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                                                     Summary  

          This thesis aims at discussing the relationship between marketing knowledge (MAK) and 

marketing performance (MAP) which is considered one of the most popular and potentially 

important marketing concepts. Marketing performance concept has been defined in numbers of 

different ways for a number of different purposes. 

           The purpose of this thesis is to fill the gap in the literature through identifying the marketing 

knowledge which would have effects on marketing performance of customers-based brand equity 

(CBBE) perspective. This study targets the conceptual framework for marketing knowledge through 

its various dimensions including (promotional activities, price activities, logistics activities, product 

innovation, market strategy and customer orientation ) and how to make impact on marketing 

performance according to (Aaker,1996) conceptualization of consumer-based brand equity 

perspective depending on the major asset categories that include (brand awareness, brand 

associations, brand loyalty and perceived quality) in context of marketing knowledge.                                      

To achieve the research purpose, the non-financial approach (brand equity) has been used and a 

descriptive research design was used for this study. Questionnaire has been used in the several 

locations to gather the data. The final samples consist of (71) responders for marketing knowledge 

from Vodafone agents and (71) responders for marketing performance from the customers using 

Vodafone services and products and the data was analyzed with (SPSS) software. The credibility of 

the data is verified by reliability and validity.                                                                                     

             Through the results of the study, we found that marketing knowledge had a statistically 

significant effect on marketing performance of customer-based brand equity (CBBE) perspective.                                                                                                               

              The results of this study contribution is to help managers and stakeholders of 

communication companies to understand the importance of marketing knowledge to achieve a 

higher level of marketing performance through customers approach. Finally, the result of this study 

gives a contribution to the literature regarding the importance of marketing knowledge and 

marketing performance of customer-based brand equity perspective. In addition, it clarifies the 

research gap regarding the variables of the study.       

 

                                                                                          

 


