئة
ةالتكنولوجي



5. Legal Environment: It 

encompasses the set of laws, 

regulations, and systems that 

govern economic and commercial 

activities, and define the 

framework within which 

organizations operate in the 

market. This environment 

constitutes a mandatory element, 

as no organization can conduct its 

activities outside its boundaries, 

whether at the local or 

international level.

الأنشطةمتنظّ التيوالأنظمةوالتشريعاتالقوانينمجموعةتشمل:القانونيةالبيئة(5
البيئةهذهوتمثل.السوق فيالمنظماتضمنهتعملالذيالإطاروتحددوالتجارية،القتصادية

ىالمستوعلىسواءحدودها،خارجنشاطهاممارسةمنظمةلأييمكنلإذملزماا،عنصراا
.الدوليأوالمحلي

البيئة
القانونية



6. Natural Environment: It represents 

the framework within which economic and 

marketing activities are influenced and 

interact, as the increase in environmental 

problems, such as pollution and resource 

depletion, has led to the imposition of new 

orientations on organizations, particularly 

with regard to production and marketing 

methods.

القتصاديةالأنشطةمعهوتتفاعلبهتتأثرالذيالإطارتمثّل:الطبيعيةالبيئة(6
فرضإلىد،الموارواستنزافالتلوثمثلالبيئية،المشكلاتازديادأدىحيثوالتسويقية،

.والتسويقالإنتاجبأساليبيتعلقفيماخاصةالمنظمات،علىجديدةتوجهات

البيئة
الطبيعية



Second: The External Marketing 

Environment

It includes the following components:

1. Demographic Environment.

2. Economic Environment.

3. Social Environment.

4. Technological Environment.

5. Legal Environment.

6. Natural Environment.

:تشملالخارجيةالبيئة_ثانيا  
الديمغرافيةالبيئة(1
القتصاديةالبيئة(2
الجتماعيةالبيئة(3
التكنولوجيةالبيئة(4
القانونيةالبيئة(5
الطبيعيةالبيئة(6



SWOT analysis is a comprehensive assessment of an 

organization’s Strengths (S) and Weaknesses (W) within its 

internal environment, as well as Opportunities (O) and Threats 

(T) within its external environment.

وةالقلنقاطشاملتقييم:(SWOT)تحليل
(S)الضعفونقاط(W)البيئةفي

(O)والفرصللمنظمةالداخلية
الخارجيةالبيئةفي(T)والتهديدات

.للمنظمة



Marketing Information Systems and Marketing 

Research

A Marketing Information System (MIS) can be defined as a 

systematic and organized approach that processes marketing 

data collected through marketing research in order to 

generate meaningful outputs that support decision-making.

The term system refers to a structured sequence of stages, 

namely: input – processing – output. In contemporary 

practice, information systems are inherently linked to 

computer technologies, as modern MIS rely primarily on 

computerized systems for data collection, storage, processing, 

and dissemination.

Marketing information systems vary across organizations 

depending on several factors, including the nature of their 

activities, organizational size, and operational scope, which in 

turn influence the design, complexity, and functionality of the 

system.

التسويقوبحوثالتسويقيةالمعلوماتنظم
لىعيعمل(منظم)منهجيأسلوبعنعبارةهوالتسويقيةالمعلوماتنظامإنّ 

إلىللوصولالتسويقبحوثطريقعنجمعهايتمالتيالتسويقيةالبياناتمعالجة
.المخرجات

رغيمعلوماتنظامهناكيعدولم،(إخراج_معالجة_إدخال):تعنينظاموكلمة
.الحاسبعلىأساسيبشكليعتمدأوبالحاسبمرتبط
...جمهاوحعملهاوطبيعةالمنظماتباختلافالتسويقيةالمعلوماتنظمتختلف



Components of the Marketing Information 
System (MIS):
✓  Inputs: Data are collected from the internal 

or external environment of the organization.
✓ Processing and Analysis: Conducted through 

statistical methods and techniques, and by 
means of computer systems at the present 
time.

✓ Outputs: Information generated in the form 
of useful and meaningful outputs.

✓  Feedback: Used to evaluate the system’s 
performance, where results may be either 
positive or negative.

