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Online Apr. 25, 2025 making in selecting an Internet service provider from Orange Telecommunications
in Amman, Jordan. The variables analyzed in this study consist of online
marketing, personal sales, direct mail, and telemarketing. 425 surveys were
distributed to Orange Telecommunications Company customers in Amman, and
data were collected. The findings reveal that online marketing, personal sales,
direct advertising, and television marketing significantly impact consumer
purchase choices. Notably, online marketing emerges as the most influential factor
in consumer decision-making for online services. In light of these findings, it is
advisable for Orange Telecommunications Company to enhance its digital
marketing strategies by boosting its presence on social media, optimizing its
website, and implementing targeted online advertising campaigns. Furthermore,
the company should improve its personal selling techniques by offering thorough
training for sales representatives, personalizing content in direct mail marketing,
and regularly updating scripts while training telemarketing staff to maximize the
effectiveness of their efforts. Additionally, it is recommended that the company
engage in ongoing market research and invest in advanced analytics tools to refine
its marketing strategies and better address customer needs.
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1. Introduction

Marketers can foster personalized relationships with customers through direct marketing. However, due to time
and budget constraints, it is crucial to combine direct marketing with other indirect strategies, such as sales
promotions [1] [2]. These promotions are effective in driving specific behaviors that lead to the purchase of
products and services, thereby increasing brand awareness and encouraging customer identification and
retention [3]. According to Fill and Turnbull [4] [5], sales promotion provides "short-term stimuli to customer
buying activity." Orange Telecommunications Company is a leading provider of comprehensive communication
services in Jordan, offering fixed, mobile, and internet services to over 4 million customers. As a major player
in Jordan's ICT sector, Orange's success is partially attributed to the privatization of the Jordan Telecom Group,
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which sets it apart from competitors and strengthens the national economy. By leveraging its global brand
recognition, Orange Jordan has significantly enhanced the Kingdom's reputation in regional
telecommunications and achieved numerous milestones. In 2008, the company established a dedicated Techno
and Research and Development unit to deliver innovative solutions to Orange affiliates in 27 countries.
Additionally, Orange was the first company in Jordan to introduce 3G+ connectivity in 2010. The aim of this
research is to examine the impact of direct marketing strategies on consumer buying behavior.

The literature review focuses on understanding the evolution and effectiveness of direct marketing strategies in
driving consumer engagement and business success. This section will explore various aspects of direct
marketing, including its types, effectiveness, and strategies that can optimize customer satisfaction and influence
purchasing decisions.

1.1. Direct marketing

Marketing aims at selling more and earning more profit by pleasing customers through valuable offerings and
building strong relationships [6] [7]. Direct marketing and general marketing are the two broad types of
marketing. General marketing employs mass media such as television to reach a wide audience without regard
to individual preferences or characteristics [8] [9]. Direct marketing, however, is where the consumers direct
the manufacturer through a call, letter, or email to respond. This can involve using email, over-the-phone calls,
physical mail, and online platforms such as social media and mobile applications [10].

Direct marketers benefit from more customer-focused activities. One major benefit of direct marketing is
immediate response. Companies can encourage consumers to take action by giving them personalized deals or
content. For example, making a purchase or subscribing to a service. The effectiveness of any campaign can be
evaluated through key metrics such as its response rate, conversion rate, and consumer engagement [11]. Direct
marketing is capable of real-time tracking and optimization of campaigns, which makes it better than traditional
marketing.

Direct marketing generates a greater return on investment (ROI) thanks to its precision targeting strategies.
Marketers can use customer data such as demographics, purchasing history, and behaviors to craft messages
that are more likely to resonate with the recipients [12]. It ensures businesses do not waste resources on
disinterested consumers and are instead reaching the most promising prospects. Moreover, direct marketing
encourages customers to form strong bonds with the brand over the long run. These methods help get more
repeat business and get other customers through word-of-mouth. As customer satisfaction rises, businesses can
establish a more loyal customer base, leading to sustained profitability [13].

1.2. Online marketing

Online marketing is the process of using various techniques (activities) on the Internet to promote products and
establish long-term relationships with customers [14]. This method allows digital platforms to reach a wider
audience for one business at a time, but is simultaneously personal. Al-Shaikh and Khanfar [15] pointed out that
online marketing is customer-centric, and obtaining a response is the focus in order to engage consumers
intimately and personally. This includes email marketing, SEO, content marketing, and social media, which are
all designed to connect with the customers to get responses and build brand loyalty [16]. Online marketing is
an effective way for firms to maintain a close relationship with customers and gain real-time feedback.
Researchers [17] assert that rapidly evolving digital technologies have made online marketing such a powerful
tool to help firms stay close to customers.

1.3. Personal selling

The first contact between a salesman and customers is called personal selling. According to Fill [18], the main
advantage attached to personal selling is that it creates attention for the clients and leaves a lasting impression
on the client because it is a competitive world. Personal selling enables marketers to tailor their messages to the
distinct needs and preferences of individual consumers. This degree of personalization enhances clarity,
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minimizes miscommunications, and strengthens customer connections. Ismaeel et al. [19] see that customer
interaction is very important because, through them, useful inputs can be gathered, which can make the sales
approach effective. Salespeople can improve customers’ purchasing experience by engaging more with
customers, which would help them understand better. Businesses can use this information to create more
effective sales strategies, alter their messaging in alignment with specific customer goals, and assess the impact
of their messaging. Businesses can enhance their sales techniques by evaluating responses from various clients.
According to Khanfar et al. [20] and Ghaith et al. [21], the main benefit of personal selling is that it assists in
increasing the sales of an organization. However, conveying the same message through a personal selling
strategy helps promote customer loyalty and retention as a result of continuous and individualized
communication.

