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Abstract

This paper aims to examine to what extent the telecommunication companies in Saudi Arabia are using
e-marketing in service provision, and the association of e-marketing with the companies’
competitiveness. The study population is the functional managers of the administrative units in the three
telecommunication companies in the Saudi market, namely STC, Mobily, and Zain. The data was
collected through a questionnaire distributed to 87 managers with a 100% response rate. The findings
of this study demonstrate that the studied telecommunication companies are widely using e-marketing
technology. The interactivity of e-marketing is used to develop customer service, to know the
customers’ views on the company services, and to attain competitiveness. Using e-marketing enabled
each company to achieve a competitive advantage and a satisfactory market share, thereby allowing
each company to provide competitive prices an guality services. The major recommendation of the
study for the telecommunication companies in Saudi Arabia is to use competitive strategies that sustain
the company’s competitiveness and customer retention, one of which is to apply e-marketing’s new
technologies and techniques to provide unique value offerings to customers.

Keywords: e-marketing, competitiveness, competitive advantage, telecommunication, services, Saudi

Arabia.

1. Introduction

The use of the Internet in electronic business has grown
rapidly in recent years. This growth, which is represented
by the increasing number of commercial websites, enables
businesses to collect information, fulfill requests from
subscribers, and deliver their services worldwide. These e-
business activities, using digital technologies and
information technology organizations, have enhanced the
way companies manage relationships with subscribers,
develop services, and send interactive messages to
customers. This study examines the relationship between
using e-marketing and the competitiveness of the
telecommunication companies in the Saudi market. This
sector has been selected as a field of this study because of
the fierce competition among the

3. Research importance

Saudi Arabia's Ministry of Communications and
Information Technology launched a five-year strategy
aimed at accelerating the sector’s growth by 50 percent and
raising its contribution to the GDP by $13.3 billion. The
roadmap of the telecommunications and information
technology sector 2019-2023 aims to establish a strong and
sophisticated digital structure that contributes to building a
digital society and government, a thriving digital economy,

three companies, in addition to their usage of e-marketing
in providing telecommunication services.

2. Research objectives

The study aims to identify the extent to which
telecommunication companies in Saudi Arabia use e-
marketing, and the association of providing services
electronically ~ with  enhancing the  companies’
competitiveness. Specifically, the research seeks to
high ight the nature and essence of the relationship between
the independent variable (adoption of e-marketing) and the
dependent variable (competitive advantage and its
components  of  service  differentiation, price
competitiveness, and profitability).

and an innovative future for the Kingdom of Saudi Arabia
(Yousif, 2019). This is in line with the Saudi Vision 2030
and the National Transformation Program 2020.

Researchers have argued that more work on marketing
is required worldwide, mainly empirical evidence that
could be performed from three perspectives, e.g., B2C,
B2B, and B2G (Eid and Trueman, 2004; EI-Gohary, 2010;
Waheed & Jianhua, 2018). The importance of this study
comes from the scarcity of studies that dealt with e-
marketing and its impact on achieving competitive
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advantage in both domestic and regional markets. E-
marketing enhanced telecommunication companies’
performance. Nevertheless, according to Caylar and
Ménard (2016), the USA telecommunication improvement
from digltalizations -mainly profit- is far from what was
expected and predicted. Saudi telecommunication
companies are no different. Realizing the prominent role of
telecommunication companies in achieving the objectives
of Saudi Arabia’s Vision 2030 and the characteristics of the
industry such as fierce competition and a lower switching
cost to the customer, the importance of applying this
research on the telecommunications sector in Saudi Arabia
is justified.

4. Literature Review and Research Hypotheses

Research on the relationship between integrating
technology and competitive advantage in the electronic
marketplace is growing (Tanriverdi & Venkatraman, 2005;
Lumpkin & Dess, 2004; Noorbehbahani et al., 2019;
Suleman, M., Rashidirad, M., & Firoz Suleman S., 2019).
The following review is the most important literature that
investigated both e-marketing and competitive advantage as
well as the associations of the company’s adoption of e-
marketing with its competitiveness capabilities.

4.1 Adoption of e-marketing

Electronic marketing (e-marketing) can be perceived
through the Internet and other technologies as a new
Ehllosoph_y and modern business activity (EI-Gohari, 2010).

