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ABSTRACT 

            Business - to - Business (B2B) systems  are  one key form of electronic business 

(e-business) that is  concerned  with transactions between businesses conducted over 

computer networks (internet, intranet and extranet). These B2B systems provide business 

with solution in rapid changing business environment to support their business processes. 

This research seeks to understand the factors influencing B2B systems performance in 

Amman. Using previous literature, this study develops a theoretical model that includes a 

set of four factors; perceived benefits, IT infrastructure, trading partners ―TPs‖, perceived 
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risk. The results of this research can help in understanding the shortcomings and 

enhancing the performance of B2B systems. Using a survey conducted on the Managerial 

Perception in Engineering, Electrical Industries and Information Technology Sector in 

Amman, this research examines the effect of these factors on B2B (EC) systems 

performance, Data obtained from a total of 54 enterprises respondent surveys were 

analyzed using statistical analysis .The findings of this study showed the significant 

effect of perceived benefits and trading partners on B2B (EC) systems performance. In 

addition, the researcher found a statistical significant effect for perceived risk and 

especially for IT infrastructure.  
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فٜ قغاع  اىَسراءاىؼ٘اٍو اىتٜ تؤثر فٜ أزاء أّظَح اىتجارج الإىنترّٗٞح ٍِ ٗجٖح ّظر " 

" اىصْاػاخ اىْٖسضٞح ٗاىنٖرتائٞح ٗتنْ٘ى٘جٞا اىَؼيٍ٘اخ فٜ ػَاُ

ئػذاد 

ٍٞص ٍ٘ضٚ اىقضاج 

ئششاف 

أّـص ػثس اىنرٌٝ اىثـنرٛ .  ز

    انمهخّص ببنهغت انعزبيت

من أشكبل نظم " حعذيم د سعذ  " رئيسانخجبرة الإنكخزونيت بين أطزاف انشزكبث هي شكم    

الإنخزنج ) الشبكات الحاسوبيةالأعمبل الإنكخزونيت انخي حهخم ببنمعبملاث بين انشزكبث عبز 

حىفز هذه اننظم انخجبريت انحهىل انسزيعت في بيئت الأعمبل انمخغيزة . (والأنخزانج و الإكسخزانج 

. دومبً نذعم عمهيبث الأعمبل انخبصت بهم  فُٙ اٌؼٛاًِ اٌزٟ رإثش فٟ أداء أٔظّخ ٠غؼٝ ٘زا اٌجسث ئٌٝ

 فٟ لـبع اٌظٕبػبد إٌٙذع١خ ٚاٌىٙشثبئ١خ ٚرىٌٕٛٛخ١ب اٌّذساءاٌزدبسح الإٌىزش١ٔٚخ ِٓ ٚخٙخ ٔظش 

 ، ٚثٕبءً ػٍٝ اٌذساعبد اٌغبثمخ اٌّزؼٍمخ ثبٌّٛػٛع ٔفغٗ، فاْ ٘زٖ اٌذساعخ اٌّؼٍِٛبد فٟ ػّبْ

ّٛسد ّٔٛرخبً  ٔظش٠بً اٌج١ٕخ "ٚ "دسوخ إٌّبفغ اٌُ"رزؼّٓ أسثؼخ ػٛاًِ سئ١غ١خ، ِٓ ٘زٖ اٌؼٛاًِ  ؿ

ئْ ". دسوخ اٌّخبؿش اٌُ"ٚ" ششوبء ٚاؿشاف اٌؼًّ "،ئػبفخ ئٌٝ "اٌزسز١خ ٌزىٌٕٛٛخ١ب اٌّؼٍِٛبد 

ّٛح ِٓ ٘زا اٌجسث لذ رغُٙ فٟ فُٙ اداء ٘زٖ  الأظّخ، ٚ ؿشق دػّٙب ٚرـ٠ٛش٘ب .إٌز١دخ اٌّشخ  
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ثبعزخذاَ الاعزجبٔخ اٌزٟ رُ رٛص٠ؼٙب ػٍٝ اٌّذساء فٟ اٌششوبد ؛ لاخزجبس رأث١ش اٌؼٛاًِ 

رُ رس١ًٍ اٌّؼٍِٛبد . اٌّزوٛسح آٔفبً ػٍٝ أداء أظّخ اٌزدبسح الاٌىزش١ٔٚخ ث١ٓ اؿشاف اٌششوبد

أظٙشد ٚ.   رُ خّؼٙب ثبعزخذاَ اٌزس١ًٍ الإزظبئٟفٟ الاعزجبٔٗ ػٍٝ اسثغ خّغ١ٓ ششوخ اٌّؼـبح فٟ 

، وّبأٔٙب "ششوبء ٚأؿشاف اٌؼًّ "ٚ " دسوخ إٌّبفغ اٌُ" دلاٌخ ازظبئ١خ ٌّزغ١شادثأث١شاً رٚإٌزبئح 

 . اٌزسز١خ اٌج١ٕخِزغ١ش  ، خبطخً"دسوخ اٌّخبؿش اٌُ"وشفذ ػٓ أثش رٚ دلاٌخ ازظبئ١خ ٌّزغ١ش 
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1.1 Introduction 

Recently, Information Technology (IT) systems have changed our world and 

more importantly the way we do business. IT systems and networks improved business 

process and developed more agile, intelligent and efficient business functions (Davison 

et. al, 2003). The recent developments and growth of IT and networks made it possible 

for business to conduct many of their functions online (Pedrinaci. et. al, 2008). Electronic 

business (E-business) has transformed business environment towards a more efficient, 

globally connected and IT-oriented businesses, also buying and selling online in 

procurement or sales departments is now integrated in most organizations worldwide (Lai 

and Chen, 2009). Technological revolution made Electronic Commerce (EC) systems an 

essential part of E-business that not include just buying, selling, exchanging products and 

services but also serve customers and collaborating with business partner via computer 

networks to achieve competitive advantages for these businesses. Business-to-Business 

(B2B) systems are a type of EC systems that is concerned with transactions between 

businesses conducted over computer networks (internet, intranet and extranet  A major 

characteristic of B2B is that Enterprises attempt to electronically Automate trading or 

communication processes in order to improve them (Turban.et.al, 2006).There are several 

benefits for B2B (EC) systems such as: reducing cost, facilities, mass customizations, 

efficient customer services and increasing opportunities for collaboration (Turban.et.al, 

2006). Hence, this research attempted to examine the factors that influence B2B (EC) 



3 

 

systems performance within Jordanian industrial sector (Engineering, Electrical 

Industries and Information Technology ―EEIIT‖) as a sample of this research.                                        

1.2 Study Problems  

The statement of the problem is: ―To study the factors that have influence on 

B2B (EC) systems performance for Engineering, Electronic Industries and 

Information Technology companies? In the above-mentioned research problem is 

reformulated in the following research questions:    

1. Would Engineering, Electrical Industries and Information Technology 

Enterprises adopt B2B (EC) systems?  

2. Are the Engineering, Electrical Industries and Information Technology 

Enterprises adopting B2B (EC) systems to improve competitive 

advantage and add values to them? 

3. Is the performance of B2B (EC) systems effective enough? 

4. What are the factors that have influence on B2B (EC) systems 

performance? 
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 1.3 Study Questions : 

This research must answer these following questions: 

1. What are the factors of B2B (EC) systems that have effect on the 

B2B systems by selected Engineering, Electrical Industries and 

Information Technology? (H1) 

2. Do the Perceived benefits of B2B (EC) systems have effect on the 

B2B systems performance? (H2) 

3. Does the Infrastructure in B2B (EC) systems have effect on the 

B2B systems performance? (H3). 

4. Do the Trading Partners (TPs) in these Enterprises have effect on 

B2B systems performance? (H4).  

5. Do the perceived risks that have effect on B2B (EC) systems 

Performance? (H5).     
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1.4 Study Hypotheses 

Based on previous research questions related to the research matter and according to the 

research questions, the following hypotheses will be tested:  

 Ho1: There is no significant statistical effect of the factors of B2B (EC) 

systems on B2B (EC) systems performance at level (α ≤ 0.05). 

This hypothesis is divided into the following sub–hypotheses 

 Ho1a: There is no significant statistical effect of B2B Perceived benefits on B2B 

(EC) systems performance at level (α ≤ 0.05). 

 Ho1b: There is no significant statistical effect of B2B Enterprises IT 

Infrastructure on B2B (EC) systems performance at level (α ≤ 0.05). 

 Ho1c: There is no significant statistical effect of B2B Trading Partners (TPs) on 

B2B (EC) systems performance at level (α ≤ 0.05). 

  Ho1d: There is no significant statistical effect of B2B perceived risks on B2B 

(EC) systems performance at level (α ≤ 0.05). 
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1.5 Significance of the Study 

The importance of the research appears from the following indicators:                                      

 This research is one of the early researches in Amman that searches the factors 

that effect B2B (EC) systems performance.                                                                                                    

 The result of this research may lead to an effective and optimal performance to 

B2B (EC) systems in Engineering, Electrical Industries and Information 

Technology (EEIIT) Enterprises in Amman   .     

1.6 Objectives of the Study 

The research aimed at achieving the following objectives:                                                      

1. To identify the attitudes of Engineering, Electronic Industries and Information 

Technology Enterprises (EEIIT) in Amman toward the adoption of B2B (EC) systems 

performance. 

2. Identifying and describing the current state of use, and implementation of B2B (EC) 

systems adoption by selected Engineering, Electronic  Industries and Information 

Technology Enterprises (EEIIT) in Amman.  

3. To identify the main factors that influence B2B (EC) systems performance.            

4. To analyze the effective factor that have effects on B2B (EC) systems performance, 

and explains why. 
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1.7 Study Limitations 

1- Location limitations: all Jordanian industrial Enterprises 

2- Human resource limitations: Jordanian industrial Enterprises managers. 

3- Timeline limitations: The academic year 2010-2011, (from June 2011 – 

December 2011).  
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1.8 Study Model 

The following figure shows the tested variables that affect the performance of 

B2B systems: perceived benefits, Enterprise IT infrastructure, trading partners (TPs), and 

perceived risk. 

 

 

 

 

 

B2B (EC) 

systems  

Performance 

Perceived 

Benefits 

Enterprise IT 

Infrastructure   

 

Perceived risk 

 

Trading 

Partners (TPs) 

Ho1a 

Ho1b 

Ho1c 

Ho1d 

Behavior 

intention  

 Figure (1) Study model developed by Auther 
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1.9 Terminologies of the Study  

 Perceived benefits: refers to business value received by organizations that have 

adopted e-commerce systems (Pavlou .2002,5) 

 Enterprises IT infrastructure: the architecture of hardware, software, content 

and data used to deliver e-business services to employee, customers and partner 

(Chaffey, 2007). 

 Trading Partners (TPs): One of the two or more participants in an 

ongoing business relationship(www.businessdictionary.com ). 

 Perceived Risks: Perceived risks refers to potential weaknesses, barriers and 

losses faced by organizations that have adopted e-commerce (Pavlou, 2002). 

 Electronic business (EB): is a broader definition of EC that includes not just the 

buying and selling of goods and services but also serving customers, collaborating 

with business partners, and conducting electronic transactions within  

organizations (Turban et. al, 2010).  

 Electronic commerce (EC): exchanging goods using digital media of structured 

information between buyers and sellers (Ibrahim, 2008).  

 Technology Acceptance Model (TAM): is an informational system theory that 

demonstrates how users come to accept and use a certain technology. The model 

suggests that when users are presented with a new technology, a number of 

factors influence their decision about how and when they will use it (Wikipedia, 

2010). 

 

http://www.businessdictionary.com/definition/participant.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/definition/relationship.html
http://www.businessdictionary.com/
http://en.wikipedia.org/wiki/Information_systems
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 E-business systems: represent an e-business initiative aimed at employees who 

use an intra-business network allowing organizations to provide useful services, 

information, or products to their disperse employees (Rahim, 2006).  
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Chapter Two: 

Theoretical Framework and 

Previous Studies 

 

 

 

 

 

 

 

 

 

 

 



12 

 

2.1 Introduction 

Many of us take the internet for granted; it has become an integral part of our lives-so 

much so that many people cannot imagine living their lives without spending at least part 

of their time online. Furthermore, the internet represents the great new frontier for the 

business world. Very few new businesses start without at least a minimal online presence. 

And more and more companies are relying exclusively on the internet for interacting with 

their customers.  And for small businesses, the internet probably represents the best bet 

for entrepreneurial success (Holden, et.al, 2009, 2). 

Commerce the exchange of valuable goods or services has been conducted for 

thousands of years. Traditionally, commerce involved bringing trades, buyers and sellers 

together in a physical marketplace to exchange information, products, services, and 

payments. Today, many business transactions occur across a telecommunications 

network where buyers, sellers and others involved in a business transaction (such as the 

employees who process transactions ) rarely see or know each other and maybe in  

anywhere in the world(Napier, et.al, 2006, 2) . 

This process of buying and selling products and services across a telecommunications 

network is often called ―electronic commerce‖ or ―e-commerce‖. Many people use the 

term ―e-commerce‖ in a border sense; to encompass not only the buying and selling of 

goods but also delivery of information, the providing of customer services before and 

after a sale ,the collaboration with business partners ,and the effort of enhance 

productivity within organizations. (Napier, et.al, 2006, 2). 
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This chapter will briefly discuss E-business in general. Then it  will move on to 

discuss the E-commerce and its types. After that, it will show the factors which affect 

B2B (EC) systems performance in (EEIIT) Sector in Amman identified in previous 

literature as well as in this study. Later, the study presents previous related work and 

finally, contribution of study to knowledge. 
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2.2 E-business concept 

E-business originally began in the 1970s, when large corporations started to create 

a private networks that enabled them to share information with business partners and 

suppliers (Matthewson, 2002,3).This process ,called Electronic Data Interchange 

(EDI),transmitted standardized data that streamlined the procurement process between 

businesses ,so that paperwork and human intervention were nearly eliminated and human 

errors reduced (Matthewson, 2002,3).  

E-business is not just about dot com or internet-only companies or selling and 

buying via electronic channels .Fundamentally, e-business is  a much boarder concept 

and it is concerned with using the internet and relegated technologies to integrate and 

redesign an organization‘s internal activities processes and external relations, and create 

new way of working that are significantly different from, and very often superior to ,what 

was possible in the past (Li,2007, 1-2). 
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There are many advantages for e-business practice that (Canzer, 2006) mentioned 

in his study that are summarized as follows: 

1. Access information anytime, anywhere 

2. Increase productively for both customers and employees by saving time and 

money. 

3. Allows communicating at more convenient place and time through e-mail and 

other software.  

4. Facilitates online shopping to geographically disperse customers. 

5. Inexpensive means to promote the firm and its products to current and potential 

customers. 

In the face of these advantages ,there are disadvantages such as: users must have internet 

access, requires specialized knowledge to use and may result in lots of customers or sales 

if online experience is unsatisfactory (Canzer,2006,10). 
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Impact of E-Business:  

1. Improved efficiency and productivity. 

2. Reduction in operation cost and cost of goods and services. 

3. Improved competitive position. 

4.  Improved communications, information and knowledge sharing. 

5. Improved internal information access. 

6. Improved relationships with suppliers and improved customer services 

(Papazoglou & Ribbrers, 2006, 12-14). 
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2.3 E-commerce concept  

The Business phenomenon that we now call electronic commerce has had an 

interesting history. From humble beginning in the mid-1990s, electronic commerce grew 

rapidly until 2000, when a major downturn occurred. Many people have seen new stories 

about the ―dot-com boom‖ followed by the ―dot-com bust ―or the ―dot-bomb‖.  In 

the2000 to 2003 period, many industry observers were writing obituaries for electronic 

commerce. Just as the unreasonable expectation for immediate success fueled the high 

expectations during the boom years, overly gloomy news reports colored perceptions 

during this time (Schneider, 2006,4).  

In spite of the spectacular dot.com bust a few years ago, the internet has markedly 

changed the way we do business, whether it is  finding new streams of revenue tested 

(Reynolds, 2004).Acquiring new customers, or managing a business‘s supply chain, E-

commerce is main stream –enabling businesses to sell products and services to consumers 

on a global basis tested (Reynolds, 2004).As such, e-commerce is the platform upon 

which new methods to sell and to distribute innovative products and services 

electronically are tested (Reynolds, 2004). 

Bhasker,(2009) also defined E-commerce as E-commerce has been used for 

describing a variety of market transactions, enable by information technology and 

conducted over the electronic networks (Bhasker,2009,2). 
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EC can also be defined from the following perspectives: (Turban.et, all, 2010). 

1. Business process: EC systems are doing business electronically by 

implementation business process over electronic networks  

2. Service: EC system is a tool that addresses the desire of government, 

firms, consumers, and management to cut service cost while improving the 

quality of customer service and increasing the speed of service quality. 

3. Learning: EC systems are an enabler of online training and education in 

schools, universities and other organizations including businesses.  

4. Collaborative: EC systems are the framework for inter –and intra 

organizational collaboration. 

5. Community: EC systems provide gathering place for community members 

to learn .transact .and collaborate (Turban.et, all, 2010). 

The reason by e-commerce based on internet is so attractive to enterprise is that e-

commerce enjoys several evident advantages over e-commerce based on EDI: (Qin, 

2009, 6). 

Low in cost: the expense of internet is low, no more than 1/10 of VAN in general, 

wide in overlaying: Internet spreads all over the world, by which trade partners can 

conveniently send commercial information and documents with common telephones 

wires, complete on function. Internet can help different users to carry out their targets of 

different levels and Flexible in use. E-commerce based on internet is not confined to 

agreement of special data exchange (Qin, 2009, 6). 
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Many companies have e-commerce sites but are not yet e-business .E-commerce 

is the online selling component of a web site (Rosen, 2004).E-business is the integration 

of companies activities, including products, procedures, and services, with the internet. 

And the companies turn from a business into an e-business when they integrate their 

sales, marketing, accounting, manufacturing, and operations with their website activities 

(Rosen, 2004). 

 E-business vs. E-commerce: 

1. Compared with (EC) ,e-business is a  more generic term because it doesn‘t 

only refer to information exchanges related to buying and selling but also to 

servicing customers and collaborating with business partners, distributors and 

suppliers . (Papazoglou & Ribbrers, 2006). 

2. E-business encompasses sophisticated business –to- business interactions and 

collaboration activities at a level of enterprise applications and business 

process (Papazoglou & Ribbrers, 2006). 
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2.4 Categories of E-commerce 

There are many classifications of EC systems by the nature of the transaction and the 

following liats some of them as the following: (Turban & King, 2003, 7). 

1. Business - to - customer (B2C): EC model in which business sell to individual 

shoppers.  

2. Customer - to – Business (C2B): Individuals who use the internet to sell products or 

services to organization as well as individuals who seek sellers to bid on products or 

services they need. 

3. Customer – to – customer (C2C): EC model in which customers sell directly to other 

customers.  

4. Mobile commerce (m-commerce): EC systems transaction and activities conducted in 

wireless environment. 

5. Location commerce (L- Commerce): M-commerce transactions targeted to individuals 

in specific locations at specific times.  

6. Business – to – Business (B2B): EC model in which all the participants are business or 

other organizations (Turban & King, 2003, 7). 
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2.5 Business-to- Business (B2B) E-commerce 

One trillion dollars, that's what's at stake in the next few years in business-to-business e-

commerce Research shows that b-to-b spending will soar from $43 billion to over $1 

trillion. Meanwhile, in the same span of time, business-to-consumer spending is expected 

to rise from $7.8 to only $108 billion. That's what in the future for business-to-business 

electronic commerce and companies (Raisch, 2002). 

 In B2B, it‘s not a matter of winning or losing—it‘s getting into the game that 

matters. Companies on the Internet fast track are buzzing about the unquestionable 

potential of B2B (EC) systems and why not? Reliable estimates suggest that trillions of 

dollars will be transacted over the Web in the next few years—and the bulk of that will 

occur in the business-to-business space(Cunningham, 2001,204). For all of the 

discussion, however, this vast frontier of Internet commerce is still unexplored by most 

companies with the potential to profit (Cunningham, 2001, 206). 

The term "business-to-business" was originally coined to describe the electronic 

communications between businesses or enterprises in order to distinguish it from 

the communications between businesses and consumers (B2C) (Haig, 2001, 2). Today it 

is widely used to describe all products and services used by enterprises. Many 

professional institutions and the trade publications focus much more on B2C than B2B, 

although most sales and marketing personnel are in the B2B sector (Haig, 2001, 2). 

