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Abstract 

           The research aims to clarify the position occupied by e-marketing in improving the 

tourism service in the tourism agency under study and to know the extent of the use of 

technology and electronic communications and their impact in providing a good tourist 

service to the customer.The hypotheses were built on the test that there is a relationship 
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(correlation) of significant significance between e-marketing and service improvement in 

the tourism sector, and there is a significant effect of e-marketing and service improvement 

in the tourism sector. Statistical methods were used both frequencies and percentages, 

arithmetic mean, standard deviation, linear correlation analysis to summarize the data, 

while inferential statistics were used to examine the relationship between e-marketing and 

services in the tourism sector and the correlation of the research variables was analyzed by 

calculating the Spearman correlation coefficient for the correlation of ranks between the e-

marketing axis and the service axis in the tourism sector, and the five-gradient 

questionnaire was used as a tool to collect information about the research sample The 

questionnaire form was distributed to 70 employees, including 33 male and 37 female 

employees For the period 5/2/2023 to 15/3/2024 for a group of tourism companies in 

Baghdad, the statistical program SPSS was employed to extract the results, and one of the 

most important results of the research is the existence of a significant correlation between 

e-marketing and tourism service. One of the most important recommendations put forward 

by the research is the need to pay attention to new dimensions of e-marketing by building a 

long-term relationship with customers in order to achieve the highest loyalty for as long as 

possible, resorting to collecting and intensifying information about the customer to exploit 

it in a correct way to attract them and gain their loyalty by providing the appropriate 

services,  And maintaining tourism services and providing new services using modern 

methods and techniques. 

Keywords: - E-marketing , service improvement , tourism , Commercial activities, 

marketing dimensions. 
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(AL-ZU’BI, Khalid Naser ٌبحثا" بؼُٕا)"The Effect of E-Marketing on the 

Competitiveness of Tourism Firms: An Applied Study on Jordanian Tourism Firms during 

Corona (Covid-19) Pandemic Situation"

 "THE EFFECT OF E-MARKETING ON HOTELS AND TOUR TRAVELERS"  
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"Promoting tourism business through digital marketing  in the new normal era: a 

sustainable approach"

"E-Marketing in Tourism: A Necessity after COVID 19"  

"The E-Marketing Strategy Process in the Tourism Industry Case Study Kosovo and 

Albania"

 

TSIOTSOU, Rodoula H., VLACHOPOULOU, Maria 

"Understanding the effects of market orientation and e-marketing on service performance" 

 .الأداء يٍ خلال آنٛت يسدٔجت يٍ حٛث أَّ ٚساْى بشكم يباشر ٔغٛر يباشر ، يٍ خلال انخسٕٚق الإنكخرَٔٙ 
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  (PARANAGE & KENNEDY,2021,6)   
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 اوب انعمهيانج -انمحور انثانث :
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. 

]سايٛت،  

 [ 2023حٛهٕنج،

 [2023]سايٛت، حٛهٕنج،

 [2023، حٛهٕنج،]سايٛت

 

 الاجخًاػٙ( حٕزٚغ ػُٛت انبحث يٍ حٛث انُٕع 1جذٔل )

 انُسبت % انخكرار \انؼذد  انُٕع الاجخًاػٙ

 %47 33 ركر

 %53 37 اَثٗ

 %100 70 انًجًٕع

. 

 -2  

 ( حٕزٚغ ػُٛت انبحث يٍ حٛث انًؤْم انؼه2ًٙجذٔل )

 انُسبت % انخكرار \انؼذد  انًؤْم انؼهًٙ

 %3 2 دبهٕو

 %44 31 بكانٕرٕٚش

 %36 25 ياجسخٛر

 %17 12 دكخٕراِ

 %100 70 انًجًٕع
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 .  