-marketing refers to how a company markets its services
through the Internet to find, attract, win, and retain its
customers (Tripathy et al., 2013). However, this definition
looks at e-marketing as a promotional tool. On the other
hand, Pride and Ferrell (2016) defined e-marketing as “the
strategic process of distributing, promoting and pricing
products, and discovering the desires of customers using
digital media and digital marketing.” This definition is
more functional and includes the main marketing mix
elements. E-marketing is also seen as using technologies
that enable companies to manage customer relationships,
organize resources, and manage their supH)_I%/ chain (Strauss
& Frost, 2005; O’Connor et al., 2004). This definition is
oriented to the objectives obtained when using e-marketing,
such as: managing customer relationships, organizing
resources, and managing the supply chain.

On the activity level, e-marketing is understood to mean
using the Internet by a company as a tool for advertising,
ordering, gromotin_g, and Qo_mmunicatinP with its customers
(Bicak, 2005). This definition also deals with e-marketing
as a promotional tool. E-marketing is considered to have a
broader scope as it relates to digital media such as the
Internet, e-mail, and mobile networks, but also includes the
management of digital customer information and electronic
customer relationship management systems (Chaffey et al.,
2009). In the current study, the researchers adopt Pride and
Ferrell’s definition of e-marketing (2016), which reflects
the elements of the marketing mix as developed by Boom
and Bitner (1981) for services Marketing: product, pricing,
promotion, place, people, process, and physical evidence
(the 7 Ps).

In terms of e-marketing adoption components,
Abubakar et al. (2016) used four components to express the
adoption of e-marketing: perceived usefulness, perceived
value, service differentiation, and perceived ease of use.
Javalgi et al. (2005) mentioned that the company’s website
on the Internet must accomplish four strategic ogjectives in
order to assist the firm in gaining competitive advantage:
attracting, informing, positioning, and delivering the
company’s offerings through a website interface. However,
the current paper uses many statements to formulate a
single variable called “adoption of e-marketing.” Those
statements reflect using the Internet in promotion, studying

consumer  behavior, selling, communicatin% with
customers, studying competitors, knowing usiness
opportunities in global markets, and providing online
facilities to function (Shlash et al., 2011).

Shlash et al. (2011) evaluated to which extent companies
use e-marketing and found that the usage of e-marketing in
Jordanian pharmaceutical comﬁanies is medium. Based on
this study, the following hypotheses are proposed:

H1: The adoption of e-marketing in the telecommunication
companies in Saudi Arabia is not higher than 3.

H2: There is no significant difference in the extent to which
telecommunication companies in Saudi Arabia are adopting
e-marketing.

4.2 Competitive Advantage

Porter (1986) defines competitive advantage as “a
direct consequence of the strategies implemented by a firm
intended for adding value to customers.” The literature
suggests a multitude of ways firms can gain competitive
advantage (Palmatier & Sridhar, 2017; Palmatier &
Crecelius, 2019), main(liy via three marketing-based routes:
brands, offerings, and relationships. In a competitive
business world, each company tries to leverage its
competitive advantage in order to enhance its position in the
market. Competitive advantage could also be seen as the
company’s ability to apply production and marketing
processes other competing companies cannot copy (Al-All,
2000). In more detail, Clark (2006) described competitive
advantage as an outstanding characteristic that makes a firm
more desirable to consumers than competitors; these
include: superior quality, lower price, and better customer
service. Competitive advantages’ diversity identifies what
a successful marketing strategy is (Palmatier, & Crecelius
2019). Competitive advantage gives companies an
opportunity to attain continuous profitability compared to
competitors 6Mursy, 1998). For such reasons, Strauss and
Rymond (2003) recommend business firms rely heavily on
developing competitive advantages.

To be differentiated in competitive advantage in services,
companies need to use different methods of providing
services, customer support services, business consulting,
integrated services, and operational services. Service
providers are not limited to providing customer services.
They provide a comprehensive range of services, including
product installation, design and construction, valuable
z%léjji)ons, systems integration, or outsourcing (Davies,

Regarding the components of competitive advantage,
Tallud (2014) used three components: profitability, product
quality, and price competitiveness. Clark (2006) mentioned
superior quality, lower price, and better customer service.
Previously, Porter (1998) Presented three strategies of
competitive advantage: cost leadership, differentiation, and
focus. Ismail (2010) used three scales for measuring a
company’s competitive advantage in e-marketing, which
are profitability, cost reduction (price competitiveness),
and product differentiation. The current study adopts
Ismail’s classification of the competitive advantage
components.

