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This study aimed at measuring the Impact of e-marketing on 

competitive advantage The field study was applied on the of Jordanian 

commercial banks. The researcher applied the descriptive and analytical 

methods to display the concepts related to the subject of the study, its 

analysis and reading its results through a random research sample that 

contained (408) of the employees who work in the  middle management of 

the commercial banks.  

    To carry out the study a questionnaire, component (15) a 

paragraph, was designed to collect data from the study sample. In the light 

of that, data were collected and analyzed and hypotheses were tested using 

the Statistical  application (SPSS). 

     The study found that the level of the employees' evaluation (the 

study sample) in the banks to the dimensions of e-marketing was high. The 

study also found that the level of the employees' evaluation (the study 

sample) in the banks to the dimensions of competitive advantage was also 

high. The study also showed the existence of a statistical trace to the 

dimensions of e-marketing in the competitive advantage  of Jordanian 

commercial banks.                                                                                               

        In the end, the study presented a group of recommendations: 

The study Can be undertaken on other sectors in Jordan for 

understanding the overall satisfaction on al e-marketing on.                              
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لخص::الم      

 الملخص::

 

 الملخص::

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

هدفت هذه الدراسة إلى قياس أثر التسويق الالكتروني في الميزة التنافسية، 

واعتمد الباحث المنهج كدراسة ميدانية تم تطبيقها على البنوك التجارية الأردنية. 

الوصفي التحليلي لإبراز المفاهيم المتعلقة بموضوع الدراسة، وتحليلها واستقراء 

في من العاملين  (408)عشوائية مقدارها  من خلال استطلاع آراء عينة النتائج،

 البنوك التجارية الأردنية.في  الإدارة الوسطى

فقرة لجمع  (51)ولتحقيق أهداف الدراسة تم تصميم استبانة شملت 

المعلومات الأولية من عينة الدراسة، وفي ضوء ذلك جرى جمع وتحليل البيانات، 

باستخدام برنامج الحزم الإحصائية للعلوم الاجتماعية واختبار الفرضيات 

أن مستوى تقييم العاملين )عينة  وقد توصلت الدراسة إلى (SPSS) والإنسانية

ً
 
كما تبين أن مستوى  ،الدراسة( في البنوك لأبعاد التسويق الالكتروني كان مرتفعا

، تقييم العاملين )عينة الدراسة( في البنوك لأبعاد الميزة التناف
 
 أيضا

 
سية كان مرتفعا

كما أظهرت الدراسة وجود أثر ذي دلالة إحصائية لأبعاد التسويق الالكتروني في 

يمكن إجراء وفي النهاية قدمت الدراسة مجموعة من التوصيات: الميزة التنافسية. 

الأردن لفهم مدى الرضا العام عن التسويق  دراسة على قطاعات أخرى في

توفير  ت للتوعية بأهمية التسويق الإلكتروني المستقبلي وتنظيم ندوا الإلكتروني.

موقع إلكتروني فعال يسهل استخدامه لدى عامة الناس في البنوك والقطاعات 

  الأخرى.
العلاقات   ؛التسويق عبر البريد الإلكتروني  ؛التسويق الإلكتروني :فتتاييةالمالكلمات 

ًميزة تنافسية.  ؛العامة عبر الإنترنت

 
  

     Conduct seminars  to aware About importance  future e-marketing 

provide the efficient website Which is easy to use for common peoples in 

banks and other 
sectors.                                                                                                  

Keywords: e-marketing ; E-Mail Marketing ; Online PR, competitive 

advantage. 
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1. Introduction: 

E-marketing is one of the Developments of Information Technology 

currently being enjoyed by Business organizations, especially banks, which 

saw the banks shifting from the traditional way of performing marketing 

transactions to an electronic and more sophisticated way of doing business 

by e-marketing (Dlodlo, & M. Dhrup,2013). Advances in  Technology  

which include the internet and other electronic devices means that for a 

organizations to be successful and create competitive advantage over In the 

business world rivals, it must origination of workable strategies that include 

e-marketing practices for attainment its goals. (2009). 

The  organizations Which overlooks the significance of Information 

Technology  In light of the progress the world is witnessing, is destined to 

fail in this competitive business environment.  in through E- marketing 

strategy, the product and services of the organization can reach the intended  

customers. 