 

http://portal.acm.org/author_page.cfm?id=81100612425&coll=DL&dl=ACM&trk=0&cfid=34501999&cftoken=12551914
http://en.wikipedia.org/wiki/Electronic_communication
http://en.wikipedia.org/wiki/Electronic_communication
http://en.wikipedia.org/wiki/Electronic_communication
http://en.wikipedia.org/wiki/Business
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There are many benefits of B2B e-commerce as B2B technologies provide 

companies with a greater choice of trading partners ,suppliers , help to reduce the time it 

takes to get product or services ,streamlining that the internet helps B2B operators cut 

down their paperwork, eliminate bureaucratic systems and inventory control 

(Haig,2001,2).  

Entities of B2B (EC) systems are many and there are some of them  and  their concerns:  

1. Selling company: with marketing management perspective.  

2. Buying company: with procurement management perspective.  

3. Electronic intermediary: A third party intermediating service provider (the scope of 

service may be extended to include the order fulfillment).  

4. Deliverer: who should fulfill the JIT (Just in Time Delivery) .  

5. Network platform: such as the Internet, Intranet, and Extranet.  

6. Protocols and communication: such as EDI systems and comparison shopping, 

possibly using software agents.  

7. Back-end information system: possibly implemented using the intranet and Enterprise 

Resource Planning (ERP) systems (Mukhopadhyay& Mishra,2). 
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 The Future of B2B E-Commerce 

We see a number of positive forces fueling future growth of B2B marketplaces and 

electronic exchanges.  Now the most Fortune 1000 companies are actively using an e-

commerce or e-procurement product or service, the market segment that promises to 

provide the majority of future growth is small and mid-sized businesses (Boeth, 2001, 2) 

Reasons for adoption of B2B (EC) vary greatly between businesses of different sizes, 

between industry focuses, between geographic location, and between product/service line 

focuses (Boeth, 2001, 3). Some recent developments, however, work in favor of 

overcoming current limitations. On the one hand, online market platforms are slowly 

becoming more mature, integrating more and more features. On the other hand, 

arrangements between technology pure plays and ―traditional‖ industry leaders show 

signs of fruitful cooperation that can possibly combine the technology knowledge, 

entrepreneurial spirit and small-business focus of the startups with the industry 

experience, market power and reputation of the established players. The extent to which 

these initiatives can provide liquidity, critical mass and de facto standards to a large 

number of participants, they will be the indicators of how B2B is becoming an intricate 

part of modern business (Judith & Zagler, 2000, 7). 
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2.6 Theoretical Framework Component 

 First factor is a Perceived benefits and its refer to business value received by 

organizations that have adopted e-commerce systems (Pavlou, 2002, 5). 

 There are  three types of perceived benefits – perceived economic, perceived 

relationship-related, and perceived strategic benefits First, perceived economic benefits 

are derived from the automated processes that contribute to direct savings in costs and 

time.( Hunt, 1994). Second, perceived relationship-related benefits refer to positive 

trading partner trust relationships in the form of open communications, information 

sharing, cooperation, and commitment. Finally, perceived strategic benefits refer to closer 

ties between trading partners, and improved reputation that increases business continuity 

an organizational performance. (Morgan, 1994) second factor is the Enterprises IT 

infrastructure that is define  as  the architecture of hardware, software, content and data 

used to deliver e-business services to employee, customers and partner (Chaffey, 2007). 

Technical infrastructure ensures that the underlying networks, hardware/software, and 

technical exist so that organizations can create the applications and web sites necessary 

for organizations to implement and sustain e-commerce ventures. Technical infrastructure 

exists for clients and providers and for the geographical areas between them,only the 

worker technical skills attribute was considered critical, all other attributes were 

considered very important (Jennex &Adelakun, 2004). Third one is the trading partners   

Last is the Perceived risks that  refers to potential weaknesses, barriers and losses faced by 

organizations that have adopted e-commerce (Pavlou, 2002). 
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Risks can either occur internally or externally, by human or non-human (e.g. technology-

related risks), accidental or intentional and could be caused by disclosure, destruction, 

modification of e-commerce transactions, and by denial of service attacks from hackers (. 

Ring and Van de Ven (1994) also classified risks as performance risks derived from the 

technology versus relational risks (Das and Teng, 1996; Jamieson, 1996; Marcella et al., 

1998). There are three types of perceived risks. First, perceived technology performance-

related risks refer to misuse of ecommerce technologies, incompatible infrastructure, and 

uncertainties of ecommerce operations. Second, perceived relational risks refer to trading 

partner‘s lack of knowledge, exercising opportunistic behaviors, conflicting attitudes, and 

reluctance to change. Third, perceived general risks refer to poor business practices, 

environmental risks, and lack of standards and policies. Therefore, this paper cares for the 

effect of trading partner trust and perceived risks on perceived benefits and e-commerce 

performance. (Pauline.et.al, 2002) 
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2.7Model Theoretical Framework  

This section provides the theoretical framework implications of this research. The main 

theories which provide a foundation for this study are Technology Acceptance and 

technological innovation adoption. The following is discussion of these frameworks, 

beginning with, TAM, then technological innovation adoption. 

2.7.1 Technology Acceptance Model (TAM) 

As new information technologies infiltrate workplaces, home, and classrooms, research on 

user acceptance of new technologies start to receive much attention from professionals as 

well as academic researchers. Developers and software industries are beginning to realize 

that lack of user acceptance of technology can lead to loss of money and resources 

(EzineArticles.com) 

Technology Acceptance Model is an adaptation of the Theory of Reasoned Action 

(TRA) to the field of (Venkatesh et. al., 2003).TAM posits that perceived usefulness and 

perceived ease of use determine an individual's intention to use a system with intention to 

use serving as a mediator of actual system. Perceived usefulness is also seen as being 

directly impacted by perceived ease of use. Researchers have simplified TAM by removing 

the attitude construct found in TRA from the current specification (Venkatesh et. al., 2003). 

Attempts to extend TAM have generally taken one of three approaches: by 

introducing factors from related models, by introducing additional or alternative belief 

factors, and by examining antecedents and moderators of perceived usefulness and 

perceived ease of use (Wixom and Todd, 2005) . 
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2.8 Previous Studies   

In 2002 Pavlou said in his study ―The Importance of Technology Trust for B2B 

Electronic Commerce: that the traditional notion of trust primarily focuses on trust in a 

trading partner, trust in e-business also incorporates the notion of trust in the 

infrastructure and the underlying control mechanisms (technology trust), which deals 

with transaction integrity, authentication, confidentiality, and non-repudiation.  He argues 

that value creation in B2B e-commerce is heavily dependent on technology trust. Given 

the absence of adequate metrics to capture the technology trust in B2B e-commerce, the 

research develops and validates measures for technology trust, captured both as perceived 

benefits and also as B2B e-commerce performance empirical results strongly support the 

hypothesis that technology trust is essential for successful B2B e-commerce.at the same 

year Jauhiainen.et, all  they  objective from the study is to identify drivers that guide the 

development of B2B integration. This problem is approached by examining how B2B 

adoption has evolved, what the benefits and costs of B2B integration are, and what the 

technologies used are and what is the role of standardization in B2B integration. At first 

they examine the definitions for B2B integration. After that, the adoption of B2B 

integration is studied through different standpoints, which are EDI, e-procurement, SCM, 

e-hubs, and RosettaNet and ebXML The benefits and costs are studied from strategic and 

operational viewpoints. Especially quality of service and supply chain agility is perceived 

as strategic benefits while operational benefits are more easily measured. Standardization 

organizations are existing industry standards gone through. They concentrate especially 

on EDI ASC X12 and EDIFACT, RosettaNet, ebXML, and Web Services. Technological 
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convergence is recognized as the most important development path in the field of 

standardization. The following drivers were found to be the most important: Big 

companies are the promoters of the chains Globalization has forced the companies to 

rethink their intra- and inter-company processes . Legislation is trying to cover also 

electric international commerce (4) VANs are still important. Significant operational 

benefits from advanced B2B integration which involves business process reengineering, 

Role of customer satisfaction is  important (7) Agility of the whole supply chain  is 

important , Due to globalization, B2B is  important in management of geographically 

dispersed supply networks ,Convergence of B2B integration frameworks will lead to 

make trading partners connections easier, to make overall solution cheaper, and to make 

solution integration /implementation faster.  

In (2002) Soh and Markus studied‖ B2B E-Marketplaces Interconnection Effects, 

Strategic Positioning, and Performance‖ and found that  Electronic markets theory leads 

to the prediction that the ―interconnection effects‖ of information technology will lower 

coordination costs in market transactions, prompting a move from hierarchical to market 

arrangements. This prediction was apparently validated by the proliferation of B2B e-

marketplaces in the mid-1990s. But the subsequent abrupt consolidation of public, 

independent e-marketplaces raises questions about what it takes for e-marketplaces to 

succeed. Experience with actual e-marketplaces suggests that electronic interconnection 

effects alone may not explain e-marketplace success. The strategic management literature 

provides a complementary view, emphasizing the fit between an e-marketplace‘s value 

proposition, its product-market focus, and its value activities. The purpose of this paper, 

therefore, is to explore the degree to which the strategic positioning perspective 
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contributes to the explanation of e-marketplace success. They  analyzed a pair of e-

marketplaces sharing the same competitive space, one successful and the other less 

so. They found that the number and types of interconnection benefits alone did not make a 

good explanation of e -marketplace success. However, the additional concepts provided 

by strategic positioning theory—particularly the holistic fit between benefits types offered 

(value proposition), product-market focus, and value activities—do appear to explain well 

the observed differences in e-marketplace performance. Future research should extend our 

exploratory investigation of e-marketplace success. 

Plant, et.al (2003), Measuring e-business performance: Towards a revised 

balanced scorecard approach, Information Systems and e-Business Management said that 

the balanced scorecard (BSC) is a managerial system that enables executives and 

managers to map their strategic objectives onto a set of performance measures in four 

inter-related areas, known as the financial, customer, learning and growth, and the 

internal process perspectives Based on research into leading and lagging e-business 

companies and their measurement practices, this paper introduces an approach to 

modifying the balanced scorecard, applicable to the management of e-business units in 

which the customer perspective of the traditional balanced score card is supplemented by 

the incorporation of four additional perspectives (brand, service, market and technology) 

that have been found to be critical to the development and execution of e-business 

strategies. This approach facilitates a clearer understanding of the customer perspective, 

which consequently benefits the process of selecting the goals and measures associated 

with the other three perspectives, improving the quality of the overall decision making 

and managerial processes as a whole at the same year Lee, et.al in his study business 
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value of B2B electronic commerce: the critical role of inter-firm collaboration. Electronic 

Commerce Research and Applications approved that B2B (business-to-business) 

electronic commerce provides firms with different business value depending on how 

organizations use the online network. In this paper, we distinguish two different types of 

B2B e-commerce adoption: basic and collaborative B2B e-commerce. With ‗‗basic B2B 

e-commerce‘‘, firms implement the electronic network simply to automate the exchange 

of commercial documents. In contrast, B2B networks are used to create new inter-firm 

operations with channel partners in ‗‗collaborative B2B e-commerce.‘‘ The central claim 

of this paper is that firms are unlikely to achieve significant benefits with Basic B2B e-

commerce. B2B electronic networks offer dramatic performance improvement only when 

the B2B network is used to create new collaboration with channel partners. Based on the 

survey conducted in the grocery industry, this study suggests that the real source of 

performance improvement in the B2B electronic commerce is not an electronic linkage 

itself, but the collaboration enabled by the electronic network also chan in his study said 

that Two of the most commonly used classifications in IS research are the factor 

approach and the process approach. While many studies of IS implementation are 

undertaken using a factor approach, few researches so far   have examined the process of 

e-commerce implementation, especially in relation to the implementation of e-commerce 

in business-to-business (B2B) relationships. A holistic understanding of implementation 

which combines both the factor and process approaches using a case study method, is 

suggested as particularly suitable because of its ability to capture the reality of e-

commerce implementation in an organization‘s natural environment and in much greater 

detail than is possible using one of these approaches alone. In this paper, therefore, the 
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researcher  try  to contribute to what  perceive as a gap in the body of theory surrounding 

the Implementation process in the business-to-business e-commerce literature in addition 

to confirming  earlier finding of the importance of non-technical factors for the success of 

the implementation process also present, through the case studies, the various 

management and business issues associated with the success or failure of B2B e-

commerce implementation .Also in 2003 Moodley talked about Business-to-business 

electronic commerce has become a priority area for many international development 

organizations, particularly since concerns about the ‗digital divide‘ have put the 

policymaking spotlight on the connection between ICTs and industrial development 

policies. The  paper aims to explore the current state and likely future direction of B2B e-

commerce in the South African. Used  empirical research is based on 120 firm-level 

interviews and 31 personal Interviews with industry experts. The results suggest that B2B 

e-commerce is in an embryonic stage in the South African manufacturing sector, and 

technology and market dynamics are still casting its basic shape.  

Al-Bakri in 2009 talked about the  adoption of B2B by small and medium enterprises in 

Amman and the perception of its influence on performance and efficiency  and he said 

that :the growth of business-to-business (B2B) system adoption and capability  has 

become a requirement for effectively serving the business of many large, small and 

medium enterprises (SMEs) around the world (Kartiwi and Mac Gregor, 2007). It has 

also an enormous effect on development of more flexible transactions methods between 

enterprises, and their trading partners (TPs) and suppliers. In recent years, and according 

to government reports (2006-2008) almost one fifth of Jordanian enterprises have started 

Web-based and internet adoption to offer on-line products and services to their local and 
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global TPs, suppliers and customers. The purpose of this research is to explore the 

perceptions of SME managers in Jordan (capital city Amman) regarding the adoption of 

B2B systems and its effects on SMEs‘ performance and efficiency. Based on a literature 

review, previous information technology adoption models and the background of ICT in 

Jordan, a proposed research model is developed. Qualitative and quantitative approaches 

are used to get a better understanding of these issues. The quantitative approach and 

empirical data will be collected from a random SME sample in Amman using interviews 

and survey. Statistical data analyses will be conducted in accordance with the research 

questions to test the hypotheses and validate proposed research model. This research 

investigates the ways in which adoption of B2B systems by SMEs in Amman affects their 

performance and efficiency. It will also provide advice for SMEs, government and 

industry, on how to encourage SMEs in Amman to adopt B2B systems. This research will 

highlight the importance of B2B system adoption by SMEs in Amman for enhancing 

their performance and efficiency and may enable SMEs in Jordan to become much more 

useful, effective and productive. In 2010 Chen in his study Factors Affecting Business-to-

Business Electronic Commerce Success: An Empirical Investigation said that Business to 

Business (B2B) e-commerce has a great impact on business performance improvement. 

Considerable research also shows that another dependent variable, B2B e-commerce 

success, can be a good overall measure of B2B systems. This paper investigates and 

examines the impact of several factors, which are either internal or external to the firm on 

B2B performance improvement and B2B ecommerce success. It is suggested that various 

factors affect B2B success through business performance improvement.  A research 

model was developed to test and evaluate these factors. A survey instrument was 
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developed to examine the relationships between these factors and business performance. 

Survey data was collected online from 143 companies in the U.S.A. and Taiwan where 

their B2B e-commerce systems were operational for more than 1 year. Structural 

Equation Modeling (SEM) technique was used to assess the measurement and the 

structural model. Analyses and results of the pooled survey data suggest that the 

following factors are Significant in the B2B e-commerce environments: (a) alignment of 

business and ecommerce strategy has a positive impact on business performance, (b) 

strong relationships between the trading partners have a positive influence on business 

performance, and (c) B2B e-commerce success is significantly influenced by business 

performance improvements. Thus, firms that seek to implement successful B2B systems 

should focus on business performance improvements 
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2.9 Study Contribution to Knowledge  

Previous studies discussed different factors that affected the performance of B2B 

systems. However, very few studies suggested a comprehensive model such as this study 

model that considers some key factors within the system. Moreover, the model suggested 

by the researcher focuses on main factors.  Finally, the sample of the study was 

Engineering, Electronic Industries and Information Technology (EEIIT) sector in Amman 

which represents an interesting case from the whole population in Jordan .focusing on the 

main four factors that effect on the B2B EC systems performance and may lead to 

optimal performance Therefore the factors  are also important because they are fixed on 

the environment of the sample. Also TAM model is used  to develope the research model. 
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Chapter Three 
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3.1 Introduction 

This chapter discusses the methods used in the study to answer the research 

questions and test the hypotheses by several statistical methods. It  is divided into the 

following five sections: Study Methodology; Study Population and Sample; Study Tools 

and Data Collection; Statistical Treatment; Reliability and Validity.  

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, who are  IT mangers in 

Engineering, Electronic Industries and Information Technology (EEIIT) in Amman. 

3.3 Study Population and Sample 

Sampling is important as budget and time restrictions prevent study from surveying the 

whole population. Sampling also gives higher truthfulness and fast result (Al-Bakri, 

2009).The population in the current research consists of industrial companies in Amman. 

The industrial companies in Amman represent different industries. This research chosen 

sample can be used to represent the population. Given the large population of the study, a 

sample of industrial companies in Amman has been taken. In this research all industrial 

companies in Amman comprise the total population, (60) industrial companies in Amman 

have been chosen as a sample of (Engineering, Electrical Industries and Information 
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Technology) sector. These industrial companies are all located in the largest sector in 

Amman. The population of the study will be divided into divisions to obtain a 

representative sample of the population study. In order to increase sample size and 

statistical power, enterprises in the pilot study will also be the included as part of the final 

analysis.  

3.4 Study Tools and Data Collection 

This research of B2B system performance in industrials companies in Amman is not very 

extensive compared to the discussion of the effecting factors. Thus, to gain deeper 

understanding of the related aspects in the companies, current research is conducted with 

quantitative approaches to explore factors of B2B (EC) systems performance in industrial 

companies in Amman and examine the influence on its performance. The current 

research is conducted in these stages: 

 Stage 1. Literature review, examines the findings of other researchers and authors who 

have extensive experience in B2B system performance. This stage addresses a number of 

different issues, identified perceived benefits, enterprise IT infrastructure, trading partners 

(TPs), and perceives risk factors that influence the performance of B2B (EC) systems in 

industrial companies. 

Stage 2. The quantitative approach includes a survey of a sample of IT managers 

representing industrial companies in Amman in our sample. The survey is conducted in 

this research to explore the perceptions, of industrial companies' IT mangers about the 

performance of B2B (EC) systems in it and to examine its influence on their 

performance. Also the purpose of the survey is to produce quantitative descriptions of 
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some aspects and issues of the study population. The questionnaire has been developed 

based on the literature review, and will be refined with results and information collected 

from the previous stage of the research. The questionnaire focuses on the performance of 

B2B systems in industrial companies in (Engineering, Electrical Industries and 

Information Technology‖ EEIIT‖) sector in Amman and perceptions of the managers of 

performance. Therefore, in reviewing previous studies, both in influential factors of B2B 

(EC) system performance and in analysis of collected data from resulting survey. The 

survey will be pre-tested for its validity and reliability. A pilot test will be conducted to 

check the validity of the questionnaire, eliminate any uncertainty, and make appropriate 

changes according to respondent‘s suggestions.  

 Stage 3. Data coding and analysis includes presentation, hypothesis testing, and analysis 

of results. Various quantitative statistics of methods such as factor analysis, analysis of 

variance and correlation will be employed on the survey data. The application of several 

statistical techniques to test the relationships between variables. Statistical Package for 

Social Science‗SPSS‘ will be used to evaluate and perform all the analysis to test the 

hypotheses. 
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3.5 Statistical Treatment  

After collecting data from the returned responses, the researcher used the 

Statistical Package for the Social Sciences SPSS (v19) to analyze the data. The researcher 

used suitable Statistical treatment for each question and hypothesis from the following 

tests:  

 Cronbach Alpha (α) to test Reliability.  

 Percentage and Frequency to describe the sample. 

 Arithmetic Mean and Standard Deviation to answer the study questions. 

 T-test and using ANOVA table to measure the impact of the user characteristics 

on the usage and the usage level of the Portal 

  Simple Linear and Multiple Regression analysis with (F) test 

 Relative importance, that is assigned using: 

33.1
3

4

3

15



IntervalClass  

levelofNumber

ClassMinimumclassMaximum
IntervalClass




 

The Low degree less than 2.33  

The Median degree from 2.33 – 3.66 

The High degree from 3.67 and above.  
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3.6 Validity and Reliability 

(A) Validation 

To test for survey clarity and coherency, a macro review covering all research 

components was performed by academic reviewers - from Jordanian Universities - 

specialized in Business, Information Technology and Statistics. Therefore, some items 

were added based on their recommendations while some others were modified. The 

survey was reviewed by a total of (8) academic reviewers and the overall percentage of 

response which was 100%. Please see appendix ―B‖ for the list of academic arbitrators.  