- 3 : 

 ( حٕزٚغ ػُٛت انبحث يٍ حٛث انؼًر3جذٔل )

 انُسبت انًؤٚت % انؼذد / انخكرار انؼًر

 %11 8 سُت 30اقم يٍ 

 %43 30 سُت 40 -30

 %27 19 سُت 05 – 14

 %19 13 سُت فأكثر 50

 100 70 انًجًٕع

 اخخبار يسخٕٖ اًْٛت انًخغٛر انًسخقم) انخسٕٚق الانكخرَٔٙ( يٍ ٔجٓت َظر  افراد انؼُٛت-1      
 

 (اجاباث افراد انؼُٛت ػٍ يحٕر انخسٕٚق الانكخرَٔٙ 4جذٔل رقى )

 الفقرة

 الإجابة

الوسط 

 الحسابي

الانحراف 

 المعياري 

وزن ال

 النسبي

الاهمية 

موافق  النسبية

 بشدة
 محايد موافق

غير 

 موافق

غير موافق 

 بشدة

 ت ت ت ت ت

 قوية %87 0.666 4.39 0 0 7 29 34 1فقرة 

 قوية %86 0.603 4.31 0 0 5 38 27 2فقرة 

 قوية %86 0.756 4.33 0 0 12 23 35 3فقرة 

 ةقوي %88 0.651 4.44 0 0 6 27 37 4فقرة 

 قوية %83 0.673 4.16 0 0 11 37 22 5فقرة 

 قوية %85 0.674 4.26 0 0 9 34 27 6فقرة 

 قوية %81 0.751 4.04 0 0 18 31 21 7فقرة 

 قوية جدا %89 0.631 4.47 0 0 5 27 38 8فقرة 

 قوية جدا %89 0.607 4.47 0 0 4 29 37 9فقرة 

 قوية %82 0.760 4.13 0 0 16 29 25 11فقرة 

 قوية %87 0.641 4.37 0 0 6 32 32 11قرة ف

 قوية %82 0.700 4.13 0 0 13 35 22 12فقرة 

 قوية جدا %89 0.674 4.46 0 0 7 24 39 13فقرة 

 قوية %86 0.696 4.33 0 0 9 29 32 14فقرة 

 قوية %86 0.709 4.30 0 0 10 29 31 15فقرة 
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 قوية %84 0.679 4.21 0 0 10 35 25 16فقرة 

 قوية %84 0.714 4.20 0 0 12 32 26 17 فقرة

 (اجاباث افراد انؼُٛت ػٍ انخذيت فٙ انقطاع انسٛاحٙ 5جذٔل رقى )

 انفقرة

 الاجابت

انٕسط 

 انحسابٙ

 الاَحراف

 انًؼٛار٘

 

انٕزٌ 

 انُسبٙ

 

الاًْٛت 

 انُسبٛت

يٕافق 

 بشذة
 يحاٚذ يٕافق

غٛر 

 يٕافق

غٛر 

يٕافق 

 بشذة

 ث ث ث ث ث

 قٕٚت جذاً %89 0.720 4.34 0 1 7 29 33 18فقرة 

 قٕٚت %85 0.716 4.26 0 0 11 30 29 19فقرة 

 قٕٚت %88 0.627 4.43 0 0 5 30 35 20فقرة 

 قٕٚت %86 0.705 4.29 0 0 10 30 30 21فقرة 

 قٕٚت %87 0.634 4.34 0 0 6 34 30 22فقرة 

 قٕٚت جذاً %89 0.673 4.44 0 0 7 25 38 23فقرة 

 قٕٚت %87 0.679 4.34 0 0 8 30 32 24فقرة 

 25فقرة 
 قٕٚت 85% 0.563 4.27 0 0 4 43 23

 قٕٚت %87 0.743 4.36 0 0 11 23 36 26فقرة 
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 27فقرة 
 جٛذة 79% 0.778 3.94 0 0 23 28 19

 قٕٚت %83 0.694 4.16 0 0 12 35 23 28فقرة 

 قٕٚت %80 0.788 4.04 0 0 20 27 23 29فقرة 

 قٕٚت %87 0.703 4.36 0 0 9 27 34 30فقرة 

 31فقرة 
 قٕٚت 85% 0.716 4.26 0 0 11 30 29

1- 

 

 ( نمعىوية انعلاقة بيه محور انتسويق الانكتروويT( قيم معامم ارتباط سبيرمان واختبار )6جدول )

 ومحور انخدمات انسياحية

 انخذيت فٙ انقطاع انسٛاحٙ

     (y) 

(x)              

 انخسٕٚق الانكخرَٔٙ           

 انذلانت ( انًحسٕبتTقًٛت ) (rيؼايم ارحباط سبٛرياٌ )

0.728** 2.601 
 دال يؼُٕٚا

 

 1.984( = 98( ٔدرجت حرٚت )0.05( انجذٔنٛت ػُذ يسخٕٖ يؼُٕٚت )Tقًٛت )
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 انسٛاحٙ(. 

