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Investigating The Mediating Effect Of E-Marketing Capabilities On
The Relationship Between Innovation Orientation And Marketing
Effectiveness

Prepared by:
Haneen Ahmad Almasri
Supervised by:
Prof.Dr. Laith Al-Rubaiee

ABSTRACT

Purpose: The purpose of this study is to investigate the effect of E-Marketing
capabilities as a mediating effect on the relationship between innovation orientation and
marketing effectiveness, the study seeks to provide the importance of E-Marketing
capabilities and innovation orientation to the companies, helping to fill in the gap that

exists in the E-Marketing capabilities literature.

Design/methodology/ approach: A 44 -item survey questionnaire was developed and
250 companies in Amman were selected from the Amman stock exchange as a sample

of this study.

Findings: The study results show the positive direct effect of E-Marketing capabilities
on the relationship between innovation orientation and marketing effectiveness. Also
the result found that there are a positive direct effect between innovation orientation and
marketing effectiveness, and between innovation orientation and E-marketing

capabilities.

Keywords: E-Marketing capabilities, Innovation Orientation, Marketing Effectiveness.



Xl

el ety as il A8dle & 5 SV G gudill il il o 1) 51 L)

Dlac)
Sraall o> 2051 >
O]
)l e HeiSal SlwVl

Aanyal) A2l Lyl aile

aagil) (AR 3 s IV (§guitl) o) Jagus ol AV LAY Auhall 28 Cioa

A
Al Glee Gom A dnnall ISHEN 8 48 i) Adeal)

pend i ( 44) (e 180 Al avenay Bialll Cald Al o3 Calaa) 33 Jal (e
) ¢ Gesmll il a5 i ol 00) (3o Aol Aushall A (e AlsV) il
rus & Ay ) glae G (A Aspadl QIGAN 4 alalal) (ADle b (g)A) Adag
Al (237) e il caling (250)

Leldll e elay) angll jale g dllia lgaal o milill oo Tae Lapall cylil

G b A A 8 Ad el el e g 5N Bagutll H5le fily Ay sl
o ALY e dass i€ 3g 5ST Gapaill i 3gms ) st il L W olee
Ayt leldly el aagill

oY) An gl (A gl Ao 8l ¢ iy SN (G puiill 38 2ialiball LIS



Chapter one : Introduction
1.1 Introduction

1.2 Study Problem and Questions
1.3 Study Significance
1.4 Study Objectives
1.5 Study Hypotheses
1.6 Study Model
1.7 Study Delimitations
1.8 Study Limitation

1.9 Study Operations definitions



1.1 Introduction

In light of rapid evolution of IT and business technology, most companies are seeking
for invaluable outcome such as: competitive advantage, and enhanced customer
satisfaction. Obviously the most effective way to achieve this is by introducing
managers to better utilization and obtaining of E-marketing capabilities, as well as by
improving marketing effectiveness (Solcansky & Simberovl ,2010; Trainor,et al,.
2011). In this dynamic environment when a company needs to improve marketing
effectiveness and to get more from E-marketing capabilities, it should be innovative and
creative.The construct of marketing effectiveness has been extensively discussed in
view of its robust linkage with numerous organizational outcomes such as sustainable,
long-term growth, customer satisfaction, competitive edge, and marketing orientation
(Tuan, 2012). Furthermore, research distinguishes four dynamic forces that drive long-
term marketing effectiveness: consumer response, competitor response, company inertia

and company support(Tuan, 2012).

On the other hand E-Marketing capability support the organization to achieve its goals
and access to competitive advantage and makes it able to compete and achieve customer
satisfaction in a highly competitive and rapidly evolving environment .In the view of
Theodosiou, et al., (2011), the capabilities theory as a constructive extension of the
resource-based view of the firm (RBV), the RBV posits that resources drive the firm's

ability to design, produce, market, and distribute its products and services.

As Trainor,et al.,(2011) study suggest that the assimilation of information technology
(IT) and marketing, commonly referred to as E-Marketing, encompasses a broad set of

interaction-enabling technologies that are frequently used in industrial business-to-



business (B2B) markets including customer relationship management (CRM) software,
sales force automation (SFA), E-commerce websites, and extranets (i.e., private
websites set up specifically for a customer) . In addition, innovation orientation or
innovativeness is the most intelligent way for a company to keep pace with
technological evolution. Innovation offers significant benefits to firms like maintaining

or enhancing market share, and outperforming competitors ( Theodosiou, et al.,(2011).

These observations encouraged a new line of research that emphasizes the need to
complement studying innovation orientation with Marketing effectiveness and add E-

marketing capabilities as a new kind of capabilities.

Based on the foregoing elements ,this study focused on the relationship between
innovation orientation and marketing effectiveness and the effect of E-marketing

capabilities as a mediating factor.

1.2 Study Problem and Questions

After reviewing the previous studies and company reports the researcher found that
there is a gap in studies related to the E-marketing capabilities and innovation

orientation and its importance in achieving marketing effectiveness or efficiency in

performance (Trainor,et al ., 2011 , Milichovsky &Simberova ,2015).

When the company’s choose to adopt E-marketing a few of them try to make changes or
development on the existing capabilities has. On the other hand companies adopt
innovation orientation as an idea but did not know how to apply this idea in their

companies. (Sayre,et al., 2012 , Galante,et al.,2013,Field, et al., 2015 )



According to above this research tried to full the gap in studies and find the effect of
each variable on the other and the relationship between them, then develop
recommendations to help companies to improve marketing effectiveness by developing

E-marketing capabilities and innovation orientation.

The research problem is represented by addressing the main question: What is the
relationship between the E-Marketing capabilities and innovation orientation and

marketing effectiveness ?

Based on the main question ,the study seeks to answer the following sub-questions

Question 1: does innovation orientation affect E-Marketing capabilities?

Question 2 : does innovation orientation affect marketing effectiveness?

Question 3: does E-Marketing capabilities affect marketing effectiveness?

Question 4 : does innovation orientation affect marketing effectiveness through E-
Marketing capabilities as a mediator ?
1.3 Study Significance
The contributions of the research fall in three key areas as following :
First, the result of this study may be useful and of interest to top managers and

marketing managers, because it would reveal the effect of E-marketing capabilities on

the relationship between marketing effectiveness and innovativeness.



Second, this study viewed the important of E-marketing capabilities to the firm , as
Sharma &Sheth ,(2006) suggest, firms need to be early adopters of E-marketing

strategies or they will face competition from entrenched E-marketers.

Finally, this study aimed to fill the obvious gap in literature and its preliminary step to

encourage researchers to undertake further studies, which show the relationship between

E-marketing capabilities and innovation orientation and marketing effectiveness .

1.4 Study Objectives

The main objective of this research is to investigate the mediating effect of E-
marketing capabilities on the relationship between innovation orientation and marketing

effectiveness by achieving the following objectives:

1. To examine the effect of innovation orientation on E-Marketing capabilities.

2. Toexamine the effect of innovation orientation on marketing effectiveness.

3. Toinvestigate the effect of E-Marketing capabilities on marketing effectiveness.

4. To investigate the effect of innovation orientation on marketing effectiveness throw

E-Marketing capabilities as mediator.

1.5 Study Hypotheses

Based on the study problem and questions, this research aims to test the following

hypotheses:



Ha: Innovation Orientation (Technological innovation, Organizational Innovation)

has a positive direct effect on E-Marketing capabilities at level (a < 0.05).

H..1: Innovation orientation (technological innovation, organizational innovation) has a

positive direct effect on human resource at level (a < 0.05).

Hai-2: Innovation orientation (technological innovation, organizational innovation) has a

positive direct effect on business resource at level (a < 0.05).

Hai.3: Innovation orientation (technological innovation, organizational innovation) has a

positive direct effect on IT resource at level (a < 0.05).

H2: Innovation Orientation (Technological innovation, Organizational Innovation)

has a positive direct effect on Marketing Effectiveness at level (o < 0.05).

H>.1: Innovation orientation (technological innovation, organizational innovation) has a

positive direct effect on customer philosophy at level (a < 0.05).

H..2: Innovation orientation (technological innovation, organizational innovation) has a

positive direct effect on operational efficiency at level (a < 0.05).

H..3: Innovation orientation (technological innovation, organizational innovation) has a

positive direct effect on strategic orientation at level (a < 0.05).

H>.4: Innovation orientation (technological innovation, organizational innovation) has a

positive direct effect on adequate marketing information at level (o < 0.05).

H..s: Innovation orientation (technological innovation, organizational innovation) has a

positive direct effect on integrated marketing organization at level (a < 0.05).

Hs: E-Marketing capabilities (Human Resource, Business Resource and IT

Resource) has a positive direct effect on marketing effectiveness at level (o < 0.05).



Hs.1: E-Marketing capabilities (human resource, business resource and IT resource) has a

positive direct effect on customer philosophy at level (o < 0.05).

Ha.2: E-Marketing capabilities (human resource, business resource and IT resource) has a

positive direct effect on operational efficiency at level (a < 0.05).

Ha.: E-Marketing capabilities (human resource, business resource and IT resource) has a

positive direct effect on strategic orientation at level (o < 0.05).

Ha..: E-Marketing capabilities (human resource, business resource and IT resource) has a

positive direct effect on adequate marketing information at level (o < 0.05).

Hs.s: E-Marketing capabilities (human resource, business resource and IT resource) has a

positive direct effect on integrated marketing organization at level (o < 0.05).

Ha: There is indirect effect of innovation orientation on marketing effectiveness

through E-Marketing capabilities as mediator.(a < 0.05).

1.6 Study conceptual model

This model adopted from several studies. The mediating variable E-Marketing
capabilities and his dimensions adopted from (Trainor, Rapp ,Beeitelspacher
,Schillewaert ,2011) study, the independent variable innovation orientation and his two

dimension adopted from (Tuan, 2012 ) and (Kotler,P ,1977) study. And the dependent



variable marketing effectiveness adopted from ( Camarero, Garrido , 2008) and

f *“Mediating variable* X
E-Marketing capabilitics
1. Human Resource
2. Busmess Resource
3. IT Resource
o H4 e,
\_ by, _J
H1 H3
4
\ f * *
Dependent variable
*Independent variable* . o3

Marketing Effectiveness
Innovation Orientation H2 > ’l‘ o Ay
I. Technological Innovation 1. Opesationsl l?ﬁmc.nc_\
. SO 3. Strategic Orientation

2. Organizational Innovation _

4. Adcquate Markcting Information
5. Integrated Marketing Organization
=/ S

(Theodosiou, et al.,2011) study.

Source, adapted from :

- (Tuan, 2012, Kotler,P ,1977); ( Trainor, Rapp ,Beeitelspacher ,Schillewaert ,2011

); ( Camarero, Garrido , 2008, Theodosiou, et al.,2011).

figures (1-1) study conceptual model



1.7 Study Delimitations:

The scope of study deals with the following:
Human delimitations: The study targets top managers and marketing managers
in all the companies listed in Amman stock exchange.

Place delimitations: All the companies listed in Amman stock exchange —in Amman

city.

Time delimitations: This study started in June 2015 and ended in January 2016.

1.8 Study limitation:

1. The study is limited to the top managers, and marketing managers in company .

2. The validity of the research result depend on the perception of top managers in a

company.
3. The lack of company information, address and other details.

4. The study sample is divided into several geographical areas in Amman city, which

make the researcher work more difficult and needs more time to do.
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1.9 Study terms operational definitions

1.9.1 E-Marketing capabilities :

The company's ability and efficiency in using the information technology and internet

to interact with customers and access to their satisfaction.

For the purpose of this study will includes the following three dimensions : human

resource, business resource, IT resource( Trainor,et al.,2011).

1. Human Resource: human resources are now viewed as a source of competitive
advantage, with a high-quality workforce and highly developed employee skills,
distinctive organizational cultures, management processes, and systems that enable
organizations to compete on the basis of market responsiveness, differentiated
products, technological innovation and product and service quality. (Kalyani &

Sahoo 2011 ,Shah, et al., 2016, Jalloh, et al., 2016 )

2. Business Resource: view which technology is integrated throughout the
organization, and management’s plan to integrate a new capability into the overall

business process of a firm as a form of business resource ( Trainor, et al.,2011).

3. IT Resource: It represents a firm's implementation and usage of a specific set of E-
Marketing technologies like (intranets, extranets, customer relationship(CRM), E-
commerce websites that offer sales transaction) that can facilitate rich dialogs and

interactions with customers (Trainor,et al.,2011 ).

Marketing effectiveness : The ability to efficiently implement marketing plans and

achieve optimum quality to get the desired results in a period of time.
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For the purpose of this study will includes the following five dimensions: Customer
philosophy, Operational efficiency, Strategic orientation, Adequate marketing
information, Integrated marketing organization ( Tuan,2012). This item will be mention in

the questioner from (1-24).

Innovation Orientation: Company’s dedication to innovate and adopted new
technology and its ability to change and implement new, modern, and innovative
resources, skills and information systems. This item will be mention in the questioner from

(25-34).

For the purpose of this study will includes the following two dimensions ( Camarero
,Garrido ,2008): technological innovation, organizational innovation. This item will be

mention in the questionnaire from (35-44).

Technological innovation: It is defined as a new product, processes and significant

technological changes in product and processes.

Organizational Innovation: Be the development of a new method in business practices,
external relations and workplace organization, and it is a competitive advantage to the

company.



Chapter Two : Literature review
2.1Introduction
2.2 Theoretical Framework

2.3 previous Studies

12
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2.1 Introduction

This chapter reviews the related literature and previous relevant studies. This includes
related literature about E-marketing capabilities, marketing effectiveness and innovation
orientation. The last section contains an overview of the previous studies concerning the

same research problem or have same study variables.

2.2 Theoretical Framework

2.2.1 E-Marketing Capabilities :

E-marketing capabilities has been defined as : ‘fepresents a firm's competence in using

the Internet and other information technologies to facilitate rich interactions with
customers” ( Trainor,et al.,2011). However most of the researchers explained the
importance of marketing capabilities and its ability to creates value by enabling
employees to improve their focus on the customer by synchronizing activities and
information throughout the organization. Valuable, outside-in information could be
integrated with other customer’s records to improve overall sales productivity and
organizational efficiency, ( Kim & Jae, 2007). On the other hand, capabilities are
commonly defined as “the glue that brings organizational assets together and deploys
them advantageously”. Moreover, capabilities are so deeply embedded in the
organizational routines and practices that they cannot be traded or imitated (
Theodosiou, et al.,2011). Further as Field, et al.,(2015) the companies that act now to
transform their marketing capabilities to digital capabilities will be much better

positioned to connect with their customers in the years to come.
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However, today digital capabilities of marketing organisation are varied in quality by
individual skills related to ( leadership, strategy, and planning and the other skills that

are necessary for effective execution), channel and industry. (Field, et al., 2015)

2.2.1.1 E-Marketing :

E-Marketing has been defined as: “a relatively new and evolving discipline in which the
Internet is used as the medium for a company or an organization's marketing efforts to
sell goods and services as well as to collect information about the needs and desires of
potential customers”’(Wienclaw,2015). Furthermore Brodie,et al.,(2007) is define E-
Marketing as a: “using the Internet and other interactive technologies to create and

mediate dialogue between the firm and identified customers.”

Another definition for E-Marketing “achieving marketing objectives through use of
electronic communication technology ”’(chaffey,2011,388) .Also as Ultra,A.A,Ultra,C,I,

(2014) E-marketing “is the process of marketing a brand using the internet.”

On the other hand, E-Marketing includes: internet marketing, E-mail marketing, intranet
marketing, extranet marketing, mobile marketing, telemarketing, electronic data
interchange for marketing activities, customer relationship management and more( Eid
& El-Gohary ,2013). According to Wienclaw ,(2015) study E-Marketing can includes:
pay-per-click advertising, banner ads, mass emailings, websites, blogging, and social
media. As Ultra,A.A & Ultra,C,I, (2014) suggest E-marketing include direct and
indirect marketing, also all the activities of business conducts via the worldwide web.
Also as Gilmore, et al., (2007) study E-marketing includes using the internet and its
related technologies and features such as: the world wide web, web presences, E-mails,

real-time communication, and delayed and mixed time communication. However E-
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marketing capabilities have all above and more, it also includes professional employees

with high experience in E-marketing, managers with high acceptance of new

technology.

E-marketing, online marketing or digital marketing, all the researcher agreed that the
new age of marketing to increase profits and cost-effectiveness.Moreover, it also
represent the new trend for companies to gain a competitive advantage. There are some
problems with the companies that do not fully benefit from the E-marketing capabilities

like: shortfalls in talent, training, preparedness, and priorities. (Galante,et al., 2013)

Moreover digital marketing differs from traditional mass marketing on two critical

dimensions :

First, it enables a dialog between consumers and the brand.

Second, because marketers are able to understand the social media is also invaluable as

a channel to facilitate innovation.(Reddy ,2013,6-7)

According to Sayre,et al., (2012) investments in digital marketing or E-marketing can

deliver exceptional benefits as figures (2-1) :
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Impact at digitally
Action evolved companies
« Aligning digital efforts with « Improvement in brand perception:
business objectives 10% or more
‘s Brand equity » UUsing social media to drive
improved brand perception
'5% = Reaching consumers more = Sales increase: 0.7% to 1.1%
2 E Sales effectively = Spend increase: 50% to 75%
] increase = Integrating social media with = Return rate decrease: 20% to 65%
2 marketing strategy
= Improving customer service = Increase in resolved customer
through social media complaints: 90%
= Cutin support costs: 40%
« Refining the media mix « Cut in inefficient media spend:
« Shifting money to more efficient  10% to 20%
channels = Savings, depending on previous

channels: up to 80%

» Improving products by listening  » Hundreds of thousands of dollars in
to what consumers want research savings

» Reduction in research costs: up to 80%

Customer
service

figures (2-1)
E-Marketing benefits

source: Sayre, K, Rastogi, V, Zwillenberg, P, Visser, J, ALAnnah,S, 2012 Marketing
Capabilities for the Digital Age, The Boston Consulting Group Report, pp(4).