 E-marketing strategies encompass existing utilities and combine 

them with communication and data network to form a relationship with the 

organization and its customers through Internet environment. E-marketing 

(Smutkupt, Krairit, & Esichaikul 2010).                                                     

organizations seek to develop appropriate strategies that are capable of 

assuring  of success.  

Organizations that have adopted e-marketing practices have reported better 

performance through improved distribution, increased sales and acquisition 

of new customers (Hossinpour et al., 2014).                                                           
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development of mechanisms that enable adaptation to the dynamisms in the 

competitive environment with appropriate strategies contribute to better 

organizational performance. Recognition of the effect of organizational 

strategies, including adoption of e-marketing practices, and application of 

the strategies in adapting to the turbulent competitive environment, have 

effects on organizations performance.   

 2. Problem Statement:    

The gap, which are the problem that culminated to the statement of 

problem, attended to by this study are strengthening of empirical studies 

investigating the influence of E-Marketing, as traditionally defined, explains 

the process of getting goods and services into the interest mind of the 

consumers, or potential consumers (Hammed et al., 2010). In commercial 

banking, through the use of technology, E-Mail Marketing  involves 

marketing The web can be used as a powerful Internet marketing tool to 

promote Online businesses and reach target audience across the globe in 

different ways. E-mail marketing used for E-marketing, it is one of the 

primary way to strengthen the association with customer. It is an effective 

way to retain your customer, it saves time, done through the online means., 

and Online PR, PR stands for “public relations”. 

 Online PR is managing publicity about an organization and its 

brands, products or web sites through its online presence and third party web 

sites and other digital media. It includes providing press releases via e-mail 

or on website and submitting them to online news feeds (Huong & James, 

2016; Mbiadjo Fandio & Djeumene, 2015), since they are the experienced e-

marketing strategy that duly fit in to commercial banking circumstance. The 

Relationship between E-Marketing and Competitive Advantage E-
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marketing . (Huong & James, 2016; Mbiadjo Fandio & Djeumene, 2015; 

Rosemary, Bola, & Wilhelmina, 2012) that have investigated the impact of 

e-marketing using any stance applicable have reported that it impacts 

competitive advantage through customer experience enhancement, 

internationalized audience and sales performance.                                                                                       

 3. Research Questions: 

The research questions of this study are:       

1)  What are the perceptions of the respondents toward E-Mail Marketing  of 

Jordanian commercial banks?                                                                                           

2)  What are the perceptions of the respondents toward Online PR  of 

Jordanian commercial banks?  

3) What are the perceptions of the respondents toward competitive 

advantage of Jordanian commercial banks?                                                                                           

  4)  To investigate the influence of E-Marketing (E-Mail Marketing, Online 

PR) on competitive advantage of Jordanian commercial banks.                                                     

4. Objective of this Study :                                                                                        

The main objective of this study is to investigate E-Marketing ((E-Mail 

Marketing, Online PR) impact on competitive advantage. To achieve this main 

objective, the following are the specific objectives to be accomplished by this 

study:                             

1) To investigate the influence of E-Mail Marketing on competitive 

advantage of Jordanian commercial banks.  
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2) To investigate the influence of Online PR on competitive advantage of 

Jordanian commercial banks.  

5. Hypotheses : 

The impact of e-marketing on competitive advantage through 

customer experience enhancement, internationalized audience and sales 

performance, has been found to be positive (Hammed et al., 2010; Macik, 

Jozwik & Nalewajek, 2012; Avlonitis & Karayanni, 2000). These cited 

studies centred on market-oriented products where increases in sales of 

tangible products are measures of organizational performance. In these 

cases, they are non-financial organizations like bank where intangible 

products are marketed. So, this study investigates if the positive influence of 

e-marketing can be achieved in sales of non-tangible products like customer 

retention in banking sector. This study hypothesises that: 

H01: There is no significant effect of e-Marketing  (E-Mail Marketing, 

Online PR) on competitive advantage  of  Jordanian commercial banks.                                                  

H01.1: There is no significant effect of E-Mail Marketing  on competitive 

advantage  of  Jordanian commercial banks.                                                                                        

H01.2: There is no significant effect of Online PR  on competitive advantage  

of  Jordanian commercial banks.                                                                                             

6. literature review: 

