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The Importance of Performance Marketing Orientation From Holistic Marketing Point of View             
To Achieve Sustainable Development Requirements The case of Air Algérie 

 

 

Abstract: This paper aims to highlight the importance of Performance Marketing orientation from 
Holistic Marketing point of view to achieve sustainable development requirements. Where 
Performance Marketing aims to achieve a balance between the profit orientation i.e. by attaining 
financial goals on the one hand, and on the other seeks to contribute to the achievement of social 
welfare and minimize the negative effects on the environment resulting from the activities of the 
institution. This paper has been based on a theoretical and applied perspective using the case study 
method.
The results show a positive correlation between Performance Marketing Orientation and 
Sustainable Development, via the adoption of a culture based on the principles of social and 
environmental responsibility. 
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Q1-Q5Cronbach Alpha

.2644417Average interitem covariance

5Number of items in the scale

0.6065Scale reliability coefficient

                                           
 

1 



 
 

- 48 - 

 



__________

 

 
 

- 49 - 

  



 
 

- 50 - 

 

 
1 Kotler, P., & Keller, K. L. (2016). Marketing management (15th Global ed). England: Pearson. 
2 Persons, O. (2012). Incorporating corporate social responsibility and sustainability into a business course: a shared 
experience. Journal of Education for Business, 87(2), 63-72. 
3 Baumgartner, R., & Ebner, D. (2010). Corporate sustainability strategies: sustainability profiles and maturity levels. 
Sustainable Development, 18(2), pp. 76-89.  
4  Poter, M. E., & Kramer, M. R. (2011). Creating shared value: How to reinvent capitalism-unleash a wave of 
innovation and growth. Harvard Business Review, 89, 63-77. 
5 Sofiane Hamadouche (2020). The Importance of Top Management Support in Building a Responsible and Sustainable 
Corporation: A Case Study of Dubai Civil Aviation Authority, Strategy and Development Review, 10(1), Algérie: 
Abdelhamid Ibn Badis, PP171-189,  Visité:10/01/2020,  https://www.asjp.cerist.dz/en/article/105680. 

6 Epstein, M., & Buhovac, A. R. (2017). Making sustainability work: best practices in managing and measuring 
corporate social, environmental, and economic impacts. 
7 Kotler, P., & Armstrong, G. (2012). Principles of marketing 14th edition. New Jearsey: Pearson Education Inc. 



__________

 

 
 

- 51 - 

 

 
8   

9Air France

10 The Importance Adoption of Corporate 
Social Responsibility for Sustainable DevelopmentGlobal Journal of Economic and Business4274286

11  :        
  

12  Crosby, L. A., & Johnson, S. L. (2001). High performance marketing in the CRM era.  Marketing 
Management, 10(3), 10. 

13

14 Lamberti, L., & Noci, G. (2010). Marketing strategy and marketing performance measurement system: Exploring the 
relationship. European Management Journal, 28(2), 139-152.  
15 Rémillard, D., & Wolff, D. (2009). Le développement durable. Revue française de gestion, (4), 29-43. 
16 Pesqueux, Y. (2012). L'utopie d'un modèle de l'" organisation innovatrice et durable". 
17 Persais, É. (2004). Les rapports. Revue française de Gestion, (5), 167-197.  
18 -  2ème Congrès 
TRANSFORMARE, 25.  

19 Acquier, A. (2008, May). Développement durable et management stratégique: piloter un processus de transformation 
de la valeur. In  
20  Kolk, A., & Van Tulder, R. (2010). International business, corporate social responsibility and sustainable 
development. International business review, 19(2), 119-125.  

21  Acquier, A., & Aggeri, F. (2015). Une généalogie de la pensée managériale sur la RSE. Revue française de 
gestion, 41(253), 387-413. 
22 

ploi  
23 Jounot, A. (2004). Le développement durable: 100 questions pour comprendre et agir. AFNOR.  
24  Reynaud, E. (2008). La responsabilité sociale de l'entreprise à l'épreuve de l'Europe. Revue française de 
gestion, 34(180), 109.  
25 Bouyoud, F. (2010). Le management stratégique de la responsabilité sociale des entreprises (Doctoral dissertation).  
26 Stubbs, W., & Schapper, J. (2011). Two approaches to curriculum development for educating for sustainability and 
CSR. International. Journal of Sustainability in Higher Education. 
27  Pirnea, I. C., Olaru, M., & Moisa, C. (2011). Relationship between corporate social responsibility and social 
sustainability. Economy Transdisciplinarity Cognition, 14(1), 36. 

28             
     -

https://www.asjp.cerist.dz/en/article/98547

29 Becker-Olsen, K. L., Cudmore, B. A., & Hill, R. P. (2006). The impact of perceived corporate social responsibility 
on consumer behavior. Journal of business research, 59(1), 46-53 
30 Porter, M. E., & Kramer, M. R. (2006). Strategy and society: the link between corporate social responsibility and 
competitive advantage. Harvard business review, 84(12), 78-92. 
31 Berry, L. L. (2007). The best companies are generous companies. Business Horizons, 50(4), 263-269.  

32 Inoue, Y., & Lee, S. (2011). Effects of different dimensions of corporate social responsibility on corporate financial 
performance in tourism-related industries. Tourism Management, 32(4), 790-804 
33 Fernandes, V., & Akono, D. (2011). Impacts du développement durable sur les choix de relocalisation: une approche 
exploratoire.  
34 Husted, B. W., & Allen, D. B. (2007). Strategic corporate social responsibility and value creation among large firms: 
lessons from the Spanish experience. Long range planning, 40(6), 594-610.  
 
 
 



 
 

- 52 - 

 

 