:التسويقيةالمعلوماتنظامعناصر
.للمنظمةالخارجيةأوالداخليةالبيئةمنجمعهايتم:المدخلات✓
.الراهنالوقتفيالحاسبطريقوعنإحصائيةوأساليبآلياتعبر:والتحليلالمعالجة✓
.معلوماتشكلعلىاعتبارهايمكنالتيالمعلومات:المخرجات✓
.لبيةسأوإيجابيةتكون أنإمافالنتائجالنظامأداءلتقييموذلك:العكسيةالتغذية✓

Inputs

Processing and Analysis

Outputs

Feedback



Sub-systems of the Marketing Information 
System
The Marketing Information System includes four 
main sub-systems, namely:
First: Marketing Research
Marketing research is defined as a systematic 
approach based on the collection and analysis of 
data with the objective of developing solutions to 
specific marketing problems under study.
Marketing research constitutes a component of the 
Marketing Information System (MIS). The relative 
importance of each—marketing research and the 
MIS—varies depending on several factors, such as 
the size of the organization and its managerial 
philosophy.
In practice, many organizations—particularly small 
and medium-sized enterprises (SMEs)—often lack 
fully developed marketing information systems and 
instead rely primarily on marketing research 
activities to support their decision-making processes.

:التسويقيةالمعلوماتلنظامالتابعةالجزئيةأوالفرعيةالأنظمة
:وهيفرعية،أنظمةأربعةالتسويقيةالمعلوماتنظاميشمل

بهدفلهاوتحليالبياناتجمععلىيقوممنهجيأسلوبعنعبارةهو:التسويقبحوث(أولا  
.المدروسةالتسويقيةللمشاكلالحلولإيجاد

لعدةوفقاا همامنكلأهميةنسبةوتختلفالتسويقيالمعلوماتنظاممنجزءالتسويقبحوثإنّ )
المعلوماتنظمالمنظماتمعظمعنتغيبحيث،...وفلسفتهاالمنظمةحجممثلعوامل

(.الحجمةومتوسطصغيرةالمنظماتفيوخصوصاا التسويقببحوثويكتفىالتسويقية



Sub-systems of the Marketing 
Information System
Second: Marketing Intelligence
Marketing intelligence refers to 
the methods and techniques used 
to collect data and transmit it to 
the relevant units within the 
organization, such as the 
marketing department.
Sales personnel are considered a 
key source of marketing 
intelligence, as they gather 
valuable information from both 
the internal and external 
marketing environments.

:التسويقيةالمعلوماتلنظامالتابعةالجزئيةأوالفرعيةالأنظمة
إلىوإيصالهااتالبيانعلىالحصولوأساليبطرق وهي:التسويقيةالاستخبارات(ثانيا  

.التسويقكإدارةالمنظمةفيالمختصةالمراكز
التسويقبيئةمنعهاجميتمالتيالتسويقيةالستخباراتفيهاماا مصدراا البيعرجاليعدّ 

.الخارجيةأوالداخلية



Sub-systems of the Marketing Information 
System
Third: Internal Reports

Internal reports constitute an important source of 

information for the organization, typically derived from 

its maintained records and documented data. These 

reports include information related to sales, revenues, 

costs, inventories, and customer transactions, and they 

play a crucial role in supporting marketing analysis and 

decision-making.

:التسويقيةالمعلوماتلنظامالتابعةالجزئيةأوالفرعيةالأنظمة
..المحفوظةالمنظمةسجلاتمنعادةتؤخذللمنظمةهاممصدروهي:الداخليةالتقارير(ثالثا  



Sub-systems of the Marketing Information System
Fourth: Marketing Analysis
Marketing analysis involves the use of statistical methods and 
mathematical modeling techniques to interpret data and support 
informed marketing decision-making.

:ويقيةالتسالمعلوماتلنظامالتابعةالجزئيةأوالفرعيةالأنظمة
.الرياضيةنمذجةوالالإحصائيةالأساليبباستخدام:التسويقيالتحليل(رابعا  



Types of Data
In marketing, data are broadly classified into 
two main types: primary data and 
secondary data, which differ in terms of 
their source, methods of collection, and 
intended purpose.
First: Primary Data
Primary data are defined as data that are 
collected for the first time specifically for a 
particular purpose, and are often associated 
with a clearly defined marketing problem. 
These data are characterized by being:
• Current and direct
• Specifically designed to meet the 

objectives of the study
• More accurate and relevant for decision-

making
Primary data are typically collected through 
various methods, including:
• Questionnaires (Surveys)
• Interviews
• Observation
• Marketing experiments

:البياناتأنواع
إلىقالتسويفيالبياناتتنقسم
الأوليةالبيانات:همارئيسيننوعين

لكويختلفالثانوية،والبيانات
وطريقةالمصدرحيثمنمنهما
.والهدفالجمع

ياناتالبهي:الأوليةالبيانات(أولا  
اخصيمرةلأولجمعهايتمالتي صا تكون ماوغالباامعين،لغرض

