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SCIMAT 

 

Abstract: 
The aim of this research is to study the environmental challenges and their effect on marketing performance in 

enterprises, relying on a case study curried out in the Algerian cement company of Batna (scimat). The study came up 

with many results, the most important of them, is the existence of several environmental challenges that have great 

effects on marketing performance which are considered as pressures on enterprises and must be reduced. 

Keywords : marketing performance, environmental challenges, industrial enterprises, Algerian cement company.  
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