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 داءـــــــــالإه
 

 الله ثب١ٌٙجخ ٚاٌٛلبس ... ٍٍٗاٌٟ ِٓ و
  ..... ػٍّٕٟ اٌؼطبء ثذْٚ إٔزظبسإٌٝ ِٓ 

 إفزخبس .....  ثىًأؽًّ  أعّٗ  إٌٝ ِٓ 
عٛ ِٓ الله أْ ٠ّذ ِٓ ػّشن ٌزشٜ صّبسا لذ ؽبْ لطبفٙب سأ

ثؼذ طٛي إٔزظبس ٚعزجمٝ  وٍّبره ٔغَٛ ا٘زذٞ ثٙب ا١ٌَٛ ٚفٟ 
اٌغذ ٚإٌٝ الأثذ

 "واندي انعزيز"
 

إٌٝ ِلاوٟ فٟ اٌؾ١بح ِؼٕٝ اٌؾت ِؼٕٝ اٌزفبٟٔ ٚاٌؾٕبْ  إٌٝ 
ٔغبؽٟ  ثغّخ اٌؾ١بح ٚعش اٌٛعٛد إٌٝ ِٓ وبْ دػب٘ب عش

 ٚؽٕبٔٙب ثٍغُ عشاؽٟ .
انحبيبت أيي
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Abstract 

The study dealt with the ethical responsibility of marketing and its impact 

on consumer satisfaction, consumer case for soft drinks in the2016 by 

mandate Khartoum study. 

The most study the problem in the lack of stimulation of ethical 

development among employees, consumers and ignored the role in 

positively impact on businesses in order to push it towards the adoption 

of plans and programs of  ethical responsibility and social grabbed a 

study critical to help determine the dimensions of the  ethical 

responsibility of marketing in Sudanese companies, as well as designed to 

contribute to filling the research gap relating to adopt the moral 

responsibility of marketing and satisfaction, consumer Radi morally 

responsible for the company's ethics Is. ? 

Find and follow the curriculum descriptive  and analysis of the 

questionnaire and the study found a set of results supported thee 

hypotheses and recall some of the results: 

the study confirms that the ethical dimensions of marketing responsibility 

sincerity promotional messages, and the sincerity of the information  and 

the company's contribution to the development of society. The existence 

of a strong relationship and his exploits on consumer satisfaction that any 

consumer satisfied all of satisfaction with the company's ethics and 

everything provided by the company except price. 

 Among the recommendations: 

 company's commitment to the truth and accuracy prices offered to the 

consumer, and also provide programs and political plans of seminars to 

educate the consumer and notice that there are points of institutions can 

be resorted to in case it gets deception and extortion, and also that the 

organization is committed to a policy of uniform and specific pricing for 

products to suit the per capita income of before republic  there are strict 

censorship penalty for those who violate the law. 
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1
 .الاثؼبد اٌزغ٠ٛم١خ ٌٍّغؤ١ٌٚخ الإعزّبػ١خ ٌٍّٕظّبد ٚأؼىبعٙب ػٍٟ سضب اٌّغزٍٙه.6442اٌغبٌٟ ٚاٌؼبِشٞ  
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1
 6414غبٚٞ ,الاثؼبد الاخلال١خ اٌزغ٠ٛم١خ ٌٍّغؤ١ٌٚخ الإعزّبػ١خ وّب ٠ذسوٙب اٌّغزٍٙه اٌفٍغط١ٕٟ ٠بع١ّٓ ؽ 
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1
اٌغٕخ إٌج٠ٛخ,عبِؼخ ػلاِخ إلجبي اٌّفزٛؽخ عغبد أؽّذ ثٓ ِؾّذ أفضً ,اٌّغؤ١ٌٚخ الاخلال١خ ٚالش٘ب ػٍٟ اٌفشد ٚاٌّغزّغ فٟ ضٛء  

 11ثبوغزبْ ,ِٕشٛسح,١ًٌٕ دسعخ اٌذوزٛساٖ,ص,6444\19و١ٍخ اٌٍغخ اٌؼشث١خ ٚاٌذساعخ الاعلاِخ ,
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1
١ِغْٛ ِؾّذ ػجذ اٌمبدس ِششف ,اٌزفى١ش الاخلالٟ ٚػلالزٗ ثبٌّغؤ١ٌٚخ الإعزّبػ١خ ٚثؼض اٌّزغ١شاد ٌذٜ طٍجخ عبِؼخ الاعلا١ِخ  