.ددةمحتسويقيةبمشكلةمرتبطة
:بأنهاالبياناتهذهوتتميّز

ومباشرةحديثة•
الدراسةهدفوفقمصممة•
للقراروملاءمةدقةأكثر•

:مثلوسائلخلالمنجمعهاويتم
الستبيانات•
المقابلات•
الملاحظة•
التسويقيةالتجارب•



Types of Data
Second: Secondary Data
Secondary data are defined as data 
that have been previously collected for 
purposes other than the current study, 
and are subsequently utilized in new 
marketing research. These data are 
characterized by being:
• Readily available
• Less costly
• Quick to obtain
They are typically accessible through 
various sources, including:
• Government reports
• Official statistics
• Previous studies
• Internal organizational records

:البياناتأنواع
يه:الثانويةالبيانات(ثانيا  

بقاامسجمعهاتمالتيالبيانات
يتمثمأخرى لأغراض

دراساتفيلحقاااستخدامها
ذههوتتميّز.جديدةتسويقية
:بأنهاالبيانات

بسهولةمتوفرة•
تكلفةأقل•
الحصولسريعة•

:مثلمصادرفيوتتوافر
حكوميةتقارير•
رسميةإحصاءات•
سابقةدراسات•
الداخليةالمنظمةسجلات•



What is Information?
The distinction between data and information is considered 
a fundamental issue in marketing information systems. 
Data, in its raw form, consists merely of unorganized 
numbers or facts. In contrast, information is defined as:
The outcome of the processes of collecting, organizing, 
analyzing, and interpreting data in such a way that it 
becomes meaningful and valuable for use in decision-
making.

المعلومات؟هيةما
المعلوماتنظمفيالأساسيةالقضايامنوالمعلوماتالبياناتبينالتمييزيُعدّ 

غيرائقحقأوأرقاممجردتكون الأوليةصورتهافيفالبيانات.التسويقية
:فهيالمعلوماتأمامنظمة،
تصبحبحيثالبياناتوتفسيروتحليلوتنظيمجمععمليةعنالناتجةالنتيجة

.القراراتخاذفياستخدامهايمكنوقيمةمعنىذات

البياناتجمع اناتالبيتنظيم اناتالبيتحليل
لى تفسير البيانات والحصول ع

المعلومات استخدام المعلومات في اتخاذ القرار



Fields of Marketing Research
The fields of marketing research vary in accordance with the 
diversity and complexity of marketing activities. Among the 
most prominent of these fields is the following:
First: Market Research
Market research is concerned with studying the market and 
addressing several fundamental questions, including:
• What is the current level of demand?
• What is the expected (forecasted) level of demand?
• What are the factors influencing the market?
• What is the total volume of sales?
• What is the organization’s share of total market sales 

(market share)?
• What changes have occurred or are likely to occur in the 

market?

:التسويقبحوثمجالات
أبرزومنداته،وتعقيالتسويقيالنشاطجوانببتعددالتسويقبحوثمجالتتتعدد
:الآتيالمجالتهذه
عن  وه  :السوقبحوث(أولا 

ُ
:لآتيةاالأسئلةعلىوالإجابةالسوقبدراسةت

؟الطلبحجمهوما- المتوقع؟الطلبحجمهوما-الحال 

  المؤثرةالعواملماه  -
؟الإجمال  المبيعاتحجمهوما-السوق؟ف 

  المبيعاتمنالمنظمةنصيبهوما-
؟(السوقيةالحصة)السوقف 

اتماه  -   التغير
السوق؟علىتطرأأوطرأتالن 



Fields of Marketing Research
Second: Consumer Research
Consumer research focuses on studying 
the consumer, including:
• Consumer behavior
• Consumer characteristics
• Purchasing motives
• Age groups and demographic 

attributes
This type of research aims to gain a 
deeper understanding of how consumers 
think, behave, and make purchasing 
decisions, thereby enabling organizations 
to design more effective marketing 
strategies.

:التسويقبحوثمجالات
اءدوافعخصائصه،سلوكه،:المستهلكبحوث(ثانياا  ...العمريةفئةاللديه،الشر



Fields of Marketing Research
Third: Product Research
Product research focuses on studying the 
characteristics of the product and its 
suitability for consumers, including 
aspects such as:
• Product features and attributes
• Compatibility with consumer needs 

and preferences
• Product improvement and 

development
• Quality levels
• Product benefits and value
• Packaging and design
This type of research aims to enhance the 
product’s ability to meet customer 
expectations and achieve competitive 
differentiation in the market.