2- 

 

 

 انًؼايلاث انًخغٛراث

Y X 

يؼهًت 

الاَحذار 

Beta 

( Fقًٛت )

 حسٕبتانً

يؼايم 

انخحذٚذ 

(R2) 

 

(R) 

 

 انذلانت

انخذيت فٙ 

 انقطاع انسٛاحٙ

انخسٕٚق 

 الانكخرَٔٙ
0.736 80.493 0.542 

 

0.736 

 دال يؼُٕٚا

 

 



                                                                                      

7170202
 

 
 
 
 

 

 

 

 

66     

 

 -2   . 

  -3

 5 

. 

 

2- 

 

 

 

 

 

 

.

 

 

 

 

 

 



                                                                                      

7170202
 

 
 
 
 

 

 

 

 

67     

 

 

 

 

 

 

 

-1  Deb, S. K., Nafi, S. M., & Valeri, M. (2024). "Promoting tourism business through    

   digital  marketing in the new normal era: a sustainable approach". European Journal of  

    Innovation  Management, 27(3), 775-799. 

 -2 MGODUKA, Siyasanga; KASEERAM, Irrshad; HEERALAL, Shalen. (2024)"A   

     Investigation  on The Extent of Usage and Challenges Faced by Tourism SMEs  

    Concerning E-Marketing:- Empowering Co-creation of Value", e-BANGI Journal. 

 3-Hefnawy, A. S. A., Rouby, I., & Morsy, N. (2023). "Analyzing the Role of Search   

    Engine  Optimization (SEO) as An E-Marketing Supportive Tool (Tourism Companie     

    Websites)". The Scientific Journal of the Faculty of Tourism and Hotels, Alexandria   

    University, Vol. 20,  Issue 1  

 4-Koliouska, C., & Andreopoulou, Z. (2023). "E-Tourism for Sustainable Development   

    through Alternative Tourism Activities". Sustainability, 15(11), 8485.  

5- AL-ZU’BI, Khalid Naser. "The effect of e-marketing on the competitiveness of tourism  



                                                                                      

7170202
 

 
 
 
 

 

 

 

 

67     

   firms: an applied study on Jordanian tourism firms during corona (Covid-19) pandemic  

   situation".(2022 ), Indian Journal of Economics and Business, 20.1: 237-257.  
 

  -6 GUPTA, Anjali; SHARMA, Disha. "THE EFFECT OF E-MARKETING ON  HOTELS    

     AND TOUR TRAVELERS".(2022) , Anusandhan The Research Repository  of GIBS    

     Volume 5, Number 1, November.  

  -7 RANI, Ritu; SINGH, Amit Kumar.(2022)." E-MARKETING IN TOURISM: A  

     NECESSITY AFTER COVID-19"  UGC Care Group I Journal ISSN : 0974-0066 

      Vol. - 82 No. 17 July – December.  

-8 RAMAJ-DESKU, Behrije; UKAJ, Fatos.( 2021), "The E-Marketing Strategy Process  in 

the Tourism Industry-Case Study Kosovo and Albania". Journal of Information and     

Organizational Sciences, 45.1: 137-169.    

-9 Paranage, C. B., & Kennedy, F. B. (2021). "Market orientation on tourism service      

    performance: the mediating role of e-marketing". Asian Journal of Economics ، 

    Business and Accounting, 20(4), 33-43.  

10 Dr. S. Victor Anandkumar " E-Tourism". (2021), (PONDICHERRY UNIVERSITY  ،A  

      Central University), DIRECTORATE OF DISTANCE EDUCATION.      

-11 TSIOTSOU, Rodoula H.; VLACHOPOULOU, Maria. "Understanding the effects of    

market orientation and e‐marketing on service performance".( 2011) , Marketing   

 Intelligence & Planning, 29.2: 141-155. 

 


