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Abstract

The Impact of Marketing Mix Elements of Optical Medical

Products on Its Marketing Performance in Jordan

Prepared by
Nezar Rafiq Hasan Damati

Supervised by
Prof. Abdel Bari Ibrahim Durra

The purpose of this thesis is to reveal the impact of marketing mix elements through
showing the impact of (Optical Medical Product, Pricing, Promotion, and Distribution) on
its marketing performance in Jordan.

The researcher applies the quantitative research approach through conducting the
descriptive analytical approach to describe the study variables and test hypothesis.

In order to achieve the study objectives, the researcher designs a questionnaire to
gather primary information from the study sample which consists of (108) optical company
and center in Jordan. The study concludes the followings:

e There is no significant statistical impact of optical medical product characteristics on
its marketing performance in Jordan market.

o There is significant statistical impact of pricing decisions of optical medical products
on its marketing performance in Jordan market.

e There is no significant statistical impact of optical medical products' promotion on its
marketing performance in Jordan market.

e There is significant statistical impact of optical medical products' distribution on its
marketing performance in Jordan market.



® There is significant statistical impact of marketing mix elements of optical medical
products on its marketing performance in Jordan market through only two elements:
the pricing and distribution.

The study offers some recommendations, mainly, it recommends that optical
manufacturing and trade companies should focus on the characteristics of optical
medical products, and should follow effective promotional activities. Also the study
recommends to educate marketing principles subject for optometry course students.
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