(B) Reliability 

To test the survey reliability, Cronbach Alpha (α) analysis was used to measure 

internal consistency. A minimum acceptable level (Alpha ≥ 0.65) suggested by (Revelle 

&Zinbarg, 2009) was adopted. Results show that overall Cronbach Alpha (α) =equaled 

(97.83), whereas, Results of Cronbach Alpha (α) are shown in the following Table (2) 
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Table (1) Reliability of survey Dimensions  

 

 

 

 

 

 

 

 

Variables Cronbach Alpha (α) 

Perceived benefits  

IT Infrastructure   

Trading partners  

Perceived risk 

B2B (EC) system performance  

96.48 

95.08 

96.82 

93.18 

96.87 

All survey  97.83 
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Chapter Four: 

Results and Hypotheses Testing 
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4.1 Introduction 

Based on previous research framework, this chapter presented and described the 

statistical analysis results for the research questions and research hypotheses. The data 

analysis included a descriptive analysis using the Means and Standard Deviations for the 

questions of the study; ANOVA and Multiple and Simple Linear and Regression analysis 

for the empirical analysis. 

4.2 Answers of Study Questions 

Table (2) descriptive statistics 

 

Des criptive Statis tics

54 3.00 5.00 4.2963 .71717

54 3.00 5.00 4.2778 .73758

54 2.00 5.00 4.0556 .94003

54 2.00 5.00 4.2407 .79941

54 2.00 5.00 4.2778 .81070

54 2.00 5.00 4.1111 .79305

54 2.00 5.00 4.0741 .90807

54 2.00 5.00 4.2778 .87775

54 2.00 5.00 4.1667 .81842

54 2.00 5.00 4.1481 .91954

54 2.00 5.00 4.2407 .82268

54 2.00 5.00 4.2593 .85086

54 3.00 5.00 4.1852 .80269

54 2.00 5.00 4.0370 .86794

54 2.00 5.00 3.9259 .84344

54 2.00 5.00 4.0000 .82416

54 2.00 5.00 4.1111 .83929

54 2.00 5.00 3.8333 .96642

54 2.00 5.00 3.6667 .95166

54 2.00 5.00 3.8519 .89879

54 2.00 5.00 4.0000 .86874

54 2.00 5.00 3.8889 .92485

54 2.00 5.00 4.1111 .83929

54 2.00 5.00 3.9630 .84592

54 2.00 5.00 4.0000 .91115

54 2.00 5.00 3.8889 .83929

54 2.00 5.00 3.5741 1.05691

54 2.00 5.00 3.8519 1.03536

54 2.00 5.00 3.5370 1.14452

54 2.00 5.00 3.8333 1.04159

54 2.00 5.00 3.9259 1.06136

54 2.00 5.00 3.7778 .98415

54 2.00 5.00 3.8704 .84778

54 2.00 5.00 3.7778 .92485

53 1.00 5.00 3.5849 .90796

54 1.00 5.00 3.5741 .96352

54 2.00 5.00 3.8704 .89118

54 2.00 5.00 3.8889 1.02178

54 1.00 5.00 3.8519 1.10586

54 2.00 5.00 3.7407 1.03131

54 1.00 5.00 3.7778 1.05806

54 2.00 5.00 3.8519 .95971

54 1.00 5.00 3.8519 1.07119

53

VAR00001

VAR00002

VAR00003

VAR00004

VAR00005

VAR00006

VAR00007

VAR00008

VAR00009

VAR00010

VAR00011

VAR00012

VAR00013

VAR00014

VAR00015

VAR00016

VAR00017

VAR00018

VAR00019

VAR00020

VAR00021

VAR00022

VAR00023

VAR00024

VAR00025

VAR00026

VAR00027

VAR00028

VAR00029

VAR00030

VAR00031

VAR00032

VAR00033

VAR00034

VAR00035

VAR00036

VAR00037

VAR00038

VAR00039

VAR00040

VAR00041

VAR00042

VAR00043

Valid N (lis tw ise)

N Minimum Maximum Mean Std. Deviation
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From table (2) it is  clear that the highest stander  deviation was for question 43  

―1.07119‖ with mean 3.851 This indicates that the answers were less homogeneous ,and 

the lowest stander deviation for question 1 was ―0.717117‖ with mean ―4.29‖ This 

indicates that the answers were more homogeneous. 

4.3 Study hypothesis testing  

 Ho1: There is no significant statistical effect of the factors of B2B (EC) 

systems on B2B (EC) systems performance at level (α ≤ 0.05). 

To ensure if there are any differences between the factors that affect B2B systems 

performance , the researcher divided the first main hypothesis into four sub-

hypotheses, and used one way ANOVA to test ;perceived benefits, It 

infrastructure, trading partners “TPs” and perceived risk . The sub-hypotheses 

were tested and the results are shown as the following: 

 Ho1a: There is no significant statistical effect of B2B Perceived 

benefits on B2B (EC) systems performance at level (α ≤ 0.05). 

To answer this sub-hypothesis the researcher used the one way ANOVA to ensure 

if there  are any differences between perceived benefits and B2B (EC) systems 

performance as shown in Table (3). 
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Table (3): The results of the differences between perceived benefits and B2B EC 

performance by one way ANOVA 

* The impact is significant at level (α ≤ 0.05) 

From Table (3) it is clear that the absolute value of F calculated (15.393) is more 

than F tabulated at level (α ≤ 0.05). This indicates that the first sub-hypothesis is valid. 

Therefore, the null sub-hypotheses were refused and the alternative sub-hypotheses were 

accepted , therefore the result is  

There is a significant statistical effect of B2B Perceived benefits on B2B (EC) systems 

performance at level (α ≤ 0.05). 

 

 

 

 

 

  

10.769 1 10.769 15.393 .000 a 

36.379 52 .700 
47.148 53 

Regression 
Residual 

Total 

Model 
1 

Sum of 
Squares DF Mean Square F 

Sig. 

Predictors: (Constant), perceived benefits  A.  

Dependent Variable:   B2B (EC) systems performance  B.  
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 Ho1b: There is no significant statistical effect of B2B IT infrastructure 

on B2B (EC) systems performance at level (α ≤ 0.05). 

To answer this sub-hypothesis the researcher used the one way ANOVA to ensure 

if there are any differences between IT infrastructure and B2B (EC) systems 

performance as shown in Table (4). 

Table (4): The results of the differences between it infrastructure and B2B EC 

performance by one way 

ANOVA

 

* The impact is significant at level (α ≤ 0.05) 

From Table (4) it is clear that the absolute value of F calculated (40.105) is more 

than F tabulated at level (α ≤ 0.05). This indicates that the second sub-hypothesis is valid. 

Therefore, the null sub-hypotheses were refused and the alternative sub-hypotheses were 

accepted, therefore the result is : 

There is a significant statistical effect of B2B It infrastructure on B2B (EC) systems 

performance at level (α ≤ 0.05). 

  

20.529 1 20.529 40.105 .000 a 

26.619 52 .512 
47.148 53 

Regression 
Residual 
Total 

Model 

1 

         Sum of 

Squares DF Mean Square F Sig. 

Predictors: (Constant),   IT infrastructure  A.  

Dependent Variable: B2B EC systems performance  B.  
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 Ho1c: There is no significant statistical effect of B2B trading partners on 

B2B (EC) systems performance at level (α ≤ 0.05). 

To answer this sub-hypothesis the researcher used the one way ANOVA to ensure 

if there are any differences between trading partners ―TPs‖ and B2B (EC) systems 

performance as shown in Table (5). 

Table (5): The results of the differences between it infrastructure and B2B EC 

performance by one way 

ANOVA

 

* The impact is significant at level (α ≤ 0.05) 

From Table (5) it is clear that the absolute value of F calculated (31.852) is more 

than F tabulated at level (α ≤ 0.05). This indicates that the third sub-hypothesis is valid. 

Therefore, the null sub-hypotheses were refused and the alternative sub-hypotheses were 

accepted , therefore the result is : 

There is a significant statistical effect of B2B trading partners “TPs” on 

B2B (EC) systems performance at level (α ≤ 0.05). 

  

17.910 1 17.910 31.852  .000 a 

29.239 52 .562 
47.148 53 

Regression 

Residual 
Total 

Model 
1 

Sum of 
Squares DF Mean Square F Sig. 

Predictors: (Constant), trading partners”TPs” A.  

Dependent Variable: B2B EC systems performance  B.  



48 

 

 

 Ho1d: There is no significant statistical effect of B2B perceived risk on 

B2B (EC) systems performance at level (α ≤ 0.05). 

To answer this sub-hypothesis the researcher used the one way ANOVA to ensure if 

there any differences between trading partners ―TPs‖ and B2B (EC) systems 

performance as shown in Table (6). 

Table (6): The results of the differences between it infrastructure and B2B EC 

performance by one way 

ANOVA

 

* The impact is significant at level (α ≤ 0.05) 

From Table (6) it is clear that the absolute value of F calculated (43.205) is more 

than F tabulated at level (α ≤ 0.05). This indicates that the third sub-hypothesis is valid. 

Therefore, the null sub-hypotheses were refused and the alternative sub-hypotheses were 

accepted m therefore the result is : 

There is a significant statistical effect of B2B perceived risk on B2B (EC) 

systems performance at level (α ≤ 0.05). 

  

21.396 1 21.396 43.205 .000 a 

25.752 52 .495 
47.148 53 

Regression 
Residual 

Total 

Model 
1 

Sum of 

Squares DF Mean Square F Sig. 

Predictors: (Constant), perceived risk A.  

Dependent Variable: B2B EC systems performance e  B.  
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 The most effect factor  

The most effect factors affect B2B (EC) systems was the perceived risk as shown in the 

table: 

Table (7): the most effect factor by one way ANOVA 

Model 

 

Sum of 

Squares DF Mean Square F Sig. 

1 Regression 21.396 1 21.396 43.205 .000(a) 

 Residual 25.752 52 .495 

  

 Total 47.148 53 

   

2 Regression 24.098 2 12.049 26.660 .000(b) 

 Residual 23.050 51 .452 

  

 Total 47.148 53 

   

             A. Predictors: (Constant), perceived risk 

            B. Predictors: (Constant), perceived risk, IT infrastructure 

            C.  Dependent Variable: B2B (EC) systems performance 

From Table (7) it is clear that the absolute value of F calculated for the most 

effect value (43.205) is more than F tabulated at level (α ≤ 0.05). This indicates that the 

most effective factor affect B2B (EC) systems performance was a perceived risk then the 

IT infrastructure. 
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4.4 Coefficient of determination  

 

First factor: Perceived benefits 

Table (8) : Coefficient of determination  for perceived benefits  

 

From the table ( 8 ) the R coefficient between Perceived benefits  and B2B EC systems 

performance .478 which indicates a significant effect of the predicting variables (Percived 

benefits  ) on the dependent variables (B2B EC systems performance ). The R2 value = .228, 

which means part of the variance of B2B EC systems performance was explained by 

Perceived benefits.  

Second factor: IT infrastructure  

Table (9) : Coefficient of determination  for It infrastructure  

 

From the table (9) the R coefficient between IT infrastructure and B2B EC systems 

performance  is .660 which indicates  a significant effect of the predicting variables (IT 

infrastructure) on the dependent variables (B2B EC systems performance ). The R2 value 

= .435, which means part of the variance of B2B EC systems performance was explained 

by IT infrastructure  

Model Summary 

.660 a .435 .425 .71547 
Model 
1 

R R Square 
Adjusted 
R Square 

Std. Error of 
the Estimate 

Predictors: (Constant), IT infrastructure  a.  

 

.478 a .228 .214 .83642 
Model 
1 

R R Square 
Adjusted 
R Square 

Std. Error of 
the Estimate 

Predictors: (Constant), perceived benefits  a.  

http://www.google.jo/url?sa=t&rct=j&q=r+square&source=web&cd=1&ved=0CB8QFjAA&url=http%3A%2F%2Fen.wikipedia.org%2Fwiki%2FCoefficient_of_determination&ei=X6AeT5O4O4-Z8gPAyo29Dg&usg=AFQjCNGKSFOMtxMfQY98jN6dgmVx-dVfhQ
http://www.google.jo/url?sa=t&rct=j&q=r+square&source=web&cd=1&ved=0CB8QFjAA&url=http%3A%2F%2Fen.wikipedia.org%2Fwiki%2FCoefficient_of_determination&ei=X6AeT5O4O4-Z8gPAyo29Dg&usg=AFQjCNGKSFOMtxMfQY98jN6dgmVx-dVfhQ
http://www.google.jo/url?sa=t&rct=j&q=r+square&source=web&cd=1&ved=0CB8QFjAA&url=http%3A%2F%2Fen.wikipedia.org%2Fwiki%2FCoefficient_of_determination&ei=X6AeT5O4O4-Z8gPAyo29Dg&usg=AFQjCNGKSFOMtxMfQY98jN6dgmVx-dVfhQ
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Third factor: Trading partners ―TPS‖  

Table (10) : Coefficient of determination  for TPs 

   

From the table (10) the R coefficient between trading partners  and B2B EC systems 

performance is .616 which indicates a significant effect of the predicting variables 

(trading partners  ) on the dependent variables (B2B EC systems performance ). The R2 

value = .380, which means part of the variance of B2B EC systems performance was 

explained by trading partners   

 

Forth factor: Perceived risk   

Table (11) : Coefficient of determination  for Perceived risk  

 

From the table (11) the R coefficient between perceived risk and B2B EC systems 

performance is .674 which indicates  a significant effect of the predicting variables 

(perceived risk) on the dependent variables (B2B EC systems performance ). The R2 

value = .454, which means part of the variance of B2B EC systems performance was 

explained by perceived risk 

 

.674 a .454 .443 .70373 
Model 
1 

R R Square 
Adjusted 
R Square 

Std. Error of 
the Estimate 

Predictors: (Constant), perceived risk a.  

 

.616 a .380 .368 .74985 
Model 
1 

R R Square 
Adjusted 
R Square 

Std. Error of 
the Estimate 

Predictors: (Constant),TPs a.  

http://www.google.jo/url?sa=t&rct=j&q=r+square&source=web&cd=1&ved=0CB8QFjAA&url=http%3A%2F%2Fen.wikipedia.org%2Fwiki%2FCoefficient_of_determination&ei=X6AeT5O4O4-Z8gPAyo29Dg&usg=AFQjCNGKSFOMtxMfQY98jN6dgmVx-dVfhQ
http://www.google.jo/url?sa=t&rct=j&q=r+square&source=web&cd=1&ved=0CB8QFjAA&url=http%3A%2F%2Fen.wikipedia.org%2Fwiki%2FCoefficient_of_determination&ei=X6AeT5O4O4-Z8gPAyo29Dg&usg=AFQjCNGKSFOMtxMfQY98jN6dgmVx-dVfhQ
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4.5 level of importance for each  factor  

Table (12) level of importance for perceived benefits  

No.  Perceived benefits Mean 
Standard 

deviation 

Item if 

importance 

Level of 

importance 

1 
B2B systems in your enterprise  has a 

friendly user interface 
4.29 0.717 2 High 

2 
B2B systems in your enterprise  has a 

friendly system interface 
4.72 0.737 1 High 

3 
B2B systems in your enterprise  is easy 

to use 
4.05 0.940 9 High 

4 
B2B systems in your enterprise  reduce 

time and cost 
4.24 0.799 4 High 

5 
B2B systems in your enterprise  reduce 

errors 
4.27 0.810 3 High 

6 
B2B systems in your enterprise  

increase transactions 4.11 0.793 7 High 

7 
B2B systems help your enterprise to 

create a competitive advantage. 4.07 0.908 8 High 

8 
Your enterprise has enough experience 

and knowledge to use B2B systems. 4.27 0.877 3 High 

9 

B2B systems in your enterprise ease 

enough to make the communications 

between employees more flexibility. 
4.16 0.818 5 High 

10 
B2B systems in your enterprise ease 

enough to be effective 4.14 0.919 6 High 

General Arithmetic mean and Standard 

deviation 
4.18 0.831  
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Table (12) above shows that the arithmetic means for perceived benefits range between  

(4.72 – 4.05) compared to General Arithmetic mean amount of (4.18). It is observed that 

the high mean was to item ―B2B systems in your enterprise  has a friendly system 

interface‖ with arithmetic mean of (4.72) and standard deviation of (0.737) while the 

lowest arithmetic mean was to item ―B2B systems in your enterprise  is easy to use‖ with 

arithmetic mean of (4.05) and Standard deviation of (0.940). In general, the level of 

importance of B2B perceived benefits is high. 
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 Table (13) level of importance for IT infrastructure  

No. 
It infrastructure  Mean 

Standard 

deviation 

Item if 

importance 

Level of 

importance 

1 IT Infrastructure helps your enterprise to 

expand its B2B systems transactions   
4.24 0.822 

2 High 

2 Your enterprise provides net lines that help 

in practicing B2B. 
4.25 0.850 

1 High 

3 Your consultation of IT enterprises helps in 

building the enterprise‘s experience. 
4.18 0.802 

3 High 

4 
Your enterprise manager cares about 

providing staff with the capabilities to deal 

with the new technology. 

4.03 0.867 
5 High 

5 
Your  enterprise capabilities and awareness 

of manager improved through continuous 

training. 

3.92 0.843 
7 High 

6 
Your enterprise employees benefit from 

these databases to speed up the enterprise‘s 

transactions. 
4.00 0.824 

6 High 

7 The Enterprise has enough PCs and servers 

to use B2B systems 4.11 0.839 
4 High 

General Arithmetic mean and Standard 

deviation 
4.10 0.714 

 

   

Table (13) above shows that the arithmetic means for It infrastructure range between 

(4.25 – 3.92) compared to General Arithmetic mean amount of (4.10). It is observed that 

the high mean was to item ―Your enterprise provides net lines that help in practicing 

B2B.‖ with arithmetic mean of (4.25) and standard deviation of (0.850) while the lowest 
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arithmetic mean was to item ―Your  enterprise capabilities and awareness of manager 

improved through continuous training.‖ with arithmetic mean of (3.92) and Standard 

deviation of (0.843). In general, the level of importance of B2B IT infrastructure is high. 
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Table (14) level of importance for trading partners 

No Trading partner   Mean 
Standard 

deviation 

Item if 

importance 

Level of 

importance 

1 
The local TPs and suppliers apply 

B2B systems in daily and 

frequently transactions. 

3.83 0.966 6 High 

2 
The local TPs and suppliers 

exchange payments through e-

payments tools. 

3.66 0.951 7 Medium  

3 
Local trading partner‘s 

infrastructure is reliable to 

practice B2B systems. 

3.85 0.898 5 High 

4 

Global trading partner‘s 

infrastructure is reliable to 

practice B2B systems. 
4.00 0.868 3 High 

5 

Local trading partners extend 

effort to increase the trust in their 

work. 
3.88 0.924 4 High 

6 

Global trading partners extend 

effort to increase the trust in their 

work. 
4.11 0.839 2 High 

7 

The distribution of B2Bsystems 

in global TPs helps in using  B2B 

systems 
4.96 0.854 1 High 

8 

Higher competitiveness of TPs  

improved the enterprise‘s 

performance  
4.00 0.911 3 High 

9 

The explanation of the 

mechanism of B2B systems will 

increase trading partners trust in 

your enterprise. 

3.88 0.839 4 High 

General Arithmetic mean and 

Standard deviation 
3.57 1.026  
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Table (14) above shows that the arithmetic means for trading partners range between 

(4.96 – 3.66) compared to General Arithmetic mean amount of (3.57). It is observed that 

the high mean was to item ―The distribution of B2Bsystems in global TPs helps in using  

B2B systems‖ with arithmetic mean of (4.95) and standard deviation of (.854) while the 

lowest arithmetic mean was to item ―The local TPs and suppliers exchange Payments 

through e-payments tools.‖ with arithmetic mean of (3.66) and Standard deviation of 

(0.951). In general, the level of importance of B2B perceived benefits is medium. 
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Table (15) level of importance for perceived risk    

No Perceived risks    Mean 
Standard 

deviation 

Item if 

importance 

Level of 

importance 

1 

Running and maintenance of 

B2B systems is less costly than 

expected. 
3.57 1.056 4 Medium  

2 
B2B systems provide more 

trust of your enterprise 

transactions 

3.85 1.035 2 High 

3 

There isn‘t external pressure 

by trading partners in the 

direction of using B2B 

systems. 