Shlash et al. (2011) that evaluated to which extent
companies are competitive and found that the competitive
advantage level in Jordanian pharmaceutical companies is
high. Based on this study, the following hypotheses are
proposed:

H3: The competitive advantage in the telecommunication
companies in Saudi Arabia is higher than 3.
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H4: There is no significant difference in competitive
advantage among the telecommunication companies in
Saudi Arabia.

4.3 Relationship between the adoption of e-marketing
and competitive advantage

For many business companies, the adoption of e-
marketing activities is essential in creating and maintaining
competitive advantage (Pride & Ferrell, 2016). Opening e-
business enhances the company and gives it the resources
needed to compete in today’s competitive marketplace
(Tan, 2012). Along the same line, Tallud (2014) mentioned
that e-business is crucial in determining the competitive
advantage of firms. Usage of information and
communication technology (ICT) in marketing activities is
considered a source of competitive advantage for a
company compared to companies less advanced in ICT
(Macik et al., 2012). Many researchers claim that e-
business improves business processes (Zhu, 2004; Dadzie
et al., 2005; Soto-Acosta & Merono-Cerdan, 2008; &
Jensen, 2008). Usage of e-commerce is a tool to develop
competitive advantage by providing valuable information,
lowering costs, designing new services, and offering a
Blethora of consumer choices (Lumpkin & Dess, 2004;

orter, 2001). E-marketing leads to several advantages for

a company, such as: cost reduction, service quality,
allowing customers to compare between products and
prices, productivity increase, information exchange with
customers, and creation of products and services to meet
customers’ needs (Awad, 2004). The e-business solution
increases the efficiency and effectiveness of various
business process, improves the company’s internal and
external communication, and reduces its operating costs
(Chong et al., 2010). All the aforementioned benefits in
academic literature are related to competitive advantage
(Mooney, 2007; Newbert, 2007; Sila & Dobni, 2012).

Some empirical studies have found a positive
relationship between the adoption of e-marketing and
competitive advantage. Shlash et al. (2011) found a positive
relationship between the usage of e-marketing and
competitive advantage in Jordanian pharmaceutical
companies. Colgate (1998), Ahmad et al. (2009) and
Ongori and Migiro (2010) found a positive relationship
between information technology and competitive
advantage. Methlie and Nysveen (1999) concluded that e-
marketing strategies are one of the main factors of success.
Abubakar et al. E22016) revealed that perceived usefulness,
ﬁercelved value, and service differentiation of e-marketing

ave a significant relationship with competitive advantage,
but not perceived ease of use. Tallud (2014) revealed that
companies in e-business are competitive in terms of
components of competitive advantage: price, product
quality, and profitability. Morag and Shaheed (2001)
revealed that hotels that used e-marketing in doing business
have more online bookings. Peterson et al. (2001) found
that e-marketing plays an essential role in increasing the
number of buyers because of the availability of full
information about products, features, and prices. This
availability facilitates the consumers’ process of decision
making and encourages them to make purchase decisions.

Regarding the product differentiation component of
competitive advantage, Okiro and Jndungu (2016)
mentioned that, with e-marketing, the product and services
of acompany can reach the intended market and consumers.
At the same time, companies with e-business can offer more
brands, including hard-to-find and imported ones, than
most of the other stores ESEO Advantage Inc., 2013). In line
with this, Ferguson (2010) found that e-business can
maximize product availability by enabling faster analysis
and recognition of demand trends. Tallud (2014) mentioned
that, through e-business, firms can provide a broader range
of products and services to their customers and offer best-

selling items and better quality of products and services. In
the same context, Sharma & Krishnan (2002) indicated that
an Internet store can provide a larger volume of products,
quality products, and customer service, enabling consumers
to better select what is suitable to their needs and wants.