:التسويقبحوثمجالات
جبحوث(ثالثاا 

َ
منافعه،ه،جودتتحسينه،للمستهلك،وملاءمتهخصائصه:المنت

...تغليفه



Fields of Marketing Research
Fourth: Competitor Research
Competitor research focuses on 
analyzing both current and potential 
competitors, including:
• Their capabilities and resources
• Points of similarity and 

differentiation
• Pricing strategies
• Competitive strategies
• Financial position and 

performance
This type of research aims to provide 
a comprehensive understanding of 
the competitive landscape, enabling 
organizations to develop effective 
strategies for achieving and 
sustaining competitive advantage.

:التسويقبحوثمجالت
والتشابهتلافالاخقدراتهم،المرتقبون،الحاليون،المنافسون:المنافسير  بحوث(رابعاا 

اتيجياتهم،أسعارهم،معهم، ....ماليتهماسي 



Fields of Marketing Research
Fifth: Distribution Research
Distribution research focuses on studying 
all marketing channels and points of sale, 
including:
• Agents
• Wholesalers
• Retailers
This type of research aims to evaluate 
the efficiency and effectiveness of 
distribution channels in delivering 
products to customers, ensuring 
availability, accessibility, and optimal 
market coverage.

:التسويقبحوثمجالت
جارتالجملة،تجارالوكلاء،:البيعمنافذجميعتدرس:التوزي    عبحوث(خامساا 

...التجزئة



Fields of Marketing Research
Sixth: Promotion Research
Promotion research focuses on 
designing and developing the 
appropriate promotional program, 
including the selection and 
evaluation of suitable promotional 
tools and strategies.
This type of research aims to 
determine the most effective ways to 
communicate with target audiences, 
enhance brand awareness, and 
influence consumer attitudes and 
purchasing behavior.

:التسويقبحوثمجالت
وي    جبحوث(سادساا  نامجوضع:الي  ويجر  البر ..المناسبالبر



Fields of Marketing Research
Seventh: Motivation Research
Motivation research relies on 
behavioral sciences, including 
psychology and sociology, to examine 
the underlying motives of consumers.
This type of research aims to uncover 
the internal drivers and psychological 
factors that influence consumer 
behavior, thereby providing deeper 
insights for developing more effective 
and targeted marketing strategies.

:التسويقبحوثمجالت
لدراسةجتماعوالا النفسوعلمالسلوكيةالبحوثعلىتعتمد:الدافعيةبحوث(سابعاا 

.المستهلكير  دوافع



Fields of Marketing Research
Eighth: Sales Research
Sales research focuses on analyzing 
sales volumes, forecasting future 
sales, and selecting the most 
appropriate selling methods.
This type of research aims to enhance 
the effectiveness of sales 
performance, improve forecasting 
accuracy, and support strategic sales 
planning.

:التسويقبحوثمجالت
.الأفضليع  البالأسلوبواختياربهاوالتنبؤالمبيعاتحجوم:المبيعاتبحوث(ثامناا 



Fields of Marketing Research
Ninth: Transportation and Storage Research
Transportation and storage research addresses 
the logistical aspects of marketing activities, 
including:
• Modes of transportation
• Transportation costs
• Storage methods
• Inventory management
This type of research aims to enhance the 
efficiency of logistics operations, reduce costs, 
and ensure the proper availability and timely 
delivery of products to the market.

:التسويقبحوثمجالات
:مثلية،اللوجستالجوانبالبحوثهذهتتناول:والتخزينالنقلبحوث(تاسعاا 

.المخزونإدارةالتخزين،طرقالنقل،تكاليفالنقل،وسائل



Steps of Marketing Research
1. Problem Definition.
2. Data Collection.
3. Data Analysis.
4. Presentation of Findings.

:التسويقيالبحثخطوات
.المشكلةتحديد(1
.البياناتجمع(2
.البياناتتحليل(3
.الدراسةنتائجتقديم(4

تحديد 
المشكلة

جمع 
البيانات

تحليل 
البيانات

ائج تقديم نت
الدراسة

Problem Definition

Data Collection Data Analysis

Presentation of Findings



Types of Marketing Research
1. Exploratory (Investigative) Research.
2. Descriptive Research.
3. Causal Research.
4. Predictive Research.
5. Historical Research.

:التسويقبحوثأنواع
يةالستطلاعالبحوث-1
.(الستكشافية)
.الوصفيةالبحوث-2
.السببيةالبحوث-3
.التنبؤيةالبحوث-4
.التاريخيةالبحوث-5

البحوث 
الستطلاعية

يةالبحوث الوصف

بؤيةالتنالبحوث يةالبحوث السبب

خيةالبحوث التاري



Thank You
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