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ىىأهدافىالبحث: ى ى ى ى ىى ى ى ى ىى
ىىىوؼدفىالبحثىالحاليىإلىىالتطرفىرلى:ى         ى ى ىى ى ى ى ى ى ىى ى ى ىى ى ى ى ى ى ىى ى ى ى ى ىى ى ى ىى

  

 SWOT Analysis 

 STRENGTHS 

 Weaknesses 

 Opportunities 

 Threats 

  

ىىتداؤلاتىالبحث: ى ى ى ى ىى ى ى ى ى ىى
ىىفيىضوءىأهدافىالبحثىصاغىالباحثىالتداؤلاتى ى ى ى ى ى ى ى ىى ى ى ى ى ى ىى ى ى ىى ى ى ى ى ىى ى ى ى ى ىى ى ى ىى ىالآتوظى ى ى ى ىىى:ىى

  

 SWOT Analysis 

 STRENGTHS 

 Weaknesses 

 Opportunities 

 Threats 

  

ىىمصطلحاتىالبحث: ى ى ى ى ىى ى ى ى ى ى ىى
 :”Interactive Marketing “                  التسوٌق التفاعلً

”Mental Image “              الصورة الذهنٍةت

 

ىىىالدراداتىالدابػظى: ى ى ى ى ى ى ىى ى ى ى ى ى ى ىىىى
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 Survey Online  

. 
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ىىإجراءاتىالبحثى ى ى ى ى ىى ى ى ى ى ى ىى
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         اٌّسئىٌىْ الإداسَىْ واٌفُٕىْ

     ػذد الأٔذَخ اٌصحُخ 

ىىأدواتىجمعى ى ى ىى ى ى ى ىىالبوانات:ى ى ى ى ى ى ى ىى
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SWOT Analysis

 
SWOT 

Analysis
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SWOT Analysis
 

 

 

 

 

  :          للاستبٍان         العلمٍت         المعاملاث
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SWOT Analysis

 

        

 0664 0649 0662 0657 0656 0659 0659    

 

        

 0666 0666 0676 0643 0670 0666 0669    

 

      

0663 0668 0667 0673 0669 0662 0662    

 

       

0649 0669 0668 0647 0669 0646 0664    

 

       

0652 0663 0651 0666 0653 0646 0665 0649 0667 0675 
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0646 0655 0648 0651 0652 0652 0653 0660 0656 0647 

        

0646 0644 0650 0642 0654 0660 0656 0649 0652 0667 

         

0642 0650 0662 0645 0652 0666 0661 0646 0669 0654 

         

0663 0666 0661 0666 0658 0669 0659 0654 0649 0647 

          

0644 06630653        

  

  

SWOT 
Analysis 
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SWOT 
Analysis 

 

 البحث:  ثخطوا
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ىصائوظىالمدتخدمظى:الأدالوبىالإح
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ىررضىالنتائجىوتغدورهاىومناقذتؼاى:
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ىالإجابظ ى ى ى ى ىرلىىىى ى ىالتداؤلىىى ى ى ى ى ى ىالأولىىى ى ى ىوالذيىىى ى ى ى ىونصىىى ى ىرلىىىى ى ىى:ىىى

 اٌؼجبساد َ
اٌىصْ  لا اٌٍ حذ ِب ٔؼُ

 إٌسجٍ
إٌسجخ 
اٌّئىَخ 

% 
 2وب

ت
تُ

تش
اٌ

 

 %  %  % 

 
سب  ٍَ تٌفبػٍ تٌسىَك ا ىلغ ا ٓ خلاي اٌّ ػذِ 

جزة   ٌٍ بَظ ش ٍ اٌ صح ٌ اٌ بٕد ٌٍ ُّض  تّ ٍ اٌ الإٌىتشؤ
ذ  ٌَ بّ ذَٓ يالاهت ستفُ  .اٌّ

921 68 91 92.81 2 9.11 721 17.61 91..92 9 

 
تٌشوَج  ٍُخ ا ٓ غشَك ػّ ٍ ػ تٌفبػٍ تٌسىَك ا ا

ٌ اٌ ؤد  ٍَ ٌ ً الإٌىتشؤ بٕد بِد ثبٌ خذ ؼّشفخ ثبٌ بَدح اٌ ص
 ٍ صح بَظٍاٌ ش  .اٌ

9.1 86.81 78 1..81 9 ..81 7.2 61.11 9.7.02 0 

 
اٌتسىَك اٌتفبػٍٍ َىفش اٌتىٍفخ ِٓ خلاي 

خفط ػذد اٌّسئىٌُٓ ػٓ اٌتسىَك وتخفُط 
 .الإػلاْتىبٌُف 

991 16... 19 2..81 2 9.11 790 12.22 971..6 7 

اٌتفبػً واٌؼلالبد اٌجُذح ِغ اٌّستفُذَٓ َسهُ  
.فٍ تىفُش وبفخ سغجبتهُ

928 67... 2. 91.11 7 2.81 722 11.16 910.67 2 

 
اداسح إٌبدٌ اٌصحٍ اٌشَبظٍ ٌذَهب لٕبػخ 
ثعشوسح تطجُك أسٍىة اٌتسىَك اٌتفبػٍٍ 

.اٌّستفُذٌٍَٓتىاصً ِغ 
920 61.11 29 97... 7 2.81 729 11.08 919.87 1 

 8.. 6. 911 96.21 91 9.11 2.61 12.18 

 
 

 : 

 

 

. 
 