Furthermore, E-Marketing allows firms to reach customers that may not be accessible
due to temporal and locational limitations of existing distribution channels. E-marketing
platforms increase reach and reduce costs by providing three areas of advantage for
customers(Sharma & Sheth,2005):

 The marketing firm can provide unlimited information to customers without human

intervention.

» The E-marketing firm can create interactions by customizing information for

individual customers that allow customers to design products and services that meet

their specific requirements.
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» E-Marketing platforms can allow 613 transactions between customers and firms that
would typically require human contact as in the case of successful firms (Sharma &

Sheth,2005).

The new four Ps for E-marketing or digital marketing according to Stokes (2015):

1. Products (and services): the internet enable the business to sell a huge range of
traditional products and digital product such as software and music or books, it also

enable mass customization and services like consultancy.

2. Price: The internet a market of near-perfect competition, it enables the customer to

compare product price across a number of retailers.

3. Placement (or distribution): the internet enable the business to reach the global
market, now the customer can pay anything from any anywhere the location not

dedicated.

4. Promotion: on the internet the promotion does not only advertising, it is crucial to
engage, collaborate and join conversations. Also interacting with customers helps

build relationships, and the web makes this sort of communication easy.

5. A new P People: this new element to study personalisation, peer-to-peer sharing,
communities, and consumer-centric organizations that allow people to participate in
the brand story. However, now humans are the powerful element on the market they

are storytellers and help to craft the stories that define the organization.

On the other hand, Krishnamurthy, (2006) said that managers equate E-marketing with
two actions: Internet advertising and designing a website, just as advertising is a part of

the marketing mix of every corporation, Internet advertising and creating a persuasive



18

site are significant elements of E-marketing. But there are more activities of E-
marketing and other new technologies such as: promotional E-mail, search engine
optimization, blog, mobile computing ..etc, and, therefore, marketers must adapt their
marketing approach to the properties of the medium in order for e-marketing to
succeed.(Krishnamurthy,2006). Furthermore, Coviello, et al, (2003) found that E-
marketing allows managers to create a real-time dialogue that enabled by information

technology. Moreover,

According to Ultra, A.A & Ultra, C,1, (2014) there is three type of E-marketing:

1. Relationship marketing

2. Purchasing over the web

3. Intra-company E-commerce

However, for SMEs E-marketing will replace traditional marketing activities and
tools particularly (Gilmore, et al., 2007), but leading companies were using E-
marketing to provide their competitive advantage and to complement traditional

marketing channels. (Brodie, et al., 2007)

2.2.1.2 Capabilities :

According to different researchers, marketing capabilities are defined as the integrative
processes designed to apply the collective knowledge, skills, and resources of the firm
to the market-related needs of the business, enabling the business to add value to its

goods and services and meet competitive demands (Afzal,2009).
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On the other hand, researchers view the capabilities theory from different way as

following:

First - The resource-based view (RBV), this theory develop measures of organization
resources and capabilities for generating competitive advantages. (Ray, et al., 2004,

Weerawardena,2003)

Second - The capability-based theory, this theory focused on the organization's ability to
create distinctive capabilities or the capability differential the competitors inability to

duplicate it.(Weerawardena,2003)

Third - knowledge-based capabilities, in this theory the organization focused on
generating and innovate generations of new technologies, create and utilize knowledge

efficiently and effectively.(Ranft,2002)

Fourth - The dynamic capabilities framework, the dynamic capabilities view the
management ability to appropriately adapt, integrate and reshape organizational skills
and resources as well as internal and external functional competencies, also the ability
to productively change existing routines or resource configurations, their willingness to
undertake such change, and their ability to implement these changes(Trainor, et al.,

2011, Zahra, et al., 2006)

As the competitive intensity in a market increases and product lifecycle shrink, the
ability to innovate in market offerings becomes increasingly important. Therefore, the
capabilities required for innovation in and marketing of products and services provide
significant competitive weapons for firms (Ngo &No’Cass, 2012).As Sayre, et al.,

(2012) mentioned the most ongoing challenge about capabilities are finding the needed



20

talent developing it internally or hiring from outside the organization or even

outsourcing.

Theodosiou, et al.,(2011) have examined specific capabilities relating to individual
marketing processes including market-sensing capabilities, relational capabilities, brand

management capabilities and innovation capabilities.

On the other side, marketing capabilities refer to the output-based competences. The

output-based competencies and are linked to (Villaverde, et al.,2013):

 Advantages in relationships with clients.

» Customer installed base.

» Control and access to distribution channels.

Market knowledge (Villaverde,et al.,2013).

On the other hand, E-marketing requires new capabilities or skills like understanding
mobile, social media, game playing and advertising technology, monitoring new digital
trends and channel and providing brand solutions that are based on digital insights
(Sayre, et al., 2012). According to Galante, et al., (2013) to build digital capabilities the
organizations need to create an environment that encourages testing and learning. to

create this environment there are 5 factors as following:

1. The organizations must have a large number of an employee with critical experience

in digital projects.

2. The organizations must link incentives and rewards to test-and-learn processes.
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3. The organizations need systematic methods for testing their digital efforts.

4. Employees must have access to experts who can share the full portfolio of best

practices and offer tactical advice.

5. Leaders must understand that critical part of the rapid learning process by allowing

space for failure.

According to trainor, et al.,2011 study E-Marketing capability has three dimensions as

following:

1.

Human Resource: human resources are now viewed as a source of competitive
advantage, with a high-quality workforce and highly developed employee skills,
distinctive organizational cultures, management processes, and systems that enable
organizations to compete on the basis of market responsiveness, differentiated
products, technological innovation and product and service quality. (Kalyani &

Sahoo 2011 ,Shah, et al., 2016, Jalloh, et al., 2016 )

Business Resource: view which technology is integrated throughout the
organization, and management’s plan to integrate a new capability into the overall

business process of a firm as a form of business resource ( Trainor, et al.,2011 ).

IT Resource: It represents a firm's implementation and usage of a specific set of E-
Marketing technologies like (intranets, extranets, customer relationship(CRM), E-
commerce websites that offer sales transaction) that can facilitate rich dialogs and

interactions with customers (Trainor,et al.,2011 ).
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2.2.2 Marketing Effectiveness :

“Companies are sales-minded, but only a few are marketing-minded.”
(Kotler,1977)

Marketing effectiveness has been defined as : “The optimizing quality of spending to
achieve the desired results in a period of time " (Solcansky, & Simberovl ,2010). On the
other hand, marketing effectiveness is the concept which has also been extensively
discussed due to its strong link with several precious organizational outcomes, such as
stable, long-term growth, enhanced customer satisfaction, a competitive advantage, and

a strong marketing orientation (Tuan ,2012).

Due to the growing demand for marketer’s knowledge Milichovsky &Simberova
,(2015) said : ““it is necessary to focus on the framework where it is possible to measure
both short- and long-term financial impacts on enterprise marketing investment.

Marketing effectiveness depends on the corporate objectives”.

As Tuan,( 2012) found that, every marketing department must understand that it is
important to measure the effectiveness of their activities and so are necessary correct the

measuring methods.

As Milichovsky &Simberova ,(2015) found the firm must be suitably staffed to enable
it perform marketing analysis, planning and implementation. The company must define
its own marketing effectiveness to find its own performance and success. But first it is
imperative to identify the importance of studying the market, recognizing the numerous
opportunities, selecting the most appropriate segments of the market to operate in and

endeavoring to offer superior value to meet the selected customer’s needs and wants.
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However, other researchers linked marketing effectiveness with performance
(marketing performance, corporate performance, organization performance) and

marketing activities or strategy.(Nwokah &Ahiauzu, (2007), Milichovsky, (2015) )

Mithas, et al,. (2006), linked one-to-one marketing effectiveness with CRM. According
to Mithas, et al,. (2006), the primary objective of CRM system is to improve one-to-one
marketing effectiveness, that is the ability of a firm to target an individual customer
based on previous history and purchasing behavior. On the other hand Arnett &
Wittmann, (2014) mentioned that one of the important factors in marketing success is
efficiency and effectiveness and its enable organisation to occupy position of
competitive advantage. The organisation marketplace position is determined by his level
of efficiency and effectiveness. Relative effectiveness refers to an ability to deliver

more value than competitors.

Nevertheless, Tuan ( 2012) suggested five factors driving the level of marketing
effectiveness that marketers can attain: marketing strategy, marketing creative,

marketing execution, marketing infrastructure, exogenous factors.

On the other hand, marketing effectiveness is divided into two levels (Tuan,2012):

+ Higher level of marketing effectiveness.

 Lower level of marketing effectiveness.

Nevertheless, according to Kotler,(1977) and Tuan,(2012) studies marketing

effectiveness has five activities or diminution as following :

1. Customer philosophy: managers must recognize the important and primacy of

studying the marketing, knew the Opportunities and threats, and select the best part of
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market to serve, and find the pest way to give the customer what they need and

want.(Kotler,1977)

2. Operational efficiency and Strategic orientation: according to Kotler,(1977) there

is four requirements for strategy and operations:

A. The management must have a formal system for annual and long-range marketing

planning.

B. The system should lead to a core strategy that is clear, innovative, and data-based.

C. Management should look ahead toward contingent actions that might be required

by new developments in the marketplace.

D. Marketing plans must be done efficiently and carried out at various levels of the

organization.

3. Adequate marketing information: managers must have adequate information for
adequate information for planning and allocating resources properly to different

markets, products, territories, and marketing tools. (Kotler ,1977)

4. Integrated marketing organisation :

As Kaotler,(1977) suggest, the requirement of Integrated marketing organization as

following:

A. The organizational structure of the company or division must reflect a

marketing philosophy.
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B. The major marketing functions must be integrated and controlled by a high-

level marketing executive.

C. Various marketing positions must be designed to serve the needs of important

market segments, territories, product lines.

D. Marketing management must be effective in working with other departments

and earning their respect and cooperation.

E. The organization must reflect a well-defined system for developing,
evaluating, testing, and launching new products because they constitute the

heart of the business's future.

However , Kotler,(1977) said if a company starts with the marketplace when it is
designing the organization’s structure, plans, and controls, it is well on the way to

effective marketing.”

Ultimately, marketing effectiveness depends upon managerial competencies. Effective
marketing calls for managers to have adequate information for planning and allocating
resources properly to different markets, products, territories, and marketing tools. On
other hand, marketing effectiveness depends also on whether management can design a
profitable strategy, and this in itself is a management competence.(Nwokah &Ahiauzu

2007)

2.2.3 Innovation Orientation :

Innovation orientation has been defined as : Innovativeness is the degree to which a
firm creates new products and services using accumulated knowledge from consumers,

competitors and technology(Olavarrieta & Friedmann, 2008). Moreover, it is one of the
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strategic orientation, it is also called an innovativeness, as Olavarrieta & Friedmann,
(2008), consider innovativeness as the best way for a firm to gain a competitive edge
and renew competitive advantage. An innovation philosophy asserts that customers will
prefer those products and services that provide the greatest quality, performance and
features. As Armbruster,et al.(2008) found there are five different types of innovation:
“New products, new production methods, new markets, new sources of supply and new

forms of organization”.

However, innovation-oriented firms possess the inclusion of a future-oriented concept
of the business, captured in the strategic beliefs and understandings that define who the
firm is and how the activities of the organization are assembled to ensure that

innovation happens in a timely fashion—the strategic direction( Siguawi,et al.,2006).

Moreover, Theodosiou, et al., (2011) argue that firms with greater capacity to innovate
are more successful in responding to their environments and developing new
capabilities that lead to competitive advantage and superior performance. Furthermore,
Theodosiou, et al.,(2011), the study found highlighted the positive influence of
innovation orientation and competitor orientation on marketing capabilities, and the
study result suggests that innovation-oriented firms will be more successful in
responding to the environment and developing new capabilities that lead to competitive
advantage and superior performance. As Stock & Zacharias, (2011) said companies
invest considerable resources in programs designed to increase their innovativeness.
Moreover Human & Naudé (2009) study suggests that higher levels of performance are
possible for firms that achieve an increased integration of innovation and relationship

orientation.
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According to Maklon,(2014), “Firms faced with the choice of innovate or die.”
However, Stock &Zacharias. (2011) argues that the key to successful innovation is to
acquire information about customer needs and the most important source of external
information for innovations is customers. Also increases consumer acceptance of new
products through establishing communication platform. In addition, innovation
orientation enables a business to learn from customers information to know their needs
to develop a new product or service and implement internal processes, so that a business
can attain and sustain leadership in its target markets (Ergun&Kuscu,2013). However,
Weng, et al., (2015) study argues that innovation orientation is a key driver in
overcoming obstacles and enhancing a firm’s ability to successfully implement new
systems, products, and processes. Also, innovation orientation is the way to new ideas,
technologies, skills, resources, and administrative systems and a knowledge system that

incorporate a learning philosophy.

On the other hand Maklon ,(2014), found there is three aspects of innovativeness :

Technology-related aspects: That indicate the tendency of the firms to the adoption of
new technology that represents the ability to adjust to the opportunities in the different

environment.

Behaviour-related: Which indicates a change in behaviour refers to the degree to which
an individual or organization is relatively adopted new ideas, so innovativeness
considered as the ability to generate new ideas and combinations of existing elements to

create the new source of value.

Product-related: A reflection that defines the firm’s capacity to develop new products or

services.
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As Alpay,et al., (2012) suggest there is specific dimensions of innovativeness studied
include: (1) Product Innovativeness, (2) Market Innovativeness, (3) Process
Innovativeness, (4) Behavioral Innovativeness, (5) Strategic Innovativeness, each one of
this dimensions has effect on overall firm performance with marketing effectiveness as
a mediator. According to Stock & Zacharias,(2011) innovation orientation includes:
strategy, structures/processes, HR systems, culture, and leadership.According to Che-
Ha,et al., (2014) study, innovativeness is a mindset supportive of learning and the most
important source for new products, processes, and managerial practices, contributes to
greater productivity and cost efficiency improved product quality, durability,
uniqueness and efficiency and it is the best way for organizations for distinguish
themselves from their competitors.Furthermore, innovation orientation is central to
entrepreneurship as the means by which entrepreneurs can exploit the change and

provide an opportunity to create businesses.(Kavandi &Westerlund ,2015)

However, according to Camarero & Garrido, (2008) study, innovation orientation has

two dimension, technological innovation and organizational innovation as following:

Technological innovation: It is defined as a new product, processes and significant

technological changes in product and processes.

Organizational Innovation: be the development of a new method in business practices,
external relations and workplace organization, and it is a competitive advantage to the

company.

On the other side Armbruster, et al., (2008) determined four types of organizational

innovation:

+ Technical product innovations.
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» Non-technical service innovations.

» Technical process innovations.

» Non-technical process innovations.

2.2.4 Relationship between study variables :

E-marketing capabilities and innovation orientation, as Theodosiou, et al,(2011)
found ,the organizational capability literature indicates that strategic orientations,
including market orientation and innovation orientation, have only potential value and
will only lead to competitive advantage if a firm successfully develops relevant
capabilities that serve as a market-related deployment mechanism.Therefore,
Theodosiou, et al,(2011) expect that innovation orientation has a positive influence on
the development of marketing capabilities. In addition, market and technology
orientation leads to E-Marketing capability and that this capability is shown to
positively influence firm performance by improving customer retention and satisfaction

(Trainor,et al.2011).

Marketing effectiveness and innovation orientation, marketing effectiveness is the
concept which has also been extensively discussed due to its strong link with several
precious organizational outcomes, such as stable, long-term growth, enhanced customer
satisfaction, a competitive advantage, and a strong marketing orientation (Tuan,2011).
According to Alpay, et al., (2012) marketing effectiveness acts as a mediator of the
relationships between innovativeness dimensions and overall firm performance, as an
Alpay, et al., (2012) study result there are positive correlations between all

innovativeness dimensions and marketing effectiveness, also that only product
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innovativeness and strategic innovativeness significantly influence marketing
effectiveness, while the effects of behavioral innovativeness and process innovativeness

are nonsignificant.

On the other hand, a few researchers studied the relationship between E-marketing
capabilities and innovation orientation and marketing effectiveness, but most of them
linking marketing capabilities with innovation, as Eid & El-Gohary,(2013) mention the
pre-sales marketing activities and after-sales marketing activities have a catalytic
influence on SBEs’ marketing success that include (marketing performance and
marketing effectiveness).Therefore, Mithas , et al,. (2006) found evidence that CRM

systems have effect in improvement in one-to-one marketing effectiveness of firms.

Thus, as a result of Ngo & O’cass (2012) study market orientation significantly
contributes to customer and innovation-related performance outcomes via marketing
and innovation capabilities, this result important in that market-based knowledge
resources should be configured with the deployment of marketing and innovation
capabilities to ensure better performance. Also as Ortega, et al, (2013) found, the
availability of technological and marketing capabilities has a positive influence on

entrepreneurial orientation.

On the other hand, Mohaimani & Salehi (2014) study suggests that firms should be
prepared to take advantage of their innovation and marketing capabilities especially
when they face high competitive intensity. However, as Nwokah &Ahiauzu (2008)

study found a strong association between managerial competencies and marketing

effectiveness of corporate organizations, and the managerial competencies lead to

marketing effectiveness in corporate organizations.
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According to above, previous studies has not been mention relationship between
innovation orientation and marketing effectiveness and E-marketing capabilities as a
mediator role. This was the aim of this study, this study will help academic to studies
new variables and relationship , also it will help the companies to develop their

capabilities and marketing effectiveness.

2.3 previous Studies

1. A study by Darroch, McNaughton, (2003) , entitled : “Beyond market

orientation Knowledge management and the innovativeness of New Zealand

firms ” Purpose :This study identifies four clusters of firms based on
knowledge-management practices that exist within the New Zealand business
environment. Sample and population of the study : The data were obtained
from a sample of New Zealand organizations with 50 or more employees.
Findings : The study found that firms with a knowledge-management
orientation outperformed those classified as market-oriented. The study also
shows a market orientation to be a subset of a knowledge-management

orientation.