3.53 1.144 5 Medium  

4 

B2B systems reduce errors in 

electronic transaction in your 

enterprise. 
3.83 1.041 3 High 

5 
Your enterprise trust in using 

B2B systems 3.92 1.061 1 High 

General Arithmetic mean and 

Standard deviation 
1.87 1.067  

 

Table (15) above shows that the arithmetic means for trading partners range between 

(3.92 – 3.53) compared to General Arithmetic mean amount of (1.87). It is observed that 

the high mean was to item ―The Your enterprise trust in using B2B systems‖ with 

arithmetic mean of (3.92) and standard deviation of (1.061) while the lowest arithmetic 

mean was to item ―There is not  external pressure by trading partners in the direction of 

using B2B systems.‖ with arithmetic mean of (3.53) and Standard deviation of (1.1441). 

In general, the level of importance of B2B perceived risks is low. 
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Table (16) level of importance for B2B (EC) performance 

No B2B (EC) performance Mean 
Standard 

deviation 

Item if 

importance 

Level of 

importance 

1 

B2B systems  performance are enough 

to  improve performance in your 

enterprise 
3.77 0.984 4 High 

2 
B2B systems  performance are enough 

to  improve the productivity in your 

enterprise 

3.87 0.847 2 High 

3 
B2B systems  performance are enough 

to  increase sales in your enterprise 3.77 0.924 4 High 

4 
Your enterprise revenue activity is 

performed on-line 3.58 0.907 6 Medium 

5 
B2B systems  performance are enough 

to  increase the profit in your enterprise 3.57 0.963 7 Medium 

6 

B2B systems  performance are enough 

to  reduce inventory costs in your 

enterprise 
3.87 0.891 2 High 

7 
B2B systems  has reduced cost of 

production & labor in your enterprise 3.88 1.021 1 High 

8 

B2B systems  performance are enough 

to  reduce the frequency of mistakes in 

the receipt and translation of TPs and 

suppliers orders in your enterprise 

3.85 1.105 3 High 

9 

B2B systems  performance  are enough 

to  improve your enterprise on-time 

delivery to and from TPs and suppliers 
3.74 1.031 5 High 

10 

B2B systems has improved inventory 

management and control in your 

enterprise 
3.77 1.058 4 High 

11 

B2B systems  performance are  enough 

to  improve procurement business 

process in your enterprise 
3.85 0.959 3 High 
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12 

B2B systems  performance are  enough 

to  improve work-in-process (WIP) in 

your enterprise 
3.85 1.071 3 High 

General Arithmetic mean and 

Standard deviation 
3.78 0.980  

 

Table (16) above shows that the arithmetic means for trading partners range between 

(3.88 – 3.57) compared to General Arithmetic mean amount of (3.78). It is observed that 

the high mean was to item ―B2B systems  has reduced cost of production & labor in your 

enterprise‖ with arithmetic mean of (3.88) and standard deviation of (1.021) while the 

lowest arithmetic mean was to item ―B2B systems  performance enough to  increase the 

profit in your enterprise.‖ with arithmetic mean of 3.57) and Standard deviation of 

(0.963). In general, the level of importance of B2B perceived risks is high. 

 

 

 

 

 

 

 



61 

 

 

 

Chapter Five: Conclusion & 

Recommendations 

 

 

 

 

 

 

 

 



62 

 

5.1Conclusion 

In this study, the researcher examined a set of questions and suggested a set of 

hypotheses and the study came out with a number of results that may contribute to 

increase B2B (EC) systems performance. The main results are: 

 There is a significant statistical effect of B2B perceived benefits on B2B (EC) 

systems performance at level (α ≤ 0.05). 

This result indicates that the perceived benefits affect the performance of the B2B 

EC systems by increasing sales, decreasing cost and errors, increasing the number 

efficiency of transaction by useful systems which have friendly user interfaces 

and friendly systems interfaces, get the communication more flexible between 

employee through the B2B (EC) systems and increasing the competitive 

advantages in the enterprises. 

 There is a significant statistical effect of B2B IT infrastructure on B2B (EC) 

systems performance at level (α ≤ 0.05). 

The IT infrastructure factor was the second most important and most effective 

factor affecting B2B (EC) systems performance having a good IT infrastructure 

helping the enterprise to expand its B2B systems transactions  consisting  of  net 

lines and enough PCs and servers to employment B2B (EC) systems and 

databases to speed up the transaction . 

 There is a significant statistical effect of B2B trading partners TPs B2B (EC) 

systems performance at level (α ≤ 0.05). 
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This result indicate that The TPs and suppliers trust using B2B (EC) systems and they  

apply B2B systems in daily and frequently transactions and sometimes using 

electronic payment tools to exchange payment and Local and global  trading partner‘s 

infrastructure is reliable to practice B2B systems. 

 There is a significant statistical effect of B2B perceived risks B2B (EC) systems 

performance at level (α ≤ 0.05). 

The perceived risk factors were the fist most important and effective factor that affect 

B2B (EC) systems performance such as the cost of running and maintenance the 

system ,systems errors ,and external pressure all those have to be  avoided to reach 

the B2B (EC) performance  .And finally these factors can lead to increasing B2B 

(EC) performance by : 

1. Improve the productivity. 

2. Improve the productivity. 

3. Increase the profit. 

4. Increase sales in your enterprise. 

5. Reduce inventory costs. 

6. Reduce cost of production & labor. 

7. Reduce the frequency of mistakes in the receipt and translation of TPs orders. 

8. To  improve on-time delivery to and from TPs and suppliers 

9. Has improved inventory management and control 

10. Improve procurement business process 

11. Improve work-in-process (WIP) 
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5.2 Recommendations 

Based on previous results and conclusions, the following recommendations might 

help in enhancing B2B (EC) systems performance:  

1. Provide enough net lines, PCs and servers to use B2B (EC) systems. 

2. The enterprises have to train their employees and improve top management 

support for the use  of the B2B (EC) systems. In addition to improving 

employee capabilities to handle their systems by all managers at the different 

levels  of management leaders.  

3. Enhance the consultation of IT enterprises to help in building the enterprise‘s 

experience. 

4. Increase the employees experience and knowledge to use B2B systems. 

5.  Running and maintenance of B2B systems monthly to deal with any errors 

that may occur. 

6. Development of the E-payment tools to get the payment exchange easier and 

more flexible. 

7. The enterprises have to avoid the external pressure by trading partners in the 

direction of using B2B systems. 

 

 

 



65 

 

REFERENCES 

 Al-Mudimigh, A. & Ullah, Z. (2010). Portal implementation issues. International 

Conference on Computer Modeling and Simulation, 12 (10), pp. 142-146.  

 Al-Zahrani, R., & Al-Otaibi, M. (2005). Evaluating e-business adoption: 

opportunities and threats, (Unpublished master thesis), King Saud University, 

KSA.  

 Anita Rosen , (2004), the e-commerce question and answer book: a survival guide 

for business managers, 

 Ang, C, Davies, M & Finlay, P (2000), ‗Measures to assess the impact of 

Information Technology on quality management‘, International Journal and 

Quality Reliability Management, vol. 17, no.1, pp. 42-66.  

 Archer, N & Yuan, Y 2000, ‗Managing B2B relationships through the e-

commerce procurement life cycle‘, Electronic Networking Applications and 

Policy, vol. 10, no. 5, pp. 385-395. 

 Attewell, P 1992, ‗Technology diffusion and organisational learning: The case of 

business computing‘, Organization Science, vol.  3, no. 1, pp. 1-19. 

 Barsauskas, P, Sarapovas, T, & Cvilikas, A 2008, The evaluation of e-commerce 

impact on business efficiency, Baltic Journal of Management, vol. 3, no.1, pp.71-

91. 

 

http://www.emeraldinsight.com/1746-5265.htm
http://www.emeraldinsight.com/1746-5265/3
http://www.emeraldinsight.com/1746-5265/3/1


66 

 

 Bakri , A,2009  the  adoption of business to business by small and medium 

enterprise in Amman and its influence on performance and efficiency  , School of 

Information Systems, Faculty of Business ,University of Southern Queensland 

Australia 

 Boynton, A, Zmud, R & Jacobs, G 1994, ‗The influence of IT management 

practice on it use in large organizations‘, MIS Quarterly, vol.18, no. 3, pp. 299-

318. 

 Canzer,B, 2006, E-business strategic thinking and practices     

 Chun, C & Philip, I 2010, Factors Affecting Business-to-Business Electronic 

Commerce Success: An Empirical Investigation, A dissertation submitted in 

partial fulfillment of the requirements for the degree of Doctor of Philosophy In 

Information Systems, Graduate School of Computer and Information Sciences 

Nova Southeastern University 

 Daft, R 1978, ‗A dual-core model of organisational innovation‘, Academy of 

Management Journal, vol. 21, no, 2, pp. 193-210. 

 Damien, P. 2005, Strategy development processes as determinants of B2B e-

commerce performance A comparative model in a supply chain management 

context, The Emerald Research Register for this journal is available at The current 

issue and full text archive of this journal is available at 

www.emeraldinsight.com/researchregister 

 Davis, F 1986, ‗A technology Acceptance Model for Empirically Testing New 

End-User Information Systems: Theory and Results‘, Doctoral dissertation, Sloan 

School of Management, Massachusetts Institute of Technology, Cambridge, MA. 

http://www.emeraldinsight.com/researchregister


67 

 

 Davis, F 1989, ‗Perceived usefulness, perceived ease of use, and user acceptance 

of information technology‘, MIS Quarterly, vol.13, no. 3, pp. 319-339.   

 Davison, A., Burgess, S., & Tatnall, A. (2003). ―Internet technologies and 

business‖. Melbourne, Australia: Data Publishing. 

 Devaraj, S & Kohli, R 2003, ‗Performance impacts of information technology: Is 

actual usage the missing link?‘ Management Science, vol. 49, no.3, pp. 273-289. 

 Feng, Li , 2007,What is e-business?: how the Internet transforms organizations 

 Geun, L. 2003, Business value of B2B electronic commerce: the critical role of 

inter-firm collaboration, Electronic Commerce Research and Applications 2, 350–

361 

 Greenstein, M & Feinman, T 2000, Electronic commerce; Security, risk 

management and control, Higher Education, McGraw-Hill, Singapore.  

 Gunasekaran, A, Marri, H, McGaughey, R & Nebhwani, M 2002, ‗Business-to-

business electronic commerce‘, International Journal of Production Economics, 

vol. 74, pp. 185-197. 

 H. Albert Napier, 2006, Creating a winning E-business  

 Handbook of Research on Mobile Multimedia ,Ismail Khalil Ibrahim,2008 

 Iacovou, C, Benbasat, I & Dexter, A 1995, ‗Electronic data interchange and small 

organizations: Adoption and impact of technology‘, MIS Quarterly, vol.19, no. 4, 

pp. 465-481. 

http://books.google.com/books?id=T5EV8lPALSkC&q=e-commerce+Ibrahim,+2008).&dq=e-commerce+Ibrahim,+2008).&hl=en&ei=852EToroKKSp4gSr2dGuDw&sa=X&oi=book_result&ct=result&resnum=1&ved=0CDEQ6AEwAA
http://www.google.com/search?hl=en&tbo=1&biw=1366&bih=667&tbm=bks&tbm=bks&q=inauthor:%22Ismail+Khalil+Ibrahim%22&sa=X&ei=852EToroKKSp4gSr2dGuDw&ved=0CDIQ9Ag


68 

 

 Janice. R, 2004, The complete e-commerce book: design, build & maintain a 

successful Web. 

 Kerrigan, R, Roegner, E, Swinford, D & Zawada, C 2001, ‗B2B Basic‘, The 

McKinsey Quarterly, vol.1, pp. 44-53. 

 Lucking-Reiley, D & Spulber, D 2001, ‗Business to business electronic 

commerce‘, Journal of Economic Perspectives, vol. 15, no. 1, pp. 55-68. 

 Matt Haig , 2001, The B2B e-commerce handbook: how to transform your 

business-to-business  

 Michael J. Cunningham , 2001, B2B:how to build a profitable e-commerce 

strategy, 

 M. Papazoglou , P. Ribbers , 2006, E-business:  organizational and technical 

foundations. 

 Pedrinaci, C., Domingue, J., Brelage, C., van Lessen, T., Karastoyanova, D., 

Leymann, F. (2008). ―Semantic Business Process Management: Scaling up the 

management of business processes‖ icsc, International Conference on Semantic 

Computing, pp.546-553, 2008.  

 Rogers, E 1995, Diffusion of innovations, 4
th

 edn, Free Press, New York. 

 Rogers, E 2003, Diffusion of innovations. 5
th

 edn, Free Press, New York. 

 Rogers, E & Shoemaker, F 1971, Communication of innovation: A cross-cultural 

approach, 2
nd

 edn, Free Press, New York. 

http://www.google.ae/search?tbo=p&tbm=bks&q=inauthor:%22Michael+J.+Cunningham%22
http://www.google.ae/search?tbo=p&tbm=bks&q=inauthor:%22M.+Papazoglou%22
http://www.google.ae/search?tbo=p&tbm=bks&q=inauthor:%22Pieter+Ribbers%22


69 

 

 Senn, J 2000, ‗Business to business e-commerce‘, Information Systems 

Management, pp. 23-32.  

 Shaw, M & Subramaniam, C 2002, ‗The effects of process characteristics on the 

value of B2B e-procurement‘, working paper presented at the CITEBM, Center 

for IT and e- Business Management, University of Illinois at Urbana/Champaign.  

 Subramaniam, C & Shaw, M 2002, ‗A study of the value and impact of B2B e-

commerce: The case of web-based procurement‘, International Journal of 

Electronic Commerce, vol. 6, no. 4, pp. 19-40.  

 Sugianto, L. & Tojib, D. (2006). Modeling user satisfaction with an employee 

portal, International Journal of Business and Information, 1, (2) pp. 239 – 255  

 Sugianto, L., Rahim, M., Alahakoon, D. (2005) B2E portal adoption: A 

conceptual model, International Conference on Information and Automation, 

pp37-42  

 Sultan, F. Urban, G. Shankar, V and Bart, Y. (2002). Determinants and Role of 

Trust in E-Business: A Large Scale Empirical Study. MIT Sloan Working Paper 

No. 4282-02 

 Teo, T., Ranganathan, C. (2004). Adopters and non-adopters of business-to-

business electronic commerce in Singapore. Information & Management Vol. 42 

(2004) 89–102. 

 Thatcher, S & Foster, W 2002, ‗B2B e-commerce adoption decisions in Taiwan: 

the interaction of organisational, industrial, government and cultural factor‘, 



70 

 

Proceedings of the 36
th

 Hawaii International Conference on System Sciences 

(HICSS'03), USA. 

 The free dictionary, Access definition. 2011 [cited 2011 23/4/2011]; Available 

from: http://www.thefreedictionary.com/access+definition 

 Timmers, P. (1998). Business Models for Electronic Markets, Journal on 

Electronic Markets, Vol. 8(2), p. 3-8.  

 Tojib, D. & Sugianto, L. (2006). ―Content validating the B2E portal user 

satisfaction instrument‖. ACIS International Conference on Computer and 

Information Science, pp.286-291 

 Tojib, D. Sugianto, L. & Sendjaya, S (2008). User satisfaction with business to 

employee portals: conceptualization and scale development. European Journal of 

Information Systems, 8 (17), pp 649–667 

 Travica, B (2008). ―Influence of information culture on adoption of a self-service 

system‖. Journal of Information, Information Technology, and Organizations, 

Volume 3, pp. 1-15.    

 Turban, E. (2010). Electronic commerce 2010, (6
th

 ed). New Jersey: Pearson.  

 Turban, E, King, D, Lee J & Viehland, D 2004, Electronic Commerce: A 

Managerial Perspective,  4
th

 edn, Prentice Hall, Upper Saddle River, New Jersey. 

 Urbach, N. Smolnik, S., & Riempp, G. (2009). A conceptual model for measuring 

the effectiveness of employee portals. AMCIS 2009 Proceedings. Paper 589 

http://www.thefreedictionary.com/access+definition
http://www.sciencedirect.com/science?_ob=PublicationURL&_tockey=%23TOC%236004%232002%23999249998%23275290%23FLA%23&_cdi=6004&_pubType=J&view=c&_auth=y&_acct=C000050221&_version=1&_urlVersion=0&_userid=10&md5=b37274de1fb64963b446b1d5e96cb784


71 

 

 Urbach, N., Smolnik, S., & Riempp, G. (2010a). An empirical investigation of 

employee portal success. Journal of Strategic Information Systems, Vol. 19 (3), 

pp. 184–206. 

 Urbach, N., Smolnik, S., & Riempp, G. (2010b). Industry Specificity of Employee 

Portal Success A Multi-Group Comparison, Americas Conference on Information 

Systems, 16 (10), pp. 12-15.  

 Venkatesh, V, Morris, M, Davis, G & Davis, F 2003, ‗User acceptance of 

information technology: Toward a unified view‘, MIS Quarterly, vol. 27, no. 3, 

pp. 425-478. 

 Venkatraman, N 1994, ‗IT-enabled business transformation: from automation to 

business scope redefinition‘, Sloan Management Review, vol. 35, no. 2, pp. 73-

87. 

 Webopedia. Compatible. 2011 [cited 2011 23/4/2011]; Available from: 

http://www.webopedia.com/TERM/C/compatible.html 

 Wei, X (2003). Availability & performance evaluating of e-business systems, 

(Unpublished doctoral dissertation), Duke University, USA  

 Wikipedia. The technology acceptance model (TAM). 2010 [cited 2010 

26/12/2010]; Available from: 

http://en.wikipedia.org/wiki/Technology_acceptance_model 

 Warren D. Raisch,2002, e-commerce and m-commerce technologies 

http://www.webopedia.com/TERM/C/compatible.html
http://en.wikipedia.org/wiki/Technology_acceptance_model


72 

 

 Wiley .P 2009, E-Business. 

 Wixom, B & Todd, P 2005, ‗A theoretical integration of user satisfaction and 

technology acceptance‘, Information Systems Research, vol. 16, no. 1, pp. 85-

102. 

 Wormell, I. (1990). Introduction. In I. Wormell (Ed.), Information quality: 

Definitions and dimensions (pp. 1-5). Los Angeles: Taylor Graham. 

 Zheng .Q, 2009, Introduction to E-commerce  

 Zwass, V 2003, ‗Electronic commerce and organisational innovation: Aspects and 

opportunities‘, International Journal of Electronic Commerce, vol. 7, no. 3, pp. 7-

37 

 

 

 

 

 

 

 

 

 

 

 



73 

 

APPENDIXES 

Appendix – A – Survey 

 

Survey Questionnaire 

Factors Affecting B2B Systems Performance Based on Managerial Perception in 

Engineering, Electronic Industries and Information Technology Sector in Amman 

Dear IT Manger  

The objective of this research project, entitled ―Factors Affect B2B Systems Performance 

Based on Managerial Perception in Engineering, Electrical Industries and Information 

Technology Sector in Amman ", is to measure the B2B systems performance in Amman 

through measuring the factors that have effect on B2B systems. The research project will 

investigate the obstacles to practicing B2B systems in Engineering, Electrical Industries 

and Information Technology Sector in Amman. This research contributes by introducing 

some solutions for overcoming the barriers of practicing B2B systems in Engineering, 

Electrical Industries and Information Technology Sector in Amman Sector in Amman, 

and to increase their performance.  

I would appreciate your cooperation in filling out all the parts of this questionnaire, 

knowing that any collected information will be used for research purposes only.  

If your company is interested in the results of this study, please tick the following box 

and record your email address …………………………………….. 

Researcher: Mais.M Al-Qudah  

Master Candidate, Business Administration Department, Faculty of Business 

Middle East University (MEU) 

Amman, Jordan  

Email: Mais.mousa@hotmail.com 

Mobile: +962 (77) 6230652 
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Part one:  

This part is to collect information about the factors that affect B2B systems performance 

in Engineering, Electrical Industries and Information Technology Sector in Amman. The 

five-point Likert scale is designed in the percentage for  the importance of factors, 

variables and items. Please consider the following definitions in making your choices. 

Please choose only 1 answer per question. 

(1) None: means that variables and items are not affecting  B2B performance in your 

enterprise  

(2) < 25%: means that variables and items are affecting  B2B performance in your 

enterprise, but less than 25% of importance variable. 

(3) 25%-50%: means that variables and items are affecting  B2B performance in your 

enterprise, but only 25%-50% of importance variable. 

(4) 51%-70%: means that variables and items are affecting  B2B performance in your 

enterprise, but only 51%-70% of importance variable. 

(5) >70%: means that variables and items are affecting  B2B performance in your 

enterprise, and more than 70% of importance variable. 

 

Terminologies  

1. Perceived benefits: refer to business value received by organizations that have 

adopted e-commerce systems (Pavlou ,2002,5) 

2. Enterprises IT infrastructure: the architecture of hardware, software, content and 

data used to deliver e-business services to employee, customers and partner 

(Chaffey, 2007). 