E-Marketing, as traditionally defined, explains the process of getting 

goods and services into the interest mind of the consumers, or potential 

consumers (Hammed et al., 2010). In commercial banking, through the use 

of technology, E-Mail Marketing  involves marketing The web can be used 

as a powerful Internet marketing tool to promote Online businesses and 
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reach target audience across the globe in different ways. E-mail marketing 

used for E-marketing, it is one of the primary way to strengthen the 

association with customer. It is an effective way to retain your customer, it 

saves time, done through the online means. , and Online PR, PR stands for 

“public relations”. Online PR is managing publicity about an organization 

and its brands, products or web sites through its online presence and third 

party web sites and other digital media. It includes providing press releases 

via e-mail or on website and submitting them to online news feeds. This 

study uses E-mail marketing and Online PR  (Huong & James, 2016; 

Mbiadjo Fandio & Djeumene, 2015; Macik, Jozwik & Nalewajek, 2012; 

Hammed et al., 2010) since they are the experienced e-marketing strategy 

that duly fit in to commercial banking circumstance.                                          

6.1 The Relationship between E-Marketing and Competitive Advantage. 

Studies (Huong & James, 2016; Mbiadjo Fandio & Djeumene, 2015; 

Rosemary, Bola, & Wilhelmina, 2012; Macik, Jozwik & Nalewajek, 2012; 

Hammed et al., 2010) that have investigated the impact of e-marketing using 

any stance applicable have reported that it impacts competitive advantage 

through customer experience enhancement, internationalized audience and 

sales performance. 

Olgha Auma Adede et al. (2017) argue that  of e-marketing practices 

have effect on the performance of telecommunications companies in Kenya 

and  The findings showed statistically significant relationship between e-

marketing practices and organizational performance. Results of the 

moderating effect of competitive environment on the relationship were 

equally statistically significant. Saqir Abubakar et al (2016) maintain that e-
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marketing adoption and competitive advantage: study of commercial banks 

in nigeria,lectronic-marketing moves commercial banks from traditional 

marketing into digital marketing which gives them a competitive edge over 

others in the same industry. 

 The results of the  analysis revealed that perceived usefulness, 

perceived value for money and service differentiation of e-marketing 

adoption have significant relationship with the competitive advantage. In 

order to find the effectiveness of impact of internet marketing on computer 

industry in Malaysia in view of enhancing consumer experience, Hammed, 

et al.(2010) have collected data using questionnaire method for analysis 

purpose The findings indicated that there is a significant relationship 

between product value, effective cost, e-service quality, product 

customization, customer service, customer satisfaction and usability and site 

design. It also reveals that there is a significant correlation between loyalty 

in online marketing and customer satisfaction. 

 This implies that the online marketing enhances customer 

satisfaction.         

The relationship between e-marketing activities and perceived 

competitive advantage in the context of globalization showed that the usage 

of ICT in marketing and communication improves international 

competitiveness of the firm and innovations implementations (Macik, 

Jozwik & Nalewajek, 2012; Shankar, Venkatesh, Alladi, Charles, & Prasad, 

2010).  

Macik, Jozwik and Nalewajek (2012) found that e-marketing 

activities has positive, though indirect, effect on perceived competitive 

advantage, while others found a significant positive effect in the use of the 



The Impact of e-marketing on competitive advantage of Jordanian commercial 

banks 
 

177 

 

internet on a sales management activities, market-oriented product 

management activities and sales performance and efficiency (Venkatesh, 

Alladi, Charles, & Prasad, 2010). The difference between these studies is 

that Avlonitis and Karayanni, (2000) investigated the effect of the use of 

internet on market-oriented product management activities and sales 

performance and efficiency, while on the other hand; competitive advantage 

is Macik, Jozwik and Nalewajek (2012) dependent variable. 

However, since the use of the ICT and internet technologies 

generally is to boost marketing activities and sales performance, the 

technology can be safely said to be e-marketing driven. Also, in the same 

sense, sales performance and efficiency are arguably competitive advantage 

dimensions, when necessary. This therefore suggests that e-marketing 

positively influences competitive advantage. 

6.2 competitive advantage. 

competitive advantage is  defined as a performance construct which 

shows a phenomenon of organisational progress. In this instance, constructs 

like organisational performance, operational efficiency, financial 

performance, financial sustainability, among others, are used (Sadia, 2011; 

Agha, 2012; Vahid et al., 2013; Heinz-Theo & Tim, 2009). With this, 

varying, but valid, factors have been identified as antecedents to competitive 

advantage. 