2. A study by Berthon,Hulbert ,Pitt, (2004) , entitled : “Innovation or customer

orientation? An empirical investigation ”. Purpose :This paper explores the

contrast between marketing and innovation orientations and develops a
model that provides an inclusive paradigm. Sample and population of the
study : self-administered questionnaire was given to a sample of 127

executives, producing 124 usable responses. The sample comprised
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executives attending senior management executive development courses at an

Ivy League University in New York.

A study by Sharma,Sheth , (2005) , entitled : “International e-marketing:

opportunities and issues ”. Purpose : In this paper, the authors examine two

issues based on extant literature and our previous research in this area. The
authors discuss E-marketing in an international context and develop a
framework that will allow researchers and managers to understand the impact
of country level effects on e-marketing strategies. Findings : international E-
marketing strategies are fundamentally changing, and will continue to
change, marketing thought and practice in international markets. This paper
suggests that the e-markets of tomorrow may have little resemblance to the

markets of today.

A study by Siguaw,Simpson, Enz ,(2006) entitled : “Conceptualizing

Innovation Orientation: A Framework for Study and Integration of

Innovation Research ”. Purpose : This study provides two important

contributions to the existing innovation literature. First, the article examines
the vast innovation literature to arrive at a clear definition of the innovation
orientation construct to provide a consistent conceptualization for future
research. Second, the article develops a comprehensive, organized framework

for understanding innovation orientation and its effects.

A study by Nwokah,N.G , Ahiauzu,A.l (2007) entitled : “Managerial

competencies and marketing effectiveness in corporate organizations in

Nigeria” Purpose: The purpose of this study is to assess the impact of

managerial competencies on the marketing effectiveness of the organization.
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Sample and procedure : A 27-item survey questionnaire was developed and
84 corporate organizations in Nigeria were selected from the 2005 edition of
the Nigerian stock exchange gazette as a sample of this study. Findings :
This study found a strong association between managerial competencies and
marketing effectiveness of corporate organizations in the Nigerian context.
The main finding of this study is that managerial competencies lead to

marketing effectiveness in corporate organizations in Nigeria.

A study by Camarero & Garrido , (2008) , entitled : “The role of

technological and organizational innovation in the relation between market

orientation and performance in cultural organizations”. Purpose: This paper

aims to provide evidence of the mediating effect of technological and
administrative innovation on the link between market orientation and the
economic and social performance of museums. Sample and procedure :
data collected from 276 museums (135 Spanish and 141 French). Findings:
The museum managers need to consider the impact of technological and

administrative innovations on achievement of organizational performance.

A stud by Solcansky & Simberova, (2010) , entitled : “Measurement of

marketing effectiveness” . The study deals with the marketing effectiveness,

points to its importance for company activities and shows the most necessary
methods for measurement of marketing effectiveness and suggests benefits.
This study using the ABC method for measurement of the marketing
effectiveness is evident. Due to this method is possible to identify
costingness, which can be compared with the benefits and there is the

opportunity to show unnecessary activities, after their removal the
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effectiveness of activities is increased, which manager can quantify as a

profit or a profitability.

A study by Trainor, Rapp, Beitelspacher ,Schillewaert ,(2011) , entitled :

“Integrating information technology and marketing: An examination of the

drivers and outcomes of e-Marketing capability”. Purpose: This study

examines the performance implications of integrating information technology
with marketing capabilities and other firm-level resources. Sample and
procedure : The results from a survey of 522 Belgian firms highlight the
importance of how market and technology orientation leads to E-Marketing
capability and that this capability is shown to positively influence firm
performance by improving customer retention and satisfaction. Findings :
The results suggest that researchers and practitioners should pay special
attention to the complementary resources that are needed to successfully
implement IT-enabled marketing initiatives and that an emphasis on the

technology alone may not be sufficient.

A study by Theodosiou, Kehagias, Katsikea (2011) , entitled : “Strategic

orientations, marketing capabilities and firm performance: An empirical

investigation in the context of frontline managers in service organizations”.

Purpose: This study develops and empirically tests a model that links
alternative strategic orientations with firm performance, through the
mediating effect of marketing capabilities.Sample and procedure : This
study is using data collected from 316 bank branch managers. Findings :

competitor orientation and innovation orientation contribute significantly to
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the development of marketing capabilities. Also marketing capabilities have a

positive impact on firm performance.

A study by Alpay,G, Bodur,M, Yilmaz,C and Buyukbalci,P

(2012),entitled : “How does innovativeness yield superior firm performance?

The role of marketing effectiveness” Purpose: This study examines the role

of marketing effectiveness in the relationship between innovativeness
dimensions (product, market, process, strategic, and behavioral
innovativeness) and firm performance. Sample and procedure : Data were
collected via structured questionnaires from 112 firms operating in Turkey
and analyzed through hierarchical regression analysis. Findings : indicate
that different dimensions of innovativeness have different effects on
marketing effectiveness and firm performance. The results also support the
mediating role of marketing effectiveness in the relationship between firm
performance and product and strategic innovativeness dimensions. In
addition, several firm characteristics are shown to moderate the effects of
innovativeness dimensions on marketing effectiveness and overall firm

performance.

A study by Tuan ,(2012) , entitled : “Marketing effectiveness and its

precursors ”. Purpose: This paper is to analyze the linkages between
leadership, organizational trust, and marketing effectiveness, in service
businesses within three service categories (health care, hotel, and resort) in
Vietnam .Sample and procedure : a population of 1,294 service businesses
within three service categories (health care, hotel, and resort) listed in the

2009 Vietnam Trade Directory. Findings : transactional leadership is
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associated with calculus-based trust. Transformational leadership, on the
other hand, cultivates knowledge-based trust and identity-based trust, which
in turn positively influence marketing effectiveness. A direct relationship
between transformational leadership and marketing effectiveness is also

examined.

A study by Ngo,L.V and O’Cass,A ,(2012) entitled : *“ In Search of

Innovation and Customer-related Performance Superiority: The Role of

Market Orientation, Marketing Capability, and Innovation Capability

Interactions” Purpose: The current study contends that realizing the
performance impact of market orientation depends on know-how deployment
processes and their complementarities in functional areas such as marketing
and innovation that co-align with market orientation. Sample and procedure
: The validity of the model is tested based on a sample of 163 manufacturing
and services firms. Findings : the findings show that market orientation
significantly contributes to customer- and innovation-related performance
outcomes via marketing and innovation capabilities.Also the findings
indicate that market orientation works through the complementarity between
marketing and innovation capabilities to influence customer-related
performance but not innovation-related performance. Managers are advised

to have a balanced approach to managing the deployment of capabilities.

A study by Eid,R & EI-Gohary,H (2013) entitled : © The impact of E-

marketing use on small business enterprises’ marketing success ” Purpose:

examine the impact of EM use by SBEs on marketing success and to develop

and test a conceptual model of the antecedents and consequences of EM use
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by SBEs. The conceptual framework consists of the following constructs:
EM budget, EM tools, pre-sales activities, after-sales activities, marketing
performance and marketing effectiveness. Sample and procedure :Data
were collected from 114 SBEs who had used different EM tools. Findings :
the use of EM tools has a positive influence on SBESs pre-sales activities,
after-sales activities, marketing performance and marketing effectiveness.
The results of this study have major implications for the marketing domain,
as they stress the central role of marketing people in the successful

implementation of EM in SBEs.

A study by Ortega,R m.j Requena,P ,g,Alarco n ,R,j,Garc 1a-Villaverde

,p.m(2013) , entitled : “Environmental dynamism and entrepreneurial

orientation The moderating role of firm’s capabilities”. Purpose: This paper

is to study the antecedents of entrepreneurial orientation (EO). The study
seeks to provide a better understanding of antecedents of EO, helping to fill
in the gap that exists in the EO literature and explain how certain internal and
external factors, independently and jointly, influence EO. Sample and
procedure :The questionnaire sent to the whole population of 1,847

companies.

A study by Ashraf,F & Khan,M.A (2013)entitled : “ Organizational

Innovation and Organizational Effectiveness Among Employees of Cellular

Companies” Purpose: The study examined the association between
organizational innovation and effectiveness and the role of innovative climate
as a potential mediator in this association. Sample and procedure : Data

was obtained from 164 employees from three cellular companies in
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Islamabad. Findings : Results suggest that organizational innovation indeed
predict firm effectiveness while some support was also found for the role of
innovative climate as a mediator in the relationship between organizational

innovation and firm effectiveness.

A study by Jandab,A.A ,(2013) entitled : “The Effect of Innovative and

Proactive Strategic Orientations on New Product Development and

Marketing Performance:An Applied Study on Food Processing Firms in

Yemen ” Purpose: This study aims at investigating the effect of innovative
and proactive strategic orientations on new product development and
marketing performance in food processing firms in Yemen. Sample and
procedure :The study population consisted of top management leaderships
of food processing companies in Yemen. The study sample confined to (92)
of the total research community of (114) companies of Aden, Hadramout &
Lahj. Findings : There is an impact of both Innovative and Proactive
Strategic Orientations on New Product Development and there is an impact
of innovative strategic orientation on marketing performance from all aspects
collectively and there is an impact of innovative strategic orientation on two

dimensions of marketing performance (profitability and market share).

A study by Kanchanatanee ,Jarernvongrayab ,Suwanno, (2014) entitled :

“Factors Affecting the Intention to use E-marketing of Small and Medium

Sized Businesses in the Three Southern Border Provinces of Thailand .

Purpose: This research purposed to investigate factors affecting the intention
to use electronics marketing of small and medium sized businesses in the

three southern border provinces of Thailand. Sample and procedure :The
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430 participants were interviewed by using questionnaires as a research
instrument. Findings: the causal factors which had the direct effect on
Intention to use E-marketing (BI) of small and medium businesses in the
three southern border provinces in Thailand were Attitude toward using E-
marketing (AT), Compatibility (CO) and Perceived Usefulness (PU). The
factor which had the highest direct effect on Intention to use E-marketing

(BI) was Attitude toward using E-marketing (AT).

A study by Saad ,N.M , Hassan,S.H ,Shya,L.M ,(2014) entitled : “A study

linking internal marketing (IM) to external marketing (EM)effectiveness :is

customer orientation a missing link? . Purpose: Research on internal

marketing (IM) and external marketing (EM) effectiveness grew
independently from each other; hence it is still a mystery how they link to
each other. Sample and procedure : Two hundred fifty (250) sets of
questionnaire were distributed to the respondents in the large- size
manufacturing organizations, which located at Penang. Findings: that IM
was found to be significantly related to customer orientation and external
marketing effectiveness, customer orientation also was found significantly
related to external marketing effectiveness, and it was found that customer
orientation mediates the relationship between IM and external marketing

effectiveness.

A study by Noor Mohammad Al Shiekh Durrah ,(2014)entitled : “ The

Mediating Effect of Marketing Capabilities in the Relationship between

Marketing Knowledge and Marketing Innovation in Advertising Agencies in

Amman City” Purpose: This study aimed to examine the mediating effect
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of marketing capabilities in the relationship between marketing knowledge
and marketing innovation in advertising agencies in Amman city. Sample
and procedure : (140) questionnaires were distributed to (36) agency, but
(103) answered questionnaires were retrieved, of which (5) were invalid.
Findings: there is a significant statistical indirect effect of marketing
knowledge on marketing innovation through marketing capabilities as a
mediator in advertising agencies in Amman, there is a significant statistical
direct effect of knowledge protection process on marketing innovation, and
there is a significant statistical direct effect of knowledge acquisition process,

conversion process and protection process on marketing capabilities.

A study by Herath H. M. A & Rosli Mahmood , (2014)entitled : * Strategic

Orientations and SME Performance: Moderating Effect of Absorptive

Capacity of the Firm” Purpose: this paper examines the effect of recent

configuration of strategic orientation on SME performance and the
moderating effect of absorptive capacity of the firm. Sample and procedure
: Data from 350 owner-managers of small and medium scale hotel and
restaurants in Sri Lanka were used with structural equation modelling.
Findings: that SMEs with high level of absorptive capacity would achieve

higher performance by maintaining higher level of strategic orientation.

A study by Nadine Al-Barghouthi ,(2014) entitled : *“ Strategic Orientations,

E-Business Assimilation and Organizational Agility” Purpose: This study

aimed to examine the role of strategic orientation components in
organizational agility in the light of e-business assimilation. Sample and

procedure : This study followed a quantitative methodology by using a
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questionnaire tool; the study population was Jordanian Communication
Companies, data from 110 respondents from middle and high managerial
level was collected . Findings: there are three components of strategic
orientations ( competitor orientation, customer orientation and innovation
orientation) had a statistical influence on E-business assimilation, whereas

cost orientation didn't have a statistical influence on E-business assimilation.

A study by Balamohan ,Tech,Gomathi , (2015) entitled : “Emotional

Intelligence — Its Importance and Relationship with Individual Performance,

Team-Effectiveness, Leadership and Marketing Effectiveness” . Purpose:

this study aim to analyze how emotional intelligence plays a crucial and
significant role in guiding and enhancing one’s behaviour and activity both
within oneself and in workplace effectively and efficiently.Sample and
procedure :A sample of 180 Tunisian CEO representatives belonging to
industrial sector. Findings: management has a significant impact on an
individual’s performance and job output, critical analysis of emotional
intelligence of individuals become necessary. Individuals who are
emotionally intelligent are likely to be successful in managing their projects
and subordinates both hand in hand effectively. Not only the expertise of
managers help in effective leading but also the emotional intelligence he/she

possess have a strong influence on output of the project they are into.

A study by Frantisek Milichovsky, Iveta Simberova , (2015) entitled :

“Marketing Effectiveness: Metrics for Effective Strategic Marketing”

Purpose: this study aim to look for the set of metrics, which is important

from the marketing strategic point of view, and includes the specific
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performance group. Sample and procedure : The study is based on primary
research conducted by means of a questionnaire survey, which took place in
2012 in Czech companies. 300 companies were randomly selected to

participate in this survey, 115 questionnaires were returned.

A study by Frantisek Milichovsky,(2015) entitled : *“ Effectiveness of

marketing activities in engineering in Czech Republic” Purpose: Purpose of

the study is to present the selected data obtained from primary research,
which concerns the marketing activities use in the Czech companies in view
of their industry. Sample and procedure : study sample consists 147
companies in 2013, from CZ NACE groups. Findings: the companies know
the importance of relationship with their customers. Marketing management
and realisation of marketing activities has become realm where is possible to
and opportunities to increase own competitiveness in view of the growing

competitive environment.
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The Difference Between this Study and the Previous Ones:

First: According to above, the previous studies show several different variables like
(customer innovation, marketing performance, strategic orientations, E-marketing
activities and marketing effectiveness) the researchers study those variables and the

relationship between them.

Second: The sample and population of this study are in Amman - Jordan and the sample
chosen from the companies listed Amman stock exchange, and it is the first study in

Jordan linked this variable and builds this model according to the previous studies.

Finally: This study examined new relationships between (innovation orientation,
marketing effectiveness and E-marketing capabilities as a mediating), according to the

previous studies, it is the first study linked this variables.
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Chapter Three : Research Methodology

3.1: Introduction
3.2: Study Methodology
3.3: Study Population and Sample

3.4: Descriptive Analysis of the Demographic
Variables

3.5: Study Tools and Data Collection

3.6: Exploratory and Confirmatory Factor
Analysis of study variables

3.7: Study Variables
3.8: Statistical Treatment
3.9: Normal Distribution of Study Variables
3.10: Validity
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3.1 Introduction

In this chapter the researcher described in details the methodology used in this
study, and the study population and its sample. Next, the researcher describes the
study unit of analysis, personal and occupational characteristics, explains the
study tools, the way of data collection and study variables. After that, the
researcher will discuss the statistical treatment that is used in the analysis of the
collected data. Then the researcher tested the normality of the study variables. In
the final section the validation of the questionnaire and the reliability analysis that
is applied will be clearly stated.

3.2 Study Methodology

This study used both descriptive and analytical analysis. Descriptive study includes data
collected from previous related works and literature review. These resources were used

to develop the theoretical model of this study.

Furthermore, statistical techniques were used for empirical analysis and a survey was
designed to collect data from the population of the study, a population made of (general
manager, marketing manager, and head of marketing , or any position involved in

marketing activities) in companies listed in Amman stock exchange in Amman city.

3.3 Study Population and Sample

The population of the study includes all the companies listed in Amman stock exchange
in Amman city. The number of the companies listed in Amman stock exchange was
approximately (277) company and due to the small size of the study population all the
(277) company were chosen to be the sample for this study. The study unit of analysis
was composed of (general manager, marketing manager, and head of marketing , or any

position involved in marketing activities) who work in the companies listed in Amman
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stock exchange. (27) companies have been excluded for several reasons (outside the city

of Amman, do not use E-marketing, contact information not available), after

distributing (250) questionnaire on the study sample, a total of (237) answered

questionnaires, of which (8) were invalid, Therefore, (229) answered questionnaires

were valid for study.

4-3 Descriptive Analysis of the Demographic Variables

Tables (3-1) shows the Personal and Occupational Characteristics of the unit of

analysis (Gender; Age; Educate Level; Managerial position; Experience and

Company business sector).

