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ARTICLEINFO ABSTRACT
The study purpose is to examine the impact of electronic advertisements with their dimensions (advertising
Article History: text, clarity of advertisement content, directing and technical design of the advertisement, and
advertisement stimuli) on the development of banking services with their dimensions (technology used for
Received: 1% August 2022 services, quality of services, and diversity of services). The study methodology depend on the descriptive
Accepted: 14t September 2022 analysis approach used, and the study population covered all marketing department employees in the
Online Publication; 9t October 2022 Jordanian commercial banks with a number of (409) employees, and the (SPSS) statistical program was
used for hypothesis testing. The study concluded that there is a statistically significant effect at the level
Keywords: of significance (a<0.05) for electronic advertisements with their combined dimensions (advertisement
text, clarity of advertisement content, output and technical design of advertisement, and advertisement
Electronic Advertisements, stimuli) in the development of banking services with its combined dimensions (technology used for
Development of Banking Services, services, quality of services, and diversity of services) for Jordanian commercial banks. The study findings
Jordanian Commercial Banks suggest that the electronic advertisements are required including recorded videos that explain the nature

of financial services within a clear content that highlights the benefits of those services and is designed
and produced in technical ways within attractive stimuli for customers of Jordanian commercial banks.
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INTRODUCTION
Today banks shifted towards digital promotion in order to promote their various banking services by relying on electronic
advertisements through various electronic means such as the Internet, social networking sites, and mobile phones, in order
to be able to raise the efficiency of promotional activities to reach customers due to the advantages and benefits of electronic
advertisements that are easy, fast and covered and shortening time and effort, which made customers realize the importance
of electronic promotion, especially electronic advertisements directed to them, which include messages that allocate the
nature, specifications, and benefits of banking services (Jashari & Burstein, 2017).

This trend towards the use of electronic advertisements has constituted a qualitative leap for banks in providing
their banking services in ways that are fast in the application and easy to access to customers. Present and future (Munawwar,
2020). The development of banking services has become a priority for the management of banks, which is one of the basic
development strategies aimed at meeting their needs, desires, and expectations and working to satisfy them, in addition to
attracting more customers to enable banks to achieve a competitive position in the banking sector (Ayyash, 2020).

Electronic advertisements played a vital role in terms of their content, design process, preparation and production
in technical ways and attracting tools capable of influencing clients of Jordanian commercial banks positively towards
banking services provided with the aim of developing them to be more attractive to their clients and competitive in the
banking sector.

Study Problem
The method section describes in detail how the study was conducted, including conceptual and operational definitions of
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the variables used in the study, different types of studies will rely on different methodologies; however, a complete
description of the methods used enables the reader to evaluate the appropriateness of the used methods and the reliability
and the validity of the study results, it also permits experienced investigators to replicate the study.

Study Questions
The following questions were answered:
The main question: What is the impact of electronic advertisements with their combined dimensions (advertisement text,
advertisement content clarity, advertisement artistic design, and advertisement stimuli) on financial services development
with their combined dimensions (services technology used, services quality, and services diversity)?
The following sub-questions were constructed out of the main question:
= [sthere an impact of electronic advertisements with their combined dimensions in the service’s technology used?
= |s there an impact of electronic advertisements with their combined dimensions in service quality?
= |s there an impact of electronic advertisements, with their combined dimensions, and are services diverse?

Study Hypotheses
Ho- There is no statistically significant impact at the significance level (a< 0.05) for electronic advertisements with their
dimensions (advertisement text, advertisement content clarity, advertisement artistic design, and advertisement stimuli) on
financial services development with its dimensions (services technology used, services quality, and services diversity).
A number of sub-hypotheses emanate from the main hypothesis:
= Hol There is no statistically significant impact at the significance level (a< 0.05) of the electronic advertisements
with its dimensions in services technology used.
= Ho2 There is no statistically significant impact at the significance level (a< 0.05) of the electronic advertisements
with its dimensions in service quality.

= Ho3 There is no statistically significant impact at the significance level (a< 0.05) of the electronic advertisements
with its dimensions in services diversity.

Study Model
The study model shows the relationship of the independent variable (Electronic Advertisements) with its combined
dimensions in the dependent variable (Financial Services Development) with its combined dimensions as in Figure (1) *.