.
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     على:     ٌنص       والذي        الثانً         التساؤل     على        الإجابت
SWOT Analysis

STRENGTHS

SWOT Analysis

 اٌؼجبساد َ
 لا اٌٍ حذ ِب ٔؼُ

اٌىصْ 
 إٌسجٍ

إٌسجخ 
اٌّئىَخ 

% 
 2وب

ت
تُ

تش
اٌ

  %  %  % 

تىجذ ػذح ِٕشآد وِؼذاد واِىبٔبد ِتٕىػخ  
 2 16.12 77..6 182 ...97 29 81..1 78 00.11 61  .ثبٌٕبدٌ اٌصحٍ اٌشَبظٍ

 
َتىفش ٌذَٕب ِذسثُٓ رو خجشح ػبٌُخ ثبٌٕبدٌ 

اٌشَبظٍ ِٓ أجً تٍجُخ سغجبد  اٌصحٍ
 .اٌّستفُذَٓ

9.2 86... 19 2..81 91 99.11 160 60.08 61..6 9 

 
َتىفش ٌذَٕب ػٕبصش اٌجُٕخ اٌتحتُخ ٌٍّٕشئبد 

اٌشَبظُخ ِتؼذدح  )الأٌؼبةِثً صبٌخ 
صبٌخ اٌتذٌُه ،  اٌجخبس،حّبَ  الأغشاض،

 . اٌسبؤب ، اٌجبوىصٌ(

02 17.81 22 97.81 18 0..81 218 89.11 21.26 7 

لشة ِىلغ إٌبدٌ اٌصحٍ اٌشَبظٍ ٌٕطبق  
 .اٌّستفُذَٓالبِخ 

11 22... 17 71.11 71 26.81 21. 87.77 96.26 1 

وجىد ِىلغ اٌىتشؤٍ ِتُّض ٌٍتىاصً ِغ  
 .اٌّستفُذَٓ

11 27.81 20 98.81 66 06.81 271 00.11 77.18 0 

 
اٌتىاصً ِغ اٌّستفُذَٓ ثصىس ِختٍفخ 

ٌتحسُٓ ِستىٌ أداء إٌبدٌ اٌصحٍ 
 .اٌشَبظٍ

18 27... 91 99.11 11 87.81 211 01.99 81.66 8 

تٕبست سؼش الاشتشان ِغ ِؼظُ فئبد  
 .اٌّستفُذَٓ

19 2..81 91 99.11 9.2 86... 221 0..61 61..6 1 

  87.77  .2.1 72.21 777 1..22 212 10.82 117 اٌجؼذ الأوي  -اٌّحىس اٌثبٍٔ
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SWOT Analysis

 



 

 

  

- 242 - 

  :     على     ٌنص       والذي        الثانً         التساؤل     على        الإجابت
SWOT Analysis

Weaknesses

SWOT Analysis

 اٌؼجبساد َ

 لا اٌٍ حذ ِب ٔؼُ
اٌىصْ 

 إٌسجٍ

إٌسجخ 

اٌّئىَخ 

% 

 2وب

ت
تُ

تش
اٌ

  %  %  % 

 
هٕبن سىء ٌلإداسح اٌّبٌُخ ثبٌٕبدٌ 

اٌصحٍ اٌشَبظٍ لذ َؤدٌ اٌٍ ػذَ 

 .تحمُك الأهذاف

916 12... 1 8... 1 2... 710 18.88 212.8 9 

 
ػذَ وجىد ثمخ ثُٓ الاداسح واٌؼبٍُِٓ 

واٌؼىس لذ َؤدٌ اٌٍ خًٍ فٍ ِٕظىِخ 

 .اٌؼًّ

996 16.81 26 96.81 7 2.81 797 12... 977.76 1 

 
تجبهً لىح إٌّبفسُٓ ثبٌسىق َؤثش 

 .اٌّستفُذَٓػًٍ الجبي 
999 17... 19 2..81 6 0.11 7.1 61.08 998.12 7 

 
 ُ شؼشه  َٓ ّستفُذَ ٓ ثبٌ ّذسثُ َ اٌ بّ َ اهت ػذ

بّدٌ ضاف اٌ  ثبلاستٕ
11 88... 11 28... 92 6... 161 68... 11.12 0 

 
هٕبن ظؼف فٍ اختُبس اٌىىادس اٌفُٕخ 

 .اٌّتُّضحوالاداسَخ 
922 69.11 29 97... 1 7.81 790 12.22 901.76 2 

 
بّي  ؼٌ ٌٍشىبويالاه ً سشُ ا ٍ لذ تؤثش ػٍ تٌ ً وا ّ

 ٍ ٌ اٌصح بٕد بَظٍثبٌ شٌ  .ا
9.2 86... 21 96... 29 97... 169 67.88 69.76 8 

 
اٌّغبلاح فٍ الاشتشاوبد ولٍخ اٌتٕىع 

 . فُهب
11 88... 2. 91.11 19 2..81 186 69.11 11.27 1 

  66.16 26.1 6.91 68 98.81 910 10.97 161 اٌجؼذ اٌثبٍٔ -اٌّحىس اٌثبٍٔ
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 : 