Variable Categorization Frequency Percent

Male 157 68.6%
Gender
Female 72 31.4%
Less then 20 year 2 9%
From 20 -less then 30 76 33.2%
Age From 30-less then 40 103 45%
From 40 -less then 50 41 17.9%
50 or more 7 3.1%
High School or below 2 9%
Diploma 25 10.9
Educate level BSc 154 67.2%
Master 47 20.5%
PhD 1 4%
General Manager 41 17.9%
Managerial position

Executive Manager 42 18.3%
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Director / Head of 80 34.9%
Marketing
Other position (Kindly 66 28.8%
mention)
Less than 5 year 31 13.5%
From 5 - less than 10 66 28.8%
Experience From 10 - less than 15 84 36.7%
From 15 - less than 20 39 17%
20 or more 9 3.9%
Financial Sector 42 18.3%
. Services Sector 131 57.2%
Company’s business
sector Industrial Sectors 43 18.8%
Other Sectors 13 5.7

Table (3-1) Descriptive Analysis of the Demographic Variables

According to table (3-1) the (68.6%) of the sample is male and (31.4%) is female. Also
for the age the table (3-1) shows that the highest frequency (103) for the age from 30-less
then 40. Educational level indicates that all sample subjects have academic qualifications
which are a good sign in adopting the high educational qualifications to accomplish their
work. Moreover the highest frequency of managerial position for director / head of
marketing (80), (42) executive manager and (41) general manager, this indicate that most
of sample are specialized people and professionals. Furthermore the highest frequency of

company’s business sector was for services sector (131).
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3.5 Study Tools and Data Collection

The current study is two fold, theoretical and practical. In the theoretical part, the
researcher relied on the scientific studies that are related to the current study. Whereas in
the practical side, the researcher relied on descriptive and analytical methods using the
practical manner to collect, analyze data and test hypotheses.
The data collection, manners of analysis and programs used in the current study are based
on two sources:
1. Secondary sources: books, journals, theses to write the theoretical framework of the
study.
2. Primary source: questionnaires that were designed to reflect the study objectives and
questions.
In this study, both primary and secondary data were used. The data collected for testing
the model was gathered through questionnaires. After conducting a thorough review of
the literature pertaining to study variables, the researcher formulated the questionnaire for
this study.
The questionnaire instrumental sections are as follows:
Section One: Demographic information. The Demographic information was

collected with closed-ended questions, through (6) Characteristics ( Gender; Age:

Educate Level; Managerial position; Experience and Company business sector).

Section Two: Marketing Effectiveness. This section measured the Marketing

Marketing Customer Integra'ted Adequgte Strategic Operation
. X marketing marketing . A -
Effectiveness | philosophy o . . orientation efficiency
organization information
No. of items 6 4 3 5 6

ltems 1-6 7-10 11-13 14- 18 19-24
Arrangement

Effectiveness through (5) dimensions (Customer philosophy, Operational efficiency,




Strategic orientation, Adequate marketing information
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and Integrated marketing

Innovation Orientation

Technological Innovation

Organizational Innovation

No. of items

6

4

Items Arrangement

25-30

31-34

organization); (24) items as follows:

Section Three: Innovation Orientation. This section measured the Innovation

Orientation through (2) dimensions (Technological innovation and Organizational

Innovation); (10) items as follows:

E-Marl_«?t!ng human Resource Business Resource IT Resource

Capabilities

No. of items 4 3 3
Items Arrangement 35-38 39-41 42-44

Section Four: E-Marketing Capabilities. This section measured the E-Marketing

Capabilities through (3) dimensions (Human Resource, Business Resource and IT

Resource); (10) items as follows:

All items above were measured on a Likert-type scale as follows:

Strongly agree

Agree Neutral

Disagree Strongly disagree
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3.6 Exploratory and confirmatory Factor Analysis of study variables

Exploratory factor analysis was used to verify which questions are best to measure the
various dimensions of study variables and which items could be removed from these
scales. Therefore, exploratory factor analysis with varimax rotation (Kaiser) was
conceded to evaluate the underlying factor structures of the measurement items.
According to Hair, et..al., (2006) the threshold employed for judging the significance of
factor loadings was (0.50). After conducting the exploratory factor analysis, all the items

for study variables were loaded on their proposed dimension.

3.6.1 Exploratory and confirmatory Factor Analysis for Marketing

Effectiveness variables

As shows in Table(3-2). Measure reliability was examined for internal consistency by
computing Cronbach’s alpha coefficient, indicating acceptable levels of reliability for all
three study variables. As shows in Table (3-2), all scales have reliability coefficients
ranging from (0.625) to (0.869).

The values of the Average Variance Extracted for constructs within the measurement
model greater than (0.50) as recommended from Malhotra and Stanton (2004) who
explained the Average Variance Extracted (AVE) should be greater than (0.50) to validate
employing a construct. In addition, a composite reliability (CR) index for constructs
within the measurement model greater than (0.70) that indicates satisfactory internal

consistency as recommended from Hair, et..al., (2006).



o1

Table (3-2) Exploratory and confirmatory Factor Analysis of Marketing Effectiveness variables

Averag
1. e
Squared Squared Varian = Compos
Construct Factor Multiple Mqulti le ce ite
Loadings = Correlati Correfati Extract = Reliabili
ons (R?) ons (R?) ed ty(CR)*
(AVE)
The company recognizes the importance of
1 designing the company to serve the needs
and wants of chosen markets
0.703  0.495  0.505
Management encourages word-of-mouth
2 communication
0.607 0.368 0.632
Management develops different marketing
3 plans for different segments of the market
0.867  0.752  0.248
Management takes a whole marketing 0.810 | 0.880
system view(suppliers, channels,
4 | competitors, customer, and environment) in
planning its business
0.770 0593  0.407
5 The company monitors customer
satisfaction
0.736  0.542  0.458
6 Management develops different offerings for
different segments of the market
0791 0.626 0.374
Sum 4474 3376  2.624 - -
11.39
Sum Squared 20601 7 ] - -
Customer Philosophy (Cronbach’s alpha = 0.883)
X? DF X?/DF GFlI CFlI RMSEA
17.887 7 2.555 0.974 0.984 0.083
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Table (3-2) Exploratory and confirmatory Factor Analysis of Marketing Effectiveness variables

Management controls the main marketing
1 positions in the company 0.042
0.205 0.958
There is high-level marketing integration
2 and control of the major marketing 0.640
functions 0.800 0.360
Marketing management work well with 0-560 | 0.720
management in research, manufacturing,
3 purchase, physical distribution, and finance 0657 0432  0.568
New product development process in our
4 : : 0.599
company is well organized 0.774 0.401
Sum 2436 1713  2.287 - -
Sum Squared 5934 2934 - - -
Integrated Marketing Organization (Cronbach’s
alpha = 0.625)
X2 DF X?/DF GFI CFlI RMSEA
1.956 2 0.978 0.996 0.972 0.000
The company regularly conduct marketing
research to study customers, buying
1 linfluences, channels, and competitors
0.740 0.548 0.452
Management usually have full knowledge of
the sales potential and profitability of
2 different market segments, customers 0.675 0.735
territories, products, channels, and other
sizes
0.790 0.624  0.376
Effort is expanded to measure the cost
3 effectiveness of different marketing
expenditures
0.703  0.494  0.506

Sum 2.233 1.666 1.333 - -

Sum Squared 4986  2.775 - - -
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Table (3-2) Exploratory and confirmatory Factor Analysis of Marketing Effectiveness variables

Adequate Marketing Information (Cronbach’s alpha
=0.778)

X? DF X?IDF GFlI CFl RMSEA

0.934 1 0.934 0.998 0.996 0.000

Management develops an annual marketing
1 plan and a careful long-range plan that is

updated annually 0.671 0.450 0.550

The quality of current marketing strategy is

2 clear, data based and well reasoned
0.788 0.622 0.378

The quality of current marketing strategy is 0.724 0841
3 innovative ' '
0.903 0816 0.184

The company is well-positioned relative to

4 its competitors
0500 0.249 0.751

The company provides good quality

5 service
0.697 0485 0.515
Sum 3559 2622  2.378 - -
6.874
Sum Squared Factor Loadings 12666 - -
Strategic Orientation (Cronbach’s alpha = 0.846)
X? DF X?/DF GFlI CFlI RMSEA
6.815 3 2.272 0.988 0.933 0.075
Marketing thinking at the top are
1 | communicated and implemented down the
line
0560 0.314 0.686 0.803 0.879
Management is doing an effective job with
2 | the marketing resources
0.730 0,532  0.468
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Table (3-2) Exploratory and confirmatory Factor Analysis of Marketing Effectiveness variables

The company's ability to have continuity and
3 | growth
0.812 0.659 0.341
Management shows a good capacity to react
4 quickly and effectively to on-the-spot
development
0.761 0579 0421
5 Marketing management works well with the
management in other functional areas
0.792 0.628 0.372
6 The company is a good community
neighbour
0.774 0599 0.401
Sum 4429 3311 2.689 - -
Sum Squared Factor Loadings 19661 10é96 - -
Operational Efficiency (Cronbach’s alpha = 0.869)
X? DF X?/DF GFlI CFlI RMSEA
17.401 7 2.486 0.976 0.984 0.081

* Average Variance Extracted (AVE) = © (Squared Multiple Correlations)’/ © (Squared Multiple Correlations)? + © (1 - Squared Multiple

Correlations).

* Composite Reliability (CR) = © (Factor Loading)* © (Factor Loading)? + © (1 - Squared Multiple Correlations).

3.6.2 Exploratory and confirmatory Factor Analysis for Innovation

Orientation variables

As shows in Table (3-3). Measure reliability was examined for internal consistency by

computing Cronbach’s alpha coefficient, indicating acceptable levels of reliability for all

three study variables. As shows in Table (3-3), all scales have reliability coefficients

ranging from (0.827) to (0.927). Then, all reliability coefficients were above the
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commonly suggested threshold of (0.70) Hair, et..al., (2006), which suggests a high
internal consistency among the items in each construct.

The values of the Average Variance Extracted for constructs within the measurement
model greater than (0.50) as recommended from Malhotra and Stanton (2004) who
explained the Average Variance Extracted (AVE) should be greater than (0.50) to validate
employing a construct. In addition, a composite reliability (CR) index for constructs
within the measurement model greater than (0.70) that indicates satisfactory internal

consistency as recommended from Hair, et..al., (2006)

Table (3-3) Exploratory and confirmatory Factor Analysis of Innovation Orientation variables

Avera
ge
Squared 1 - Squared Varian Composite
Construct Factor Multiple Multiple ce R Ii%ilit
onstruc Loadings Correlati Correlations = Extrac e(CaR)*y
ons (R?) (R?) ted
(AVE)
At the company we are deeply
1 committed to adopting new
technologies
0.922 0.849 0.151
At the company we are deeply
committed to adopting new
2 resources aimed at enhancing
management and administration
g 0894  0.799 0201 (897 0926
At the company we are deeply
committed to using new
3 resources and technologies to
assist the visiting public In
general
0.912 0.832 0.168
The company incorporated
4 numerous technical innovations
at the company in recent years () g5 0.647 0.353
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Table (3-3) Exploratory and confirmatory Factor Analysis of Innovation Orientation variables

We are one of the leading
5 companies in the use of
technical resources
0.788 0.621 0.379
We cooperate with other
institutions or firms to improve
6 the technology and innovations
implemented at this company
0.589 0.347 0.653
Sum 4.910 4.095 1.905
Sum Squared Factor Loadings 24810 16976
Technological Orientation (Cronbach’s alpha =
0.927)
CF
X2 DF X2/DF GFI | RMSEA
0.9
12.045 8 1.506 0.983 9% 0.049
The company is working on the
development of the
1 organizational structure and
make Many changes
0.723 0.523 0477
Innovation is readily accepted
9 in program/project
management
0.883  0.780 02200 0755 0842
Employees feel free to express
3 their innovative ideas
0.698 0.487 0.513
The company management
4 strives to take on staff from a
range of training backgrounds
0.712 0.506 0.494
Sum 3.016 2.296 1.704
Sum Squared Factor Loadings 9.096 5.271
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Table (3-3) Exploratory and confirmatory Factor Analysis of Innovation Orientation variables

Organizational Orientation (Cronbach’s alpha =

0.827)
CF
X2 DF X2IDF GFI | RMSEA
0.9
0.395 1 0.395 0.999 % 0.000

* Average Variance Extracted (AVE) = © (Squared Multiple Correlations)’/ © (Squared Multiple Correlations)? + © (1 - Squared Multiple
Correlations).

* Composite Reliability (CR) = © (Factor Loading)¥ © (Factor Loading)? + © (1 - Squared Multiple Correlations).

3.6.3 Exploratory and confirmatory Factor Analysis for E-Marketing

Capabilities variables

As shows in Table (3-4). Measure reliability was examined for internal consistency by
computing Cronbach’s alpha coefficient, indicating acceptable levels of reliability for all
three study variables. As shows in Table (3-4), all scales have reliability coefficients
ranging from (0.827) to (0.927). Then, all reliability coefficients were above the
commonly suggested threshold of (0.70) Hair, et..al., (2006), which suggests a high
internal consistency among the items in each construct.

The values of the Average Variance Extracted for constructs within the measurement
model greater than (0.50) as recommended from Malhotra and Stanton (2004) who
explained the Average Variance Extracted (AVE) should be greater than (0.50) to validate
employing a construct. In addition, a composite reliability (CR) index for constructs
within the measurement model greater than (0.70) that indicates satisfactory internal

consistency as recommended from Hair, et..al., (2006).
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Table (3-4) Exploratory and confirmatory Factor Analysis of E-Marketing Capabilities variables

Averag
e Compos
Squqred 1 - Squared Varianc ite
c Factor Multiple - s
onstruct Loadinas  Correlations Multiple e Reliabil
g 2 Correlations (R?) | Extracte ity
(R ) d (CR)*
(AVE)*
1 The company developed and e-Marketing
culture within our organization 0.800 0.640 0.360
The top management fully supports our e-
2 Marketing activities 0.939 0.882 0.118 0.870 0.900
3 The top management, have clearly shown
our involvement concerning e-Marketing 0.857 0.735 0.265
Sum 2.596 2.257 0.743 -
Sum Squared Factor Loadings 6.739 5.094 - -
Human Resource (Cronbach’s alpha = 0.927)
X2 DF X2/DF GFlI CFI RMSEA
3.207 2 1.603 0.993 0.997 0.051
Our e-Marketing plans are
1 integrated into our overall business
plan 0.685 0.469 0.531
There are set clear priorities for our
2 .
technology projects 0.966 0.933 0.067 0.830 0.870
We regularly measure the
3 effectiveness and the success of our
technology projects 0.836 0.699 0.301
Sum 2.487 2.101 0.899 -
Sum Squared Factor Loadings 6.185 4414 . -
Business Resource (Cronbach’s alpha = 0.827)
X2 DF X?IDF GFI CFI RMSEA
2.142 2 1.071 0.997 0.998 0.032
1 The company have formal strategic
plan for e-marketing 0.887 0.786 0.214
There are set of clear priorities for 0.810 0.860
2 .
our e-marketing 0.901 0812 0.188
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Table (3-4) Exploratory and confirmatory Factor Analysis of E-Marketing Capabilities variables

Our technology plans are integrated
3 into our overall business plan 0,672 0.452 0.548
Sum 2.460 2.050 0.950 -
Sum Squared Factor Loadings 6.051 4.202 - -
IT Resource (Cronbach’s alpha = 0.827)
X2 DF X2/DF GFI CFl RMSEA
0.714 2 0.357 0.999 0.999 0.000

* Average Variance Extracted (AVE) = © (Squared Multiple Correlations)% © (Squared Multiple Correlations)? + © (1 - Squared Multiple
Correlations).
* Composite Reliability (CR) = © (Factor Loading)?* © (Factor Loading)? + © (1 - Squared Multiple Correlations).

3.7 Study Variables

The researcher identified the independent Variable (Innovation Orientation ) and its
related questionnaire items through literature review based on ( Camarero ,Garrido ,2008,
Theodosiou, et al., 2011). As well as, to identified the mediator Variable (E-Marketing
Capabilities) the researcher adopted the proposed idea form (Trainor,et al.,2011), the
researcher identified the dependent Variable (Marketing Effectiveness ) through literature

review based on ( Tuan, 2012), ( Kotler,P ,1977).

3.8 Statistical Treatment
The data collected from the responses of the study questionnaire were used through
Statistical Package for Social Sciences “SPSS Ver.22” & Amos Ver.22 for analysis and

conclusions. Finally, the researcher used the suitable statistical methods that consist of:
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3.8.1 Descriptive Statistics Methods

1 Percentage and Frequency.
1 Arithmetic to identify the level of response of study sample individuals to the
study variables.
(1 Standard Deviation to measure the responses spacing degree about arithmetic
mean.
"1 Relative importance, assigned due to:
- The Low degree from 1- less than 2.33
- The Medium degree from 2.33 — 3.66

- The High degree from 3.67 and above.

5-1 4
Class Interval = = = 1.33
3 3

Maximum Class — Minimum Class

Class Interval=
Number of level

3.8.2 Inference Statistics Methods

Kolmogorov-Smirnov Normality Test to verify the normal distribution of variables.
Exploratory Factor Analysis

Confirmatory Factor Analysis

Cronbach Alpha reliability (o) to measure strength of the correlation and coherence
between questionnaire items.

One sample t-test.

Variance Inflation Factor and Tolerance to make sure that there are no

Multicollinearity between independent variables.
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1 Simple Regression analysis to measure the effect of each independent variable on
dependent variable and mediate variable.

"1 Multiple Regression analysis to measure the effect of independent variables on
dependent variable and mediate variable.

1 Path analysis using Amos to measure the mediate effect of E-marketing capabilities
on the relationship between innovation orientation and Marketing Effectiveness.

3.9 Normal Distribution of Study Variables

In order of verification of the study results, the researcher carried out the Kolmogorov -

Smirnov Test, to verify the absence study data from the statistical problems that may

adversely affect the results of the test study hypotheses, as is shown in the Table (3-5).