3. Trading Partners (TPs) relation:One of the two or more participants in an 

ongoing businessrelationship(www.businessdictionary.com ). 

4. Perceived Risks: Perceived risks refer to potential weaknesses, barriers and losses 

faced by organizations that have adopted e-commerce (Pavlou, 2002). 

 

 

http://www.businessdictionary.com/definition/participant.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/
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No   Question 5 4 3 2 1 

Perceived benefits,V1 

1 B2B systems in your enterprise  has a friendly user interface       

2 B2B systems in your enterprise  has a friendly system interface      

3 B2B systems in your enterprise  is easy to use       

4 B2B systems in your enterprise  reduce time and cost      

5 B2B systems in your enterprise  reduce errors       

6 B2B systems in your enterprise  increase transactions      

7 B2B systems help your enterprise to create a competitive advantage.      

8 Your enterprise has enough experience and knowledge to use B2B 

systems. 

     

9 B2B systems in your enterprise ease enough to make the communications 

between employees more flexibility. 

     

10 B2B systems in your enterprise ease enough to be effective       

Enterprise IT infrastructure, V2 

11 IT Infrastructure helps your enterprise to expand its B2B systems 

transactions   

     

12 Your enterprise provides net lines that help in practicing B2B.      

13 Your consultation of IT enterprises helps in building the enterprise‘s 

experience. 

     

14 Your enterprise manager cares about providing staff with the capabilities to 

deal with the new technology.  

     

15 Your  enterprise capabilities and awareness of manager improved through 

continuous training.  

     

16 Your enterprise employees benefit from these databases to speed up the 

enterprise‘s transactions. 

     

17 The Enterprise has enough PCs and servers to use B2B systems       

Trading partners (TPs),V3  

18 The local TPs and suppliers apply B2B systems in daily and frequently 

transactions.  

     

19 The local TPs and suppliers exchange payments through e-payments tools.      
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Part Two: 

This section in part three seeks to discover the degree to which your enterprise‘s 

performance and were improved by using B2B systems. Please consider the following 

definitions in making your choices. Please choose only 1 answer per question. 

 (1) None: means that factors are not performed your enterprise.   

(2) < 25%: means that factors are performed in your enterprise, but less than 25% of total 

factors are performed 

(3) 25%-50%: means that factors are performed in your enterprise, but only 25%-50% of 

total factors are performed 

(4) 51%-70%: means that factors are performed in your enterprise, but only 51%-70% of 

total factors are performed 

(5) >70%: means that factors are performed in your enterprise, and more than 75% of total 

20 Local trading partner‘s infrastructure is reliable to practice B2B systems.      

21 Global trading partners infrastructure is reliable to practice B2B systems.      

22 Local trading partners extend effort to increase the trust in their work.      

23 Global trading partners extend effort to increase the trust in their work.      

24 The distribution of B2Bsystems in global TPs helps in using  B2B systems       

25 Higher competitiveness of TPs  improved the enterprise‘s performance       

26 The explanation of the mechanism of B2B systems will increase trading 

partners trust in your enterprise. 

     

Perceived risk , V4 

27 Running and maintenance of B2B systems is less costly than expected.      

28 B2B systems provide more trust of your enterprise transactions.       

29 There isn‘t external pressure by trading partners in the direction of using 

B2B systems. 

     

30 B2B systems reduce errors in electronic transaction in your enterprise.      

31 Your enterprise trust in using B2B systems      
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factors are performed. 

 

No Question 5 4 3 2 1 

1 B2B systems  performance are  enough to  improve 

performance in your enterprise 

     

2 B2B systems  performance  are enough to  improve the 

productivity in your enterprise 

     

3 B2B systems  performance  are enough to  increase 

sales in your enterprise 

     

4 Your enterprise revenue activity is performed on-line      

5 B2B systems  performance are  enough to  increase the 

profit in your enterprise 

     

6 B2B systems  performance are enough to  reduce 

inventory costs in your enterprise 

     

7 B2B systems  has reduced cost of production & labor 

in your enterprise 

     

8 B2B systems  performance are enough to  reduce the 

frequency of mistakes in the receipt and translation of 

TPs and suppliers orders in your enterprise 

     

9 B2B systems  performance are enough to  improve 

your enterprise on-time delivery to and from TPs and 

suppliers 

     

10 B2B systems has improved inventory management and 

control in your enterprise 

     

11 B2B systems  performance are enough to  improve 

procurement business process in your enterprise 

     

12 B2B systems  performance are enough to  improve 

work-in-process (WIP) in your enterprise 
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Appendix B : Arabic Survey  

 

 الإعزج١بْ

اٌؼٛاًِ اٌّإثشح فٟ أداء أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد ِٓ ٚخٗ ٔظشئداس٠خ  فٟ لـبع اٌظٕبػبد  

 إٌٙذع١خ ٚاٌىٙشثبئ١خ ٚرىٌٕٛٛخ١ب اٌّؼٍِٛبد فٟ ػّبْ 

 اٌغ١ذ ِذ٠ش رىٌٕٛٛخ١ب اٌّؼٍِٛبد 

اٌؼٛاًِ اٌّإثشح فٟ أداء أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد " اٌٙذف الأعبعٟ ٌٙزا اٌجسث رسذ ػٕٛاْ 

٘ٛ ل١بط أداء "ِٓ ٚخٗ ٔظشئداس٠خ  فٟ لـبع اٌظٕبػبد  إٌٙذع١خ ٚاٌىٙشثبئ١خ ٚرىٌٕٛٛخ١ب اٌّؼٍِٛبد فٟ ػّبْ 

عٛف عبُ٘ ٘زا اٌجسث فٟ رمذ٠ُ ثؼغ اٌسٍٛي ٌٍزغٍت ػٍٝ اٌؼٛائك . أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد 

فٟ رـج١ك أٔظّخ اٌزدبسح الاوزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد فٟ لـبع اٌظٕبػبد إٌٙذع١خ ٚاٌىٙشثبئ١خ ٚرىٌٕٛٛخ١ب 

.اٌّؼٍِٛبد فٟ ػّبْ   

 

ٔمذس رؼبٚٔىُ فٟ رؼج١ئخ خ١ّغ أخضاء الإعزج١بْ ػٍّبً  ثأْ ع١زُ اعزخذاَ اٌّؼٍِٛبد اٌٟ رُ خّؼٙب لاغشاع اٌجسث 

.اٌؼٍّٟ فمؾ   

 

ارا وبٔذ اٌششوخ رٙزُ فٟ ٔزبئح ٘زٖ اٌذساعخ ٠شخٝ ٚػغ ػلاِخ فٟ اٌخبٔخ اٌزب١ٌخ ٚرغد١ً اٌجش٠ذ الاٌىزشٟٚٔ اٌخبص 

.........................................................ثه   

 

١ِظ ِٛعٝ اٌمؼبٖ : اٌجبزثخ   

 ِششسخ ٌٍسظٛي ػٍٝ دسخخ اٌّبخغز١ش ، لغُ أداسح الاػّبي ، و١ٍخ الأػّبي 

 خبِؼخ اٌششق الأٚعؾ ٌٍذساعبد اٌؼ١ٍب 

 ػّبْ ، الأسدْ 

Mais.mousa@hotmail.com 

+962 (77) 9670244 

 

 

 

 

 

mailto:Mais.mousa@hotmail.com
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 : اٌدضء الأٚي 

٘زا اٌدضء ِٓ الاعزج١بْ ٠دّغ ِؼٍِٛبد ػٓ اٌؼٛاًِ اٌزٟ رإثش فٟ أداء أٔظّخ اٌزدبسح الإٌىزش١ٔٚٗ ث١ٓ 

. أؿشاف اٌششوبد فٟ لـبع اٌظٕبػبد إٌٙذع١خ ٚاٌىٙشثبئ١خ ٚرىٌٕٛٛخ١ب اٌّؼٍِٛبد فٟ ػّبْ 

، اسخٛ الأخز ثؼ١ٓ الاػزجبس  (1)ئٌٝ لا أٚافك ثشذح  (5)رُ اعزخذاَ ِم١بط ١ٌىشد اٌخبِغٟ ِٓ اٚافك ثشذح 

اٌّشفك ثجؼغ اٌّظـٍسبد الأخشائ١خ اٌزٟ لذ رغبػذن فٟ اخز١بس الأخبثخ إٌّبعجخ ،اٌشخبء اخز١بس اخبثخ 

اِبَ الاخز١بس    (X)ٚازذح ٌىً فمشح ِٓ اٌفمشاد ثٛػغ اشبسح 

Terminologies  

1. Ease of use: The ability to deal with the system easily 

2. Enterprises IT infrastructure: the architecture of hardware, software, content and 

data used to deliver e-business services to employee, customers and partner 

(Chaffey, 2007). 

3. Trading Partners (TPs) relation :One of the two or more participants in an 

ongoing businessrelationship.(www.businessdictionary.com ) 

4. Perceived Risks: Perceived risks refer to potential weaknesses, barriers and losses 

faced by organizations that have adopted e-commerce (Pavlou, 2002). 

 1 2 3 4 5 اٌغإاي اٌشلُ 

 عٌٙٛخ الأعزخذاَ : اٌّزغ١ش الأٚي 

رزّزغ أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ فٟ ششوزه ثٛاخٙبد عٍٙخ  1

 الاعزخذاَ ٌٍّغزخذَ 

     

رزّزغ أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ فٟ ششوزه ثٛاخٙبد عٍٙخ  2

 الاعزخذاَ داخً إٌظبَ 

     

أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد عٍٙخ  3

 الاعزخذاَ فٟ ششوزىُ

     

أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد رمًٍ اٌٛلذ  4

 ٚاٌزىب١ٌف فٟ ششوزىُ

     

أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد رممً  5

 الاخـبء فٟ ششوزىُ

     

أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد رض٠ذ  6

 اٌزؼبِلاد اٌزدبس٠خ فٟ ششوزُ

     

أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد رغبػذ فٟ  7

 خٍك ا١ٌّضح اٌزبٔفغ١خ فٟ ششوزىُ

     

رزٛفش فٟ ششوزىُ اٌّؼشفخ ٚاٌخجشح اٌىبف١خ لاعزخذاَ أٔظّخ  8

 اٌزدبسح الأوزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد 

     

أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ فٟ ششوزىُ عٍٙخ ثشىً وبفً   9

 ٌدؼً الارظبلاد ث١ٓ اٌّٛظف١ٓ أوثش ِشٚٔخ 

     

أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ فٟ ششوزىُ عٍٙخ ثشىً وبف  10

 ٌزىْٛ فؼبٌخ 

     

 اٌج١ٕخ اٌزسز١خ ٌزىٌٕٛد١ب اٌّؼٍِٛبد فٟ اٌششوخ : اٌّزغ١ش اٌثبٟٔ 

اٌج١ٕخ اٌزسز١خ ٌزىٌٕٛد١ب اٌّؼٍِٛبد فٟ اٌششوخ رغبػذ اٌششوخ  11

 ٌض٠بدح اٌّؼبِلاد ث١ٓ اؿشاف اٌششوبد 

     

ششوزىُ ِضٚدح ثخـٛؽ أزشٔذ رغبػذ فٟ رـج١ك أٔظّخ  12

 اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ اؿشاف اٌششوبد 

     

اعزشبسارىُ فٟ ِدبي رٕىٌٛٛخ١ب اٌّؼٍِٛبد رغبػذ اٌششوخ فٟ  13

 ثٕبء خجشارٙب 

     

http://www.businessdictionary.com/definition/participant.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/


80 

 

٠ٙزُ اٌّذ٠ش فٟ ششوزىُ فٟ رٛف١ش ِٛظف١ٓ اطسبة لذساد  14

 .ٌٍزؼبًِ ِغ اٌزىٌٕٛٛخ١ب اٌدذ٠ذح 

     

لذساد إٌّظّخ ٚٚػٟ اٌّذ٠ش رزـٛس ِٓ خلاي اٌزذس٠ت  15

 .اٌّغزّش 

     

٠غزف١ذ اٌؼب١ٍِٓ فٟ اٌششوخ ِٓ لٛاػذ اٌج١بٔبد اٌخبطخ فٟ  16

. اٌششوخ ٌض٠بدح اٌّؼبِلاد اٌخبطخ ثبٌششوخ 

 

     

اٌششوخ ٌذ٠ٙب ِب ٠ىفٟ ِٓ اخٙضح اٌسبعٛة ٚاٌغ١شفشاد  17

 لاعزخذاَ أظّخ اٌزدبسح الاوزش١ٔٚخ ث١ٓ اؿشاف اٌششوبد 

     

 أؿشاف ٚششوبد اٌؼًّ: اٌّزغ١ش اٌثبٌث 

اؿشاف  ٚششوبء اٌؼًّ ٚاٌّضٚد٠ٓ ٠ـجمْٛ أظّخ اٌزدبسح  18

الاٌىش١ٔٚخ ث١ٓ اؿشاف اٌششوبد ١ِٛ٠ب ٌٍّٚؼبِلاد اٌّززب١ٌخ 

 (ثشىً ِززبٌٟ )

     

أؿشاف  ٚششوبء اٌؼًّ ٚاٌّٛصد٠ٓ ٠زجبدٚي اٌذفؼبد ِٓ  19

 خلاي أظّخ اٌذفغ الاٌىزشٟٚٔ 

     

اٌج١ٕخ ٌزسز١خ لاؿشاف ٚششوبء اٌؼًّ  اٌؼًّ  اٌّس١ٍٓ ِٛثٛلخ  20

ٌزـج١ك أٔظّخ اٌزدبسح الاوزش١ٔٚخ ث١ٓ اؿشاف اٌششوبد  

 

     

اٌج١ٕخ ٌزسز١خ لاؿشاف  ٚششوبء اٌؼًّ  اٌؼب١ٌّٓ ِٛثٛلخ  21

ٌزـج١ك أٔظّخ اٌزدبسح الاوزش١ٔٚخ ث١ٓ اؿشاف اٌششوبد  

 

     

أؿشاف ٚششوبء  اٌؼًّ اٌّس١ٍٓ رٛعغ ٔـبق اٌدٙذ ٌض٠بدح  22

 اٌثمخ فٟ اٌؼًّ 

     

أؿشاف ٚششوبء  اٌؼًّ اٌؼب١ٌّٓ رٛعغ ٔـبق اٌدٙذ ٌض٠بدح  23

 .اٌثمخ فٟ اٌؼًّ

     

رٛص٠غ أٔظّخ اٌزدبسح الإوزش١ٔٚخ ث١ٓ أؿشاف   24

ٚششوبءاٌششوبد فٟ اؿشاف اٌؼًّ ٚاٌششوبء اٌؼب١ٌّٓ ٠غبػذ 

 فٟ اعزخذاِٙب 

     

إٌّبفغخ اٌؼب١ٌخ ث١ٓ اؿشاف ٚششوبء اٌؼًّ ٠غبػذ فٟ رـ٠ٛش  25

 اداء أظّخ اٌزدبسح الاٌىزش١ٔٚخ 

     

ششذ آ١ٌخ أٔظّخ اٌزدبح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد ٠ض٠ذ  26

ِٓ ثمخ أؿشاف ٚششوبء اٌؼًّ فٟ ششوزىُ ٚ فٟ اٌزؼبًِ 

ِؼٙب  

 

     

 اٌّخبؿش اٌّسزٍّخ : اٌّزغ١ش اٌشاثغ 

      اٌزشغ١ً  ٚاٌظ١بٔٗ اٌّغزّشح ٌٍٕظبَ الً رىٍفخ ْ اٌّزٛلغ  27

أظّخ اٌزدبسح الاٌىزش١ٔٚخ رٛصد اٌششوخ ثثمخ اوجش ثبٌّؼبِلاد  28

 ٚالأشـخ اٌزدبس٠خ 

     

لا ٠ٛخذ ػغٛؽ خبسخ١خ ِٓ لجً اؿشاف ٚششوبء اٌؼًّ فٟ  29

 اعزخذاَ رٍه الأٔظّخ 

     

أظّخ اٌزدبسح الإٌىزش١ٔٚخ ٠مًٍ الأخـبء فٟ اٌزؼبِلاد  30

 الإٌىزش١ٔٚخ فٟ ششوزىُ

     

ششوزىُ رثك ثبعزخذاَ أظّخ اٌزدبسح الاوزش١ٔٚخ ث١ٓ اؿشاف  31

 اٌششوبد 
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:  اٌدضء اٌثبٟٔ  

٘زا اٌدضء ِخظض لاوزشبف ِب اصا وبٔذ رٍه اٌؼٛاًِ عبّ٘ذ فٟ ص٠بدح اداء أظّخ اٌزدبسح الاٌىزش١ٔٚخ 

ِٚب ِذٜ ٔدبذ ٘زا الاداء ث١ٓ أؿشاف اٌششوبد فٟ لـبع اٌظٕبػبد إٌٙذع١خ ٚاٌىٙشثبئ١خ ٚرىٌٕٛٛخ١ب 

. اٌّؼٍِٛبد فٟ ػّبْ 

، اسخٛ الأخز ثؼ١ٓ الاػزجبس  (1)ئٌٝ لا أٚافك ثشذح  (5)رُ اعزخذاَ ِم١بط ١ٌىشد اٌخبِغٟ ِٓ اٚافك ثشذح 

اٌّشفك ثجؼغ اٌّظـٍسبد الأخشائ١خ اٌزٟ لذ رغبػذن فٟ اخز١بس الأخبثخ إٌّبعجخ ،اٌشخبء اخز١بس اخبثخ 

اِبَ الاخز١بس    (X)ٚازذح ٌىً فمشح ِٓ اٌفمشاد ثٛػغ اشبسح 

 1 2 3 4 5 اٌغإاي  اٌشلُ 

أداء أٔظّخ اٌزدبسح الإٌىزش١ٔٚخث١ٓ أؿشاف اٌششوبد وبف ٌزسغ١ٓ  1

 أداء اٌششوخ

     

أداء أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد وبف ٌزسغ١ٓ  2

 الأزبخ١خ لٟ اٌششوخ

     

أداء أٔظّخ اٌزدبسح الإٌىزش١ٔٚخث١ٓ أؿشاف اٌششوبد وبف ٌض٠بدح  3

 اٌّج١ؼبد فٟ اٌششوخ

     

      ٠زُ رٕف١ز إٌشبؽ اٌخبص ثب٠شاداد اٌّإعغخ ػٍٝ الأزشٔذ ػجش إٌظبَ  4

أداء أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد وبف ٌض٠بدح  5

 الاسثبذ فٟ اٌّإعغخ 

     

أداء أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد وبف ٌزخف١غ  6

 رىٍفخ اٌّخضْٚ فٟ اٌششوخ 

     

أداء أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد وبف ٌخفغ  7

 رىٍفخ الأزبج ٚاٌؼًّ  فٟ اٌششوخ

     

أداء أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد وبف ٌٍسذ ِٓ  8

 رىشاس الاخـبء اٌزٍغُ ث١ٓ اؿشاف ٚششوبء اٌؼًّ 

     

أداء أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد وبف ٌزسغ١ٓ  9

 ٔمبؽ الاعزلاَ فٟ اٌٛلذ اٌّسذد ِٓ ٚاٌٝ أؿشاف ٚششوبء اٌؼًّ 

     

أداء أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد وبف ٌزسغ١ٓ  10

 اداؤح اٌّخضْٚ ٚاٌشلبثخ فٟ اٌششوخ 

     

أداء أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد وبف ٌزسغ١ٓ  11

 .ػ١ٍّبد الاػّبي ثّب ٠خض اٌششاء 

     

أداء أٔظّخ اٌزدبسح الإٌىزش١ٔٚخ ث١ٓ أؿشاف اٌششوبد وبف ٌزسغ١ٓ  12

  work –in – processػ١ٍّبد 
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Appendix –C  

 

Survey Questionnaire Arbitration Model  

Factors Effect on B2B Systems Performance Based on Managerial Perception in 

Engineering, Electrical Industries and Information Technology Sector in Amman 

Dear Professor, 

Researcher conducted a field study under the title‖ Factors Effect on B2B Systems 

Performance Based on Managerial Perception in Engineering, Electrical Industries and 

Information Technology (EEIIT) Sector in Amman‖ and the questioner consists of four main 

factors may  have effects on B2B systems performance in EEIIT Sector in Amman.  

For being the specialists in this area, kindly read every paragraph and double check , and being 

kind to judge the degree of affiliation for the vector  and the degree of safety of paragraph, 

formulation of language and any suggestions you find  it appropriate. 