SWOT Analysis

 

 

 

 : على ٌنص والذي الثانً التساؤل على الإجابت
SWOT Analysis

Opportunities
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SWOT Analysis

 اٌؼجبساد َ

 لا اٌٍ حذ ِب ٔؼُ
اٌىصْ 

 إٌسجٍ

إٌسجخ 

اٌّئىَخ 

% 

 2وب

ت
تُ

تش
اٌ

  %  %  % 

 
 

         

 

 
         

 
 

         

 

 

         

 

 

         

 

 

         

 

 

         

  12..8 9191 .70.1 762 20.71 281 26.81 1.9 اٌجؼذ اٌثبٌث -اٌّحىس اٌثبٍٔ
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 : 

SWOT Analysis

.

 

 

  :     على     ٌنص       والذي        الثانً         التساؤل     على        الإجابت
SWOT Analysis
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Threats

SWOT Analysis

 اٌؼجبساد َ

 لا اٌٍ حذ ِب ٔؼُ
اٌىصْ 

 إٌسجٍ

إٌسجخ 

اٌّئىَخ 

% 

 2وب

ت
تُ

تش
اٌ

  %  %  % 

 

. 
         

 

. 
         

 . 
         

 

.

         

 

.
         

 

. 

         

 

. 
         

  19.11 2618 7.01 76 0..90 906 16..6 677 اٌجؼذ اٌشاثغ -اٌّحىس اٌثبٍٔ



 

 

  

- 247 - 

 

 : 

SWOT Analysis

 

     على:     ٌنص       والذي        الثالث         التساؤل     على        الإجابت
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 اٌؼجبساد َ

 لا اٌٍ حذ ِب ٔؼُ
اٌىصْ 

 إٌسجٍ

إٌسجخ 

ّئىَخ اٌ

% 

 2وب

ت
تُ

تش
اٌ

  %  %  % 

 
. 

         

 

. 

         

 

. 

         

 
.

         

 

.

         

 
. 

         

 

. 
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 اٌؼجبساد َ

 لا اٌٍ حذ ِب ٔؼُ
اٌىصْ 

 إٌسجٍ

إٌسجخ 

ّئىَخ اٌ

% 

 2وب

ت
تُ

تش
اٌ

  %  %  % 

. 

 
. 

         

 

. 

         

  17.68 7281 .9.6 21 .99.6 911 .68.7 9218 اٌّحىس اٌثبٌث

 

 

 
 

ىىالادتخلاصات: ى ى ى ى ى ى ى ىى
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SWOT Analysis
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abstract 

Interactive marketing and its role in forming the mental image 
 of sports health clubs in the governorates of northern Upper Egypt 

D / Amr Gamal  Nafee Ibrahim   

The current research aims to identify the objectives of marketing and 

the reality of interactive marketing for sports health club services. It also 

aims to develop mechanisms to enhance interactive marketing to improve 

the mental image of sports health clubs in the northern Upper Egypt 

governorates. The researcher used the descriptive approach, and the 

research community consisted of administrative and technical officials 

working in some health clubs Sports in the governorates of North Upper 

Egypt (Assiut - Minya - Beni Suef - Fayoum) numbering (845   ) individuals 

from (63  ) sports health club (under research). (081   ) individuals with a 

percentage of (% 3.76    ). The researcher used data collection tools from an 

analysis of documents, records, personal interviews, and an interactive 

marketing questionnaire and its role in forming the mental image of sports 

health clubs in the governorates of northern Upper Egypt, and the most 

important results were a set of strengths and points Weaknesses, 

opportunities and threats within sports health clubs, which indicates that 

what is happening in the reality of the internal and external environment of 

health clubs in general is not This is evident in the health clubs' need for the 

availability of infrastructure elements for the facilities, and the health club 

needs to have a distinguished website to communicate with the 

beneficiaries, and the subscription price is not proportional to most 

categories of beneficiaries, in addition to the difficulty of administrative 

procedures for licensing the sports health club and evaluation One of the 

most important recommendations was to quickly announce all new services 

provided in the sports health club through interactive marketing methods, 

and to cooperate with some sports institutions in the surrounding 

community to attract the largest number of beneficiaries, in addition to 

preparing a comprehensive study of the surrounding environment. In the 

sports health club by conducting a survey of the opinions of customers and 

beneficiaries from time to time regarding the quality of service and its 

development. 

Lecturer, Department of Sports Management - Faculty of Physical Education - Minia University 