Table (3-5) Normal Distribution of Study Variables

No. Variables Kolmogorov — Smirnov Sig. * Result

1 Marketing Effectiveness 1.0128 0.152 FOI(Ij(i)SVtVrSiSU?i%rnmal
1-1 | Customer Philosophy 1.018 0.251 FOI(;?:VU?SU?i%rnmaI
1-2 | Operational Efficiency 1.037 0.233 FOI(;?:VU?SU?i%rnmaI
1-3 | Strategic Orientation 1.130 0.156 FO|(|j(i);Isti§ur:i%rr]mal
1-4 | Adequate Marketing Information 1.161 0.135 FOI(;?;Ntrsisugzrnmal
1-5 | Integrated Marketing Organization 0.687 0.733 FOlclj(i);Ntrsi;ur;i%rnmal

2 Innovation Orientation 1.336 0.056 FOI(Ij(i):Vtrsik?u?i%;mal
2-1 | Technological Innovation 1.389 0.052 FOltlj(i);Ntrsisu?i%rnmal
2-2 | Organizational Innovation 1.287 0.073 FOI(;?:Vtrsisuzzrnmal
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Table (3-5) Normal Distribution of Study Variables

. e Follows a normal
3 E-Marketing Capabilities 0.860 0.450 distribution

3-1 | Human Resource 1.269 0.080 Follc_)ws_, a n_ormal
distribution

3-2 | Business Resource 1.249 0.088 Follc_)ws_, a n_ormal
distribution

3-3 | IT Resource 1.217 0.074 Follc_)ws_, a n_ormal
distribution

*Distribution is normal when the significance level (0.05> o).

In view of the above table and at the significance level of (0.05) it is apparent that the
distribution of all variables was normal. Where the normal distribution ratios for each
variables is greater than (0.05) which is approved level in the statistical treatment of the

current study.

3.10 Validity

To test the questionnaire for clarity and to provide a coherent research
questionnaire, a macro review that covers all the research constructs was thoroughly
performed by academic reviewers from Middle East University and other universities
specialized in faculty and practitioners Business Administration, Marketing. Some items
were added, while others were dropped based on their valuable recommendations. Some
others were reformulated to become more accurate to enhance the research
instrument. The academic reviewers are (5) and the overall percentage of respond is

(100%), (see appendix “4”).



63

Chapter Four : Analysis of the Results & Hypotheses

Testing

4.1Introduction
4.2 Descriptive Analysis of Study Variables
4.3 Analysis Adequacy of the Data to Test the Study
Hypotheses

4.4 Hypotheses Testing
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4.1 Introduction

According to the purpose of the research and the research framework presented in
the previous chapter, this chapter describes the results of the statistical analysis
for the data collected according to the research questions and research hypotheses.
The data analysis includes a description of the Means, Standard Deviations for the

questions of the study simple regression analysis and path analysis.

4.2 Descriptive Analysis of Study Variables

4.2.1 Innovation Orientation

The researcher used the arithmetic mean, standard deviation, one sample t-test,

item importance and importance level as shows in Table (4-1) and (4-2).

Table (4-1) clarifies the importance level of Technological Innovation, where the
arithmetic mean for these variable ranges between (3.659 - 3.978) compared with
General Arithmetic mean amount of (3.828). We observe that the highest mean
for the item "At the company we are deeply committed to using new resources
and technologies to assist the visiting public In general” with arithmetic mean
(3.978), Standard deviation (0.900). The lowest arithmetic mean was for the item
"We are one of the leading companies in the use of technical resources” With
Average (3.659) and Standard deviation (0.962). In general, it appears that the
Importance level of Technological Innovation at companies listed in Amman

stock exchange from the study sample viewpoint was high.



Table (4-1)

Arithmetic mean, SD, one sample t-test, item importance and importance level

65

of Technological Innovation at companies listed in Amman stock exchange

No.

Technological Innovation

Mean

St.D

t- value
Calculate

Sig

Item
impor
tance

Importance
level

At the company we are deeply
committed to adopting new
technologies

3.873

1.086

12.160

0.000

High

At the company we are deeply
committed to adopting new
resources aimed at enhancing
management and
administration

3.938

0.910

15.599

0.000

High

At the company we are deeply
committed to wusing new
resources and technologies to
assist the visiting public In
general

3.978

0.900

16.438

0.000

High

The company incorporated
numerous technical
innovations at the company in
recent years

3.755

1.009

11.326

0.000

High

We are one of the leading
companies in the use of
technical resources

3.659

0.962

10.362

0.000

Medium

We cooperate with other
institutions or firms to
improve the technology and
innovations implemented at
this company

3.764

0.911

12.693

0.000

High

General Arithmetic mean and

standard deviation

3.828

0.826

15.165

0.000

High

t- Value Tabulate at level ( 0.05) (1.651)

t- Value Tabulate was calculated based on Assumption mean to item that (3)




Table (4-2) clarifies the importance level of Organizational Innovation, where the
arithmetic mean for these variable ranges between (3.768 - 3.947) compared with
General Arithmetic mean amount of (3.871). We observe that the highest mean
for the item "The company management strives to take on staff from a range of
training backgrounds” with arithmetic mean (3.947), Standard deviation (0.930).
The lowest arithmetic mean was for the item "Innovation is readily accepted in
program/project management” With Average (3.768) and Standard deviation
(0.965). In general, it appears that the Importance level of Organizational
Innovation at companies listed in Amman stock exchange from the study sample

viewpoint was high.

Organizational Innovation at companies listed in Amman stock exchange

Table (4-2)
Arithmetic mean, SD, one sample t-test, item importance and importance level of
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t- value Item Importa
No. | Organizational Innovation | Mean St.D Calcula Sig importa b
nce level
te nce
The company is working on the
y |development - of thel 5o.; o4y 15905 000 5 High
organizational structure and 0
make Many changes
5 Innovation is readily accepted in 3768 0.965 12.040 0.00 4 High
program/project management 0
3 Em_pl_oyees f_eel _free to express 3921 0904 15.413 0.00 ) High
their innovative ideas 0
The company management 0.00
4 |strives to take on staff from a| 3.947 0.930 15.412 .O 1 High
range of training backgrounds
General Arlthmetl_c mean and standard 3871 0739 17817 0.00 i High
deviation 0

t- Value Tabulate at level (a £ 0.05) (1.651)
t- Value Tabulate was calculated based on Assumption mean to item that (3)




4.2.2 E-Marketing Capabilities

importance and importance level as shows in Table (4-3), (4-4) and (4-5).
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The researcher used the arithmetic mean, standard deviation, one sample t-test, item

Table (4-3) clarifies the importance level of Human Resource, where the arithmetic mean

for these variable ranges between (3.733- 3.794) compared with General Arithmetic mean

amount of (3.828). We observe that the highest mean for the item "The top management

fully supports our e-Marketing activities” with arithmetic mean (3.794), Standard

deviation (0.980). The lowest arithmetic mean was for the item "The top management,

have clearly shown our involvement concerning e-Marketing” With Average (3.733)

and Standard deviation (0.965). In general, it appears that the Importance level of Human

Resource at companies listed in Amman stock exchange from the study sample viewpoint

was high.
Table (4-3)
t- value Item Importan
No. Human Resource Mean St.D Calculat Sig importan ceplevel
e ce
The company developed and e-
1 | Marketing culture within our| 3.742 1.008 11.141 0.000 2 High
organization
o | Thetop management fully Supports | 5 764 1595 12151 0000 1 High
our E-Marketing activities
The top management, have clearly
3 | shown our involvement concerning| 3.733 = 0.965 11.493 0.000 4 High
E-Marketing
4 | Thecompany have few problemsto| 4 7,6 975 11,303 0.000 3 High
fit E-marketing in their culture
General Arlthn&etlfzn_wean and standard 3756 0.900 12715 0.000 i High
eviation

Arithmetic mean, SD, one sample t-test, item importance and importance level of

Human Resource at companies listed in Amman stock exchange

t- Value Tabulate at level (a £ 0.05) (1.651)
t- Value Tabulate was calculated based on Assumption mean to item that (3)




Table (4-4) clarifies the importance level of business resource, where the arithmetic

mean for these variable ranges between (3.624 - 3.777) compared with General

Arithmetic mean amount of (3.701). We observe that the highest mean for the item

"Our E-Marketing plans are integrated into our overall business plan” with

arithmetic mean (3.777), Standard deviation (0.892). The lowest arithmetic mean was
for the item "There are set clear priorities for our technology projects” With Average

(3.624) and Standard deviation (0.949). In general, it appears that the Importance level

of Business Resource at companies listed in Amman stock exchange from the study

sample viewpoint was high.

Table (4-4)
Arithmetic mean, SD, one sample t-test, item importance and importance level of

Business Resource at companies listed in Amman stock exchange
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t- value Item Importa
No. Business Resource Mean St.D Calcula Sig importa b
nce level
te nce
Our e-Marketing plans are 0.00
1 |integrated into our overall| 3.777 0.892 13.178 .0 1 High
business plan
5 There are set clear priorities for 3624 0949 9.949 0.00 3 Medium
our technology projects 0
We regularly measure the 0.00
3 | effectiveness and the success of | 3.703 0.917 11.600 .0 2 High
our technology projects
General Arlthmet|<_: mean and standard 3701 0816 12.996 0.00 i High
deviation 0

t- Value Tabulate at level (a £ 0.05) (1.651)
t- Value Tabulate was calculated based on Assumption mean to item that (3)
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Table (4-5) clarifies the importance level of IT Resource, where the arithmetic mean for

these variable ranges between (3.624 - 3.738) compared with General Arithmetic mean

amount of (3.681). We observe that the highest mean for the item "The company have

formal strategic plan for e-marketing” with arithmetic mean (3.738), Standard

deviation (0.913). The lowest arithmetic mean was for the item "Our technology plans

are integrated into our overall business plan” With Average (3.624) and Standard

deviation (0.954). In general, it appears that the Importance level of IT Resource at

companies listed in Amman stock exchange from the study sample viewpoint was high.

Table (4-5)
t- value Item Importa
No. IT Resource Mean St.D Calcula Sig importa b
nce level
te nce
1 |The company have formal| 3738 (913 12905 000 4 High
strategic plan for e-marketing 0
2 There are set of_clear priorities 3681 0990 10407 0.00 9 High
for our e-marketing projects 0
Our technology plans are 0.00 _
3 integrated into our overall 3.624 0.954 9.901 0 3 Medium
business plan
General Arithmetic mean and standard 3681 0840 12.965 0.00 i High
deviation 0

Arithmetic mean, SD, one sample t-test, item importance and importance level of IT

Resource at companies listed in Amman stock exchange

t- Value Tabulate at level (a £ 0.05) (1.651)
t- Value Tabulate was calculated based on Assumption mean to item that (3)
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4.2.3 Marketing Effectiveness
The researcher used the arithmetic mean, standard deviation, one sample t-test, item
importance and importance level as shows in Table (4-6), (4-7), (4-8), (4-9) and (4-

10).

Table (4-6) clarifies the importance level of customer philosophy, where the

arithmetic mean for these variable ranges between (3.925 - 4.144) compared with
General Arithmetic mean amount of (4-027). We observe that the highest mean for the
item " The company recognizes the importance of designing the company to serve the
needs and wants of chosen markets ; The company monitors customer satisfaction”
with arithmetic mean (4.114) and (4.114), Standard deviation (0.827) and (0.932). The
lowest arithmetic mean was for the item "Management encourages word-of-mouth
communication” With Average (3.925) and Standard deviation (0.897). In general, it
appears that the Importance level of Customer Philosophy at companies listed in
Amman stock exchange from the study sample viewpoint was high.

Table (4-6)
Arithmetic mean, SD, one sample t-test, item importance and importance level of

Customer Philosophy at companies listed in Amman Stock exchange

t- value Item Imoortan
No. Customer Philosophy Mean StD Calculat Sig importan ceplevel
e ce
The company recognizes the
importance of designing the 0.00 _
1| company to serve the needs and | 4-144 0.827 20915 . 1 High
wants of chosen markets
Management encourages 0.00
2 word-of-mouth 3.925 0.897 15.606 .O 6 High
communication
Management develops different
3 | marketing plans for different] 3.938 0.871 16.304 0.00 5 High
segments of the market 0
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Management takes a whole

marketing system
4 |View(suppliers, channels, | 4 069 0.850 19.038 %90 3 High
competitors, customer, and 0
environment) in planning its
business
The company monitors 0.00 .
5 customer satisfaction 4,144 0.932 18.567 0 1 High
Management develops different
6 | offerings for different segments| 3.943 0.874 16.327 0.00 4 High
of the market 0
General Arlthmetlcl mean and standard 41027 0696 22328 0.00 i High
deviation 0

t- Value Tabulate at level (a £ 0.05) (1.651)

t- Value Tabulate was calculated based on Assumption mean to item that (3)

Table (4-7) clarifies the importance level of adequate marketing information, where the
arithmetic mean for these variable ranges between (3.938 - 4.126) compared with
General Arithmetic mean amount of (4-018). We observe that the highest mean for the
item "Management usually have full knowledge of the sales potential and profitability
of different market segments, customers territories, products, channels, and other
sizes” with arithmetic mean (4.126), Standard deviation (0.906). The lowest arithmetic
mean was for the item "The company regularly conduct marketing research to study
customers, buying influences, channels, and competitors” With Average (3.938) and
Standard deviation (0.925). In general, it appears that the Importance level of Adequate
marketing information at companies listed in Amman stock exchange from the study

sample viewpoint was high.




Table (4-7)
Arithmetic mean, SD, one sample t-test, item importance and importance level of
Adequate marketing information @t companies listed in Amman stock exchange
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t- value Item Importan
No. | Adequate marketing information | Mean  St.D Calculat Sig importan ceplevel
e ce
The company regularly conduct
marketing research to study
1 |customers, buying influences,| 3938 0925 15357 ©°-00 3 High
channels, and competitors 0
Management usually have full
knowledge of the sales potential
and profitability of different 0.00 _
2 | market segments, customers| 4126 0.906 18.809 1 High
territories, products, channels,
and other sizes
Effort is expanded to measure
the cost effectiveness of 0.00 .
3 different marketing 3.991 0.873 17.172 0 2 High
expenditures
General Arithmetic mean and standard | , 5.0 4755 29499 090 i High
deviation 0

t- Value Tabulate at level (a £ 0.05) (1.651)
t- Value Tabulate was calculated based on Assumption mean to item that (3)

Table (4-8) clarifies the importance level of Strategic Orientation, where the arithmetic

mean for these variable ranges between (3.742 - 4.074) compared with General

Arithmetic mean amount of (3.879). We observe that the highest mean for the item

"The company provides good quality service ” with arithmetic mean (4.074), standard

deviation (0.935). The lowest arithmetic mean was for the item "The quality of current

marketing strategy is innovative” with average (3.742) and standard deviation (0.959).

In general, it appears that the Importance level of strategic orientation at companies

listed in Amman stock exchange from the study sample viewpoint was high.




Table (4-8)
Arithmetic mean, SD, one sample t-test, item importance and importance level of
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Strategic Orientation at companies listed in Amman stock exchange

t- value Item Imoortan
No. Strategic Orientation Mean StD Calculat Sig importan ceplevel
e ce
Management  develops an
annual marketing plan and a 0.00 .
1 |careful long-range plan that is 3.947 0.798 17.959 0 2 High
updated annually
The quality of current
2 | marketing strategy is clear, data| 3.877 0.889 14-925 0.00 3 High
based and well reasoned 0
The quality of current 0.00 .
3 marketing strategy is innovative 8.7421 0959 | 11.711 0 > High
The company is well-positioned
4 | relative to its competitors 3.755 0.996 11.475 0'80 4 High
The company provides good 0.00 .
5 quality service 4074 0.935 17.368 0 1 High
General Anthmetlc_ mean and standard 3879 0722 18.416 0.00 ) High
deviation 0

t- Value Tabulate at level (a £ 0.05) (1.651)

t- Value Tabulate was calculated based on Assumption mean to item that (3)
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Table (4-9) clarifies the importance level of Operational Efficiency, where the
arithmetic mean for these variable ranges between (3.668 - 4.144) compared with

General Arithmetic mean amount of (3.964). We observe that the highest mean for the

Table (4-9)

Arithmetic mean, SD, one sample t-test, item importance and importance level of
Operational Efficiency at companies listed in Amman stock exchange

t- value Item Imnortan
No. Operational Efficiency Mean StD Calculat Sig importan ceplevel
e ce
Marketing thinking at the top
1 |are  communicated  and| 3668 1019 9921 90 6 High
implemented down the line 0
Management is doing an
2 | effective job with the marketing| 3.943 0.773 18.464 0.00 5 High
resources 0
The company's ability to have 0.00 i
3 | continuity and growth 4.144 0827 20915 1 High
Management shows a good
capacity to react quickly and 0.00 i
4 effectively to on-the-spot 3.978 0.870 16.999 0 4 ngh
development
Marketing management works
5 |well with the management in| 3982 0.821 18.095 0.00 3 High
other functional areas 0
The company is a good 0.00
6 community neighbour 4069 0.910 17.788 0 2
General Arithmetic mean and standard 3964 0679 21469 0.00 i High
deviation 0

t- Value Tabulate at level (a £ 0.05) (1.651)
t- Value Tabulate was calculated based on Assumption mean to item that (3)
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item"The company’s ability to have continuity and growth ” with arithmetic mean
(4.144), Standard deviation (0.827). The lowest arithmetic mean was for the item
"Marketing thinking at the top are communicated and implemented down the line”
With Average (3.668) and Standard deviation (1.019). In general, it appears that the
Importance level of operational efficiency at companies listed in Amman

stock exchange from the study sample viewpoint was high.

4.3 Analysis adequacy of the data to test the study hypotheses

Before test the hypotheses of the study, the researcher conducted some tests in order to
ensure the adequacy of the data for the assumptions of regression analysis, it was
confirmed that there is no high correlation between the independent variables
Multicollinearity using the Variance Inflation Factor (VIF) and test Tolerance for each
variable of the study variables taking into account the Variance Inflation Factor not to
exceed the allowable value (10). And that the Tolerance value greater than (0.05).
Were also ensure that the data follow the normal distribution calculates the skewness
coefficient, as the data follow a normal distribution if the value of skewness coefficient

is less than (x1). Table (4-10) shows the results of these tests.
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Table (4-10)
Results of Variance Inflation Factor, Tolerance and skewness coefficient
No. Independent Variables VIF Tolerance | Skewness
1 Technological Innovation 2.817 00.35 -0.939
2 Organizational Innovation 1.614 0.407 -0.214

Evident from the results listed in Table (4 - 10) there is no Multicollinearity between the
independent variables, confirms that the values of Variance Inflation Factor of the
dimensions are (2.817 & 1.614) , respectively, less than (10). As can be seen that the
values of Tolerance are (0.355) and (0.407) which is greater than (0.05). This is an
indication that there is no Multicollinearity between the independent variables While to
make sure that the data follow a normal distribution the researcher calculates the

Skewness coefficient where the values were less than (£1).