 161َ,ِٕشٛسح ,ص6444-1914ٖثغضح,١ًٌٕ دسعخ اٌّبعغز١ش ,عبِؼخ الاعلا١ِخ ثغضح و١ٍخ اٌزشث١خ )ػٍُ ٔفظ(,
 114غْٛ ِؾّذ ػجذ اٌمبدس,ٔفظ  اٌّشعغ عبثك ,ص١ِ 2
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 14عغبد اؽّذ ثٓ ِؾّذ افضً. ِشعغ عبثك ص 1



4 
 

 

 



4 
 



14 
 



11 
 



16 
 



11 
 



19 
 

                                                           
1
 13عغبد أؽّذ , اٌّشعغ عبثك ,ص 
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1
 11.  ص6419\6\11ِٕشٛسح,ربس٠خ إٌشش: .,اٌّغئ١ٌٛخ ػٓ اٌغٍٛن الاخلالٟ اؽّذ اٌخبٟٔ .  
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(1 )9ٔفظ اٌّشعغ عبثك ,ص اؽّذ اٌخبٟٔ ,   

2
 14مبدس  ,ِشعغ عبثك ص, ١ِغْٛ ِؾّذ ػجذ اٌ 
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1
 ١ِ14غْٛ ِؾّذ ػجذ اٌمبدس , ِشعغ عبثك,ص 
2
 

2
 ١ِ66غْٛ ِؾّذ ػجذ اٌمبدس ,ِشعغ عبثك ,ص 
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1
 ١ِ12غْٛ ِؾّذ ػجذ اٌمبدس , اٌّشعغ عبثك ,ص 
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1
 ١ِ16غْٛ ِؾّذ ػجذ اٌمبدس , اٌّشعغ عبثك ,ص 
2
 ١ِ16غْٛ ِؾّؼ ػجذ اٌمبدس , اٌّشعغ عبثك ,ص 
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1  . http://www.abahe.co.uk/the-executive-management-enc/64124-social-responsibility-

corporate-ethical-responsibility.html(  
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1
 6اؽّذ خبٟٔ ,ِشعغ عبثك ,ص 
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1
 33عغبد اؽّذ ,ِشعغ عبثك ,ص 
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Societa Marketing

 

Social Criticisms of Marketing
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1
 1اؽّذ خبٟٔ ,ِشعغ عبثك,ص 
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1
 
.
ّبػ١خ فٟ ِٕظّبد الاػّبي اٌخذ١ِخ:ثؾش ِمذَ اٌٟ )ؽ١ّذ ػجذ إٌجٟ اٌطبئٟ،اطبس ِفب١ّٟ٘ لاخلال١بد اٌزغ٠ٛك ٚاٌّغؤ١ٌخ الإعز 

-16اٌّؤرّش اٌؼٍّٟ اٌغٕٛٞ اٌغبدط ٌى١ٍخ الالزظبد ٚاٌؼٍَٛ الاداس٠خ إٌّؼمذ رؾذ شؼبس)اخلال١بد الاػّبي ِٚغزّغ اٌّؼشفخ(ٌٍفزشحِٓ

 ِٕشٛسح(‘1‘6442‘و١ٍخ الالزظبد ٚاٌؼٍَٛ الاداس٠خ‘،عبِؼخ اٌض٠زٛٔخالاسد١ٔخ الا١ٍ٘خ١ٔ6442غب14ْ
2
 ١ِ113غْٛ ِؾّذ ػجذ اٌمبدس ,ِشعغ عبثك .ص 
3
.٠بع١ّٓ ؽغبٚٞ ,الاثؼبد الاخلال١خ اٌزغ٠ٛم١خ ٌٍّغؤ١ٌٚخ الإعزّبػ١خ وّب ٠ذسوٙب اٌّغزٍٙه اٌفٍغط١ٕٟ ,عبِؼخ إٌغبػ اٌٛطٕٟ و١ٍخ  

 61,ص6411-6414الالزظبد ٚاٌؼٍَٛ الاداس٠خ رخظض رغ٠ٛك ,
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1
 ٠14بع١ّٓ ؽغبٚٞ ,ٔفظ اٌّشعغ عبثك,ص 
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1
 34ْ ِؾّذ ػجذ اٌمبدس ,ِشعغ عبثك ,ص١ِغٛ 
2
,الاثؼبد اٌزغ٠ٛم١خ ٌٍّغؤ١ٌٚخ الإعزّبػ١خ ٌٍّٕظّبد ٚأؼىبعؼب ػٍٟ سضب اٌّغزٍٙه , ,عبِؼخ اٌّغزٕظش٠خ  فؤاد ِؾّذ ؽغ١ٓ اٌؾّذٞ 