Regarding the price competitiveness component of
competitive advantage, many companies use e-business to
cut marketing costs and reduce product prices to stay
competitive in the market (Yoruk et al., 2011). Moving to
e-marketing  reduces the costs of  marketin
communications and also allows for easier assessment 0
the efficiency of performing actions (Brodie et al., 2007).
With e-business, companies can position products or
services at different price ranges in response to their
competitors and manage price changes to enhance their
added value to customers (Tallud, 2014). Mack (2002)
revealed the importance of e-marketing in reducing the
budget of marketing research because of the direct contact
with customers on the Internet, which enabled prompt
feedback from customers.

Regarding the grofitabilitly component of competitive
advantage, Tallud (2014) disclosed that companies doing e-
business are competitive in profitability because e-business
enables companies to sell a greater volume of products and
services. Christensen and Methlie (2003) found that e-
business has a significant positive impact on sales, profits,
and return on investment. At the same time, Zhu (2004)
found a positive relationship between e-business
capabilities and the company’s improved financial
performance (cost reduction and profit). Despite the studies
that confirmed a positive relationship between e-business
adoption and a firm’s profitability, e-business benefits do
not necessarily lead to increased profits, hence, the
association between e-business with competitive advantage
should be made with caution (Pilinkiene et al., 2013).

Although the abovementioned studies have confirmed the
positive relationship between e-marketing and firms’
competitive advantage and its components, e-business
benefits, according to another study, do not necessarily lead
to increased sales and profits, because its impact on the
improved financial performance of the company is not
obvious. Thus, the association between e-business value
and a company’s competitive advantage should be made
with caution (Pilinkiene et al., 2013). Previously,
Christensen and Methlie (2003) argued that e-business in
most cases had no significant impact on a firm’s financial
and economic indicators. Based on the above previous
research review, the following hypotheses are proposed:

HS5: There is no relationship between the extent to which
the telecommunication companies in Saudi Arabia
adopt e-marketing and competitive advantage.

HS. a There is no relationship between the extent to which
the telecommunication companies in Saudi Arabia
adopt e-marketing and product differentiation.

HS5. b There is no relationship between the extent to which
the telecommunication companies in Saudi Arabia
adopt e-marketing and price competitiveness

H5. ¢ There is no relationship between the extent to which
the telecommunication companies in Saudi Arabia
adopt e-marketing and profitability.

5. Research Methodology

Because this research is used for describing the market
dimensions of telecommunication businesses in Saudi
Arabia, the research was planned to be a descriptive
research. A quantitative survey method using a self-
administered questionnaire had been adopted for data
collection of the research variables.
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5.1 Measurement Scales

The measurement scales used in this research were
developed based on a review of the literature. The study
constructs are adoption of e-marketing and competitive
advantages. The scale of Shlash et al. (2011) was used to
measure the two constructs: adoption of e-marketing (17
items) and competitive advantages (10 items—6 for
product differentiation, 2 for price competitiveness, and 2
for rofitability?. The constructs were operationalized using
multi-item scales of a 5-point Likert type. An Arabic
version of the survey was used for collecting data. Content
validity was performed with the aid of some academic
reviewers. Accordingly, some items were paraphrased to
match the scope of the study and at the same time make it
easier for respondents to answer. The nominal variables
included in the survey for the purpose of classification and
sample description are company’s name, respondent’s
department, and respondent’s education.

Table 1. Characteristics of the sample

5.2 Research Sample

The study population was the functional managers of
the administrative units in the three telecommunications
companies working in the Saudi market (i.e., STC, Mobily,
and Zain). A purposeful sample of managers had been taken
because of the difficulty of obtaining a probability sample.
The data was collected through a questionnaire distributed
to 87 managers with a 100% response rate. The
characteristics of a total of 87 valid questionnaires are
shown in table 1. The table shows frequencies and
percentages  of  study  sample  characteristics,
telecommunication service providers, and the respondents’
department and education as nominal variables. A
percenta(};e of 39.1% of the sample are managers of STC,
16.1% of Mobily, and 44.8% of Zain. Around 60% of the
study samples are respondents who work in the fields of
marketing and finance. Regarding education, the managers
with bachelor’s degrees represented 89.7% while those who
had taken post-graduate studies represented only 10.3%.