4.4 Study Hypotheses Test

In this section the researcher divided into 13 hypotheses, the first six hypothesis testing
in multiple regression analysis. The second hypothesis (eight) was testing through path
analysis.

Ha: Innovation Orientation (Technological innovation, Organizational Innovation)
has a positive direct effect on E-Marketing capabilities at level (o < 0.05).
To test this hypothesis, the researcher used the multiple regression analysis to ensure the
positive direct effect of Innovation Orientation on E-Marketing capabilities. As shows

in Table (4-12).



Table (4-11)
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Multiple regression analysis of the positive direct effect of Innovation Orientation on E-

Marketing capabilities

" T
R) (R | Calcuat DF  Sig" B Calculat ~ Sig*
¢ e
2 :
Technologic  0.66 11.01 4400
E-Marketing al Innovation g 0
Capabilities 0.839 0.704 269.324 226 0.000 N
rganization 500 335 001
228 al Innovation

* the impact is significant at level (( 5 0.05)

Table (4-11) shows the positive direct effect of innovation orientation (technological

innovation, organizational innovation) on E-Marketing capabilities at companies listed

in Amman stock exchange. The regression model achieved a high degree of fit, as

reflected by “R” and “R?” value (0.839) , (0.704), which asserted that (0.704) of the

explained variation in E-Marketing capabilities can be accounted for Innovation

Orientation (Technological innovation, Organizational Innovation).

On the other hand, Table (4-11) for the executive data set indicated the slope value of

(0.668) and (0.202) for the regression line. This suggested that for a one unit increase in

Innovation Orientation Technological innovation can significantly predict a (0.668) and

organizational innovation (0.202) increase in E-Marketing capabilities. As well as Table

(4-12) shows that the analysis of variance of the fitted regression equation is significant

with F value of (269.324). This is an indication that the model is a good one. Since the

p-value is less than (0.05), it shows a statistically significant relationship between the

variables at (0.95) confidence level.
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The results also indicate that Innovation Orientation (technological innovation,
organizational innovation) has positive direct effect on E-Marketing capabilities at
companies listed in Amman Stock exchange with a coefficient of (0.668) and (0.202).
Thus, Innovation Orientation (Technological innovation, Organizational Innovation)
actually affected positively directly on E-Marketing capabilities at companies listed in
Amman Stock exchange.

This further supported the first hypothesis:

Innovation Orientation (Technological innovation, Organizational
Innovation) has a positive direct effect on E-Marketing capabilities at level
(0 <£0.05).

To ensure the positive direct effect of innovation orientation (technological innovation,
organizational innovation) on every dimension of E-Marketing capabilities, the
researcher divided the first main hypothesis in to three sub hypothesis, as follows.

Ha-1: Innovation Orientation (technological innovation, organizational innovation)
has a positive direct effect on Human Resource at level (a < 0.05).
To test this hypothesis, the researcher used the multiple regression analysis to ensure the

positive direct effect of Innovation Orientation on Human Resource. As shows in Table

(4-12).



Table (4-12)

79

Multiple regression analysis of the positive direct effect of Innovation Orientation on

Human Resource

F T
(R) (R Calculat DF Sig* B Caloulat S
¢ e
2 Technologic 9.31
al Innovation  0-623 9 0.000
RHuman 0.801 0.642 202.499 226 0.000
- Organization
298 al Innovation | 0-210 | 3.144 1 0.002

* the impact is significant at level (( 8 0.05)

Table (4-12) shows the positive direct effect of innovation orientation (technological

innovation, organizational innovation) on human resource at companies listed in

Amman stock exchange. The regression model achieve a high degree of fit, as reflected

by “R” and “R?” value (0.801) , (0.642), which asserted that (0.642) of the explained

variation in Human Resource can be accounted for innovation orientation (technological

innovation, organizational innovation). On the other hand, Table (4-12) for the

executive data set indicated the slope value of (0.623) and (0.210) for the regression

line. This suggested that for a one unit increase in innovation orientation (technological

innovation, organizational innovation) can significantly predict a (0.623) and (0.210)

increase in Human Resource. As well as Table (4-12) shows that the analysis of

variance of the fitted regression equation is significant with F value of (202.499). This

is an indication that the model is a good one. Since the p-value is less than (0.05), it

shows a statistically significant relationship between the variables at (0.95) confidence

level.
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The results also indicate that innovation orientation (technological innovation,
organizational innovation) has positive direct effect on human resource at companies
listed in Amman stock exchange with a coefficient of (0.623) and (0.210). Thus,
innovation orientation (technological innovation, organizational innovation) actually
affected positively directly on human resource at companies listed in Amman

stock exchange.

This further supported the sub first hypothesis:

Innovation Orientation (Technological innovation, Organizational
Innovation) has a positive direct effect on Human Resource at level (o <
0.05).

Ha-2: Innovation Orientation (Technological innovation, Organizational Innovation)
has a positive direct effect on Business Resource at level (a < 0.05).

To test this hypothesis, the researcher used the multiple regression analysis to ensure the
positive direct effect of innovation orientation on business resource. As shows in Table

(4-13).



Table (4-13)
Multiple regression analysis of the positive direct effect of Innovation Orientation on

Business Resource
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. T
R) (R) Calouat DF Sig p s S
. e
5 .
Technologic  0.68 10.53 0.000
- al Innovation 9 7
SUSINESS | 0.810 0657 216.168 226 0.000
esource izati
Organization ~ 0.14 2218 0.028
998 al Innovation 5

* the impact is significant at level (( 8 0.05)

Table (4-13) shows the positive direct effect of innovation orientation (technological

innovation, organizational innovation) on business resource at companies listed in

Amman stock exchange. The regression model achieved a high degree of fit, as

reflected by “R” and “R?” value (0.810) , (0.657), which asserted that (0.657) of the

explained variation in business resource can be accounted for innovation orientation

(technological innovation, organizational innovation). On the other hand, Table (4-13)

for the executive data set indicated the slope value of (0.689) and (0.145) for the

regression line. This suggested that for a one unit increase in innovation orientation

(technological innovation, organizational innovation) can significantly predict a (0.689)

and (0.145) increase in Business Resource. As well as Table (4-13) shows that the

analysis of variance of the fitted regression equation is significant with F value of

(216.168). This is an indication that the model is a good one. Since the p-value is less

than (0.05), it shows a statistically significant relationship between the variables at

(0.95) confidence level.
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The results also indicate that innovation orientation (technological innovation,
organizational innovation) has positive direct effect on business resource at companies
listed in Amman stock exchange with a coefficient of (0.689) and (0.145). Thus,
innovation orientation (technological innovation, organizational innovation) actually
affected positively directly on business resource at companies listed in Amman
stock exchange.

This further supported the sub second hypothesis:

Innovation Orientation (Technological innovation, Organizational

Innovation) has a positive direct effect on Business Resource at level (a <

0.05).
Ha-3: Innovation Orientation (Technological innovation, Organizational Innovation)
has a positive direct effect on IT Resource at level (a <0.05).
To test this hypothesis, the researcher used the multiple regression analysis to ensure the

positive direct effect of innovation orientation on IT resource. As shows in Table (4-14).

Table (4-14)
Multiple regression analysis of the positive direct effect of Innovation Orientation on IT
Resource
F T
(R)  (R?) Caleulat DF  Sig* § Calculat ~ Sig*
e e
2 .
Technologlc 0.595 8.52 0.000
al Innovation 9
IT Resource | 0.781 0.610 176.676 226 0.000
Organization 4 518 3137 0,002
228 al Innovation

* the impact is significant at level ({ 8 0.05)
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Table (4-14) shows the positive direct effect of innovation orientation (technological
innovation, organizational innovation) on IT Resource at companies listed in Amman
stock exchange. The regression model achieve a high degree of fit, as reflected by “R”
and “R?” value (0.781) , (0.610), which asserted that (0.610) of the explained variation
in IT resource can be accounted for innovation orientation (technological innovation,
organizational innovation). On the other hand, Table (4-15) for the executive data set
indicated the slope value of (0.595) and (0.218) for the regression line. This suggested
that for a one unit increase in innovation orientation (technological innovation,
organizational innovation) can significantly predict a (0.595) and (0.218) increase in IT
resource. As well as Table (4-14) shows that the analysis of variance of the fitted

regression equation is significant with F value of (176.676).

This is an indication that the model is a good one. Since the p-value is less than (0.05),
it shows a statistically significant relationship between the variables at (0.95)
confidence level.
The results also indicate that innovation orientation (technological innovation,
oganizational innovation) has positive direct effect on IT resource at companies listed in
Amman stock exchange with a coefficient of (0.595) and (0.218). Thus, innovation
orientation (technological innovation, organizational innovation) actually affected
positively directly on IT Resource at companies listed in Amman Stock exchange.
This further supported the sub third hypothesis:

Innovation Orientation (Technological innovation, Organizational Innovation)
has a positive direct effect on IT Resource at level (a <0.05).

H2: Innovation Orientation (Technological innovation, Organizational Innovation)

has a positive direct effect on Marketing Effectiveness at level (o < 0.05).
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To test this hypothesis, the researcher used the multiple regression analysis to ensure the

positive direct effect of innovation orientation on marketing effectiveness. As shows in

Table (4-15).

Table (4-15)

Multiple regression analysis of the positive direct effect of Innovation Orientation on

Marketing Effectiveness

F T
(R) (R?») Calculat DF Sig* B Calculat  Sig*
e e
2 -
Technologlc 0.35 5.20 0.000
) al Innovation 7
Marketing {799 0638 198.033 226 0.000
Effectiveness o L.
rganization 4 95 7595 0,000
228 al Innovation

* the impact is significant at level (( 8 0.05)

Table (4-15) shows the positive direct effect of innovation orientation (technological

innovation, organizational innovation) on marketing effectiveness at the researched

companies. The regression model achieved a high degree of fit, as reflected by “R” and

“R?” value (0.799) , (0.638), which asserted that (0.638) of the explained variation in

Marketing Effectiveness can be accounted for innovation orientation (Technological

innovation, Organizational Innovation). On the other hand, Table (4-15) for the

executive data set indicated the slope value of (0.350) and (0.490) for the regression

line. This suggested that for a one unit increase in Innovation Orientation

(Technological innovation, Organizational Innovation) can significantly predict a

(0.350) and (0.490) increase in Marketing Effectiveness. As well as Table (4-15) shows

that the analysis of variance of the fitted regression equation is significant with F value

of (198.933). This is an indication that the model is a good one. Since the p-value is less
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than (0.05), it shows a statistically significant relationship between the variables at
(0.95) confidence level.
The results also indicate that Innovation Orientation (Technological innovation,
Organizational Innovation) has positive direct effect on Marketing Effectiveness at
companies listed in Amman Stock exchange with a coefficient of (0.350) and (0.490).
Thus, Innovation Orientation (Technological innovation, Organizational Innovation)
actually affected positively directly on Marketing Effectiveness at companies listed in
Amman Stock exchange.

This further supported the second hypothesis:

Innovation Orientation (Technological innovation, Organizational
Innovation) has a positive direct effect on Marketing Effectiveness at level (a
<0.05).

To ensure the positive direct effect of Innovation Orientation (Technological

innovation, Organizational Innovation) on every dimension of Marketing Effectiveness,

the researcher divided the second main hypothesis in to five sub hypothesis, as follows.
H2-1: Innovation Orientation (Technological innovation, Organizational Innovation)

has a positive direct effect on Customer Philosophy at level (o < 0.05).

To test this hypothesis, the researcher used the multiple regression analysis to ensure the

positive direct effect of innovation orientation on customer philosophy. As shows in

Table (4-16).



Table (4-16)
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Multiple regression analysis of the positive direct effect of Innovation Orientation on

Customer Philosophy

F T
(R) (R?») Calculat DF Sig* B Calculat  Sig*
e e
2 -
Technologic 5 555 489 4 5
c al Innovation 0
ustomer
Philosophy 0.704 0.496 111.275 226 0.000 o
Organization 50, 4 471 0.000
228 al Innovation

* the impact is significant at level (( 8 0.05)

Table (4-16) shows the positive direct effect of innovation orientation (Technological

innovation, Organizational Innovation) on customer philosophy at the researched

companies. The regression model achieved a high degree of fit, as reflected by “R” and

“R?” value (0.704) , (0.496), which asserted that (0.496) of the explained variation in

customer philosophy can be accounted for innovation orientation (Technological

innovation, Organizational Innovation). On the other hand, Table (4-17) for the

executive data set indicated the slope value of (0.388) and (0.354) for the regression

line. This suggested that for a one unit increase in innovation orientation (Technological

innovation, Organizational Innovation) can significantly predict a (0.388) and (0.354)

increase in Customer Philosophy. As well as Table (4-16) shows that the analysis of

variance of the fitted regression equation is significant with F value of (111.275). This

is an indication that the model is a good one. Since the p-value is less than (0.05), it

shows a statistically significant relationship between the variables at (0.95) confidence

level.
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The results also indicate that innovation orientation (Technological innovation,
Organizational Innovation) has positive direct effect on customer philosophy at
companies listed in Amman stock exchange with a coefficient of (0.388) and (0.354).
Thus, innovation orientation (Technological innovation, organizational innovation)
actually affected positively directly on Customer Philosophy at companies listed in
Amman Stock exchange.

This further supported the sub first hypothesis:

Innovation Orientation (Technological innovation, Organizational
Innovation) has a positive direct effect on Customer Philosophy at level (a <
0.05).

H2-2: Innovation Orientation (Technological innovation, Organizational Innovation)
has a positive direct effect on Operational Efficiency at level (o < 0.05).
To test this hypothesis, the researcher used the multiple regression analysis to ensure the
positive direct effect of Innovation Orientation on Operational Efficiency. As shows in
Table (4-17).

Table (4-17)
Multiple regression analysis of the positive direct effect of Innovation Orientation on

Operational Efficiency

F T
(R) (R») Calculat DF Sig* B Calculat  Sig*
e e
2 -
Technologic 0.955 3.91 0.000
o el al Innovation 0
perationa
Efficiency 0.811 0.658 217.866 226 0.000

Organization
228 al Innovation

0.592 9.078 0.000

* the impact is significant at level ({ 5 0.05)
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Table (4-17) shows the positive direct effect of innovation orientation (Technological
innovation, Organizational Innovation) on operational efficiency at companies. The
regression model achieved a high degree of fit, as reflected by “R” and “R?” value
(0.811) , (0.658), which asserted that (0.658) of the explained variation in operational
efficiency can be accounted for innovation orientation (Technological innovation,
Organizational Innovation). On the other hand, Table (4-17) for the executive data set
indicated the slope value of (0.255) and (0.592) for the regression line. This suggested
that for a one unit increase in innovation orientation (Technological innovation,
Organizational Innovation) can significantly predict a (0.255) and (0.592) increase in
operational efficiency. As well as Table (4-17) shows that the analysis of variance of the
fitted regression equation is significant with F value of (217.866). This is an indication
that the model is a good one. Since the p-value is less than (0.05), it shows a statistically
significant relationship between the variables at (0.95) confidence level.

The results also indicate that innovation orientation (Technological innovation,
Organizational Innovation) has positive direct effect on operational efficiency at
companies with a coefficient of (0.255) and (0.592). Thus, innovation orientation
(Technological innovation, Organizational Innovation) actually affected positively
directly on Operational Efficiency at companies listed in Amman Stock exchange.

This further supported the sub second hypothesis:
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Innovation) has a positive direct effect on Operational Efficiency at level (a
<0.05).

Haz-3: Innovation Orientation (Technological innovation, Organizational Innovation)

has a positive direct effect on Strategic Orientation at level (o < 0.05).

To test this hypothesis, the researcher used the multiple regression analysis to ensure the

positive direct effect of innovation orientation on strategic orientation. As shows in

Table (4-18).

Table (4-18)

Multiple regression analysis of the positive direct effect of Innovation Orientation on

Strategic Orientation

F T
(R) (R?» Calculat DF  Sig* B Calculat ~ Sig*
e e
2 -
Technologlc 0.974 3.58 0.000
o _ al Innovation 5
trategic
Orientation 0.728 0.531 127.741 226 0.000 o
Organization 55 407 0,000
228 al Innovation

* the impact is significant at level ({ 5 0.05)

Table (4-18) shows the positive direct effect of innovation orientation (Technological

innovation, Organizational Innovation) on strategic orientation at companies. The

regression model achieved a high degree of fit, as reflected by “R” and “R?” value

(0.728) , (0.531), which asserted that (0.531) of the explained variation in Strategic

Orientation can be accounted for Innovation Orientation (Technological innovation,

Organizational Innovation). On the other hand, Table (4-18) for the executive data set
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indicated the slope value of (0.274) and (0.490) for the regression line. This suggested
that for a one unit increase in Innovation Orientation (Technological innovation,
Organizational Innovation) can significantly predict a (0.274) and (0.490) increase in
Strategic Orientation. As well as Table (4-18) shows that the analysis of variance of the
fitted regression equation is significant with F value of (127.741). This is an indication
that the model is a good one. Since the p-value is less than (0.05), it shows a statistically

significant relationship between the variables at (0.95) confidence level.

The results also indicate that innovation orientation (Technological innovation,
Organizational Innovation) has positive direct effect on strategic orientation at
companies listed in Amman stock exchange with a coefficient of (0.274) and (0.490).
Thus, Innovation Orientation (Technological innovation, Organizational Innovation)
actually affected positively directly on Strategic Orientation at companies listed in

Amman Stock exchange.
This further supported the sub third hypothesis:

Innovation Orientation (Technological Innovation, Organizational
Innovation) has a positive direct effect on Strategic Orientation at level (a <

0.05).