Note that the wave of the questionnaire to managers in Engineering, Electronic 

Industries and Information Technology Sector in Amman .Appreciate your cooperation 

and your recommendations. Attached a list of terminologies used in the study 

Yours sincerely 

Researcher: Mais.M Al-Qudah  

Master Candidate, Business Administration Department, Faculty of Business 

Middle East University (MEU) 

Amman, Jordan  

Email: Mais.mousa@hotmail.com 

Mobile: +962 (77) 9670244 

Terminologies  

1. Ease of use: The ability to deal with the system easily 

2. Enterprises IT infrastructure: the architecture of hardware, software, content and 

data used to deliver e-business services to employee, customers and partner 

(Chaffey, 2007). 

3. Trading Partners (TPs) relation :One of the two or more participants in an 

ongoing businessrelationship.(www.businessdictionary.com ) 

http://www.businessdictionary.com/definition/participant.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/
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4. Perceived Risks: Perceived risks refer to potential weaknesses, barriers and losses 

faced by organizations that have adopted e-commerce (Pavlou, 2002). 

 

 
Part One 

This part is to collect information about the factors that have an effect on B2B systems 

performance in Engineering, Electrical Industries and Information Technology Sector in 

Amman. The five-point Likert scale is designed in the percentage for importance of 

factors, variables and items. Please consider the following definitions in making your 

choices. Please choose only 1 answer per question. 

1. Perceived benefits : Paragraphs  are divided from 1-7 from questioner. 

2. IT infrastructure: Paragraphs are divided from 8-20 from questioner. 

3. Trading partners (TPs): Paragraphs are divided from 21-25 from questioner. 

4. Perceived risk: Paragraphs divide from 30-35 from questioner. 

5. B2B systems performance: Paragraphs divide from 1-12 from questioner. 

 

 

 

(1) None: means that variables and items do not affect B2B performance in your 

enterprise  

(2) < 25%: means that variables and items affect B2B performance in your enterprise, 

but less than 25% of importance variable. 

(3) 25%-50%: means that variables and items affect B2B performance in your 

enterprise, but only 25%-50% of importance variable. 

(4) 51%-70%: means that variables and items affect B2B performance in your 

enterprise, but only 51%-70% of importance variable. 

(5) >70%: means that variables and items affect B2B performance in your enterprise, 

and more than 70% of importance variable. 

Ease of use,V1 
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Paragraph 

affiliation for the 

vector 

Validity of the 

paragraph 

to linguistically 

 

 

Need changes and 

suggestions 
Yes No Yes No 

1 B2B systems in your 

enterprise is ease to use   

     

2 B2B systems in your 

enterprise  has a 

friendly uses interface  

     

3 B2B systems in your 

enterprise  has a 

friendly system 

interface 

     

4 The enterprise has the 

need to practice B2B 

systems. 

      

5 The enterprise has 

enough experience and 

knowledge to use B2B 

systems. 

     

6 B2B systems in your 

enterprise ease enough 

to make the 

communications 

between employees 

more flexible. 

     

7 B2B systems in your 

enterprise  is ease 

enough to reduce  time 

and efforts  

     

 

 

Enterprise IT infrastructure, V2 

8 IT Infrastructure helps 

the enterprise to expand 

its B2B systems 

transactions   
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9 The enterprise provides 

net lines that help in 

practicing B2B. 

    

10 . Internet and other 

services are provided in 

the enterprise to 

practice B2B 

     

11 The consultation of IT 

enterprises helps in 

building the enterprise‘s 

experience. 

     

12 The databases are the 

only sources of 

information used to 

contact suppliers and 

trading partners. 

     

13 The enterprise manager 

cares about providing 

staff with the capacity 

to deal with the new 

technology.  

     

14 The capabilities and 

awareness of manager 

improved through 

continuous training.  

     

15 The enterprise‘s 

databases include 

information about the 

stock quantities.  

     

16 The enterprise 

employees benefit from 

these databases to speed 

up the enterprise‘s 

transactions. 

     

17 The enterprise manager 

has his own programs 

to improve his staff 

skills in IT. 
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18 The enterprise manager 

insists on employing 

new qualified staff. 

     

19 The Enterprise has 

enough PCs and servers 

to use B2B systems . 

     

20 The enterprise cares 

about providing 

databases for its staff. 

     

 

Trading partners (TPs),V3 

21 The resists dealing with B2B 

systems. 

     

22 The local TPs and suppliers apply 

B2B systems in daily and 

frequently transactions.  

     

23 The local TPs and suppliers 

exchange payments through 

electronic tools. 

     

24 Global and local trading partners 

and suppliers‘ infrastructure is 

reliable to practice B2B systems. 

     

25 Global and local trading partners 

and suppliers extend effort to 

increase the trust in their work. 

     

26 The distribution of B2B in global 

TPs and suppliers helps in 

adopting B2B.  

     

27 Higher competitiveness of TPs  

improved the enterprise‘s 

performance  

     

28 Higher competition of TPs through 

B2B systems leads to expansion of 

business. 

     

29 The explanation of the mechanism      
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Part Two: 

This section in part three seeks to discover the degree to which your enterprise‘s 

performance and were improved by using B2B systems. Please consider the following 

definitions in making your choices. Please choose only 1 answer per question. 

 

 

 

 

of B2B systems will increase 

trading partners trust in your 

enterprise. 

Perceived risk , V4 

30 Running and 

maintenance of B2B 

systems is more costly 

than expected. 

     

31 B2B systems provide 

more trust of your 

enterprise transactions.  

     

32 The enterprise trust 

using B2B systems 

     

33 There is external 

pressure by trading 

partners in the direction 

of using B2B systems. 

     

34 B2B systems reduce 

errors in electronic 

transaction in your 

enterprise. 

     

35  B2B systems providers 

extend effort to increase 

the trust in their work.  

     



88 

 

 (1) None: means that factors are not performed in your enterprise.   

(2) < 25%: means that factors are performed in your enterprise, but less than 25% of 

total factors are performed 

(3) 25%-50%: means that factors are performed in your enterprise, but only 25%-50% 

of total factors are performed 

(4) 51%-70%: means that factors are performed in your enterprise, but only 51%-70% 

of total factors are performed 

(5) >70%: means that factors are performed in your enterprise, and more than 75% of 

total factors are performed. 

 

  

Paragraph 

affiliation for the 

vector 

Validity of the 

paragraph 

to linguistically 

 

Need changes 

and 

suggestions yes No  Yes No 

1 B2B has improved 

performance in your 

enterprise 

    

2 B2B has improved the 

productivity in your 

enterprise 

    

3 B2B has increased 

sales in your enterprise 

    

4 Your enterprise 

revenue activity is 

performed on-line 

    

5 B2B has increased the 

profit in your 

enterprise 

    

6 B2B has reduced 

inventory costs in your 

enterprise 

    

7 B2B has reduced cost 

of production & labor 

in your enterprise 
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8 B2B has reduced the 

frequency of mistakes 

in the receipt and 

translation of TPs and 

suppliers orders in 

your enterprise 

    

9 B2B has improved 

your enterprise on-

time delivery to and 

from TPs and suppliers 

    

10 B2B has improved 

inventory management 

and control in your 

enterprise 

    

11 B2B has improved 

procurement business 

process in your 

enterprise 

    

12 B2B has improved 

work-in-process (WIP) 

in your enterprise 
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Appendix – D– The academic arbitrators 

No Name  Specialization  Working Place  

1 Prof. Mohammad Alnuimi Electronic Business Middle East University 

2 Prof.Gassan Omet Finance Jordan University 

3 Dr.Mousa Al-Qaryote Marketing Al-Balqa Applied 

University 

4 Dr.Shadi sarayrah Economics Al-Balqa Applied 

University 

5 Dr.Ashraf Bany 

Mohammad 

Computer information 

system 

Middle East University 

6 Dr.Hamzah Khram Marketing Middle East University 

17  Dr.Feras Al-Shalabi Management 

Information systems 

Al-Balqa Applied 

University 

8 Dr.Mohammad mayth‘a Computer information 

systems 

Al-Balqa Applied 

University 
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Appendix –E - proposal time line 

 

 

Proposal Time Line  

 

Supervisor Name: Dr. Anas Al-Bakri     

      Name: Mais Mousa Al-Qudah      

 

Semester / Year Months Activities 

Semester Two (S2), 

2011 

April (18-24) Commencement program 

Plan thesis time line, Draft of chapter 

one; Introduction 

Semester Two (S2), 

2011 

April(25-31)may Finalize and write up  Introduction 

 

Semester Two (S2), 

2011 

May(1-5)  Write  Theoretical Framework 

Semester Two (S2), 

2011 

May (5-10) Write up the  Research Questions 

Semester Two (S2), 

2011 

May (10-13)    Write Hypotheses, preparing for 

Literature review. 

Semester Two (S2), 

2011 

14-17  Write up Literature Review 

Semester Two (S2), 

2011 

16-18  Make Research Design and  write the 

Methodology 

Semester Two (S2), 

2011 

May(19-21) Re-Submission of proposal 

(Hardcover Final  Version) 
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Appendix – F thesis time line 

 

 

Thesis Time Line  

Supervisor Name: Dr. Anas Al-Bakri     

      Name: Mais Mousa Al-Qudah        

Semester / Year Months Activities 

 

 

 

 

Summer Semester, 

2011 

 

 

 

 

(1-30)June 

Chapter one 

1.1 Introduction 

1.2 Study Problems and Questions 

1.3 Study Hypotheses 

1.4 Significance of the Study 

1.5 Objectives of the Study 

1.6 Study Limitations 

1.7 Study Variables 

1.8 Study Model 

1.9 Terminologies of the Study 

Summer Semester, 

2011 

July (1-9) Chapter Two: Theoretical Framework and Previous Studies 

2.1 Introduction. 

2.1.1 E-business concept. 

Summer Semester, 

2011 

July (6-10) 2.1.2 E-commerce concept and e-commerce systems. 

Summer Semester, 

2011 

July (11) 2.1.3 Categories of E-commerce. 

Summer Semester, 

2011 

July(12-14) 2.1.4 Business-to- Business E-commerce 

Summer Semester,  2.2. Theoretical Framework Component 
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2011 July (15-28) 2.2.1 perceived benefits  

2.2.2 Enterprise IT infrastructure. 

2.2.3 Trading partner (TPs) 

2.2.4 Perceived risk 

2.3 Previous Studies 

Summer Semester, 

2011 

July(29-31) 2.4 Difference between Current Study and Previous Studies 

Summer Semester, 

2011 

July(3-6) Chapter Three: Method and Procedure 

3.1 Introduction 

3.2 Study Methodology 

3.3 Study Population and Sample 

3.4 Study Tools and Data Collection 

3.5 Statistical Treatment 

3.6 Validity and Reliability 

Summer Semester, 

2011 

August Questioners distribution 

First semester 

2012 

September (1-25) Chapter Four : Results and Hypotheses Testing 

4.1 Introduction 

4.2 Answers of study Questions 

4.3 Study Hypotheses testing 

First semester 

2012 

September(26 -

30) 

Chapter Five : conclusion & Recommendations 

5.1 Conclusions 

5.2 Recommendations 

First semester 

2012 

October (1-10) Thesis formatting 

Appendix G Frequency and percentage for each Question 
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Independent variables 

Variable one: perceived benefits 

Q1: B2B systems in your enterprise has a friendly user interface 

Frequency and percentage for Q1  

 

 

 

 

This table shows that 24 of Responses for this question answer that they Very agree with 

question in 44.4 % from all the response and it was the highest Response, and just 8 of 

them answer that they are Neutral about the question and this indicates that one of the 

perceived benefits from the B2B (EC) systems that B2B systems in your enterprise has a 

friendly user interface and it Affect on the B2B (EC) performance. 

VAR00001

8 14.8 14.8 14.8

22 40.7 40.7 55.6

24 44.4 44.4 100.0

54 100.0 100.0

3.00

4.00

5.00

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent



95 

 

 

Q2: B2B systems in your enterprise has a friendly system interface 

Frequency and percentage for Q2 

 

This table shows that 24 of Responses for this question answer that they Very agree with 

question in 44.4 % from all the response and it was the highest Response and just 9 of 

them answer that they are Neutral about the question and this indicates that one of the 

perceived benefits from the B2B (EC) system that B2B systems in your enterprise has a 

friendly system interface and it  has an effect on the B2B (EC) performance. 

 

0

5

10

15

20

25

30

35

40

45

3 4 5

Frequency

percent

VAR00002

9 16.7 16.7 16.7

21 38.9 38.9 55.6

24 44.4 44.4 100.0

54 100.0 100.0

3.00

4.00

5.00

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent
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Q3:  B2B systems in your enterprise is easy to use 

Frequency and percentage for Q3  

 

 

 

 

 

This table shows that 21 of Responses for this question answer that they Very 

agree with question in 38 % from all the response and it was the highest Response and 

just 4 of them answer that they are not agree about the question and this indicates that one 

of the perceived benefits from the B2B (EC) system that B2B systems in B2B systems in 

your enterprise is easy to use and it has an effect on the B2B (EC) performance. 

0

10

20

30

40

50

3 4 5

frequency

percent

VAR00003

4 7.4 7.4 7.4

10 18.5 18.5 25.9

19 35.2 35.2 61.1

21 38.9 38.9 100.0

54 100.0 100.0

2.00

3.00

4.00

5.00

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent
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Q4: B2B systems in your enterprise reduce time and cost 

Frequency and percentage for Q4  

 

 

 

 

 

This table shows that 23 of Responses for this question answer that they Very 

agree with question in 42.6 % from all the response and it was the highest Response and 

just 2 of them answer that they are not agree about the question and this indicates that one 

of the perceived benefits from the B2B (EC) system that B2B systems in B2B systems in 

your enterprise is reduce time and cost and by reducing them will has an effect on the 

B2B (EC) performance. 

0

10

20

30

40

2 3 4 5

Frequency

Percent

VAR00004

2 3.7 3.7 3.7

6 11.1 11.1 14.8

23 42.6 42.6 57.4

23 42.6 42.6 100.0

54 100.0 100.0

2.00

3.00

4.00

5.00

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent
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Q5: B2B systems in your enterprise reduce errors  

Frequency and percentage for Q5  

 

This table shows that 25 of Responses for this question answer that they Very 

agree with question in 38.9 % from all the response and it was the highest Response and 

just 4 of them answer that they are not agree about the question and this indicates that one 

of the perceived benefits from the B2B (EC) system that B2B systems in B2B systems in 

your enterprise is easy to use and it has an effect on the B2B (EC) performance. 
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Q6: B2B systems in your enterprise increase transactions 

Frequency and percentage for Q6 

 

 

This table shows that 26 of Responses for this question answer that they agree 

with question in 48.1 % from all the response and it was the highest Response and 18 of 

them answer that they are very agree about the question and just 2 answer that they are 

not very agree this indicates that one of the perceived benefits from the B2B (EC) system 

that B2B systems in your enterprise increase transactions and it has an effect on the B2B 

(EC) performance. 
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Q7:  B2B systems help your enterprise to create a competitive advantage. 

Frequency and percentage for Q7  

 

This table shows that 21 of Responses for this question answer that they very 

agree with question in 38.9 % from all the response and it was the highest Response and 

just 3 answer that they are not very agree this indicates that one of the perceived benefits 

from the B2B (EC) system that B2B systems help your enterprise to create a competitive 

advantage. 
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Q 8: Your enterprise has enough experience and knowledge to use B2B systems. 

Frequency and percentage for Q8  

 

 

This table shows that 28 of Responses for this question answer that they very 

agree with question in 51.9 % from all the response and it was the highest Response and 

just 2 answer that they are not very agree, this indicates that one of the perceived benefits 

from the B2B (EC) system that your enterprise has enough experience and knowledge to 

use B2B systems. 
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Q 9: B2B systems in your enterprise ease enough to make the communications 

between employees more flexibility. 

Table (11) Frequency and percentage for Q9  

 

This table shows that 21 of Responses for this question answer that they very 

agree with question in 38.9 % from all the response and it was the highest Response and 

just 2 answer that they are not very agree, this indicates that one of the perceived benefits 

from the B2B (EC) system that B2B systems in your enterprise ease enough to make the 

communications between employees more flexibility. 
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Q 10: B2B systems in your enterprise ease enough to be effective 

Frequency and percentage for Q10 

 

This table shows that 22 of Responses for this question answer that they very 

agree with question in 40.7 % from all the response and it was the highest Response and 

5 answer that they are not very agree , this indicates that one of the perceived benefits 

from the B2B (EC) system that B2B systems in the enterprises ease enough to be 

effective. 
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Variable two: IT infrastructure 

Q 11: IT Infrastructure helps your enterprise to expand its B2B systems 

transactions.  

Table (13) Frequency and percentage for Q11 

 

This table shows that 24of Responses for this question answer that they very 

agree with question in 44.4 % from all the response and it was the highest Response and 

just 2 answer that they are not very agree this indicates  that one of most important things 
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in It infrastructure in B2B (EC) systems that‘s IT Infrastructure helps your enterprise to 

expand its B2B systems transactions. 

 

Q 12: Your enterprise provides net lines that help in practicing B2B 

Frequency and percentage for Q12 

 

This table shows that 26 of Responses for this question answer that they very 

agree with question in 48.1 % from all the response and it was the highest Response and 

just 2 answer that they are not very agree this indicates that the enterprise provides net 

lines that help in practicing B2B (EC) systems and it‘s a positive thing for increasing the 

performance. 
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Figure (15) Frequency and percentage for Q12 

Q 13: Your consultation of IT enterprises helps in building the enterprise‘s experience. 

Frequency and percentage for Q13 

 

This table shows that 23 of Responses for this question answer that they very 

agree with question in 42.6 % from all the response and it was the highest Response and 

13 answer that they are not very agree this indicates that your consultation of IT 

enterprises helps in building the enterprise‘s experience but not too much and they need 

more consultation in It infrastructure to increase the performance.  
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Figure (16) Frequency and percentage for Q13 

Q 14:  Your enterprise manager cares about providing staff with the capabilities to deal 

with the new technology. 

Frequency and percentage for Q14 

 

This table shows that 19 of Responses for this question answer that they very 

agree with question in 35.2 % from all the response and it was the highest Response and 

just 2 answer that they are not very agree this indicates that your enterprise manager cares 
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about providing staff with the capabilities to deal with the new technology and increase 

the performance.  

 

Q 15: Your  enterprise capabilities and awareness of manager improved through 

continuous training. 

Frequency and percentage for Q15 

 Frequency Percent  
Cumulative 

Percent 

Valid 2.00 1 1.9 1.9 1.9 

 3.00 18 33.3 33.3 35.2 

 4.00 19 35.2 35.2 70.4 

 5.00 
16 29.6 29.6 100.0 

 Total 54 100.0 100.0  

This table shows that 16 of Response for this question answer that they very agree with 

question in 29.6 % from all the response and it was the highest Response and just 1 

answer that they are not agree this indicates that your enterprise capabilities and 

awareness of manager improved through continuous training and therefore increase the 
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performance. 

 

Q16: Your enterprise employees benefit from these databases to speed up the enterprise‘s 

transactions. 

Frequency and percentage for Q16 

 

This table shows that 14 of Responses for this question answer that they very 

agree with question in 25.9 % from all the response and it was the highest Response and 

4 answer that they are not  very agree this indicates that your enterprise employees 

benefit from these databases to speed up the enterprise‘s transactions and therefore 

increase the performance.  
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Q 17: The Enterprise has enough PCs and servers to use B2B systems. 

Frequency and percentage for Q17 

 

This table shows that 20 of Responses for this question answer that they very agree with 

question in 37.0 % from all the response and it was the highest Response and just 2 

answer that they are not very agree this indicate that  the enterprise has enough PCs and 

servers to use B2B systems  and therefore increase the performance. 
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Variable three: Trading partners (TPs) 

Q 18: The local TPs and suppliers apply B2B systems in daily and frequently 

transactions. 

Frequency and percentage for Q18 

 Frequency Percent 
Valid 

Percent Cumulative Percent 

Valid 2.00 6 11.1 11.1 11.1 

 3.00 12 22.2 22.2 33.3 

 4.00 21 38.9 38.9 72.2 

 5.00 15 27.8 27.8 100.0 

 Total 54 100.0 100.0 
 

 

This table shows that 15 of Responses for this question answer that they very agree with 

question in 27.8 from all the response and it was the highest Response and 6 answer that 

they are not very agree this indicate that  the local TPs and suppliers apply B2B systems 

in daily and frequently transactions but not enough and the enterprises have to apply it 

more in daily and frequently transaction to increase the B2B (EC) systems performance. 
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Q 19: The local TPs and suppliers exchange payments through e-payments tools. 