Demographics Frequencies %

Telecom service provider STC 34 39.1
Mobily 14 16.1

Zain 39 44.8

Total 87 100

Respondent’s department Top management 7 8.0
Information technology 15 17.2

Operations 4 4.6

Human resources 7 8.0

Marketing and sales 26 29.9

Finance 26 29.9

R&D 2 2.3

Total 87 100

Respondent’s education Bachelor 78 89.7
Master’s 8 9.2

PhD 1 11

Total 87 100

5.3 Adequacy of Study Sample

Data analysis showed the results of the KMO measure
as 0.788, which is acceptable for further analysis. Bartlett’s
test revealed a significance at a level of 0.000. These two
tests reflected that the study sample is adequate for further
analysis, starting with the factor analysis for construct
validity testing of the measurement scales.

5.4 Validity and Reliability Testing

Factor analysis was used to identify the validity of each
variable’s related items as shown in table 2, using SPSS 21.
Exploratory Factor Analysis (EFA) was conducted, using

Table 2. Validity and reliability testing

the principal component method and Varimax rotation. The
factor loading of all the items of the measures exceeded the
threshold of 0.6 (Hair et al., 2006). In the same line, the
Average Variance Extracted (AVE) of the mentioned
factors exceeded the acceptable threshold of 0.5 (Hair et al.,
2006). The Composite Reliabilities (CR) of the factors are
higher than the accePtabIe 0.7 threshold (Hair et al., 2006).
The Cronbach’s Alpha coefficients are also above the
acceptable threshold of 0.6 (Malhotra, 2007). All these
indéces reflected valid and reliable scales of the current
study.

Measurement Items Factpr AVE CR | Alpha
Loading
Adoption of e-marketing 0.516 | 0.93 | 0.892
The company uses the Internet to advertise its services 0.762
The company has competent staff who manage the e-marketing activities 0.699
The company performs selling transactions through the Internet 0.623
The company uses the Internet for promotion activities 0.657
The company uses the Internet to know the consumers’ characteristics 0.757
The company uses emails to contact consumers 0.616
Through the Internet, the company is given feedback on consumers’ views regarding services 0.807
The company depends on the Internet databases to keep in touch with consumers 0.623
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The company uses the Internet to study its competitors 0.615
The company uses electronic systems to increase its sales 0.660
The company uses the Internet to study consumers’ tastes 0.823
The company uses the Internet to break into global markets 0.665
The company has a website that is easy to access and deal with 0.747
The company has a department for e-marketing 0.747
The company uses the Internet to downsize its intermediaries 0.715
Consumers use credit cards to easily perform a purchase with the company 0.762
The company has an effective system to perform its e-marketing activities 0.866
Competitive advantage 0.539 | 0.73 | 0.933
The company continuously develops new services for its customers 0.644
The company produces services that are competitive in the global market 0.646
The new communication technology enabled the company to provide its service at high speed 0.770
The company applies recent trends in total guality management 0.801
The company provides its service at a competitive speed 0.732
Speed is a part of the service that is provided by the company 0.741
The company sells its services at lower prices than its competitors in the local market 0.704
The company sells its services at lower prices than its competitors in the global market 0.652
The company has a competitive market share in the market 0.758
The company is continuously doing its best to increase its profitability 0.673
Product Differentiation 0.504 | 0.81 | 0.895
The company continuously develops new services for its customers 0.863
The company produces services that are competitive in the global market 0.692
The new communication technology enabled the company to provide its service at high speed 0.629
The company applies recent trends in total quality management 0.672
The company provides its service at a competitive speed 0.638
Speed is a part of the service that is provided by the company 0.740
Price Competitiveness 0.564 | 0.76 | 0.743
The company sells its services at lower prices than its competitors in the local market 0.783
The company sells its services at lower prices than its competitors in the global market 0.718
Profitability 0.650 | 0.74 | 0.695
The company has a competitive market share in the market 0.906
The company is continuously doing its best to increase its profitability 0.693

Discriminant validity was conducted using a comparison
between the square root of AVE shown in the diagonals of
each construct and the correlations. The square root of
AVE must be higher than the correlation values (Hair et
al., 2016; John & Benet-Martinez, 2000), and each of the
square root of AVE is greater than the correlations of
constructs

Table 3. Discriminant Validity

presented in rows and columns. Thus, as shown in table 3,
the measures are well discriminant. The scales can be
considered as reliable in measuring their intended
dimensions as well; we can rest assured that the construct
validity has not been violated. We now proceed to test
hypotheses of the study using regression analysis.