H2-4: Innovation Orientation (Technological innovation, Organizational Innovation)
has a positive direct effect on Adequate Marketing Information at level (o < 0.05).
To test this hypothesis, the researcher used the multiple regression analysis to ensure the
positive direct effect of Innovation Orientation on Adequate Marketing Information. As

shows in Table (4-19).
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Multiple regression analysis of the positive direct effect of Innovation Orientation on

Adequate Marketing Information

F T
(R) (R?») Calculat DF Sig* B Calculat  Sig*
e e
2 -
Technologlc 0.189 2.29 0.023
Adequate al Innovation 1
Marketing | 0.672 0.452 93.069 226 0.000
Information i7ati
Organization ) 51 5974 0000
228 al Innovation

* the impact is significant at level (( 8 0.05)

Table (4-19) shows the positive direct effect of Innovation Orientation (Technological

innovation, Organizational Innovation) on Adequate Marketing Information at

companies. The regression model achieved a high degree of fit, as reflected by “R” and

“R?” value (0.672) , (0.452), which asserted that (0.452) of the explained variation in

Adequate Marketing Information can be accounted for Innovation Orientation

(Technological innovation, Organizational Innovation).

On the other hand, Table (4-19) for the executive data set indicated the slope value of

(0.189) and (0.510) for the regression line. This suggested that for a one unit increase in

Innovation Orientation (Technological innovation, Organizational Innovation) can

significantly predict a (0.189) and (0.510) increase in Adequate Marketing Information.

As well as Table (4-19) shows that the analysis of variance of the fitted regression

equation is significant with F value of (93.069). This is an indication that the model is a

good one. Since the p-value is less than (0.05), it shows a statistically significant

relationship between the variables at (0.95) confidence level.
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The results also indicate that Innovation Orientation (Technological innovation,
Organizational Innovation) has positive direct effect on Adequate Marketing
Information at companies listed in Amman Stock exchange with a coefficient of (0.189)
and (0.510). Thus, Innovation Orientation (Technological innovation, Organizational
Innovation) actually affected positively directly on Adequate Marketing Information at
companies listed in Amman Stock exchange.

This further supported the sub fourth hypothesis:

Innovation Orientation (Technological Innovation, Organizational
Innovation) has a positive direct effect on Adequate Marketing Information

at level (a <0.05).

Ha-s: Innovation Orientation (Technological innovation, Organizational Innovation)
has a positive direct effect on Integrated Marketing Organization at level (a < 0.05).
To test this hypothesis, the researcher used the multiple regression analysis to ensure the
positive direct effect of Innovation Orientation on Integrated Marketing Organization.
As shows in Table (4-20).

Table (4-20)
Multiple regression analysis of the positive direct effect of Innovation Orientation on

Integrated Marketing Organization

F T
(R) (R») Calculat DF Sig* § Calculat  Sig*
e e
2 -
Technologlc 0.448 5.18 0.000
Integrated al Innovation 5
Marketing | 0.634 0.401 75.768 226 0.000
Organization i7ati
g Organization 4 510 5 489 (014
228 al Innovation

* the impact is significant at level ({ 5 0.05)
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Table (4-20) shows the positive direct effect of innovation orientation (technological
innovation, organizational innovation) on integrated marketing organization at
companies. The regression model achieved a high degree of fit, as reflected by “R” and
“R?” value (0.634) , (0.401), which asserted that (0.401) of the explained variation in
integrated marketing organization can be accounted for innovation orientation
(technological innovation, organizational innovation). On the other hand, Table (4-20)
for the executive data set indicated the slope value of (0.448) and (0.215) for the
regression line. This suggested that for a one unit increase in innovation orientation
(technological innovation, organizational innovation) can significantly predict a (0.448)
and (0.215) increase in integrated marketing organization. As well as Table (4-20)
shows that the analysis of variance of the fitted regression equation is significant with F
value of (75.768). This is an indication that the model is a good one. Since the p-value
is less than (0.05), it shows a statistically significant relationship between the variables

at (0.95) confidence level.

The results also indicate that Innovation Orientation (technological innovation,
organizational innovation) has positive direct effect on integrated marketing
organization at companies listed in Amman Stock exchange with a coefficient of
(0.448) and (0.215). Thus, Innovation Orientation (technological innovation,
organizational innovation) actually affected positively directly on integrated marketing

organization at companies listed in Amman Stock exchange.

This further supported the sub fifth hypothesis:
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Innovation Orientation (Technological Innovation, Organizational
Innovation) has a positive direct effect on Integrated Marketing Organization
at level (a <0.05).

Hs: E-Marketing capabilities (human resource, business resource and IT resource)
has a positive direct effect on marketing effectiveness at level (o < 0.05).
To test this hypothesis, the researcher used the multiple regression analysis to ensure the
positive direct effect of E-Marketing capabilities on marketing effectiveness. As shows
in Table (4-21).

Table (4-21)
Multiple regression analysis of the positive direct effect of E-Marketing capabilities on

Marketing Effectiveness

F T
(R) (R?) Calculat DF  Sig* B Calculat ~ Sig*

e e

Human 0.18 1.96
3 Resource 1 1 0.051

Marketing Business 4.59
Effectiveness 0.733 0.537 87.017 225 0.000 Resource 0.470 0 0.000
228 IT Resource  0.112 3'09 0.273

* the impact is significant at level ({ 5 0.05)

Table (4-21) shows the positive direct effect of E-Marketing capabilities (business
resource) on marketing effectiveness at companies listed in Amman stock exchange,
and the non significant level of human resource at (0.051) and IT resource at (0.273).
The regression model achieved a high degree of fit, as reflected by “R” and “R?” value
(0.733) , (0.537), which asserted that (0.537) of the explained variation in marketing

effectiveness can be accounted for E-Marketing capabilities (business Resource). On the
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other hand, Table (4-21) for the executive data set indicated the slope value of (0.470)
for the regression line. This suggested that for a one unit increase in E-Marketing
capabilities (business resource) can significantly predict a (0.470) increase in marketing
effectiveness. As well as Table (4-21) shows that the analysis of variance of the fitted
regression equation is significant with F value of (87.017). This is an indication that the
model is a good one. Since the p-value is less than (0.05), it shows a statistically

significant relationship between the variables at (0.95) confidence level.

The results also indicate that E-Marketing capabilities (business resource) have positive
direct effect on marketing effectiveness at companies listed in Amman stock exchange
with a coefficient of (0.470), but the other dimension (human resource, IT resource )
have insignificant effect on marketing effectiveness. Thus, E-Marketing capabilities
(business resource) actually affected positively directly on marketing effectiveness at
companies listed in Amman Stock exchange.

This further supported the third hypothesis:

E-Marketing capabilities (Business Resource) have a positive direct effect

on Marketing Effectiveness at level (a < 0.05).

To ensure the positive direct effect of E-Marketing capabilities (human resource,
business resource and IT Resource) on every dimension of marketing effectiveness, the
researcher divided the third main hypothesis in to five sub hypothesis, as follows.

Hs-1: E-Marketing capabilities (human resource, business resource and IT resource)
has a positive direct effect on customer philosophy at level (o < 0.05).
To test this hypothesis, the researcher used the multiple regression analysis to ensure the
positive direct effect of E-Marketing capabilities on customer philosophy. As shows in

Table (4-22).



Table (4-22)
Multiple regression analysis of the positive direct effect of E-Marketing capabilities on

Customer Philosophy
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F T
(R) (R?) Calculat DF Sig* B Calculat ~ Sig*
e e
Human 0.17 1.69
3 Resource 4 8 0.091
Customer Business 3.64 0.00
Philosophy 0.658 0.433 57.355 225 0.000 Resource 0.413 5 0
228 IT Resource = 0.100 2'88 8'37

* the impact is significant at level ({ 3 0.05)

Table (4-22) shows the positive direct effect of E-Marketing capabilities (business

resource) on customer philosophy at companies listed in Amman stock exchange. The

regression model achieved a high degree of fit, as reflected by “R” and “R?” value

(0.658) , (0.433), which asserted that (0.433) of the explained variation in customer

philosophy can be accounted for E-Marketing capabilities (business resource). On the

other hand, Table (4-22) for the executive data set indicated the slope value of (0.413)

for the regression line. This suggested that for a one unit increase in E-Marketing

capabilities (business resource) can significantly predict a (0.413) increase in customer

philosophy. As well as Table (4-22) shows that the analysis of variance of the fitted

regression equation is significant with F value of (57.355). This is an indication that the

model is a good one. Since the p-value is less than (0.05), it shows a statistically

significant relationship between the variables at (0.95) confidence level.

The results also indicated that E-Marketing capabilities (business resource) have

positive direct effect on Customer Philosophy at companies listed in Amman
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stock exchange with a coefficient of (0.413). Thus, E-Marketing capabilities (business

resource) actually affected positively directly on Customer Philosophy at companies

listed in Amman stock exchange.

This further supported the sub first hypothesis:

E-Marketing capabilities (Business Resource) have a positive direct effect

on Customer Philosophy at level (o < 0.05).

Hs-2: E-Marketing capabilities (human resource, business resource and IT resource)

has a positive direct effect on operational efficiency at level (o < 0.05).

To test this hypothesis, the researcher used the multiple regression analysis to ensure the

positive direct effect of E-Marketing capabilities on operational efficiency. As shows in

Table (4-23).

Table (4-23)
Multiple regression analysis of the positive direct effect of E-Marketing capabilities on

Operational Efficiency

F T
(R) (R Calculat DF Sig* g Calculat  Sig*

e e

Human 0.12 1.23
3 Resource 1 1 0.220

Operational Business

Efficiency 0.688 0.474 67.523 225 0.000 ResoUrce 0.482 4.411 0.000
228 IT Resource 0.111 1.017 0.310

* the impact is significant at level ({ 8 0.05)

Table (4-23) shows the positive direct effect of E-Marketing capabilities (business

Resource) on Operational Efficiency at companies listed in Amman stock exchange.

The regression model achieve a high degree of fit, as reflected by “R” and “R?” value
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(0.688) , (0.474), which asserted that (0.474) of the explained variation in Operational
Efficiency can be accounted for E-Marketing capabilities (business Resource). On the
other hand, Table (4-23) for the executive data set indicated the slope value of (0.482)
for the regression line. This suggested that for a one unit increase in E-Marketing
capabilities (business Resource) can significantly predict a (0.482) increase in
operational efficiency. As well as Table (4-23) shows that the analysis of variance of the
fitted regression equation is significant with F value of (67.523). This is an indication
that the model is a good one. Since the p-value is less than (0.05), it shows a
statistically significant relationship between the variables at (0.95) confidence
level.
The results also indicated that E-Marketing capabilities (business Resource) have
positive direct effect on Operational Efficiency at companies listed in Amman
stock exchange with a coefficient of (0.482). Thus, E-Marketing capabilities (business
Resource) actually affected positively directly on Operational Efficiency at companies
listed in Amman stock exchange.

This further supported the sub second hypothesis:

E-Marketing capabilities (Business Resource) have a positive direct effect on
Operational Efficiency at level (a <0.05).

Hs-3: E-Marketing capabilities (human resource, business resource and IT resource)
has a positive direct effect on strategic orientation at level (a < 0.05).
To test this hypothesis, the researcher used the multiple regression analysis to ensure the
positive direct effect of E-Marketing capabilities on strategic orientation. As shows in

Table (4-24).



Table (4-24)
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Multiple regression analysis of the positive direct effect of E-Marketing capabilities on

Strategic Orientation

F T
(R) (R?) Calculat DF Sig* § Calculat ~ Sig*
e e
Human 0.24 2.34
3 Resource 6 0 0.020
Strategic | 539 0408 51.641 205 0000  BUSINESS a4 595 0003
Orientation ' ' ' ' Resource ' ' '
228 IT Resource 0.082 0.710 0.478

* the impact is significant at level (( 8 0.05)

Table (4-24) shows the positive direct effect of E-Marketing capabilities (human

resource and business resource) on strategic orientation at companies listed in Amman

stock exchange. The regression model achieved a high degree of fit, as reflected by “R”

and “R?” value (0.639) , (0.408), which asserted that (0.408) of the explained variation

in strategic orientation can be accounted for E-Marketing capabilities (human resource

and business resource).On the other hand, Table (4-24) for the executive data set

indicated the slope value of (0.246) and (0.342) for the regression line. This suggested

that for a one unit increase in E-Marketing capabilities (human resource and business

resource) can significantly predict a (0.246) and (0.342) increase in strategic orientation.

As well as Table (4-24) shows that the analysis of variance of the fitted regression

equation is significant with F value of (51.641). This is an indication that the model is a

good one. Since the p-value is less than (0.05), it shows a statistically significant

relationship between the variables at (0.95) confidence level.
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The results also indicated that E-Marketing capabilities (Human Resource and Business
Resource) have positive direct effect on Strategic Orientation at companies listed in
Amman stock exchange with a coefficient of (0.246) and (0.342). Thus, E-Marketing
capabilities (human resource and business resource) actually affected positively directly
on strategic orientation at companies listed in Amman stock exchange.

This further supported the sub third hypothesis:

E-Marketing capabilities (Human Resource and Business Resource) have
a positive direct effect on Strategic Orientation at level (a < 0.05).

Hs.4: E-Marketing capabilities (Human Resource, Business Resource and IT
Resource) has a positive direct effect on adequate marketing information at level (o <
0.05).

To test this hypothesis, the researcher uses the multiple regression analysis to ensure the
positive direct effect of E-Marketing capabilities on adequate marketing information. As
shows in Table (4-25).

Table (4-25)
Multiple regression analysis of the positive direct effect of E-Marketing capabilities on

Adequate Marketing Information

F T
(R) (R?) Calculat DF  Sig* B Calculat ~ Sig*
. e
Human 0.23 2.33
3 Resource 9 2 0.021
Adequate _
Marketing |0.655 0.429 56.296 225 0.000 g’“s'”ess 3-29 g-ﬁl 8-01
Information esource
228 IT Resource 015 133 0.18

* the impact is significant at level ({ 5 0.05)
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Table (4-25) shows the positive direct effect of E-Marketing capabilities (human
resource and business resource) on adequate marketing information at companies listed
in Amman stock exchange. The regression model achieved a high degree of fit, as
reflected by “R” and “R?” value (0.655) , (0.429), which asserted that (0.429) of the
explained variation in Adequate Marketing Information can be accounted for E-
Marketing capabilities (human resource and business resource). On the other hand,
Table (4-25) for the executive data set indicated the slope value of (0.239) and (0.297)
for the regression line. This suggested that for a one unit increase in E-Marketing
capabilities (human resource and business resource) can significantly predict a (0.239)
and (0.297) increase in adequate marketing information. As well as Table (4-25) shows
that the analysis of variance of the fitted regression equation is significant with F value
of (56.296). This is an indication that the model is a good one. Since the p-value is less
than (0.05), it shows a statistically significant relationship between the variables at
(0.95) confidence level.

The results also indicated that E-Marketing capabilities (human resource and business
resource) have positive direct effect on adequate marketing information at companies
listed in Amman stock exchange with a coefficient of (0.239) and (0.297). Thus, E-
Marketing capabilities (human resource and business resource) actually affected
positively directly on Adequate Marketing Information at companies listed in Amman
stock exchange.

This further supported the sub fourth hypothesis:
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E-Marketing capabilities (Human Resource and Business Resource) have

a positive direct effect on Adequate Marketing Information at level (o <

0.05).

Hs-s: E-Marketing capabilities (human resource, business resource and IT resource)

has a positive direct effect on integrated marketing organization at level (o < 0.05).

To test this hypothesis, the researcher used the multiple regression analysis to ensure the

positive direct effect of E-Marketing capabilities on integrated marketing organization.

As shows in Table (4-26).

Table (4-26)

Multiple regression analysis of the positive direct effect of E-Marketing capabilities on

Integrated Marketing Organization

F
: T .
2 * *
R) (RY) Calgulat DF  Sig B Calculate 19
Human 0.03
3 Resource 4 0.326 0.744
Integrated

Mark_etlr!g 0.649 0.421 14.466 205 0.000 Business 0558 4866  0.000

Organization Resource
228 IT Resource 0.070 0.611 0.542

* the impact is significant at level ({ 5 0.05)

Table (4-26) shows the positive direct effect of E-Marketing capabilities (Business

Resource) on Integrated Marketing Organization at companies listed in Amman

stock exchange. The regression model achieved a high degree of fit, as reflected by “R”

and “R?” value (0.649) , (0.421), which asserted that (0.421) of the explained variation

in Integrated Marketing Organization can be accounted for E-Marketing capabilities

(Business Resource). On the other hand, Table (4-26) for the executive data set

indicated the slope value of (0.558) for the regression line. This suggested that for a one
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unit increase in E-Marketing capabilities (Business Resource) can significantly predict a
(0.558) increase in integrated marketing organization. As well as Table (4-26) shows
that the analysis of variance of the fitted regression equation is significant with F value
of (14.466). This is an indication that the model is a good one. Since the p-value is less
than (0.05), it shows a statistically significant relationship between the variables at
(0.95) confidence level.

The results also indicate that E-Marketing capabilities (Business Resource) have
positive direct effect on Integrated Marketing Organization at companies listed in
Amman stock exchange with a coefficient of (0.558).

Thus, E-Marketing capabilities (Business Resource) actually affected positively directly
on integrated marketing organization at companies listed in Amman stock exchange.
This further supported the sub fifth hypothesis:

E-Marketing capabilities (Business Resource) have a positive direct effect

on Integrated Marketing Organization at level (a < 0.05).

Ha: There is an indirect effect of Innovation Orientation on Marketing
Effectiveness through E-Marketing Capabilities as a mediator at companies at (o <
0.05).