Independent variables | | Dependent variable |
Ho

Electronic Advertisements Financial Services

Development

A 4

Advertisement Text Services Technology Used

Advertisement Content Clarity Servi Quality
» ervices Quali

Advertisement Artistic Design Ho3 Ho?2

. . . Services Diversi
Advertisement Stimuli ty

LITERATURE REVIEW
In the beginning of 1994 the concept of electronic advertising appeared and gave it new advantages. It was found that the
use of advertising via the Internet (Al-Zoubi, 2019), and then social networking sites such as Facebook, Twitter, YouTube
and other social networking sites appeared. Companies finance their ads through them. Social networking sites help
advertisers choose their advertising campaigns quite easily. The advertiser can use access campaigns, attention campaigns,
interaction campaigns, and also mobility campaigns. The advertisers can choose the right campaign type for him based on
the main ad objective (Haida & Rahim, 2015).

Electronic Advertising Dimensions

Advertisement Texts

Defined as text posts directed electronically to a target group, which is the most popular due to ease of use, and helps to

attract the attention and contemplation of the target in the ad text (Torresi, 2020). It is also defined as attracting readers to

build a natural dialogue using new and unexpected words by merging words that are consistent with each other (Sandkuhl,

2014). Also, known as the slogan that conveys the benefit of the brand and expresses the campaign strategy and the

company's vision. It was called the concept of the subtitle. If the message did not reach well, the subtitle illustrates the

meaning of the advertisement (Landa, 2017). Also, defined as the basis for arousing the purchasing motives of customers

and advertising texts can inform customers and draw their attention to the advantages of the service, the competitive
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advantage that distinguishes it from the services of competitors (Al Zoubi, 2014).

Advertisement Content Clarity

Defined as the texts, images, and colors contained in the text of the electronic advertisement so that they are consistent and
attractive to urge the customer to click on the advertisement (Raab, 2016). Also, defined as the exploitation of images,
sound, movements, text, holographic, and notifications in a harmonious and compatible manner to explain to potential
customers the service provided to influence them (Munawwar, 2020). Advertisement content consists of the title: the
advertisement is one of the most important elements, as it attracts the viewer to see the advertisement. Drawings and pictures:
It is one of the most important elements that are based on conveying the idea of advertising to the viewer, as it is based on
arousing their emotions. Movement and colors: Color is also one of the important elements, as the study of color science
and its meanings has a high impact on the attention of the viewer, so the culture and behavior of potential customers must
be studied to put the appropriate and affecting colors on them. A particular color bases his mind on remembering the brand.
Words and sentences:; As we talked about d previously, words are one of the easiest ways to convey complete information
about the service provided and the goal that was set through the advertisement, but the importance of choosing the right
words that go along with the thinking and culture of the target customers must be taken into consideration, as they must be
easy to understand creative (Abed, 2013).

Advertisement Artistic Design

Advertisement artistic design is a very important matter as it is based on attracting the attention of the target customers and
motivating them to watch the advertisement, influencing their emotions and creating a need for them. Advertisement artistic
design is defined as transforming the idea of advertising into a real advertisement ready for publication by integrating
images, audio, words, videos, graphics, and movement with each other harmoniously and harmoniously (Chitty, 2017). Also
defined as organizing the elements of the declaration and developing an organized plan to structure the elements to achieve
the main goal of the declaration (Blakeman, 2022). Also, defined as the collection of images, writing, graphics, and
movements into one advertisement and one goal (Gharibi, 2012).

E-advertising Stimuli

They are allusions and stimuli that have a direct impact on the customer's perceptions in proportion to his culture and social
gender. Advertising campaigns aim to attract new customers and maintain existing customers, so it must be ensured that the
advertisement is characterized by all the factors affecting the behavior of the electronic consumer (Pelsmacker, 2022). Also,
defined as the direct impact on the viewer, so colors, music, or a logo should be placed in order to draw the viewer’s attention
and create a need for him, as the consumer, when he hears certain music or sees a certain color or logo, motivates him to
read the electronic advertisement and then make the purchasing decision and Build the new service (Heather, 2012).

Financial Services Development

The process of developing banking services seeks to improve and modify the characteristics of the banking service to suit
the needs and desires of customers, and in light of the fierce competition, banks have always turned to the continuous
development of the services provided to satisfy the needs and satisfy the desired desires in the market, so that the bank can
continue and grow in light of the fierce competition in order to maintain existing customers, especially in light of the latest
developments in information technology (Kunam, 2022). Financial services development has been defined as improving
and raising the quality of service in order to satisfy needs, satisfies desires, and makes it easier for the customer to carry out
his banking transactions (Arnous, 2016). Banks are required to study market trends, learn about customers’ problems and
find ideas that help solve this problem, as it is based on providing benefits to the customer and meeting his needs and desires,
and there are a number of ways to search for ideas (Kotler, 2017).