E-marketing Product differentiation Price competitiveness Profitability
E-marketing 719
Product differentiation .681** .710
Price competitiveness .623** .705** .739
Profitability A462** A414%* .661** .806

P-value< 0.05**

Note: Diagonals represent the square root of the AVE, while the off-diagonals represent the correlation

5.5 Testing of Hypotheses

5.5.1 Testing of H1

Table 4 does not demonstrate a support of the proposed
null H1. It indicates that the Mean of the measured adoption

of e-marketing (3.76) is above Mean 3 (75% of the
maximum value of the scale, which is 5). The P-value of the
One-sample t-test is 0.000 of significance levels,
illustrating that the telecommunication companies in Saudi
Arﬁblig have a high adoption of e-marketing. Thus H1 is not
upheld.
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Table 4. H1 Testing (One-sample t-Test)

Variables

Mean SD Df t-value P-value

Adoption of e-marketing

3.756 0.58 86 12.101 0.000**

** Marginally significant at the p < 0.05 levels.
5.5.2 Testing of H2

Table 5 states no statistical difference between
companies in adopting e-marketing, as F= 0.053 (p =

Table 5. H2 testing (One-way ANOVA)

0.949). All companies are somehow similar in adopting e-
marketing activities. The researchers attribute this finding
to the fierce competition among the companies. Thus, H2 is
not upheld.

Company Mean SD Df F-value P-value
A 3.78 0.536
B 3.73 0.630 2,84 0.053 0.949
Cc 3.74 0.618

Dependent variable measure: Adoption of e-marketing

P-value is marginally significant at the p <0.05 levels

5.5.3 Testing of H3

Table 6 demonstrates a support of the proposed positive
H3. It indicates that the Mean of the measured competitive
advantafqe (3.97) is above Mean 3 (79% of the maximum
value of the scale, which is 5). The P-value of the One-

Table 6. H3 Testing (one Sample t-Test)

sample t-test is 0.000 of significance levels, illustrating that
the telecommunication companies in Saudi Arabia have a
high competitive advantage. Thus, H3 is upheld.

Variables

Mean SD Df t-value P-value

Competitive advantage

3.969 0.66 86 13.608 0.000**

** Marginally significant at the p <0.05 levels

5.5.4 Testing of H4

Table 7 states no statistical difference between
comgames in competitiveness capabilities, as F=0.306 (p =
0.737). This can be attributed to the fierce competition

Table 7. H4 testing (One-way ANOVA)

among the three companies in terms of market share and
consumer retention. Accordingly, it is expected that each
company will work in their competitive advantages to be
differentiated from the others. Thus, H4 is not upheld.

Company Mean SD Df F-value P-value
A 3.944 0.68507
B 3.873 081166 2,84 0.306 0.737
C 4.025 059914

Dependent variable measure: competitiveness capabilities

P-value is marginally significant at the p < 0.05 levels

5.5.5 Testing of H5

H5 states an insignificant relationship between the extent to
which the company adopts e-marketing and its
competitiveness in the market. To test this hypothesis, a
simple linear regression has been used as shown in table 8.

The table shows R2 with a value of 0.50, which implies that
the company’s use of e-marketing explains 50% of the
change in the company’s competitiveness in the market.
The table also shows that F-value equals 84.974 with
significance level of 0.00. As the significance level is less

than 0.05 and B (the slope of the company’s use of e-
marketing is positive), this indicates the significant positive
association of the company’s adoption of e-marketing with
its competitiveness in the market. Thus, the null hypothesis
H5—As the use of e-marketing increases, the company’s
comFetltlveness in the market increases—is rejected. This
result matches the results of Shlash et al. (20115, Ongori &
Migiro (2010), Ahmad et al. (2009), and Colgate (1998).
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Table 8. H5 Testing (Simple regression)