Frequency and percentage for Q19 

 

This table shows that 24 of Responses for this question answer that they agree with 

question in 44.4 from all the response and it was the highest Response and 8 answer that 

they are not agree this indicate that  the local TPs and suppliers exchange payments 

through e-payments tools but they need to improve their e-payments tools to increase 

B2B (EC) systems performance. 
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Q 20: Local trading partner‘s infrastructure is reliable to practice B2B systems.  

Frequency and percentage for Q20 

 

This table shows that 12 of Responses for this question answer that they very agree with 

question in 22.2 from all the response and it was the highest Response and 6 answer that 

they are not agree this indicate that  local trading partner‘s infrastructure is not reliable 

enough to practice B2B systems and the enterprise have to improve the reliability to 

increase B2B (EC) systems performance. 
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Q 21: Global trading partner‘s infrastructure is reliable to practice B2B systems. 

Frequency and percentage for Q21 

 

This table shows that 18 of Responses for this question answer that they very agree with 

question in 33.3 from all the response and it was the highest Response and just 2 answer 

that they are not very agree this indicate that global trading partner‘s infrastructure is 

reliable to practice B2B systems and increase B2B (EC) systems performance . 
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Q 22: Local trading partners extend effort to increase the trust in their work. 

Frequency and percentage for Q22 

 

 

This table shows that 18 of Responses for this question answer that they very agree with 

question in 33.3 from all the response and it was the highest Response and just 2 answer 

that they are not very agree this indicate that local trading partners extend effort to 

increase the trust in their work and therefore increase B2B (EC) systems performance 
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Q 23: Global trading partners extend effort to increase the trust in their work. 

Frequency and percentage for Q23 

 

This table shows that 20 of Response for this question answer that they very agree with 

question in 37.0 from all the response and it was the highest Response and just 2 answer 

that they are not very agree this indicate that  global trading partners extend effort to 

increase the trust in their work and therefore increase B2B (EC) systems performance. 
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Q 24: The distribution of B2Bsystems in global TPs helps in using B2B systems 

Frequency and percentage for Q24 

 

This table shows that 16 of Responses for this question answer that they very agree with 

question in 29.6 from all the response and it was the highest Response and just 2 answer 

that they are not very agree this indicate that  the distribution of B2Bsystems in global 

TPs helps in using B2B systems and therefore increase B2B (EC) system systems. 
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Q 25: Higher competitiveness of TPs improved the enterprise‘s performance 

Frequency and percentage for Q25 

 

This table shows that 18 of Responses for this question answer that they very agree with 

question in 33.3 from all the response and it was the highest Response and 4 answer that 

they are not very agree this indicate that the higher competitiveness of TPs improved the 

enterprise‘s performance by improving B2B (EC) systems performance 
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Q 26: The explanation of the mechanism of B2B systems will increase trading partners 

trust in your enterprise. 

Frequency and percentage for Q26 

 

This table shows that 14 of Responses for this question answer that they very agree with 

question in 25.9 from all the response and it was the highest Response and just 2 answer 

that they are not very agree this indicate that the explanation of the mechanism of B2B 

systems will increase trading partners trust in your enterprise by increasing B2B (EC) 

systems performance. 
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Variable Four: perceived risk  

Q27: Running and maintenance of B2B systems is less costly than expected. 

Frequency and percentage for Q27 

 

This table shows that 13 of Responses for this question answer that they very agree with 

question in 24.1 from all the response and it was the highest Response and 10 answer that 

they are not agree this indicate that running and maintenance of B2B systems is less 

costly than expected but it‘s still a cost that the enterprise have to reduce it . 

0

5

10

15

20

25

30

35

40

45

2 3 4 5

Frequency 

Percent 

VAR00027

10 18.5 18.5 18.5

16 29.6 29.6 48.1

15 27.8 27.8 75.9

13 24.1 24.1 100.0

54 100.0 100.0

2.00

3.00

4.00

5.00

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent



121 

 

 

Q 28: B2B systems provide more trust of your enterprise transactions. 

Frequency and percentage for Q28 

 

This table shows that 17of Responses for this question answer that they very agree with 

question in 31.5 from all the response and it was the highest Response and 8 answer that 

they are not agree this indicate that B2B systems provide more trust of your enterprise 

transactions but the enterprise have to increase the trust more in the transactions . 
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Q 29: There isn‘t external pressure by trading partners in the direction of using B2B 

systems. 

Frequency and percentage for Q29 

 

This table shows that 15of Responses for this question answer that they very agree with 

question in 27.8 from all the response and it was the highest Response and 13 answer that 

they are not agree this indicate that there is an external pressure by trading partners in the 

direction of using B2B systems and the enterprise have to avoid this because it affect 

B2B (EC) systems performance. 
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Q 30: B2B systems reduce errors in electronic transaction in your enterprise.  

Frequency and percentage for Q30 

 

This table shows that 15 of Responses for this question answer that they very agree with 

question in 27.8 from all the response and it was the highest Response and 10 answer that 

they are not agree this indicate that B2B systems can‘t reduce errors enough in electronic 

transaction in your enterprise so the enterprises need to support the system to be effective 

enough and reduce the errors. 
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Q 31: Your enterprise trust in using B2B systems 

Frequency and percentage for Q31 

 

This table shows that 20 of Responses for this question answer that they very agree with 

question in 37.0 from all the response and it was the highest Response and 8 answer that 

they are not agree, this indicate that your enterprise trust in using B2B systems and its 

affect in B2B (EC) systems performance and its increase by increasing the trust. 
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Dependent variable 

B2B (EC) systems performance  

Q 32: B2B systems performance enough to improve performance in your 

enterprise 

Frequency and percentage for Q32 
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This table shows that  24 of Responses for this question answer that they agree with 

question in 44.4  from all the response and it was the highest Response and 8 answer that 

they are not agree, this indicate that  B2B systems performance enough to improve 

performance in your enterprise . 

 

Q 33: B2B systems performance enough to improve the productivity in your enterprise 

Frequency and percentage for Q33 

 

This table shows that  27 of Responses for this question answer that they agree with 

question in 50.0  from all the response and it was the highest Response and 4 answer that 

they are not agree, this indicate that  B2B systems performance enough to improve the 

productivity in your enterprise. 
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Q 34: B2B systems performance enough to increase sales in your enterprise 

Frequency and percentage for Q34 

 

This table shows that  24 of Responses for this question answer that they agree with 

question in 44.4  from all the response and it was the highest Response and 6 answer that 

they are not agree, this indicate that  B2B systems performance enough to  increase sales 

in your enterprise 
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Q 35:  Your enterprise revenue activity is performed on-line 

Frequency and percentage for Q35 

 

This table shows that  21 of Responses for this question answer that they agree with 

question in 38.9  from all the response and it was the highest Response and 1 answer that 

they are not  very agree, this indicate that your enterprise revenue activity is performed 

on-line and affect B2B (EC) systems performance  
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Q 36: B2B systems performance enough to increase the profit in your enterprise 

Frequency and percentage for Q36 

 

This table shows that  29 of Responses for this question answer that they agree with 

question in 53.7  from all the response and it was the highest Response and 2 answer that 

they are not  very agree, this indicate that  B2B systems performance enough to increase 

the profit in your enterprise and affect B2B (EC) systems performance. 
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Q 37: B2B systems performance enough to reduce inventory costs in your enterprise 

Frequency and percentage for Q37 

 

 

 

 

 

 This table shows that  29 of Responses for this question answer that they agree 

with question in 53.7  from all the response and it was the highest Response and 6 answer 

that they are not  agree, this indicate that  B2B systems performance enough to reduce 

inventory costs in your enterprise and affect B2B (EC) system performance . 
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Q 38: A B2B system has reduced cost of production & labor in your enterprise. 

Frequency and percentage for Q38 

 

This table shows that  19 of Responses for this question answer that they agree with 

question in 35.2  from all the response and it was the highest Response and 6 answer that 

they are not  agree, this indicate that   B2B system has reduced cost of production & labor 

in your enterprise. 
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Q 39: B2B systems performance enough to reduce the frequency of mistakes in the 

receipt and translation of TPs and suppliers orders in your enterprise 

Frequency and percentage for Q39 

 

This table shows that 19 of Responses for this question answer that they agree with 

question in 35.2 from all the response and it was the highest Response and 2 answer that 

they are not agree, this indicate that  B2B systems performance enough to reduce the 
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frequency of mistakes in the receipt and translation of TPs and suppliers orders in your 

enterprise and affect B2B (EC) systems performance. 

 

Q 40: B2B systems performance enough to improve your enterprise on-time delivery to 

and from TPs and suppliers. 

Frequency and percentage for Q40 

 

This table shows that 18 of Responses for this question answer that they agree with 

question in 33.3 from all the response and it was the highest Response and 8 answer that 

they are not agree, this indicate that B2B systems performance enough to improve your 

enterprise on-time delivery to and from TPs and suppliers and affect B2B (EC) systems 

performance. 
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Q 41: B2B systems has improved inventory management and control in your enterprise 

Frequency and percentage for Q41 

 

This table shows that 20 of Responses for this question answer that they agree with 

question in 37.0 from all the response and it was the highest Response and 2 answer that 

they are not very agree, this indicate that  B2B systems has improved inventory 

management and control in your enterprise and affect B2B (EC) systems performance. 
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Q42: B2B systems performance enough to improve procurement business process in your 

enterprise 

Frequency and percentage for Q42 

 

This table shows that 22 of Response for this question answer that they agree with 

question in 40.7 from all the response and it was the highest Response and 6 answer that 

they are not agree, this indicate that  B2B systems  performance enough to  improve 

procurement business process in your enterprise and affect B2B (EC) systems 

performance. 
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Q43: B2B systems performance enough to improve work-in-process (WIP) in your 

enterprise 

Frequency and percentage for Q43 

 

This table shows that 26 of Responses for this question answer that they agree with 

question in 48.1 from all the response and it was the highest Response and 2 answer that 

they are not very agree, this indicate that B2B systems performance enough to improve 

work-in-process (WIP) in your enterprise and affect B2B (EC) systems performance. 
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Appendix –H- the list of enterprises that included in the sample 

 تْل اىَؼيٍ٘اخ اىصْاػٜ

 ق٘ائٌ اىَْشأخ اىصْاػٞح

  

 
  

 
 admin: اضٌ اىَطترسً  30/07/2011: اىتارٝد 

  

 
تْازىٜ–رأش اىَاه : ترتٞة اىتقرٝر حطة   

  

 
        

 

 اضٌ اىَْشأج   ٕاتف فامص رٍس ٗصْسٗق اىثرٝس اىثرٝس الاىنترّٜٗ اىَ٘قغ الاىنترّٜٗ

رقٌ 

 اىَْشأج

WWW.NEPCO.COM.JO info@nepco.com.jo 2310 ْاىَصْغ 6-5858615 6-5818336 11181 خجً ػّب: 

اىشرمح اىنٖرتاء اى٘عْٞح اىَطإَح 

 اىؼاٍح

15938 

WWW.NEPCO.COM.JO info@nepco.com.jo 2310 ْالازارج 6-5858615 6-5818336 11181 خجً ػّب:     

  
ٚادٞ اٌغ١ش/ٚادٞ اٌغ١ش/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ٚادٞ اٌغ١ش/ٚادٞ اٌغ١ش/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 230000000.000

 

        

 

 
info@mecgroup.jo 146 ٟٔاىَصْغ 6-4020383 6-4020385 11512 ِذ٠ٕخ ػجذالله اٌثب: 

شرمح ٍجَغ اىشرق الاٗضظ ىيصْاػاخ 

 اىْٖسضٞحٗالاىنترّٗٞح

2979 

 
info@mecgroup.jo 707 الازارج 6-5827831 6-5864210 11810 ٚادٞ اٌغ١ش:     

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ٚادٞ اٌغ١ش/ٚادٞ اٌغ١ش/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 150000000.000

 

        

 

www.jepco.com.jo  jepco@go.com.jo 618 ع.شرمح اىنٖرتاءالارزّٞح ً :اىَصْغ 6-5503600 6-5503619 11118 ػّبْ اٌٛعؾ.ً  70 

http://www.jepco.com.jo/
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www.jepco.com.jo  jepco@go.com.jo 618 الازارج 6-5503600 6-5503618 11118 ػّبْ اٌٛعؾ:     

  
رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 100000000.000

 

        

 

www.rja.com.jo  hdq@rja.com.jo 302 4220 ػاىٞٔ ىيرغ٘ط اىج٘ٝح اىَينٞح الارزّٞح - :اىَصْغ 6-5607300 6-5679243 11118 ػّبْ اٌٛعؾ 

www.rja.com.jo  hdq@rja.com.jo 302 الازارج 6-5607300 6-5679243 11118 ػّبْ اٌٛعؾ:     

  
اٌؼجذٌٟ/لظجخ ػّبْ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
اٌؼجذٌٟ/لظجخ ػّبْ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 22080000.000

 

        

 

 
eshawareb@gamaenergy.com 17318ٌٟ21639 شرمح ٍٞآ اىسٝطٜ :اىَصْغ 6-5534771 6-5534773 11190لظش اٌؼذي / اٌؼجذ 

 
eshawareb@gamaenergy.com 17318ٌٟالازارج 79-6699777 6-5534773 11190لظش اٌؼذي / اٌؼجذ:     

  
اٌؼجذٌٟ/لظجخ ػّبْ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
اٌؼجذٌٟ/لظجخ ػّبْ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 59076466.000

 

        

 

www.manaseergroup.com 

INFO@MGC-

STEEL.COM 

 9933 اىشرمح اىَتحسٓ ىصْاػح اىحسٝس ٗاىصية :اىَصْغ 6-4460223 6-4460578 16010 اٌد١ضٖ 125

www.manaseergroup.com 

INFO@MGC-

STEEL.COM 

     :الازارج 6-4460577 6-4460578 16010 اٌد١ضٖ 125

  
اٌد١ضح/اٌد١ضح/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
اٌد١ضح/اٌد١ضح/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 32165176.000

 

http://www.jepco.com.jo/
http://www.rja.com.jo/
http://www.rja.com.jo/
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www.rum-

aladdin.com 

tariqr@rum_aladdin.com 20 ٟٔ100 شرمح رً ػلاء اىسِٝ ىيصْاػاخ اىْٖسضٞٔ :اىَصْغ 6-4022929 6-4021979 11512 ِذ٠ٕخ ػجذالله اٌثب 

www.rum-

aladdin.com 

tariqr@rum_aladdin.com 20 ٟٔالازارج 6-4022929 6-4021979 11512 ِذ٠ٕخ ػجذالله اٌثب:     

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 542726.000

 

        

 

www.cegco.com.jo cegco@cegco.com.jo 2564 ٍٟ12830 شرمح ت٘ىٞس اىنٖرتاء اىَرمسٝٔ :اىَصْغ 6-5340008 6-5340800 11953 رلاع اٌؼ 

www.cegco.com.jo cegco@cegco.com.jo 2564 ٍٟالازارج 6-5340008 6-5340800 11953 رلاع اٌؼ:     

  
رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 30000000.000

 

        

 

www.petra-eng.com omar@go.com.jo 141351 2541 شرمح تترا ىيصْاػاخ اىْٖسضٞح :اىَصْغ 6-4050940 6-4050941 11814 ث١بدس ٚادٞ اٌغ١ش 

www.petra-eng.com omar@go.com.jo 141351 الازارج 6-4050227 6-4051074 11814 ث١بدس ٚادٞ اٌغ١ش:     

  
اٌّٛلش/اٌّٛلش/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
اٌّٛلش/اٌّٛلش/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 22000000.000

 

        

 

 
rmccs@go.com.jo 851602 ٗ9943 شرمح اىثاعُ٘ اىجإس ٗاىت٘رٝساخ الاّشائٞح :اىَصْغ 6-5858110 6-5818177 11185 اٌظ٠ٛف١ 

 
rmccs@go.com.jo 851602 ٗالازارج 6-5858109 6-5812410 11185 اٌظ٠ٛف١:     

  
ٚادٞ اٌغ١ش/ٚادٞ اٌغ١ش/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ٚادٞ اٌغ١ش/ٚادٞ اٌغ١ش/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

http://www.rum-aladdin.com/
http://www.rum-aladdin.com/
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 :رأش اىَـــــــاه اىؼــــــــــاٍو 25000000.000

 

        

 

 
hma-lgr@mecgroup.jo 138 ٍٟ14491 شرمح ٕٞر اىشرق الاٗضظ ىلاجٖسج :اىَصْغ 6-4050420 6-4050525 11953 رلاع اٌؼ 

 
hma-lgr@mecgroup.jo 138 ٍٟالازارج 6-5852884 6-5813828 11953 رلاع اٌؼ:     

  
رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 25000000.000

 

        

 

 
marwan.abualsaad@aes.com 3099 ْالارزُ/ شرمح اٝٔ اٛ اش :اىَصْغ 6-4293202 6-4293200 11181 خجً ػّب  19576 

 
marwan.abualsaad@aes.com 3099 ْالازارج 6-4293200 6-4293200 11181 خجً ػّب:     

  
إٌّبخش/عسبة/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
إٌّبخش/عسبة/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 21294391.000

 

        

 

  
 :اىَصْغ 6-911870 6-911871 11180 فٕذق الاسدْ 35165

شرمح حسٝس الارزُ اىَطإَٔ اىؼأٍ 

 اىَحسٗزٓ

9776 

  
     :الازارج 6-4619380 6-4619384 11180 فٕذق الاسدْ 35165

  
اٌّذ٠ٕخ/لظجخ ػّبْ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
اٌٙبش١ّخ/اٌٙبش١ّخ/اٌضسلبء  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 5000000.000

 

        

 

www.ayassmotors.com AYASSMOTORS@YAHOO.COM 928577ٌٟ18833 شرمح اٝاش ىصْاػح اىطٞاراخ :اىَصْغ 6-5548934 6-5548925 11190لظش اٌؼذي / اٌؼجذ 

www.ayassmotors.com AYASSMOTORS@YAHOO.COM 928577ٌٟالازارج 6-5548935 6-5517310 11190لظش اٌؼذي / اٌؼجذ:     
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رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 2200000.000

 

www.elbahouse.com elba@go.com.jo 3449 ْاىَصْغ 6-5300600 6-5300624 11181 خجً ػّب: 

شرمح اىثإاٗش ىيَثاّٜ اىجإسج 

 ٗاىَْشاخ اىَؼسّٞح

2074 

www.elbahouse.com elba@go.com.jo 3449 ْالازارج 6-5300625 6-5300624 11181 خجً ػّب:     

  
ط٠ٍٛر/اٌدبِؼخ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ط٠ٍٛر/اٌدبِؼخ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 17660527.000

 

        

 

  
ً.ع.شرمح اىصْاػاخ اىْٖسضٞحاىؼرتٞح ً :اىَصْغ 2-295530 2-295188 21467اٌسغٓ اٌظٕبػ١خ .  1َ  4137 

   
     :الازارج 5819101-6 5810302-6

  
ٚادٞ اٌغ١ش/ٚادٞ اٌغ١ش/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِذ٠ٕخ اٌسغٓ اٌظٕبػ١خ/اٌشِثب/اسثذ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 201132.000

 

        

 

WWW.NSEEC.COM radi@nseec.com+naelobaid@nseec.com 166 ٟٔاىَصْغ 6-4022824 6-4023123 11512 ِذ٠ٕخ ػجذالله اٌثب: 

شرمح اىْجٌ اى٘عْٜ ىيصْاػاخ 

ً.ً.الاىنترّٗٞحٗاىنٖرتائٞح ش  

17020 

WWW.NSEEC.COM radi@nseec.com+naelobaid@nseec.com 166 ٟٔالازارج 6-4022825 6-4023123 11512 ِذ٠ٕخ ػجذالله اٌثب:     

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 10000000.000

 

        

 

 
lubna@edco.jo 830878 ْ19954 شرمح ت٘زٝغ اىنٖرتاء :اىَصْغ 6-5331330 6-5341213 11183 ص٘شا 
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lubna@edco.jo 830878 ْالازارج 6-5331330 6-5341213 11183 ص٘شا:     

  
رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 10000000.000

 

        

 

 
info@fatihounarab.com 927588ٌٟاىَصْغ 6-5540255 6-5540253 11190لظش اٌؼذي / اٌؼجذ: 

شرمح اىفاتحُ٘ اىؼرب ىيصْاػح ٗاىتجارج 

 ٍطإَح ػاٍح

21329 

 
info@fatihounarab.com 927588ٌٟالازارج 6-5540255 6-5540253 11190لظش اٌؼذي / اٌؼجذ:     

  
رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 10000000.000

 

        