Financial Services Development Dimensions

Services Technology Used

It is the technical method used in the process of providing services to customers in an easy and fast way and with minimal
effort (Ghassan, 2010). It has been known as a set of modern technologies that help customers obtain services and provide
them to beneficiaries quickly and effectively (Mualla, 2021). The role of technology is very important in raising work
efficiency and customer satisfaction and achieving the best effectiveness in procedures and transforming them into modern
and advanced methods that help the service provider to deal with service recipients with ease and facilitate the service
recipients and save time and effort (Arnous, 2016).

Services Quality

They are the distinctive characteristics of services that make them able to optimally meet the declared or expected needs of
customers. The literature has differed to apply the concept of service quality (Phenq, 2016). It is defined as the features and
characteristics that characterize the service and be equal to the expectations of customers in order to satisfy their needs and
satisfy their desires. (Zhenhua, 2015). Quality is one of the sensitive matters for customers and the search for quality as the
basis for the purposes of comparison between competitors’ products leads to the final purchasing decision, and in order for
the bank to apply the concept of total quality in its services provided, research and development must study the consumer
and purchasing behavior of customers and know the expected quality for them until They can equate expected quality with
perceived quality (Kotler, 2017).
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Services Diversity

It was defined as a variety of banking services provided to customers so that each banking service has specific characteristics
and specifications and is directed to serve a specific category of customers with specific characteristics, needs, and desires
(Hirsha, 2015). It has also been defined as a variety of services aimed at meeting the needs and desires of different customers
by increasing service lines and providing more services to the market (Allag, 2020). Diversification of services is one of the
very important strategies as it helps to maintain the bank in the market and helps to enter new markets and acquire the largest
possible market share by developing the company’s service mix and creating a large number of services to suit all customers
through either adding new services to the market New or through merging with other sectors and other organizations that
have different services and have served a completely different sector and increase the market share of the bank or by
developing the characteristics of the current service so that it can serve the entire sector, and this strategy is considered one
of the most widely used strategies (Al-Mahmudur, 2020). Banks prefer to target several sectors and categories, so they
prepare a mix of services and a marketing mix for each category since the same electronic advertising cannot be used in the
same category, as their behaviors are different and cannot be similar. Therefore, each target group must take its separate
marketing activity (Kotler, 2017).

Previous Studies

Martins et al. (2019), the study showed that there is an important role of web design quality, brand awareness, and advertising
value explains purchase intent. Al-Jassem (2019), the study showed a correlation and impact relationship for each element
of electronic advertising represented by its exclusion (type of advertisement, content of electronic advertisement, nature of
the sites on which the advertisement appears) in the mental image perceived by the customer. Doumi (2019), the study
showed an effect of electronic advertisements through social networks on the motives of purchasing among Jordanian
private university students, and that this effect came to a high degree, and it was found that it came in the first place the
suggestions and stimuli of electronic advertising, and secondly cam toe the technical output of the electronic advertisement,
and in the third-place came to the texts of the electronic advertisement, In fourth place came the credibility and confidence
of electronic advertising. Jalloul (2016), the study showed the effect of removing the electronic advertising adopted by Air
Algeria Corporation on the behavior of individuals exposed to the marketing advertising program.

Ayyash (2020), the study showed a positive effect on the development of banking services combined (service
specifications, service quality, technology used) in maintaining customer loyalty. Alwafe and Megdadi (2020), the study
showed a positive impact of mobile banking applications in achieving a competitive advantage. Nazal and Megdadi (2019),
the study showed that there is an impact of the application of customer relationship management in its dimensions: customer
retention strategy, value strategy, and management strategy towards customers in developing Jordanian telecom companies'
customer services by the sub-variables of (quality of service, diversity of services).

MATERIALS AND METHODS
Study Population and Sample
The study population covered all Jordanian commercial banks with total of (13) banks according to the official website of
the Central Bank of Jordan (2021). The research was limited to marketing departments in the main Jordanian commercial
banks, and the research sample consisted of all employees working in marketing departments in Jordanian commercial
banks, who numbered (409) employees, distributed as follows: (13) managers, (65) department heads, and (331) Marketing
employees, using the comprehensive survey method.