Model R R2 Df F B P-value
The extent to which the company adopts e-marketing 0.707 .50 1,85 84.974 0.806 0.000**
** Marginally significant at the p < 0.05 levels.
5.5.5.1 Testing H5. A 0f 0.00. As the signifigance level is less than 0.05 and B (the
. . . slope of the company’s use of e-marketing is p.osmveg, this
To test the relationship between adoption of e- indicates the significant positive association of the
marketing and product differentiation (the first component company’s adoption of e-marketing with its product
of the competitive advantage variable), a simple linear differentiation in the market. Thus, the null hypothesis
regression has been used as shown in table 9. The table H5.a—As the use of e-marketing increases, the company’s
shows R2 with a value of 0.46, which implies that the product differentiation increases—is rejected. This_result
company’s use of e-marketing explains 46% of the change matches the results of Okiro & Jndungu (2016), Tallud
in the company’s product differentiation. The table also (2014), Ferguson (2010), and Sharma and Krishnan (2002).
shows that F-value equals 73.455 with a significance level
Table 9. H5. a Testing (Simple regression)
Model R R2 Df F B P-value
The extent to which the company adopts e-marketing 0.681 464 1,85 73.455 0.810 0.000**
** Marginally significant at the p < 0.05 levels.
5.5.5.2 Testing H5. B
To test the relationship between adoption of e- B (the slope of the company’s use of e-marketing is
marketing and price competitiveness §he second positive), this indicates the significant positive association
component of the competitive advantage varia Ie?, asimple of the company’s adoption of e-marketing with its ﬁrlc_e
linear regression has been used as shown in table 10. The competitiveness in the market. Thus, the null hypothesis
table shows RZ with a value of 0.388, which implies that H5.b—As the use of e-marketing increases, the company’s
the company’s use of e-marketing explains 39% of the price competitiveness increases—is rejected. This result
change in the company’s price competitiveness. The table rr21atﬂ1es the results of Tallud (2014) and Yoruk et al.
also shows that F-value equals 53.857 with significance (2011).
level of 0.00. As the significance level is less than 0.05 and
Table 10. H5. b Testing (Simple regression)
Model R R2 Df F B P-value
The extent to which the company adopts e-marketing 0.565 .388 1,85 53.857 0.857 0.000**
** Marginally significant at the p < 0.05 levels.
5.5.5.3 Testing H5. ¢ e_qualfs_, 23.09|9 vvlit_h Ia sigr?ificgré%e Iea/eEIJ (01;] 0.(|)0. Asf tﬂe
To test the relationship between adoption of e- significance leve’ Is less than 0.05 an the slope of the
marketing and profiabily (he (i component of the  oMpany suscof cmarketng i positve, s dicetes e
competitive advantage vaflab e), a simple linear regressmg o# e-marketing with its profitability. Thus, the null
has been used as shown in table 11. The table shovys R hypothesis H5.c—As the use of e-marketing increases, the
with a value of 0.21, which implies that the company’s use company’s profitability increases—is rejected. This result
of e-marketing explains 21% of the change in the matches_ the results of Tallud (2014), Pilinkiene et al.
company’s profitability. The table also shows that F-value (2013), Zhu (2004), and Christensen & Methlie (2003).
Table 11. H5. ¢ Testing (Simple regression)
Model R R2 Df F B P-value
The extent to which the company adopts e-marketing 0.462 21 1,85 23.099 0.577 0.000**

** Marginally significant at the p < 0.05 levels.
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6. Discussion

The average value of the adoption of e-marketing for
the three telecom companies in Saudi Arabia is higher than
(3)—the average value of the five-point scale used to
measure this variable. The actual average reached 3.756,
representln% 75% of the maximum of the scale value (5).
Similarly, the average value of all competitive advantage
items was 3.969, which is higher than (3), indicating that
the level of competitiveness capabilities in the companies is
high. There is also no significant difference amon
companies in the levels of both adopting e-marketing an
the competitiveness capabilities. This could be attributed to
the fierce competition among companies in adopting the
new technology in performance and enhancin% its
competitiveness to retain customers in the saturated Saudi
market where customers become more powerful in getting
information and product evaluations, especially through the
companies’ website and social media networks, to compare
the companies’ offers. In such a_market, attracting new
customers or even retaining existing ones becomes hard,
especially with the boundary of various segments such as
end consumers, business customers, and other service
providers. No doubt the company that will make more of an
effective application of electronic marketing than others
may achieve competitive advantages as a means of
profitability, cost reduction (price competitiveness), and
product differentiation.