To test this hypothesis, the researcher used the path analysis to ensure the indirect effect
of innovation orientation on marketing effectiveness through E-Marketing capabilities
as a mediator at companies listed in Amman stock exchange. As shows in Table (4-27).
From table (4-27) we observe that E-Marketing capabilities indicate an excellent fit
with Chi? statistic of (0.373) with DF = 1 and p < 0.211, with the Chi? /df ratio having a
value of (0.373). Arbuckle (2008) suggested that the value of Chi? /df ratio should be
between less than 2 to 5 which indicating good fit. Whereas the GFI was (0.989)

Goodness of Fit Index approaching to one. On the same side the CFI was (0.996)
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Comparative Fit Index approaching to one, while the RMSEA was (0.000) approaching
to zero. The Squared Multiple Correlations (R?) was (0.699) for E-Marketing
Capabilities and (0.640) for Marketing Effectiveness. From table (4-27) we observe that
E-Marketing Capabilities has a mediating effect between the innovation orientation and
marketing effectiveness. The direct effect was (0.836) between innovation orientation
and E-Marketing capabilities, (0.611) between innovation orientation and marketing
effectiveness and (0.215) between E-Marketing capabilities and marketing
effectiveness. Also the Indirect effect was (0.180) between innovation orientation and
marketing effectiveness through E-Marketing capabilities.

The T value calculated coefficient effect of the first path (Innovation Orientation — E-
Marketing Capabilities) (22.983) which is significant at level (¢ & 0.05), the T value
calculated coefficient effect of the second path (Innovation Orientation = Marketing
Effectiveness) (8.443) and the T value calculated coefficient effect of the third path (E-
Marketing Capabilities = Marketing Effectiveness) (2.966) which is significant at
level (( & 0.05). Figure (4 — 1) shows the effect value and coefficient to the study
variables.

This further supported the four main hypothesis:
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There is an indirect effect of Innovation Orientation on Marketing Effectiveness
through E-Marketing Capabilities as a mediator at companies listed in Amman

stock exchange at (o < 0.05).

R2= 0640
Innovation 061" Marketing
Orientation ' | Effectiveness
1
]
|
1
\
\
\
\
\
\
R2= 0659
E-Marketing
Capabilities
™ -
~. 013 -~

Figure (4 -1)
Standardized effect value for Study Variables
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. RMSE . Indirec CR _—
Chi? GFI CFI A Direct Effect t Effect | (T value) Sig. R2
0.83 E-
IO - EMC 5 22.983 | 0.000 Marketing | 0.69
Innovation Capabilitie ] 9
Orientation on 0.61 S
Marketing 10 - ME '1 8.443 | 0.000
Effectiveness | 0.373 | 0.989 | 0.996 | 0.000 0.180
through
E-Marketing Marketing | 0.64
Capabilities EMC - 0.21 2966 | 0.003 | Effectiven 0
ME 5 ess
Table (4-27)

Path analysis test results for the good fitness indicators

GFI: Goodness of Fit Index must Proximity to One
CF1: Comparative Fit Index must Proximity to One

RMSEA: Root Mean Square Error of Approximation must Proximity to Zero

10: Innovation Orientation
EMC: E-Marketing Capabilities
ME: Marketing Effectiveness
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Chapter five : Conclusions and Recommendations

5.1 Results Discussion and Conclusions

5.2 Recommendations
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5.1 Results Discussion and Conclusions

Table (5-1) Hypotheses testing results

Hypothesis Causal standardised Test Result
Hi Innovation Orientation > E-Marketing capabilities 0.836** | Supported
Hi1 Technological Innovation > Human Resource 0.000* Supported
Organizational Innovation >Human Resource 0.002* Supported
Hi2 Technological Innovation > Business Resource 0.000* Supported
Organizational Innovation >Business Resource 0.028* Supported
His Technological Innovation > IT Resource 0.000* Supported
Organizational Innovation > IT Resource 0.002* Supported
H> Innovation Orientation ——> Marketing Effectiveness 0.611** | Supported
Haq Technological Innovation > Customer Philosophy 0.000* Supported
Organizational Innovation >Customer Philosophy 0.000* Supported
Hs.2 Technological Innovation > Operational Efficiency 0.000* Supported
Organizational Innovation >Qperational Efficiency 0.000* Supported
Ha-3 Technological Innovation > Strategic Orientation 0.000* Supported
Organizational Innovation > Strategic Orientation 0.000* Supported
Ha.4 Technological Innovation > Adequate Marketing 0.023* Supported
Information 0.000* Supported
Organizational Innovation > Adequate Marketing
Information
Ha.s Technological Innovation > Integrated Marketing 0.000* Supported
Organization 0.014* Supported
Organizational Innovation > Integrated Marketing
Organization
Hs E-Marketing Capabilities > Marketing Effectiveness 0.215** | Supported
Hs1 Human Resource——> Customer Philosophy 0.091* Not supported
Business Resource—> Customer Philosophy 0.000* Supported
IT Resource > Customer Philosophy 0.379* Not supported
Hs Human Resource——> Operational Efficiency 0.220* Not supported
Business Resource——> Operational Efficiency 0.000* Supported
IT Resource > Operational Efficiency 0.310* Not supported
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Hypothesis Causal standardised Test Result
Hss Human Resource——> Strategic Orientation 0.020* Supported
Business Resource——> Strategic Orientation 0.003* Supported

IT Resource > Strategic Orientation 0.478* Not supported
Hs4 Human Resource——> Adequate Marketing Information 0.021* Supported
Business Resource—> Adequate Marketing Information 0.010* Supported

IT Resource > Adequate Marketing Information 0.183* Not supported

Hss Human Resource > Integrated Marketing Organization 0.744* Not supported
Business Resource—> Integrated Marketing Organization 0.000* Supported

IT Resource > Integrated Marketing Organization 0.542* Not supported
Ha Innovation Orientation > Marketing Effectiveness 0.180** | Supported

through E-Marketing Capabilities

*The impact is significant at level (( 56 0.05)
**Standardized effect value

1.

The study results shows and highlighted the effect of each variable on the
companies work and where its focus more, for example as the result the effect of
innovation orientation on marketing effectiveness (0.611) and the effect of E-
marketing capabilities on marketing effectiveness (0.215). This result is interpreted
that companies are interested more in innovation orientation for increase marketing
effectiveness. Furthermore, as results show in table (5-1) business resource (one
dimension of E-marketing capabilities) has a significant effect on marketing
effectiveness dimensions (Customer Philosophy, Operational Efficiency, Integrated
Marketing Organization), but for the other E-marketing capabilities dimensions
(human resource, IT resource) there are insignificant effect on marketing
effectiveness. Moreover for this result, there are two possibilities first the
companies don't have the right (human resource, IT resource) that support E-
marketing or the second one is that the companies have this resources but do not

know the best way to use them to support their E-marketing. However after the
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study results and interview some managers of the sample companies, there are a
deep focus and trend to innovation orientation more than E-marketing. Also E-
marketing capabilities confined to have or used (website, social media,, etc)

The results indicate that innovation orientation with his two dimension:
Technological innovation, organizational innovation has positive direct effect on all
dimensions of E-Marketing capabilities (human Resource, IT Resource, business
resource) at companies with different industry sector(financial sector, services
sector, industrial sector) listed in Amman stock exchange at level (a < 0.05), and
that support the first hypotheses(Hz) in this study. This result correspond with the
result of Theodosiou et al., (2012) study which found the positive influence of
innovation orientation on marketing capabilities in The banking industry serves
with sample of 316 bank branch managers. According to Camarero & Garrido ,
(2008) study innovativeness (technological innovation and organizational and
administrative innovation) act as a mediator between market orientation and
performance.

The results indicate there are a positive direct effect of innovation orientation on
human resource (one dimension of E-Marketing capabilities) as reflected by
“R”,”R2” value (0.801), (0.642), This highlights the importance of innovation
orientation to increase human resource benefits. In addition this consistence with
the result of Stock & Zacharias (2011) study, as the study found to increase the
companies innovation orientation they must train their employees intensively in
creative techniques and through the innovation orientation of human resource(HR)
system they become more customer orientation, in the US small and large
companies and five different industry sectors (software/IT, service, utilities,

machinery, and electronics ). On the other hand, Potocan (2013) study results found
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that marketing capabilities have positive direct effect on innovation, also there is a
positive relationship between innovation and marketing capabilities in the
companies in the Slovenian market.

The positive and significant relationship between E-marketing capabilities and
marketing effectiveness (0.003) verifies Hs. On the other hand this does not
supports the findings of Eid & EIGohary (2015)study that finding the insignificant
negative direct effect (20.026) is offset by the indirect positive effect (0.038) of the
use of the E-Marketing (EM) tools on marketing effectiveness in the UK SBEs.
The results show that innovation orientation with his two dimension: technological
innovation, organizational innovation has positive direct effect on all dimensions of
marketing effectiveness, as shows in table (4-15). On the other hand, the regression
model achieve a high degree of fit, as reflected by “R?” value (0.638), which
asserted that (0.638) of the explained variation in Marketing Effectiveness can be
accounted for innovation orientation (Technological innovation, organizational
innovation). This result correspond with the result of (Alpay, et al., 2012) study
with sample of middle and top managers in the companies of the major cities in
Turkey, as its found there are a positive direct effect between innovation orientation
and marketing effectiveness as reflected by “R?” value (0.408). Moreover Ashram
& Khan (2013) study found the direct effect of innovation as a mediator on the
relationship between organization innovation and firm effectiveness.

The results indicate that E-Marketing capabilities (business resource) have positive
direct effect on Marketing Effectiveness at companies with different industry
sector(financial sector, services sector, industrial sector) listed in Amman

stock exchange with a coefficient of (0.470), E-Marketing capabilities have positive

direct effect on all dimensions of marketing effectiveness : Customer Philosophy as
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reflected by “R?” value (0.433) level, Operational Efficiency as reflected by “R?”
value (0.474) level, Strategic Orientation as reflected by “R?” value (0.408) level,
Adequate Marketing Information as reflected by “R?” value (0.429) level, integrated
marketing organization as reflected by “R?” value (0.421) level. In addition, these
results suggest that E-Marketing capabilities especially business resource help
companies increase marketing effectiveness. Also, the companies attention to
business resource more than another resource.

The results indicate that the insignificant effect of IT resource (one of E-Marketing
capabilities dimension) on marketing effectiveness at (Sig 0.273), and for marketing
effectiveness dimension, customer philosophy (Sig 0.379), strategic orientation (Sig
0.478), adequate marketing information (Sig 0.183). Also as shows in table (4-
23),(4-26) the insignificant effect of Human Resource and IT Resource on
Operational Efficiency (0.220 , 0.310) and Integrated Marketing Organization
(0.744 , 0.542) that not supported the study hypotheses ( Hs-2, Hs-5).

The results fund that there are an indirect effect of innovation orientation on
marketing effectiveness through E-Marketing capabilities as a mediator (0.180).
Thus, E-Marketing capabilities partially mediates the relationship between
innovation orientation and marketing effectiveness , supporting Ha. However this
result agrees with Ngo & O’cass (2012) study marketing capabilities with (b = .55 t-
value = 9.68) mediates the relationship between market orientation(MO) and
innovation-related performance (IRP) in the manufacturing and services firms. Also
it agrees with Freitas (2013) study in the manufacturing firms in France, there is a
relationship between marketing capabilities as a mediator and the innovation,

innovation performance, strategic innovation.



113

According to this review the results show the important of innovation orientation
and E-marketing capabilities and the effect of them on marketing effectiveness on
the companies in different sectors. Moreover the results show the companies
attention on E-marketing capabilities and innovation orientation with all dimensions

especially human resource (one of E-marketing capabilities dimensions ).

5.3 Recommendations

Based on the above results, the study suggests the following recommendations :

1.

The companies in different industry sectors (financial sector, services sector,
industrial sector) listed in Amman stock exchange have to improve their use of
technical resources for the purpose of obtaining innovation orientation to achieve
marketing effectiveness.

The companies in the industry sectors (financial sector, services sector, industrial
sector) listed in Amman stock exchange have to determine their E-Marketing
capabilities and make E-Marketing plan integrated with the all business plan.

The managers have to develop the ( IT resource and Human resource ) to improve
the E-Marketing capabilities on the company.

The researcher suggests that companies have to make technological plan integrated
with the business plan.

The researcher recommended that companies have to develop clear priorities for

Technology projects.
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6. The researcher recommended the companies to focus on innovation orientation and
E-Marketing capabilities because they are lead to competitive advantage and
superior performance.

7. For the future study, the researcher recommends to studying E-Marketing
capabilities and linked it with marketing performance or corporate performance.
Furthermore, the future study should focus on innovation orientation and the
important of this variable for the companies to achieve customer satisfaction and

competitive advantage.
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1: The Questionnaire (English form)

Demographics Information :

1. Gender :

Male I:I Female I:I

2. Age:
Less then 20 year I:I From 20 -less then 30 I:l
From 30-less then 40 I:' From 40 -less then 50 I:I

50 or more |:I

3. Educate Level :
High school or below E, Diploma |:|

BSc I:I Master or High Diploma I:I

4. Managerial position:
General manager |:| Executive Manager |:|

Director / Head of Marketing D Other position ( Kindly mention)

5. Experience:

Less then 5 year I:l From 5-less then 10 l:l

From 10-less then 15 I:l From 15 -less then 20 I:I

20 or more I:l

6. The company's business sector :

Financial sector |:| Services sector I:I

Industrial sector l:l Other sectors mention them



125

Marketing effectiveness : 1-Customer philosophy 2-Operational efficiency 3-Strategic orientation 4-
Adequate marketing information 5-Integrated marketing organization

Item

Strongly
disagree

Disagree

Neutral

Agree

Strongly
agree

The company recognizes the importance of design-
ing the company to serve the needs and wants of
chosen markets (Customer philosophy)

Management encourages word-of-mouth commu-
nication (Customer philosophy)

Management develops different marketing plans
for different segments of the market (Customer phi-
losophy)

Management takes a whole marketing system
view(suppliers, channels, competitors, customer,
and environment) in planning its business
(Customer philosophy)

The company monitors customer satisfaction (Cus-
tomer philosophy)

Management develops different offerings for dif-
ferent segments of the market (Customer philosophy)

Management controls the main marketing posi-
tions in the company (Integrated marketing organiza-
tion)

There is high-level marketing integration and con-
trol of the major marketing functions (Integrated
marketing organization)

Marketing management work well with manage-
ment in research, manufacturing, purchase, physi-
cal distribution, and finance (Integrated marketing
organization)

10

New product development process in our company
is well organised (Integrated marketing organization)

11

The company regularly conduct marketing re-
search to study customers, buying influences,
channels, and competitors (Adequate marketing in-
formation)

12

Management usually have full knowledge of the
sales potential and profitability of different market
segments, customers territories, products, chan-
nels, and other sizes (Adequate marketing information)

13

Effort is expanded to measure the cost effective-
ness of different marketing expenditures (Adequate
marketing information)
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Item

Strongly
disagree

Disagree

Neutral

Agree

Strongly
agree

14

Management develops an annual marketing plan
and a careful long-range plan that is updated an-
nually (Strategic orientation)

15

The quality of current marketing strategy is

clear, data based and well reasoned (Strategic orien-
tation)

16

The quality of current marketing strategy is in-
novative (Strategic orientation)

17

The company is well-positioned relative to its
competitors (Strategic orientation)

18

The company provides good quality service
(Strategic orientation)

19

Marketing thinking at the top are communicated
and implemented down the line (Operational efficien-
cy)

20

Management is doing an effective job with the
marketing resources (Operational efficiency )

21

The company's ability to have continuity and
gIOWth (Operational efficiency )

22

Management shows a good capacity to react
quickly and effectively to on-the-spot develop-
ment (Operational efficiency )

23

Marketing management works well with the

management in other functional areas (Operational
efficiency )

24

The company is a good community neighbour
(Operational efficiency )

Innovation Orientation : 1-Technological innovation 2- Organizational Innovation

25

At the company we are deeply committed to

adopting new technologies (Technological innovation)

26

At the company we are deeply committed to adopting

new resources aimed at enhancing management and

administration (Technological innovation)

27

At the company we are deeply committed to us-
ing new resources and technologies to assist the
visiting public In general (Technological innovation)

4
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Strongly | . Neu-
No Item disagree Disagree | ral | Agre | Strongl
e |y agree
The company incorporated numerous technical inno-
28 vations at the company in recent years (Technological
innovation)
We are one of the leading companies in the use of
29 |technical resources (Technological innovation)
We cooperate with other institutions or firms to im-
30 prove the technology and innovations
implemented at this company (Technological innovation)
Innovation is readily accepted in program/project
31 management (Organizational Innovation)
The company is working on the development of the
32 organizational structure and make Many changes (Or-
ganizational Innovation
33 Employees feel free to express their innovative ideas
(Organizational Innovation)
The company management strives to take on staff
34 from a range of training backgrounds (Organizational
Innovation)
E-marketing capabilities: 1-Human Resource 2- Business Resource 2- IT Resource
The company developed and e-Marketing culture
35 within our organization (Human Resource)
The top management fully supports our e-Marketing
36 activities (Human Resource)
The top management, have clearly shown our in-
37 volvement concerning e-Marketing (Human Resource)
The company have few problems to fit e-Marketing in
38 their culture (Human Resource)
Our e-Marketing plans are integrated into our overall
39

business plan ( Business Resource)
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Neu-
.
There are set clear priorities for our technology
% projects (Business Resource)
- We regularly measure the effectiveness and the suc-
cess of our technology projects (Business Resource)
17 There are set of clear priorities for our e-marketing
projects (IT Resource)
43 The company have formal strategic plan for e-market-
ing (IT Resource)
i Our technology plans are integrated into our overall

business plan (IT Resource)




129

2: The Questionnaire (Arabic form)
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4: Names of Arbitrators

Prof.Dr. Shafig Al Haddad Marketing Princess Sumaya University for
Technology

Prof.Dr. As’ad Abu Rumman |Marketing Petra University

Dr.Awatif Al Haddad Business administration Petra University

Dr. Ahmad Ali Saleh Business administration Middle East University

Dr.Samer Al Hware Management Information System | The World Islamic Sciences &
Education University