Study Tool

A special and administrative questionnaire was developed as the main tool for data collection, and the questionnaire
consisted of two parts: Demographic variables: (gender, age group, educational level, occupational level, and a number of
years of experience in Jordanian commercial banks), research variables and their dimensions: Electronic advertisements (ad
text Clarity of advertising content, advertising stimuli, technical output, and design), service development (technology used,
service quality, diversity of services), with a total of (35) items.

Tool Validity

In order to ensure the validity of the study tool, the internal consistency test Cronbach's Alpha was tested, and the test
showed that the values of all sub- variables were ranged between (0.83-0.95), where the validity of all sub- variables
paragraphs exceeded (0.80) which considered more than (0.60) according to (Sekaran, 2009).

RESULTS AND DISCUSSION
Arithmetic Averages and Standard Deviations

Table 1. Independent Variable: Electronic Advertising

item Sub- Variables Mean S.D Rank Sig. Degree
v advertisement content clarity 4.39 0.534 1 High
advertisement artistic design 4.36 0.564 2 High
£ advertisement stimuli 4.35 0.565 3 High
\ advertisement text 4.26 0.610 4 High
Overall Mean 4.34 High
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The results shown in table (1) showed that the advertising content clarity dimension was in the first place, with a
mean of (4.39) and a standard deviation of (0.534), with a high degree of importance. While the ad text dimension came last
with a mean (4.26), standard deviation (0.610 with a high degree, and the overall mean of the independent variable
dimensions was (4.34) with a high degree.

Table 2. Dependent variable: Financial service development

item Sub- Variables Mean S.D Rank Sig. Degree
1 Services technology used 4.27 0.584 1 High
Y Services quality 4.16 0.685 2 High
3 Services diversity 4.05 0.786 3 High
Overall Mean 4.16 High

The results shown in table (2) showed that the dimension of services technology used, which was ranked number
one, with a mean of (4.27) and a standard deviation of (0.584), with a high degree, and services diversity was in the last
rank with a mean (4.05), a standard deviation (0.768), and a high degree, and the overall mean of the dependent variable
dimensions was high (4.16).

Hypothesis Test
The main hypothesis: There is no statistically significant impact at the level of significance (a< 0.05) for electronic
advertisements with their dimensions (advertisement text, advertisement content clarity, advertisement artistic the

development of the financial services in its dimensions (technology used for services, quality of services, and variety of
services).

Table 3. A multiple linear regression analysis was used and the results

Dep. Var. Model summary ANOVA Coefficient
R R2 F DF Sig. Index. Sub. Var. B S.D t Sig.
F t

Financial 0.459 0.210 26425 | 4 0.000 advertisement text -0.009 0.091 -0.098 0.922

Services

Development
advertisement -0.233 0.133 -1.752 0.080
artistic design
advertisement -0.377 0.103 -3.665 0.000
content clarity
advertisement 0.902 0.104 8.698 0.000
stimuli

Table (3) showed that there is a positive impact of electronic advertisements with its dimensions in the development
of the financial services, and the correlation coefficient is (R = 0.459), which mains that the existence of a relationship of
correlation between independent variables and the dependent variable explained 21% of the variance in the dimensions of
dependent variables, and the rest is referred to other variables not covered by the research model, and the value of (F =
26.425) at the level of significance, which is equal to (sig = 0.000) and this confirms the significance of the regression at
the level of significance(0<0.05). Based on this result, the sub-hypothesis was rejected and the alternative hypothesis was
accepted.

First sub-hypothesis: There is no statistically significant impact at the significance level (¢<0.05) for electronic
advertisements with their combined dimensions in services technology used.

Table 4. Simple linear regression was used, and the results

Dep. Var. Model summary ANOVA Coefficient
R R2 F DF Sig. Index. Sub. Var. B SD t Sig.
F t
Services 0.327 0.107 | 44.044 1 0.000 Electronic 0.368 0.053 6.936 0.000
technology advertisements
used

Table (4) showed that there is a positive impact of electronic advertisements with its dimensions in services
technology used, and the correlation coefficient is (R = 0.327), which indicates that the correlation between the independent
variable (electronic advertisements) and the sub-dependent variable (services technology used) showed with a value of (R2
=0.107), the service’s technology the variance in the is referred technology used, while the rest is referred to other variables
not covered by the research model, and the value of (F = 48.044) at a confidence level equal to (sig = 0.000), and this
confirms the significance of the regression at the level of significance (¢<0.05), In addition to that the coefficients values
of (B) the of electronic advertisements showed (0.368) and the value of (t) is (6.931), with a statistical significance of
(0.000). Based on this result, the sub-hypothesis was rejected and the alternative hypothesis was accepted.
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Second sub-hypothesis: There is no statistically significant impact at the significance level (0=<0.05) for electronic
advertisements with its dimensions in service quality.