 Marketing innovation and creativity (Barrett, Davidson, Prabhu, & 

Vargo, 2015; Epetimehin, 2011), cost, innovation and differentiation 

(Manlio Del Giudice, & Rosaria Della, 2016), quality of service or/and 

management (Yong, Luo, & Shihua, Ma Ke, 2016; Salah, 2013), and product 



Dr.Emad Ali Kasasbeh 

178 

 

value, effective cost, e-service quality, product customization, customer 

service, customer satisfaction and usability (Hammed et al., 2010), among 

others, are recorded antecedents of competitive advantage. 

The development of technology has affected the way organizations operate.  

First, it has changed the industry structures and changed the degree 

of rivalry. Second, it has created a competitive advantage for the 

organizations which have adopted ICTs in their business processes Ongori 

and  OMigiro (2010). 

Competitive advantage specifically addresses what the organisation 

has of the strategies implemented by a intended for adding value to 

customers. . From the literature, constructs like strategic planning, 

competitive intelligence, corporate social responsibility, innovation, and 

creativity, among others, are used interchangeably with competitive 

advantage, and their respective measuring constructs (Epetimehin, 2011; 

Heinz-Theo & Tim, 2009).  

this study aims at  investigation whether  of e-marketing technology really 

influences the competitive advantage of of Jordanian commercial banks. 

Based on the literature reviewed, a research framework is developed to 

explore the relationship between e-marketing and competitive advantage. 

7. Methodological: 

For an effective research, it is imperative to select an appropriate research 

methodology. An appropriate research design is important to determine the 

type of data needed, method of collecting the data, and type of sampling 

technique to apply. Therefore, research design is very crucial to actualize the 

research objectives (Bhatti, Hair, & Sundram, 2012). This study applied a 
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quantitative research design. Quantitative research design will enable the 

researcher to test the relationship between the research variables  It will also 

enable the researcher to unvaryingly determine if one concept or idea is 

better than  It can also respond to questions on the relationships that exist 

among measured variables with the aim of elucidating, envisaging, as well as 

controlling phenomena (Sekaran & Bougie, 2010).                                                                               

Thus, quantitative research design is an appropriate method for this study 

since it permits testing the relationship between variables with the use of 

statistical approaches (Sekaran & Bougie, 2013). This is in line with the 

main objective of this study that focus on examining the relationship 

between E-Marketing, and Competitive Advantage. Quantitative research 

also permits to carry out analysis using large sample to generalize the results 

among a set of population.                                                          

7.1 population and Sampling:  

The population size of this study consists of (13) Commercial banks, 

with totality of (1076) employees from the middle management level , Based 

on (Central Bank of Jordan’s Annual Report, 

2019).                                                                                                                 

                                         

The appropriate sample size for a population size of 1076 is 291.  

According the recommended as suggested by Sekaran and Bougie (2010)  In 

order to lessen sample size error and putting into consideration the 

occurrence of non-response by some respondents, the sample size was 

increased by 40 percent of the required size as suggested by Barlett, et al. 

2001). Therefore, the sample size of this study had become by (291 + 117 = 
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408). Hence, 408 questionnaires distributed to the targeted. information 

expected to be deduced from the respondents can best be derived from the 

individuals’ reflection of the work place reality and its variation. In 

conclusion, the process of selecting this sample helps the researcher in 

generalizing the study results and in making a multivariate statistical 

analysis. (Tabachnick & Fidell, 2012).                                                                                                                    

7.2 Data Analysis :                                                                                                             

The Statistical Package for Social Science Program (SPSS) was used 

for the data analysis. A two-step detailed statistical analysis of data was 

involved. First, multiple regression analysis was performed to investigate the 

impact of all the independent variable (e-marketing) dimensions on 

dependent variable (competitive advantage) dimension, second, simple 

regression analysis was performed to investigate the impact of each 

independent variable dimension on the dependent variable.                

