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 المستخلص

الكلمات المفتاحية
 

Abstract 
 

Alliances marketing helps business organizations, especially in the banking sector to 

enter new markets and seize market opportunities in them, as well as the alliances 

marketing working on the consolidation of resources for banks allied which works to 

enhance the efficiency of marketing, so the current research aims to identify the 

possibility of enhancing efficiency marketing light alliances marketing and to achieve the 

research objectives and then choose National Bank of Iraq in the city of Mosul, a society 

for research, and for the implementation of this research was designed questionnaire, 

which consisted of (18) barometer to measure the dimensions search, of which (9) 

standards for after alliances, marketing, and (9) standards for after efficient marketing, 

and distributed (40) questionnaire on employees respondents and Goals of staff in various 

disciplines, and research found some conclusions the most important results of the 

analysis of the existence of a correlation between alliances and marketing efficiency and 

marketing on the basis of then put a set of proposals the most important should the bank 

respondent to expand marketing alliances range from local to regional and global levels, 

and this helps him greatly to increase its market share of the customers and thus a better 

competitive position. 
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 التكاليف التسويقية . 1
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 البحث والتطوير التسويقي  .3

ا   تسويقيةيقية وتعزيزها للكفاءة الالتحالفات ألتسو -خامسا
Kale,2002,81

Moure,2005,64

Makela,2011,87)

اختبار فرضيات البحثوصف و

SPSSWindows (Minitab

 وصف وتشخيص بعدي البحث   -أولا 
 عد التحالفات التسويقية وتشخيصه وصف ب  -1

X1-X9

71.011.38)

17.5 

(2.289)(1.391)
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(X7)

902.286

1.333X6

87.52.1081.875

 مقياس الستجابة

 المتغيرات

 ل اتفق محايد اتفق

 الوسط الحسابي
النحراف 
 ت المعياري

 
% 

 % ت % ت

X1 29 72.5 8 20.0 3 7.5 2.229 1.295 

X2 27 67.5 8 20.0 5 12.5 2.128 1.464 

X3 30 75.0 8 20.0 2 5.0 2.201 1.289 

X4 23 57.5 10 25.0 7 17.5 2.215 0.192 

X5 22 55.0 10 25.0 8 20.0 2.424 1.644 

X6 35 87.5 2 5.0 3 7.5 2.108 1.875 

X7 36 90.0 1 2.5 3 7.5 2.286 1.333 

X8 30 75.0 7 17.5 3 7.5 2.201 1.587 

X9 24 60.0 9 22.5 7 17.5 2.814 1.852 

 
71.0 17.5 11.38 2.289 1.391 

 spssN=40 المصدر:     
 
 وصف بعد الكفاءة التسويقية وتشخيصه   .2

 التكاليف التسويقية  -أ
X10-X12

76.66)

)14.16

9.162.30) (

(1.28)(10) 
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85

1.2580.953

 

 
   

 
       

X10 34 85.0 1 2.5 5 12.5 1.258 0.953 

X11 30 75.0 6 15.0 4 10.0 2.702 1.548 

X12 28 70.0 4 10.0 8 20.0 2.951 1.357 

 
76.66 9.16 14.16 2.30 1.28 

 

X13 30 75.0 - - 10 25.0 1.932 1.531 

X14 32 80.0 2 5.0 6 15.0 2.955 1.258 

X15 21 52.5 7 17.5 12 30.0 2.357 1.637 

 
69.0 7.5 23.0 2.41 1.47 

 

X16 18 45.0 12 30.0 10 25.0 2.741 1.759 

X17 29 72.5 5 12.5 6 15.0 2.301 1.973 

X18 19 47.5 10 25.0 11 27.5 2.161 1.522 

 
55.5 22.5 22.0 2.401 1.751 

spssN=40 مصدر:ال     

 رضا الزبون  -ب
X13-X15

69)

23)

7.5(2.41

(1.47)(X14

802.955

1.258
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 البحث والتطوير التسويقي  -ت
X16-X18

55.5)22)

22.5(2.401

(1.751)(X17

72.5

2.3011.973

 76.66

 69

 55.5

ا   اختبار فرضيات البحث -ثانيا
 (Chi Square

142.25

55.760.05
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Chi-squar 142.25 55.76 

Sig   0.000 0.000 

                          N=40         0.05)   

 Minitab Windows المصدر: 

 

0.769

0.05

makela ,2011

 

 
 

 0.769 

0.05≤*pN=40 
 SPSS: المصدر                 

 

R20.42

42

F12.604.8

0.051,38(β)0.512T

3.552.021

0.50
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50%F

9.1204.8

0.052,37(β)0.407

T3.02

2.021 

0.75

75

F6.25

4.80.053,36 (β
0.307T2.502.021

kale,2002,81)

 المستقل           
 
 المعتمد 
الكفاءة 

 التسويقية

 التحالفات التسويقية

R2 
الأهمية 
 النسبية

درجات 
 Β0 الحرية

β 
(t) 

F 

 
0.312 

0.512

( 3.55)   

  
0.42 1 1,38 

12.60   4.8 

 

0.312 
0.407

(3.02)   
9.120   4.8 0.50 2 2,37 

 

0.312 
0.307

2.50 
6.25   4.8 0.75 3 3,36 

t2.021   TP≤ 0.05*N=40

SPSS:المصدر
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