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Summary: 

This study aims to try to identify the effect of the marketing mix on the dimensions of 

the golden square of marketing in an Algerian institution specializing in the electrical home 

industries, namely the Condor Foundation - Bordj Bou Arreridj - as a mechanism to achieve a 

competitive advantage by improving the image of the institution among its customers and 

working to position it in their minds, thus achieving their satisfaction and gain Their loyalty. 

This study attempted to present the most important concepts of the elements of the 

marketing mix and the dimensions of the golden square of marketing, as well as an attempt to 

identify the extent of the influence of the independent variable that is the elements of the 

marketing mix with its four elements (product, price, promotion, distribution) on the dependent 

variable which is the golden square of marketing with its four dimensions ( Mental image, 

positioning, satisfaction, loyalty), and in order to achieve the objectives of the study, a 

questionnaire was distributed to a sample of Condor devices - Bordj Bou Arreridj - After that, 

(245) questionnaires were collected, in order to arrive at a set of results and analyze them by 

following the descriptive analytical method, using the (SPSS) program. The marketing mix has 

achieved the aforementioned dimensions, as well as the existence of a statistically significant 

effect of the independent variable on the dependent variable at the level of significance (0.05). 

Key words: Marketing, Marketing Mix, Condor Foundation, Marketing Golden Square 

Dimensions. 
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