 

www.niic.jo info@niic.jo 144402 21707 شرمح اىَجَغ اى٘عْٜ اىَتناٍو ىيصْاػاخ :اىَصْغ 6-4050008 6-4050007 11814 ث١بدس ٚادٞ اٌغ١ش 

www.niic.jo info@niic.jo 144402 الازارج 6-5561954 6-5561967 11814 ث١بدس ٚادٞ اٌغ١ش:     

  
ٚادٞ اٌغ١ش/ٚادٞ اٌغ١ش/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ٚادٞ اٌغ١ش/ٚادٞ اٌغ١ش/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 10000000.000

 

        

 

www.asp-jo.com info@asp-jo.com 13 ٟٔ4507 اىشرمح اىؼرتٞح ىصْاػح اىَ٘اضٞر اىَؼسّٞح :اىَصْغ 6-4022137 6-4022890 11512 ِذ٠ٕخ ػجذالله اٌثب 

www.asp-jo.com info@asp-jo.com 13 ٟٔالازارج 6-4022137 6-4022890 11512 ِذ٠ٕخ ػجذالله اٌثب:     

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 8500000.000
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www.nalco.com.jo nalco@zain.jo 712 9861 اىشرمح اى٘عْٞح ىصْاػاخ الاىًَْٞ٘ :اىَصْغ 6-4460570 6-4460566 11810 ٚادٞ اٌغ١ش 

www.nalco.com.jo nalco@zain.jo 712 الازارج 6-5652971 6-5652973 11810 ٚادٞ اٌغ١ش:     

  
اٌد١ضح/اٌد١ضح/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
اٌؼجذٌٟ/لظجخ ػّبْ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 9000000.000

 

        

 

www.modal.com.jo MODAL@NUQULGROUP.COM 154 10612 اىشرمح اىحسٝثح ىصْاػح الاىًَْٞ٘ :اىَصْغ 6-4403001 6-4403086 11118 ػّبْ اٌٛعؾ 

www.modal.com.jo MODAL@NUQULGROUP.COM 154 الازارج 6-4652688 6-4645669 11118 ػّبْ اٌٛعؾ:     

  
اٌد١ضح/اٌد١ضح/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ص٘شاْ/لظجخ ػّبْ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 9000000.000

 

        

 

www.aei-jo.com h.kysi@aei-jo.com 3 ٟٔ1760 اىشرمح اىؼرتٞح ىيصْاػاخ اىنٖرتائٞح :اىَصْغ 6-4050550 6-4050492 11512 ِذ٠ٕخ ػجذالله اٌثب 

www.aei-jo.com h.kysi@aei-jo.com 3 ٟٔالازارج 6-5859125 6-5826124 11512 ِذ٠ٕخ ػجذالله اٌثب:     

  
إٌمجشح/اٌّٛلش/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ٚادٞ اٌغ١ش/ٚادٞ اٌغ١ش/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 6000000.000

 

        

 

www.gassco.jo info@gassco.jo 446 13042 اىشرمح اىؼأٍ ىصْاػٔ اىحسٝس اىترصصٜ :اىَصْغ 6-4050737 6-4050736 11118 ػّبْ اٌٛعؾ 

www.gassco.jo info@gassco.jo 446 الازارج 6-4642026 6-4675602 11118 ػّبْ اٌٛعؾ:     

  
إٌمجشح/اٌّٛلش/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ص٘شاْ/لظجخ ػّبْ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 6000000.000
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JSCCO@INDEX.COM.JO 811643 ٌٟٚع.اىشرمح اىطيف٘مَٞاٗٝاخ الارزّٞح ً :اىَصْغ 5-3650434 5-3651433 11110 ِشوض اٌزجبدي اٌذ.ً  4241 

 
JSCCO@INDEX.COM.JO 1491 ٞالازارج 5-3653435 5-3651433 13110 اٌضسلبء اٌّشوض:     

  
ِبسوب/ِبسوب/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِبسوب/ِبسوب/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 4000000.000

 

        

 

    
 13395 اىْجٌ اى٘عْٜ ىيصْاػاخ الاىنترّٗٞح ٗاىنٖرتائٞح - :اىَصْغ 4024296-6

    
     :الازارج 4628228-6

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 5000000.000

 

        

 

www.jai.jo info@jai.jo 815570 ْ14634 الارزُ ىصْاػح ٗتغ٘ٝر اىغائراخ - :اىَصْغ 6-5560551 6-5560514 11180 فٕذق الاسد 

www.jai.jo info@jai.jo 815570 ْالازارج 6-4452300 6-4452900 11180 فٕذق الاسد:     

  
اٌد١ضح/اٌد١ضح/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
اٌؼجذٌٟ/لظجخ ػّبْ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 1000000.000

 

        

 

www.mashreksteel.com mashrek@mashreksteel.com 20717 1584 شرمح اىَشرق ىيصْاػاخ اىَؼسّٞحٍحسٗزجاىَطؤٗىٞح :اىَصْغ 6-4161360 6-4161516 11118 ػّبْ اٌٛعؾ 

www.mashreksteel.com mashrek@mashreksteel.com 20717 الازارج 6-4621212 6-4622499 11118 ػّبْ اٌٛعؾ:     

  
اٌم٠ٛغّخ ٚاٌد٠ٛذح/اٌم٠ٛغّخ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ص٘شاْ/لظجخ ػّبْ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 4500000.000
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www.elconcorde.com info@elconcorde.com 926638 ٌٟٚ7764 شرمح اىنّ٘ن٘رز ىلاّشاءاخ :اىَصْغ 6-4711330 6-4711330 11110 ِشوض اٌزجبدي اٌذ 

www.elconcorde.com info@elconcorde.com 926638 ٌٟٚالازارج 6-4610560 6-4610561 11110 ِشوض اٌزجبدي اٌذ:     

  
اٌد١ضح/اٌد١ضح/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
اٌؼجذٌٟ/لظجخ ػّبْ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 4000000.000

 

        

 

WWW.JDE.JO shadded@jde.jo 46033819366 اىشرمح الارزّٞح ىيغاقح اىَرمسٝح :اىَصْغ 6-5675678 6-5675660 11946ؿبسق /  اثٛػ١ٍب 

WWW.JDE.JO shadded@jde.jo 460338الازارج 6-5675678 6-5675660 11946ؿبسق /  اثٛػ١ٍب:     

  
اٌؼجذٌٟ/لظجخ ػّبْ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ص٘شاْ/لظجخ ػّبْ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 4000000.000

 

        

 

 
generald@go.com.jo 

/ زٟ ّ٘لاْ / اٌّسـخ /  ِبسوب اٌشّب١ٌٗ 340611

 11134إٌّبسح 

 :اىَصْغ 4883187-6 4875269-6

ٍؤضطح ات٘حيتٌ ىيصْاػاخ الاىنترّٗٞح 

 ٗاىنٖرتائٞح

8130 

 
generald@go.com.jo 

/ زٟ ّ٘لاْ / اٌّسـخ /  ِبسوب اٌشّب١ٌٗ 340611

 11134إٌّبسح 

     :الازارج 4653128-6 4651277-6

  
ِبسوب/ِبسوب/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِبسوب/ِبسوب/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 3500000.000

 

        

 

WWW.MANSSEER.COM.JO  info@mgc-readymix.com 502 ٓ13709 ٍْاصٞر ىيثاعُ٘ اىجإس - :اىَصْغ 6-4207771 6-4207700 11623 اٌّمبث١ٍ 

WWW.MANSSEER.COM.JO  info@mgc-readymix.com 502 ٓالازارج 6-4207772 6-4207700 11623 اٌّمبث١ٍ:     

  
اَ لظ١ش ٚاٌّمبث١ٍٓ/اٌم٠ٛغّخ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

http://www.mansseer.com.jo/
http://www.mansseer.com.jo/
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اَ لظ١ش ٚاٌّمبث١ٍٓ/اٌم٠ٛغّخ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 3356000.000

 

        

 

www.adritec.com luay@adritec.com.jo 14 ٟٔاىَصْغ 6-4027013 6-4022198 11512 ِذ٠ٕخ ػجذالله اٌثب: 

اىشرمح اىؼرتٞح ىصْاػح اّاتٞة اىرٛ 

ازرٝتل/تاىتْقٞظ  

3167 

www.adritec.com luay@adritec.com.jo 5474 ْالازارج 6-5603779 6-5603780 11181 خجً ػّب:     

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
اٌؼجذٌٟ/لظجخ ػّبْ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 2500000.000

 

        

 

 
jsico@hotmail.com 228 ٟٔاىَصْغ 6-4023616 6-4023617 11512 ِذ٠ٕخ ػجذالله اٌثب: 

شرمحاىَصاّغ الارزّٞح ىلازٗاخ اىصحٞح 

ً.ً.ش . 

6321 

 
jsico@hotmail.com 

 
     :الازارج 4023616-6 4023617-6

 :رأش اىَـــــــاه اىؼــــــــــاٍو 8000000.000

  
اٌّذ٠ٕخ/لظجخ ػّبْ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 

        

 

 
umex_jo@yahoo.com 26 ٟٔ6547 اىشرمح اىؼاىَٞح ىطحة اىَؼازُ :اىَصْغ 6-4022901 6-4022427 11512 ِذ٠ٕخ ػجذالله اٌثب 

 
umex_jo@yahoo.com 26 ٟٔالازارج 6-4021723 6-4022427 11512 ِذ٠ٕخ ػجذالله اٌثب:     

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 6000000.000

 

        

 

www.generaldeluxe.com generald@go.com.jo 340611 ٗزٟ ّ٘لاْ / اٌّسـخ /  ِبسوب اٌشّب١ٌ  12784 ٍجَ٘ػح ٍحَس ات٘ حيتٌ ىلاضتثَاراخ - :اىَصْغ 4883187-6 4875269-6

http://www.adritec.com/
http://www.adritec.com/
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 11134إٌّبسح / 

www.generaldeluxe.com generald@go.com.jo 

زٟ ّ٘لاْ / اٌّسـخ /  ِبسوب اٌشّب١ٌٗ 340611

 11134إٌّبسح / 

     :الازارج 4883187-6 4875269-6

  
ِبسوب/ِبسوب/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِبسوب/ِبسوب/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 3000000.000

 

        

 

www.globitel.com jops@globitel.com 

ػبز١خ الا١ِش ساشذ /  اَ اٌغّبق ٚخٍذا 1786

11821 

 :اىَصْغ 5300130-6 5300144-6

اىشرمح اىؼاىَٞح اىحسٝثح ىتغ٘ٝر اىثراٍج 

 الاتصالاخ

18250 

www.globitel.com jops@globitel.com 

ػبز١خ الا١ِش ساشذ /  اَ اٌغّبق ٚخٍذا 1786

11821 

     :الازارج 5300130-6 5300144-6

  
رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 3000000.000

 

        

 

www.nuqulgroup.com arabfoam@nuqulgroup.com 1368 خ.شرمحٍصاّغ الاضفْج اىؼرتٞح ً :اىَصْغ 6-4891366 6-4882602 11118 ػّبْ اٌٛعؾ.ً . 1004 

www.nuqulgroup.com arabfoam@nuqulgroup.com 154 الازارج 6-4652688 6-4645669 11118 ػّبْ اٌٛعؾ:     

  
ِبسوب/ِبسوب/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ص٘شاْ/لظجخ ػّبْ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 2730000.000

electric@orange.jo 488 8165 شرمح صْاػح اىَؼساخ اىنٖرتائٞح :اىَصْغ 6-5727861 6-5727863 11710 ٔبػٛس 

 
electric@orange.jo 488 الازارج 6-5727861 6-5727863 11710 ٔبػٛس:     

  
ٔبػٛس/ٔبػٛس/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ٔبػٛس/ٔبػٛس/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  
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 :رأش اىَـــــــاه اىؼــــــــــاٍو 2500000.000

 

        

 

  
 731 شرمح اىَشرق ىَ٘از اىثْاء ٍحسٗزج اىَطؤٗىٞح :اىَصْغ 6-4161516 6-4622499 11118 ػّبْ اٌٛعؾ 20717

  
     :الازارج 6-4621212 6-4622499 11118 ػّبْ اٌٛعؾ 20717

  
اٌّذ٠ٕخ/لظجخ ػّبْ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
اٌم٠ٛغّخ ٚاٌد٠ٛذح/اٌم٠ٛغّخ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 2000000.000

 

        

 

www.maani.com maani@maani.com 927161ٌٟ1165 شرمح الاتْٞح اىجإسج :اىَصْغ 6-4129119 6-4129339 11190لظش اٌؼذي / اٌؼجذ 

www.maani.com maani@maani.com 927161ٌٟالازارج 6-5669466 6-5601238 11190لظش اٌؼذي / اٌؼجذ:     

  
خش٠جخ اٌغٛق ٚخبٚ/اٌم٠ٛغّخ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
خش٠جخ اٌغٛق ٚخبٚ/اٌم٠ٛغّخ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 2000000.000

 

        

 

 
wp@nol.com.jo 53 ٟٔ3378 شرمح ػاىٌ اىثلاضتٞل ىيصْاػاخ الاّشائٞح :اىَصْغ 6-4711912 6-4711500 11512 ِذ٠ٕخ ػجذالله اٌثب 

 
wp@nol.com.jo 53 ٟٔالازارج 6-4711912 6-4711500 11512 ِذ٠ٕخ ػجذالله اٌثب:     

  
اٌمغـً/اٌد١ضح/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
اٌمغـً/اٌد١ضح/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 2000000.000

 

        

 

  
 7812 شرمح ٍجَ٘ػح ىٞسراىصْاػٞح :اىَصْغ 2-295276 2-295272 11196 اٌّذ٠ٕخ اٌش٠بػ١خ 961278

   
     :الازارج 5518669-6 5518426-6

  
اٌّذ٠ٕخ/لظجخ ػّبْ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 
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ِذ٠ٕخ اٌسغٓ اٌظٕبػ١خ/اٌشِثب/اسثذ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 2000000.000

 

        

 

  
ً.ً.شرمح اىتقْٞاخ اىْٖسضٞح اىَتغ٘رج ش :اىَصْغ 6-4023794 6-4026897 11512 ِذ٠ٕخ ػجذالله اٌثبٟٔ 233  8288 

  
     :الازارج 6-4026898 6-4023791 11512 ِذ٠ٕخ ػجذالله اٌثبٟٔ 233

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 500000.000

 

        

 

www.mangogroup_jo.com fawazajaber@yahoo.com 79 ٟٔاىَصْغ 6-4050731 6-4050734 11512 ِذ٠ٕخ ػجذالله اٌثب: 

اىشرمح اىؼاٍح ىيصْاػاخ اىْٖسضٞح 

ً.ع.ً  

10719 

www.mangogroup_jo.com fawazajaber@yahoo.com 79 ٟٔالازارج 6-4050731 6-4050734 11512 ِذ٠ٕخ ػجذالله اٌثب:     

  
اٌّٛلش/اٌّٛلش/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
اٌّٛلش/اٌّٛلش/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 2000000.000

 

        

 

www.kalboard.com  info@kalboard.com 212065 ٍٟجَ٘ػح ذيٞفح ىيصْاػاخ اىَتقسٍٔ ش :اىَصْغ 6-4888221 6-4888223 11121اٌمظٛس /  خجً اٌسغ١ٓ اٌششل.ً.ً  11545 

www.kalboard.com  info@kalboard.com 212065 ٟالازارج 6-5662737 6-5662734 11121اٌمظٛس /  خجً اٌسغ١ٓ اٌششل:     

  
ِبسوب/ِبسوب/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِبسوب/ِبسوب/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 1400000.000

 

        

 

 
KHALILIHANI@HOTMAIL.COM 831124 ٗ20709 شرمح اىؼرتٞح اىَترصصح ىصْاػح الاجٖسج الاىنترّٗٞح :اىَصْغ 6-5855520 6-5855211 11134إٌّبسح / زٟ ّ٘لاْ / اٌّسـخ /  ِبسوب اٌشّب١ٌ 

http://www.kalboard.com/
http://www.kalboard.com/
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KHALILIHANI@HOTMAIL.COM 831124 ٗالازارج 6-5855520 6-5855211 11134إٌّبسح / زٟ ّ٘لاْ / اٌّسـخ /  ِبسوب اٌشّب١ٌ:     

  
اٌمغـً/اٌد١ضح/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِبسوب/ِبسوب/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 2000000.000

 

        

 

www.albahith.com info@albahith.com 5094 ٍٟ22706 شرمح اىثاحث ىيتنْ٘ى٘جٞا :اىَصْغ 6-5344313 6-5333507 11953 رلاع اٌؼ 

www.albahith.com info@albahith.com 5094 ٍٟالازارج 6-5334680 6-5333507 11953 رلاع اٌؼ:     

  
ط٠ٍٛر/اٌدبِؼخ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
رلاع اٌؼٍٟ ٚخٍذا/اٌدبِؼخ/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 2000000.000

 

        

 

www.mds-romo.com info@mds-romo.com 8286 ٟاىَصْغ 6-4888451 6-4888452 11121اٌمظٛس /  خجً اٌسغ١ٓ اٌششل: 

اىنثرٙ -ٍصْغ ٍشٞو زحسه ىلاجٖسج اىَْسىٞح

 ىصْاػح الاجٖسج

22744 

www.mds-romo.com info@mds-romo.com 8286 ٟالازارج 6-4640035 6-4640035 11121اٌمظٛس /  خجً اٌسغ١ٓ اٌششل:     

  
ِبسوب/ِبسوب/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِبسوب/ِبسوب/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 200000.000

 

        

 

 
mef@index.com.jo 114 ٖشرمح اىَصْغ اىحسٝث ىصْاػح قضثاُ اىيحاً ش :اىَصْغ 6-4440745 6-4440742 16010 اٌد١ض.ً.ً  11238 

 
mef@index.com.jo 

 
     :الازارج 4200399-6 4202398-6

  
اٌّذ٠ٕخ/لظجخ ػّبْ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
اٌد١ضح/اٌد١ضح/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 1750000.000
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 3666 شرمح اٍاُ ىصْاػح اىطنة :اىَصْغ 6-4022399 6-4022911 11183 ص٘شاْ 830431

  
     :الازارج 6-4022599 6-4022911 11183 ص٘شاْ 830431

  
عسبة/عسبة/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 1600000.000

 

        

 

  
 6164 اىشرمح الإيٞح ىيصْاػاخ اىَؼسّٞح :اىَصْغ 5-3555643 5-3550875 11110 ِشوض اٌزجبدي اٌذٌٟٚ 927021

  
     :الازارج 6-4614351 6-4614635 11110 ِشوض اٌزجبدي اٌذٌٟٚ 927021

  
ص٘شاْ/لظجخ ػّبْ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
اٌغٍؾ/لظجخ اٌغٍؾ/اٌجٍمبء  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 1600000.000

 

        

 

  
 645 اىشرمح اىؼاىَٞح ىغلاء اىَؼازُ ٗاىتجارج :اىَصْغ 6-4022901 6-4022427 11512 ِذ٠ٕخ ػجذالله اٌثبٟٔ 26

  
     :الازارج 6-4021348 6-4022427 11512 ِذ٠ٕخ ػجذالله اٌثبٟٔ 26

  
عسبة/عسبة/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِذ٠ٕخ ػجذالله اٌثبٟٔ/عسبة/اٌؼبطّخ  :ٍـــ٘قـــــــــــــــــغ الإزارج  

 :رأش اىَـــــــاه اىؼــــــــــاٍو 3000000.000

 

        

 

 
aladdin1@go.com.jo 583 ع.شرمح صْاػاخ ػلاء اىسِٝ ً :اىَصْغ 5-3251732 5-3241033 17110 ِبدثب.ً  2411 

 
aladdin1@go.com.jo 183661 الازارج 6-5534289 6-5523306 11118 ػّبْ اٌٛعؾ:     

  
اٌّذ٠ٕخ/لظجخ ػّبْ/اٌؼبطّخ  :ٍــــ٘قـــــــغ اىَـــصْــــــغ 

  
ِـذثب/لظجخ ِبدثب/ِبدثب  :ٍـــ٘قـــــــــــــــــغ الإزارج  



153 

 

 :رأش اىَـــــــاه اىؼــــــــــاٍو 1500000.000

 

        

 

  
 8829 شرمح ّٞسك ىصْاػح اىق٘اىة ٗاىَؼساخ :اىَصْغ 6-4023892 6-4023891 11512 ِذ٠ٕخ ػجذالله اٌثبٟٔ 235

    
     :الازارج 4729893-6

 

 

 

اٌسّذلله اٌزٞ ٘ذأب اٌٝ ٘زا ِٚب وٕب ٌٕٙزذٞ ٌٛلا **

**أْ ٘ذأب الله  

 