Table 5. Simple linear regression was used, and the results

Dep. Var. Model summary ANOVA Coefficient
R R2 F DF Sig. Index. Sub. Var. B SD t Sig.
F t
Services 0.171 0.029 | 12115 | 1 0.000 | Electronic 0.226 0.065 3481 0.001
Quality advertisements

Table (5) indicate that there is a statistically significant impact of electronic advertisements with its dimensions in
quality of services, and the correlation coefficient (R = 0.171), which showed a statistically significant correlation between
the independent variable (electronic advertisements), and the sub-dependent variable (service quality), and the value of the
coefficient is (R2 = 0.029), which explained 2.9% of this referring in the quality of services, while the rest is referred to
other variables not covered by the research model, and the value of (F = 12.115) at a confidence level equal to (sig = 0.000),
and this confirms the significance of the regression at the significance level (¢<0.05). It also appears from the table that the
coefficients that the values of (B) in electronic advertisements amounted to (0.226) and that the value of (t) was (3.481), and
with statistical significance equal to (0.001). Based on this result, the sub-hypothesis was rejected and the alternative
hypothesis was accepted.

Third sub-hypothesis: There is no statistically significant impact at the significance level (¢<0.05) for electronic
advertisements with its dimensions in services diversity.

Table 6. Simple linear regression was used, and the results

Dep. Var. Model summary ANOVA Coefficient
R R2 F DF Sig. Index. Sub. Var. B S.D t Sig.
F t
Services 0.156 0.024 9.954 | 1 0.000 | Electronic 0.236 0.075 3.155 0.002
Diversity advertisements

Table (6) indicates a statistically significant impact of electronic advertisements with its dimensions in services
diversity, where the correlation coefficient is (R = 0.156), which showed a statistically significant correlation between the
independent variable (electronic advertisements), and the dependent sub-variable (Services diversity), and the value of the
coefficient is (R2 = 0.024), which explained 2.4% of the variance in services diversity, while the rest refer to other variables
that not covered by the research model. Also, the value of (F = 9.954) at a confidence level equal to (sig = 0.000), and
confirms the significance of the regression at a significance level of (0.<0.05). It also appears that the coefficients that the
values of (B) in electronic advertisements amounted to (.236) and that the value of (t) was (3.155), and with statistical
significance equal to (0.002), which indicates that the impact of this dimension is significant and this means that the increase
in electronic advertising by one unit will lead to an increase in the diversity of services by 0.236. Based on this result, the
sub-hypothesis was rejected and the alternative hypothesis was accepted.

CONCLUSIONS
Findings

=  The arithmetic means of the independent dimensions shows that the (advertisement text) appeared with a mean of
(4.26), and the arithmetic means for the dimension (direction and artistic design) appeared with a mean of (4.36),
and the dimension of (advertisement of content clarity) appeared with a mean of (4.19), and (advertising stimuli)
appeared with a mean of (4.35).

= The arithmetic means of the dependent dimensions shows that the (technology services used) appeared with a mean
of (4.27), for the dimension (service quality) appeared with a mean of (4.16), and for the dimension (services
diversity) appeared with a mean of (4.05).

= A statistical positive impact of electronic advertisements with its dimensions (ads text, ads content clarity, ads
artistic design, and advertisement stimuli) in the development of the financial services with its dimensions
(technology used for services, quality of services, and variety of services). Based on this result, the hypothesis was
rejected and the alternative hypothesis was accepted. This result agreed with studies results of (Doumi, 2019; Nazal
& Megdadi, 2019; Alwafe & Megdadi, 2020).

= A statistical positive impact of electronic advertisements with its dimensions in technology services used, and the
result showed that the sub-hypothesis was rejected and the alternative hypothesis was accepted, and this result
agreed with the study result of (Doumi, 2019).