 94, ِٕشٛسح ,ص6441و١ٍخ الاداسح الزظبد,١ًٔ اٌذوزٛساٖ ,
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 ٠.14بع١ّٓ ؽغبٚٞ ,ٔفظ اٌّشعغ اٌغبثك ,ص  
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1
بْ ٔٛس اٌذ٠ٓ ,عٛدح اٌخذِبد ٚاصش٘ب ػٍٝ سضب اٌؼّلاء,عبِؼخ ِؾّذ اثٛ ض١بف اٌّغ١ٍخ و١ٍخ الالزظبد ٚػٍَٛ اٌزغ١١ش ٚاٌؼٍَٛ ثٛػذٔ 

 111,ِٕشٛسح ,ص6446اٌزغبس٠خ ,
2
لاس٠ٛط اصش اٌؼلاِخ اٌزغبس٠خ ػٍٟ سضب اٌّغزٍٙه ,٠غشا عبثش اٌطب٘ش اٌش١خ ,عبِؼخ اٌخشطَٛ و١ٍخ اٌؼٍٛ الاداس٠خ ,١ًٌٕ دسعخ اٌجى 

 14,ص6416,ِٕشٛسح,

 
3
 119ثٛػذٔبْ ٔٛس , ٔفظ اٌّشعغ عبثك ,ص 
4
 ٠14غشا عبثش اٌطب٘ش اٌش١خ,ِشعغ عبثك ,ص 
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1
رغ٠ٛك اٌخذِبد اٌجٕى١خ ٚاصش٘ب ػٍٟ سضب اٌضثْٛ , ,ِؼٙذ اٌؼٍَٛ الالزظبد٠خ اٌزغبس٠خ ػٍٛاٌزغ١١ش ,١ًٌٕ اٌّبعزش  ػجذاد ع١ٍّخ, 

 14ص36,ص6416-6411,ِٕشٛسح ,
2
 14ؾّذ ؽغ١ٓ اٌؾّذٞ ,ِشعغ عبثك ,صفؤاد ِ 



11 
 

                                                           
1
 119ثٛػذٔبْ ٔٛس اٌذ٠ٓ ,اٌّشعغ اٌغبثك ,ص 

 اٌغٛدح اٌّذسوخ 

 اٌغٛدح اٌّزٛلؼخ
 اٌشضب رطٛسٞ 

)رغ١١ش ِغ 

 اٌشضب اٌزارٟ اٌضثبئٓ(

 )ادسان اٌؼ١ًّ(

 اٌشضب إٌغجٟ  

 )ِزؼٍك ثبٌزٛلؼبد(
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1
 114ثٛػذٔبْ ٔٛس اٌذ٠ٓ ,ٔفظ اٌّشعغ عبثك ,ص 
2
 34ػجذاد ع١ٍّخ ,ِشعغ عبثك ,ص 
3
 34ػجذاد ع١ٍّخ,ِٓ ٔفظ اٌّشعغ اٌغبثك ,ص 
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1
 144ثٛػذٔبْ ٔٛس اٌذ٠ٓ ,ِشعغ عبثك,ص 
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1
 44ثك ,صثٛػذٔبْ ٔٛس اٌذ٠ٓ ,ٔفظ اٌّشعغ عب 
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1
 141اثٛػذٔبْ ٔٛس اٌذ٠ٓ , اٌّشعغ عبثك ,ص 

ِغز٠ٛبد رٛلؼبد 

 اٌؼّلاء 

ِغز٠ٛبد اٌخذِخ 

 اٌّشغٛثخ 

 ِٕطمخ اٌزؾًّ
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1
 141اثٛػذٔبْ ٔٛس اٌذ٠ٓ , ٔفظ اٌّشعغ عبثك ,ص 
2
 144ص٠14غشاعبثش اٌطب٘ش اٌش١خ,ِشعغ عبثك ,ص , 
.23ػجذاد ع١ٍّخ ,ِشعغ عبثك ,ص3
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1  144ثٛػذٔبْ ٔٛس اٌذ٠ٓ ,ٔفظ اٌّشعغ عبثك ص 

2
 

2
 111ثٛػذٔبْ ٔٛس اٌذ٠ٓ ,ٔفظ اٌّشعغ ,ص 
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ٚوزٌه ل١بط ِزغ١شاد اٌذساعخ  ،بً ٌّٕٙظ ِٚغزّغ اٌؼ١ٕخ اٌذساع١خ٠زٕبٚي ٘زا اٌفظً ػشض