The research revealed a strong positive association of
the companies’ adoption of e-marketing with competitive
advantage. E-marketing adoption explains 50% of the
variance in the competitive advantages. Accordingly, the
adoption of e-marketing is expected to lead companies to
achieve significant competitiveness capabilities that enable
the companies to increase product differentiation, price
competitiveness, and  profitability. ~ Thus,  the
telecommunication companies in Saudi Arabia need to
exFand the use of electronic marketing to present unigque
value offerings to their customers. As the three telecom
companies are close in their competitive advantages, the
company that will be aware of the new marketing and e-
marketing practices is expected to be top of the market. This
result is in line with the results of Shlash et al. (2011), who
concluded that the use of Internet technology in marketing
(e-marketing), as part of the company’s marketing strategy,
may be reflecting positively and enhancing the competitive
capabilities of the companies, both locally and globally.
Digitization offers the opportunity for telecom companies
to strengthen their market positions, develop their business
systems, and create innovative offerings for customers.
Most executives see digitization as one of their top
priorities.

7. Recommendations

For each of the telecommunication companies in Saudi
Arabia, the major recommendation of the study is to use
competitive strategies that will sustain the company’s
competitiveness and customer retentions. One of these
strategies is to apply e-marketing’s new technologies to
present unique value offerings to customers. The company
that will make more of an effective application of electronic
marketing than others may achieve differentiation in
competitive advantage. In this regard, the companies should
try to benefit from the successful experiences of the global
companies in applying e-marketing and to follow up the
latest developments in this field and reach customers
through the latest electronic methods to gain the expected
impact of achieving competitiveness capabilities.
Companies should focus on designing their websites to
make them easy to use, more attractive and informative to
consumers, communicate the ﬁositioning of the company
and its services, and facilitate the delivery of their offerings
to customers. They should make sure that the adopted e-
marketing technology provides customers with the value

they expect, enhance customer engagement, and give much
concern on the service recovery process, which is one
important issue for providing services online.

Telecommunication companies in Saudi Arabia are in the
early years of developing their digital-services portfolios,
offering a limited set of services. Using new digital methods
can allow these companies to obtain the desired effect on
the achievement of each company’s competitiveness in the
face of other companies. Innovative offerings usually
involve partnership with third parties that bring specialist
expertise to complement the telecommunications
companies’ strong customer relationships and broad reach.
The telecom companies in Saudi Arabia should try to
benefit from the global companies in implementing
marketing strategies to increase positive brand recognition,
follow up the latest trends in this field, and meet consumers’
demand. The use of the latest technology such as smart
speakers as a marketing channel has a world of growth
opportunities. A great deal of these opportunities comes
from spreading into non-English-speaking countries.

Accordingly, the telecommunication companies in
Saudi Arabia are required to focus on the whole customer
experience, starting with building relationships across
every touchpoint, deepening audience engagement, and
ending with developing compelling brand narratives that
are in synergy with customers’ personal values. Content
marketing and social media marketing are both key in this
regard. Further, great customer journeys through Omni
channel necessitates superiority in every interaction, clear
pathways of cross-channel, and seamless customer
experience. Moreover, the companies’ migration to
extensive e-care reduces call volumes and operating
expenses and increases customer satisfaction. Today,
telecom companies in Saudi Arabia need to achieve easy-
to-use digital channel interface and invest in building
effective customer relationship management systems to
track customers’ digital footprints, reduce costs, boost
customer satisfaction, and improve brand advocacy and
differentiation. Digital touchpoints such as websites and
mobile apps now influence customers’ preferences across
the whole decision journey. Moreover, telecommunication
companies in Saudi Arabia need to be able to use real-time
360-degree data on individual customers to personalize
promotion campaigns and service interventions along the
entire customer journey to create real value for customers
and remain competitive.

8. Research Limitations

The study examined the extent to which
telecommunication companies in Saudi Arabia use e-
marketing from the staff point of view. The sample did not
include the customers of these companies. Furthermore,
because the research theme is a relatively new academic
field in the e-marketing arena, particularly in Arabian
countries and Saudi Arabia, the researchers found it
difficult to reach sufficient previous studies in these
regions. Finally, data were collected through an electronic
questionnaire, which may lead to uncertainty of the i_nﬁut
accuracy. Hence, the study findings should be taken within
these limits.

9. Directions for Future Research

This study focused on the company perspective. Future
research is proposed to study the impact of e-marketing on
the company’s competitiveness from the customer
perspective. It is preferable to conduct a comparative stud
to illustrate the differences between the customers and staff
towards the relationship between the adoption of e-
marketing and the company’s competitive capabilities.
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