= The results of the second sub-hypothesis indicate that there is a statistically significant impact of electronic
advertisements with their combined dimensions in services quality, which indicates the existence of a statistically
significant correlation between the independent variable (electronic advertisements), and the dependent variable
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(services quality). Based on this result, the sub-hypothesis was rejected and the alternative hypothesis was accepted.
This result is agreed with the study results of (Nazal & Megdadi, 2019; Ayash, 2020).

= A statistical positive impact of electronic advertisements with its dimensions in services diversity. Based on this
result, the sub-hypothesis was rejected and the alternative hypothesis was accepted. This result is agreed with the
study results of (Alwafe & Megdadi, 2020).

Managerial Implication
Based on the study results it reached, the researchers make a set of recommendations, the most important of which are:
= Electronic advertisements are required to include recorded videos that explain the nature of financial services
within a clear content that highlights the benefits of those services and is designed and produced in technical
ways within attractive stimuli for customers of Jordanian commercial banks.

= Employing software specialized in directing and artistic design so that advertisements are designed within
methods that have innovative touches to be an entry point to influence the sensory perceptions of customers
in order to form motives interested in the content of advertisements for financial services announced to
Jordanian commercial banks.

= Using images, colors, and symbols with expressive connotations about the privacy of financial services and
their benefits mixed in technical ways to express the benefits of financial services announced in the texts and
content of electronic advertisements for Jordanian commercial banking services.

=  Following up on the extent of customers’ response to electronic advertisements for financial services to know
the extent of the influence of electronic advertisements in generating their interests and purchasing attitudes
to work on evaluating the effectiveness of advertisements and addressing imbalances to improve the level of
influence capabilities in persuading customers to purchase from Jordanian commercial banking services.

= Conduct periodic evaluations of the performance results of the efficiency of the effective electronic
advertisements in order to benefit from them in developing financial services. These results express the level
of acceptance and satisfaction with the services provided to them. These results provide the opportunity for
Jordanian commercial banks to improve their services in terms of quantity and quality in line with the needs
of customers.

= Taking advantage of electronic advertising and the technical capabilities that it enjoys through its digital
distribution channels for banking services, especially in light of the intensity of local and global competition
between Jordanian and foreign commercial banks, by improving and developing their financial services in
innovative ways that are able to raise their competitive capabilities.

Future Implication
The researchers recommend more of conducting studies that clarify the impact of electronic advertisements in improving
the products and services by using other variables and business organization environments.

Author Contributions: Conceptualization, W.A. and Y.M.; Methodology, W.A.; Software, W.A.; Validation, W.A.; Formal Analysis, W.A. and Y.M.;
Investigation, W.A.; Resources, W.A.; Data Curation, W.A. and Y.M.; Writing — Original Draft Preparation, W.A. and Y.M.; Writing — Review & Editing,
W.A. and Y.M.; Visualization, W.A.; Supervision, W.A.; Project Administration, W.A.; Funding Acquisition, W.A. and Y.M. Authors have read and
agreed to the published version of the manuscript.

Institutional Review Board Statement: Ethical review and approval were waived for this study, due to that the research does not deal with vulnerable
groups or sensitive issues.

Funding: The authors received no direct funding for this research

Informed Consent Statement: Informed consent was obtained from all subjects involved in the study.

Data Availability Statement: The data presented in this study are available on request from the corresponding author. The data are not publicly available
due to restrictions.

Conflicts of Interest: The authors declare no conflict of interest.

REFERENCES

Abed, Z. (2013). Advertising principles. Dar Al Yazouri Scientific Publishing Distribution, edition 2. p. 36.

Allag, B. (2020). Product Development and Pricing. Al-Yazuri Scientific Publishing and Distribution House, p. 42.

Al-Mahmudur, A. (2020). Impact of Mobile Marketing Advertising on Marketing Performance of Jordanian Health
Insurance Service Companies. Unpublished Thesis, Al-Albeit University.

Alwafe, S. M. K. A., & Megdadi, Y. A. (2020). The Impact of Using E-Services Application by Mobile Phones in
Achieving Competitive Advantage in the Jordanian Commercial Banks. International Journal of Research in
Business & Management, 2(1), 20-28.

Al-Zoubi, A. (2019). E-marketing in the twenty-first century. Dar Al-Yazuri the Operation for Publishing, edition 1. p. 16.

Al-Zoubi, A. (2014). Effective Advertising Engineering. University Book House edition. 1. p. 91.

Ayyash, R. (2020), The Impact of Developing Banking Services on Maintaining Customer Loyalty A Case Study of the
Loan Bank Algerian People - Mila Agency. University Center Abdel Hafeez Balsouf Mila, Algeria, 1st floor, p.
43.