7.3 instrument Reliability and Validation : 

7.3.1 Reliability 

Cronbach alpha analysis was used first as a common approach to 

ensure reliability of a survey and then Confirmatory Factor Analysis (CFA) 

was used A reliability test was carried out using Cronbach’s alpha, which 

measures the internal consistency of a construct. A high alpha coefficient of 

at least 0.79 is required to indicate an acceptable degree of reliability 

(Baumgartner, Strong &Hensley, 2002).                                          

7.3.2 Validity 

Construct validation includes content, convergent and 

discriminate validities (Antonio, (Antonio, 2007). Therefore, to ensure 

the validity of the questionnaire in this research, content validity was 
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tested, which an initial version of the questionnaire was pretested and 

reviewed by a number of academic persons, whom notes, remarks and 

comments were taken into consideration prior to generate the final 

version of questionnaire.                                                                                                                    

8. Findings: 

This part presents the results of the statistical descriptive analysis of 

data as represented in means and standard deviations, also the relative 

importance of all the dimensions of the study and the items forming 

each dimension.  Results related to the first question:                                                                                                                    

What are the perceptions of the respondents toward E-Mail Marketing 

of Jordanian commercial banks?                                                                                                            

What are the perceptions of the respondents toward Online PR of 

Jordanian commercial banks? 

In order to answer the question of the study, the means and the 

standard deviations calculated as shown in table (1).                                                                                       

Table (1) Means and S.D of Answers in Terms of   the independent 

Variables.       
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Table (1) shows the respondents’ perception means regarding the E-

Mail Marketing items range from 4.11 to 3.93 with standard deviation that 

ranges from .86 to .78. This indicates that there is an agreement on high 

implementation of E-Mail Marketing items. The average mean of the total E-

Mail Marketing items is 3.94 with standard deviation .80, which indicates 

that there is an agreement on high E-Mail Marketing of this variable.                    

Table (1) shows indicates that there is an agreement on high implementation 

of Online PR items. The average mean of the total Online PR items is 3.77 

with standard deviation .79, which indicates that there is an agreement on 

high Online PR of this variable.    

             Table (2) the results of the statistical descriptive analysis of data as 

represented in means and standard deviations, also the relative importance of 

all the dimensions of the study and the items forming each dimension. 
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Results related to the   question three: What are the perceptions of the 

respondents toward competitive advantage of Jordanian commercial banks?                                                                                                                    

Table (2) Means and S.D of Answers in Terms of   the dependent 

Variables 

 

Table (2) shows indicates that there is an agreement on high implementation 

of Mobile Marketing items. The average mean of the total competitive 

advantage items is 3.91 with standard deviation .80, which indicates that 

there is an agreement on high Internet Marketing of this variable.                                                                                         

8.1 Testing Hy potheses :                                                                                                     

H01: There is no significant effect of E-Marketing according (E-Mail 

Marketing, Online PR) on competitive advantage of  Jordanian commercial 

banks.                                             
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To test this hypothesis the researcher uses the multiple regression analysis to 

ensure the impact of E-Marketing according to (E-Mail Marketing, Online 

PR) on competitive advantages shown in Table (3).                                                                                      

Table (3) Stepwise Multiple Regression effect of the E-Marketing on 

competitive advantage. 

 

 
 
Table (3) shows that the order of entry independent variables in the 

regression equation, the variable E-Mail Marketing has occupied the first 

place with amount (0.544), while the Effect of Online PR was (0.571), This 

Explains Reject the Null Hypothesis and accept Alternative Hypothesis.                                                                  

There is significant effect of E-Marketing according to (E-Mail Marketing, 

Online PR on competitive advantage of  Jordanian commercial banks.                                                 

H01.1: There is no significant effect of E-Mail Marketing on competitive 

advantage of  Jordanian commercial banks.                         To analysis of 

this hypothesis was tested using simple regression to identify the impact of 

E-Mail Marketing on competitive advantage and the table (4) show 

that:                             

Table (4) Simple regression: impact of E-Mail Marketing on competitive 

advantage 
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It is clear from Table (4) that the (F) value was (209.788) the level of 

significance (0.000) and it is less than (0.05), This Explains Reject the Null 

Hypothesis and accept Alternative Hypothesis.  And it has been seen from 

the table (4) that the E-Mail Marketing Effect on competitive advantage. 