عزخذِذ فٟ رؾ١ًٍ إٌزبئظ ّٚٔٛرط اٌذساعخ ٚفشض١بد اٌذساعخ.إٚاٌّؼبٌغبد الإؽظبئ١خ اٌزٟ 

ServequalParasuraman

 ١خ اٌزغ٠ٛم١خ ٟٚ٘:ٚلذ رٛطً إٌٝ اسثؼخ ِؾذداد ٌٍّغؤ١ٌٚخ الأخلال

طذق الأعؼبس. .

طذق اٌشعبئً اٌزش٠ٚغ١خ. .

طذق اٌّؼٍِٛبد. .

ِغبّ٘خ اٌششوخ فٟ ر١ّٕخ اٌّغزّغ. .

 

31

                                                           
1
 14ع١ّٓ ؽغبٚٞ ,ِشعغ عبثك,ص٠ب 

انًسؤونيت الأخلاقيت 

 :انتسىيقيت

صدق انرسائم -صدق الأسعار

-صدق انًعهىياث-انترويجيت

يساهًت انشركت في تنًيت 

 انًجتًع

 

 رضا انًستههك  



93 
 

 

1

2

3

4

 . اٌىزت ٚاٌّشاعغ 

 ٌزٟ ٌٙب ػلالخ ثّٛضٛع اٌذساعخ.اٌذساعبد ٚاٌجؾٛس اٌغبثمخ ٚا 

 .الإٔزشٔذ 
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 اٌج١بٔبد اٌشخظ١خ



36 
 

 



34 
 

 

Component  

1 2 3 4 5  

  .791   Price1 

  .776   Price3 

  .584   Price4 

    .837 Promotion1 

    .761 Promotion2 

   .692  Information4 

   .803  Information5 

 .663    Development2 

 .781    Development3 

 .730    Development5 

.652     satisifaction1 

.759     satisifaction2 

.815     satisifaction3 

.646     satisifaction4 

.700     satisifaction5 

62.501 

.704 

619.568 
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Root Mean Square Error of Approximation (RMSEA) 

 Normed Fit Index (NFI) مؤشرالمطابقةالمعياري4-

Comparative Fit Index  (CFI) مؤشرالمطابقةالمقارن-5
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Incremental Fit Index (IFI)مؤشرالمطابقةالمتزايد -6

Tucker-Lewis Index (TLI)مؤشرتىكرلىيس -7
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Measure Estimate Threshold Interpretation 

CMIN 114.414 -- -- 

DF 80 -- -- 

CMIN/DF 1.430 Between 1 and 3 Excellent 

CFI 0.936 >0.95 Acceptable 

SRMR 0.060 <0.08 Excellent 

RMSEA 0.050 <0.06 Excellent 

PClose 0.490 >0.05 Excellent 

Cutoff Criteria* 

Measure Terrible Acceptable Excellent 

CMIN/DF > 5 > 3 > 1 

CFI <0.90 <0.95 >0.95 

SRMR >0.10 >0.08 <0.08 

RMSEA >0.08 >0.06 <0.06 

PClose <0.01 <0.05 >0.05 



29 
 

Cronbach’s alpha
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 Promotion Information Price Development Satisifaction 

Promotion Pearson Correlation 1     

Sig. (2-tailed)      

N 175     

Information Pearson Correlation .277
**

 1    

Sig. (2-tailed) .000     

N 175 175    

Price Pearson Correlation -.125 .513
**

 1   

Sig. (2-tailed) .099 .000    

N 175 175 175   

Development Pearson Correlation .028 .407
**

 .218
**

 1  

Sig. (2-tailed) .713 .000 .004   

N 175 175 175 175  

Satisifaction Pearson Correlation .322
**

 .636
**

 .292
**

 .626
**

 1 

Sig. (2-tailed) .000 .000 .000 .000  

N 175 175 175 175 175 

**. Correlation is significant at the 0.01 level (2-tailed). 
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 طذق الاعؼبس

طذق اٌشعبٌخ 

 اٌزش٠ٚغ١خ

طذق 

 اٌّؼٍِٛبد

 ر١ّٕخ اٌّغزّغ

 سضب اٌّغزٍٙه
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 اٌّزغ١ش اٌزبثغرضا انًستههك غزمًاٌّزغ١ش اٌّ\انًسؤونيت الاخلاقيت 

 



