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Marketing research and its impact on marketing performance

A field study on the UNO water factory in the city of Al
Khums - Libya

“Salah Ali Al-Ashqar!

Faculty of Economics, Alkhums¢ Department of Marketing

Abstract

This study aimed to identify marketing research (product research,
competition research) and its impact on marketing performance
(market share, profitability, customer satisfaction), a field study on the
"Ono Water" factory in Al-Khums city, and in an effort to achieve the
study objectives, the descriptive analytical approach was followed, by
conducting the field study through collecting data using a questionnaire
form. the study community represented all the workers in the “Ono”
water factory in Al-Khums city, numbering (48) workers. Due to the
small size of the study community, a comprehensive survey of the study
community was conducted, where (48) questionnaires were distributed,
from which (43) questionnaires were retrieved and (6) questionnaires
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were excluded that were not valid for statistical analysis, as the number
of questionnaires valid for statistical analysis was (37) questionnaires.
The results were analyzed using the Statistical Package for the Social
Sciences (SPSS). Among the most important findings of the study are:
There is no statistically significant effect of the product dimension on
marketing performance at the Uno Water Factory in Khoms.

However, there is a statistically significant effect of the competition
dimension on marketing performance at the Uno Water Factory in
Khoms.

Keywords: Marketing research, marketing performance
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