H01.2:  There is no significant effect of Online PR on competitive 

advantage of  Jordanian commercial banks.                                                                                                  

To analysis of this hypothesis was tested using simple regression to 

identify the impact of Online PR on competitive advantage and the table (5) 

show that: 

Table (5) Simple regression: impact of Online PR on competitive 

advantage 

 
 

It is clear from Table (5) that the (F) value was (308.091) the level 

of significance (0.000) and it is less than (0.05), This Explains Reject the 

Null Hypothesis and accept Alternative Hypothesis.  And it has been seen 

from the table (4) that the Online PR Effect on competitive advantage of  

Jordanian commercial banks.                                                        

8.2 Results &Conclusion:       

This study is dedicated to answer the study main question: Do e-marketing 

with sub-variables (E-Mail Marketing, Online PR) impact competitive 
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advantage in of Jordanian commercial banks? Data collated via 

questionnaire, which tested for its validity and reliability. Then correlation 

and multiple regressions used to test the hypothesis.             Result of this  

study shows that there is a high implementation of e-marketing (E-Mail 

Marketing, Online PR) among in of Jordanian commercial banks. All 

variables of e-marketing (E-Mail Marketing, Online PR) are having high 

implementations Jordanian commercial banks. Moreover, results show that 

The importance level of competitive advantage in Jordanian commercial 

banks equal to (3.90). The statistical analysis clarifies the importance level 

of competitive advantage, where the arithmetic means range between (4.03 

- 3.73) compared with General Arithmetic mean amount of (3.91).   Finally, 

results indicate that e-marketing (E-Mail Marketing, Online PR) have an 

impact on competitive advantage in of Jordanian commercial banks.                                                                          

9.  Recommendations :  

Based on the empirical findings made by this study, the subsequent 

discussions and the implications of these on this study, certain 

recommandations are made:                                

The study Can be undertaken on other sectors in Jordan for understanding 

the overall satisfaction on al e-marketing on competitive advantage. 

Conduct seminars  to aware About importance  future e-marketing provide 

the efficient website Which is easy to use for common peoples in banks and 

other sectors. In Future with the help of Online marketing (E- marketing) 

perform a   reduce cost.  

 

                  



The Impact of e-marketing on competitive advantage of Jordanian commercial 

banks 
 

187 

 

 References : 

1. Agha, S., Alrubaiee, L., & Jamhour, M. (2012).Effect of core 

competence on competence advantage and organisational 

advantage. International Journal of Business and Management, 

7 (1), 192 – 203.                                                                                                  

2. Antonio, K.W.L., Yam, R.C.M., & Esther Tang, E. (2007).The 

impacts of product modularity on competitive capabilities and 

performance: An empirical study, International Journal of 

Production Economics, 105 (1), 1-20.                     

3. Barrett, M., Davidson, E., Prabhu, J., & Vargo, S. L. 

(2015).Service innovation in the  digital age:  Key 

contributions and future directions, MIS Quarterly, 39 (1), 135 

– 154.        

4. Baumgartner, T.A., Strong, C.H., &Hensley, L.D. 

(2002).Conducting and Reading Research in Health and 

Human Performance, New York, McGraw-Hill. 

5. Dlodlo, N. & Dhrup, M. (2013). Drivers of e-marketing 

adoption among small and medium enterprises and variations 

with age of business owners, Mediterrianean Journal of social 

science, 4 (14), 53-66. 

6. Epetimehin, F. M. (2011). Achieving competitive advantage in 

insurance industry: the impact of marketing innovation and 

creativity. Journal of Emerging Trend In Economics and 

Management Sciences, 2 (1), 18 – 21. 

http://www.sciencedirect.com/science/journal/09255273
http://www.sciencedirect.com/science/journal/09255273
http://www.sciencedirect.com/science?_ob=PublicationURL&_tockey=%23TOC%236004%232007%23998949998%23636167%23FLA%23&_cdi=6004&_pubType=J&view=c&_auth=y&_acct=C000044601&_version=1&_urlVersion=0&_userid=824541&md5=f65fe9897d21cdb67aa2997c0f3f2ff1


Dr.Emad Ali Kasasbeh 

188 

 

7. Hair, J. F., Sarstedt, M., Ringle, C. M., & Mena, J. A. (2012). 

An assessment of the use of partial least squares structural 

equation modeling in marketing research. Journal of the 

Academy of Marketing Science, 40, 414-433. 