61 
 

   

Estimate S.E. C.R. P Label 

satisfaction <--- Promotion .297 .076 3.921 *** par_7 

satisfaction <--- Information .641 .110 5.839 *** par_8 

satisfaction <--- Price .036 .093 .388 .698 par_9 

Satisfaction <--- Development .380 .043 8.769 *** par_10 
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 صدق الاسعار

  اوافق انعبارة انرقى

 بشده

   اوافق لا اوافق لا يحايد اوافق

 بشده

اشزشٞ إٌّزغبد ٚفك الاعؼبس اٌّضجزخ  1

 ػ١ٍٙب

 

     

رضج١ذ  الاعؼبس ػٍٟ إٌّزظ  ٠غبػذ ػٍٟ  6

 ِٕغ الاعزغلاي 

     

رضج١ذ اٌغؼش ػٍٝ  إٌّزظ ٠ؾ١ّه ِٓ   1

 اٌغش

     

      ِٓ  اٌضشٚسٞ رغؼ١ش إٌّزغبد 9

 سائل الترويجيةصدق الر                                  

  اوافق انعبارة انرقى

 بشده

   اوافق لا اوافق لا يحايد اوافق

 بشده

رؼزجش اٌّؼٍِٛبد اٌّمذِخ فٟ الاػلأبد  3

 طبدلخ

 

     

      رمذَ اٌششوخ اػلأبد ٚاضؾخ 2

      افضً اٌششوخ اٌزٟ لا رغ١ش ػشٚضٙب 6

ا١ًِ ٌٍزؼبًِ ِغ اٌششوخ ٌذ٠ٙب اوضش ِٓ  4

 ٠ظ             طش٠مخ ٌٍزشٚ
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 صدق المعلىمات                                  

  اوافق انعبارة انرقى

 بشده

 لاوافق اوافق لا يحايد اوافق

 بشده 

ارؼبًِ ِغ اٌجبئغ اٌزٞ ٠مذَ ِؼٍِٛبد  4

 طبدلخ ٚٚاضؾخ اصٕبء ثؼذ ػ١ٍّخ اٌج١غ
     

افضً ِٕزغبد اٌششوخ اٌزٟ رٛضؼ  14

 ئ١خ ٌٙباٌم١ّخ اٌغزا
     

ِٓ الاخلاق اْ رٛضؼ وً ِٓ  11

 اٌششوخ ٚاٌجبئغ ربس٠خ ِٚىبْ الأزبط
     

اؽجض اٌزؼبًِ ِغ اٌجبئغ اٌزٞ ٠فٟ  16

 ثبٌزضاِزٗ ٚٚػٛدٖ
     

افضً ششاء إٌّزغبد اٌزٟ ارؼشف  11

 ػٍٟ ِىٛٔبرٙب
     

 مساهمة الشركة في تنمية المجتمع                       

  اوافق انعبارة نرقىا

 بشده

  اوافق لا اوافق لا يحايد اوافق

 بشده 

افضً اٌزؼبًِ ِغ اٌششوبد اٌزٟ  19

 رغبُ٘ فٟ الأشطخ اٌخ١ش٠خ
     

رغبُ٘ اٌششوخ فٟ رٛظ١ف اثٕبء  13

 إٌّطمخ اٌزٟ رؼًّ ثٙب
     

اٌششوخ رؼًّ ػٍٟ رظ١ٕغ ِٕزغبد  12

 طذ٠مخ ٌٍج١ئخ
     

      ٠ك الاخضشرزجغ اٌششوخ اٌزغٛ 16

رمَٛ اٌششوخ ثبٌج١غ ثغؼش ِٕخفض فٟ  18

      ثؼض اٌؾبلاد اٌخبطخ
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 رضا المستهلك

  اوافق انعبارة انرقى

 بشده

  اوافق لا اوافق لا يحايد اوافق

 بشده 

اٌششوخ اٌزٟ ارؼبًِ ِؼٙب رمَٛ  14

 ثبٌّغبػذٖ دائّب 
     

بٍِٟ اشؼش ثبلاس٠ؾ١خ ٚالاِبْ أصٕبء رؼ 64

 ِغ ٘زح اٌششوخ
     

      أب ساضٟ ػٓ رؼبًِ اٌششوخ  61

      اٌؼبٍِْٛ ٌذ٠ُٙ اٌّؼشفخ اٌزبِخ  66

      اٌؼبٍِْٛ ثبٌششوخ ٠ؼبٍِْٛ ثئؽزشاَ  23
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