Arnous, N. (2016). Mechanisms of administrative reform and service development. Delta for Publishing and Distribution,
edition 1, p. 23.

Al Mahmoud, S. F. A., Mikho Qelo, E. S., & Ramadhan Al-Sharvany, D. K. (2019). The role of the innovative value in

18



Al-Khalil & Megdadi, International Journal of Marketing Research Innovation 7(1) (2022), 12-19

comprising the mental image of the organization. Humanities Journal of University of Zakho, 7(1), 110-138.

Al-Jassem, H. (2019). The effect of electronic advertising elements on the perceived mental image of the organization a
field study on the buyers of electronic devices in the city of Damascus, Tishreen University Journal of Research
and Scientific Studies, 41(1).

Blakeman, R. (2022). Advertising Design, Routledge Publishers, edition 1, p.28.

Chitty, B. (2017). Intergrated Marketing Communication, Cengage Lerning PTY Limited, edition 1, P86.

Doumi, Q. (2019). The Impact of Electronic Advertisements Through Social Networks on Purchasing Motivations among
Students of Private Jordanian Universities, Unpublished Master’s Thesis, Amman Arab University, Amman,
Jordan.

Gharibi, S. (2012). Explain The Effectiveness of Advertising Using The ADIA Model. Interdisciplinary Journal of
Contemporary Research in Business, 4(2), 926-940.

Ghassan, Q. (2010). Technology Management, Dar Al-Manhaj, first edition, p. 20.

Heather, A. (2012). "Seducing the Subconscious” The Psychology of Emotional Influence in Advertising. 1st edition, Wiley
Blackwell, USA: NY. M.

Hirsha, S. (2015). Information Service Today, Rowman and Littofield Publisher, p.28.

Haida, A., & Rahim, H. L. (2015). Social media advertising value: A Study on consumer’s perception. International
Academic Research Journal of Business and Technology, 1(1), 1-8.

Jashari, F., & Burstein, V. (2017). Impact of social media on Consumer Behavior- A case of Kosovo. Journal of Knowledge
Management, Economics and Information Technology, 7(1), 1-17.

Jalloul, Z. (2016). The impact of electronic advertising on consumer behavior - an analytical study of the opinions of a
sample of Journalists of the website of the Air Algerie Corporation, Al-Maaref journal, 21.

Kotler, P. (2017). Marketing, John wiley & sons. Inc., hoboken, New jersey, edition 1, P.105.

Kunam, A. (2022). Security Analysis and Protfolio Management, SBPD Publishion, p.156.

Landa, R. (2017). Advertising by Design. Hindawi Foundation.P 21.

Mualla, N. (2021). Bank Marketing. Al-Yazuri Group for Publishing and Printing, p. 25.

Munawwar, M. (2020). Basics of writing an advertisement. Design House edition 1, p. 6.

Martins, J., Costa, C., Oliveira, T., Gongalves, R., & Branco, F. (2019). How smartphone advertising influences consumers'
purchase intention. Journal of Business Research, 94, 378-387.

Nazal, A., & Megdadi, Y. (2019). The Role of customer Relationship Management Strategies on Development Customer
Services of Jordanian Telecommunication Companies. American Research Institute for Policy Development, 7(2),
77-85.

Pelsmacker, D. (2022). Advaced interdiction to Advirtising, Edword Publishing, p.118.

Phenq, L. (2016). Service Quality for Facilites, Springer intrational Publisher Science, editionl, p.32.

Raab, G. (2016). The Psychology of Marketing, CRC Press Pblisher, edition 1, P230.

Sandkuhl, K. (2014). Enterprise modeting, Springer Interntional Publisher Science Technolegy, edition 1, P117.

Sekaran, U. (2009). Research Method for Business: A Skill Building Approach. 4th Edition, Wiley India, New Delhi.

Torresi, 1. (2020). Translating Promoation and Advertising Taxts, Routledge Publishers, edition 1, P94.

Zhenhua, Z. (2015). The Development of Service Economy, Springer International Publisher Science, Editional 1, p.254.

APPENDICES

Appendix: A: Figure
1 The study model
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Appendix B: Table Page
Independent Variable: Electronic Advertising results
Dependent variable: Financial service development
Arithmetic averages and standard deviations

A multiple linear regression analysis

Simple linear regression

Simple linear regression
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