8. Hammed, A., Salarzehi, H., Yaghhoobi, N.M., Heydari, A., 

&Nikbin, D. (2010).impact of online/internet marketing on 

computer industry in Malaysia in enhancing Consumer 

Experience. International Journal of Marketing Studies, 2 (2), 

75 – 86.                                       

9. Hassan. M. (2009).Business Management, Joyce Publishers. 

Kaduna, Nigeria. 

10. Heinz-Theo, W. & Tim, W. (2009). The impact of IT on 

competitive advantage: A microeconomic approach to making 

the resource-based view explicit, In ECIS 1 – 12.            

11. Hossinpour, M., Hasanzade, M., &Feizi, M. (2014).the impact 

of e-marketing on life and investment insurance sales with 

emphasis on internet. Kuwait Chapter of Arabian Journal of 

Business and Management Review, 3(8), 235-245. 

12. Huong, T. & James, C. (2016).The impact of communication 

channels on mobile banking adoption, International Journal of 

Bank Marketing, 34 (1), 78 – 109. 

13. Manlio Del Giudice, M., & Rosaria Della, P. (2016). The 

impact of IT-based knowledge management systems on 

internal venturing and innovation: a structural equation 



The Impact of e-marketing on competitive advantage of Jordanian commercial 

banks 
 

189 

 

modeling approach to corporate performance, Journal of 

Knowledge Management, 20 (3), 484 – 498.                                                                 

14. Macik, R.,  Jozwik, B., &Nalewajek, M .(2012). E-marketing 

activities and perceived competitive advantage in the context 

of globalization –study of lublin region firms. International 

Conference of Management, Knowledge and Learning,         

741 – 749.        

15. Mbiadjo Fandio, F. M. & Djeumene, P. (2015). Factors 

explaining the adoption of mobile marketing in Cameoon: 

Exploratory study on the use of SMS as method of 

transmission of social information, African Journal of 

Marketing Management, 7 (2), 20 – 31.        

16. Ongori, H., &Migiro, S. O. (2010).Information and 

communication technologies adoption in SMEs, A Literature 

Review Journal of Chinese and Entrepreneurship,  2 (1),  93-

104. 

17. Sadia, M. (2011). the impact of competitive advantage on 

organisational performance. European Journal Management, 3 

(4), 191 – 196of Business and. 

18. Sagir, A., Aminu, A.,&Mu’azu, U. (2016). E-marketing 

adoption and competitive advantage: study of commercial 

banks in Nigeria, Proceedings of ISER 27th International 

Conference, Riyadh, Saudi Arabia, ISBN: 978-93-85973-90-1. 



Dr.Emad Ali Kasasbeh 

190 

 

19. Salah, M.D. (2013). using the competitive dimension to 

achieve competitive advantage: a study on Jordanian private 

hospitals. International Journal of Academic Research in 

Business and Social Sciences, 3 (7), 695 – 706.                                                                            

20. Sekaran, U. & Bougie, R. (2010).Research Methods for 

Business: A Skill Building Approach.New York,  John Willey 

and Sons.       

21. Shankar, Venkatesh, Alladi, V., Charles, H., & Prasad, N. 

(2010). mobile marketing in the retailing environment: current 

insights and research avenues. Journal of Interactive 

Marketing, 24, 111-120. 

22. Smutkupt, P., Krairit, D., & Esichaikul, V. (2010). Mobile 

marketing: Implications for marketing strategies. International 

Journal of Mobile Marketing, 5(2), 126-139.  

23. Rosemary, M., Bola, A. & Wilhelmina, S. (2012). an empirical 

evidence on the usage of internet marketing in the hospitality 

sector in an emerging economy and its relationship to 

profitability, International Review of Social Sciences and 

Humanities, 4 (1), 181-197.          

24. Vahid, M. D. Mirzajani, F. S., Izadi, S., Hornarmandyar, B., 

&Negahdary, A. A. (2013).evaluation of the relationship 

between competitive advantage and export performance (case 

study: Iranian firms exporting biotech products. 

EuropeanJournal of Experimental Biology, 3 (1), 364 – 370.                                                                     



The Impact of e-marketing on competitive advantage of Jordanian commercial 

banks 
 

191 

 

25. Yong, L. J., Luo, S. C., &Shihua, Ma Ke, R. (2016). Exploring 

the service quality in the ecommerce context: a triadic view, 

Industrial Management & Data Systems, 116 (3), 388 – 415. 

 

 