1.4. Direct mail marketing

Direct mail marketing has long been at the heart of communications in the B2B market. It helps grab attention,
enhances the credibility of the product, and simplifies the ordering process. Direct mail marketing is when you
send your marketing stuff directly to consumers [22]. This happens via traditional mail, catalogue, telephone,
the Internet, and through print media. This helps avoid the middleman [23]. The purpose of direct mail
marketing is to create personalized communication with consumers, potential customers, and other significant
interest groups to create a better relationship with them. When a business takes the time and trouble of sending
an offer message directly to the target customer to encourage a sale, they can expect a reasonably good response.
This generates leads with a high potential for conversion over the long term [24]. Also, it is possible to track
and analyze direct mail campaigns to measure their success, giving companies the ability to tweak for better
success. As channels have become digital, integration of digital tools such as email and online ads with direct
mail has made these campaigns more effective [25]. Direct mail, like personalized emails, still provides an
inexpensive option for organizations, allowing real-time communication and eliminating the burden of standard
mail [26]. Even as digital mediums grow, direct mail continues to establish trust with the audience. When
combined with digital, this media becomes far more effective [27].

1.5. Telemarketing

Telemarketing is a type of promotion which a sales activity occurs over the phone. According to Hunitie et al.
[28], there exists a process of telemarketing which takes place between an organization and potential customers
using a selected media for an interactive process towards effecting a response. It helps businesses engage
customers in real-time and customize the communication for direct selling. Ismaeel and Alzubi [29] mentioned
in 2020 that telemarketing offers the right offer, audience, and time. This allows the business to connect with
the most suitable customers, and this increases the chances of sales. If you wish to perform effective
telemarketing, you need to have the right customer information and a team that is best trained to respond to
product queries and close the sale in case customers hesitate. It is necessary to have the right customer data
along with complete product surveys for the marketing campaigns in the future. A lot of marketers use
telemarketing as a marketing tool. This works particularly in B2B markets as it allows quick, direct
communication. It can also be combined with other types of marketing and allow for more customization [30]
[31].

1.6. Consumer purchasing decision

Consumer purchase decision process has multiple stages that the consumer goes through before and after the
purchase of a product. In order to drive sales, marketers need to first influence the consumer's purchase
decisions. Understanding why consumers choose to buy through the consumption process and the benefits
consumers link with products is critical [32] [33]. According to Mohammad et al. [34], consumers go through
five stages of decision making when making a purchase: problem recognition, search, alternative evaluation,
purchase decision, and post-purchase evaluation. In the first stage, customers develop a need, which prompts
them to search for information regarding the solution to a problem. The stage after is alternative evaluation,
where people compare the alternatives based on their attributes, such as price, quality, etc. After that, the
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consumer makes the final purchase decision. At this stage, things like emotions, friends’ opinions, previous
experiences, etc., influence decision-making. When buyers purchase a product, they ultimately go through the
experience of “post-purchase behavior”. In other words, they can either feel satisfied or not after buying
something. The marketers develop a plan of action while understanding how buyers decide whether to buy or
not, alongside what they should expect [35].

1.7. Research framework

The purpose of the field study was to investigate the hypotheses arising from the literature review. The
researchers developed a model shown in Figure 1, which included various direct marketing tools (such as
internet marketing, personal selling, direct mail, and telemarketing) as independent variables and consumer
purchase decisions as dependent variables. This research paper focuses on four hypotheses:

H1: The impact of Internet marketing on consumer purchase decisions is significant.
H2: The impact of personal selling on consumer purchase decisions is significant.
H3: The impact of direct marketing on consumers' purchase decisions is significant.
H4: The impact of telemarketing on consumer purchase decisions is significant.

/_ Online marketmg
Persona] selling _\
Direct Marketing /_ l?uﬂrlf:r;?igé
Strategies \ H3 _/ Decisions
Direct mail
marketing

Telemarketmg

Figure 1. Research model

2. Research method

This section covers various aspects of research design, including target population, sample size, sampling
method, research hypotheses, questionnaire design, analysis method, and reliability assessment. The
guestionnaires were pre-tested with 45 Orange Company customers in Amman to gather feedback on clarity.
Some respondents felt that the wording was unclear, which required clarification. Overall, the results of the pre-
test showed that the questions were realistic and accurate. A representative sample was selected using
convenience sampling, which is often used in social science research and is suitable for statistical inference.
This method is also suitable for marketing the service. The survey targets all customers of Orange
Telecommunication Company in Amman. Of the 425 questionnaires distributed, 395 were returned and
considered valid for analysis. According to Sekaran and Bougie [36], 395 responses are sufficient for data
analysis.

2.1. Questionnaire design

The survey is structured into three sections. The first section gathers demographic information from participants,
including education, age, gender, income, and marital status. The second section addresses independent
variables such as online marketing, personal selling, direct mail marketing, and telemarketing. The third section
investigates the dependent variable, consumer buying behavior, using 21 questions. A Likert scale was
employed to measure both the independent and dependent variables, which is a standard approach in marketing
and social science research [37]. However, some researchers contend that a five-point scale can be just as
impassive.

2.2. Reliability test

Table 1 shows the results of the reliability assessment of the variables. It is clear that Cronbach's alpha
coefficients of all variables exceed 0.7, which corresponds to Haji-Othman and Yusuff’s [27] designed
reliability threshold and confirms the reliability of the variables.
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Table 1. Reliability analysis

Variables Number of Items Cronbach Alpha
Online marketing 4 0.870
Personal Selling 5 0.750
Direct mail marketing 3 0.805
Telemarketing 4 0.725
Consumer Buying Decision 5 0.760
Overall Performance 0.790

Table 1 shows Cronbach's alpha results for various marketing and performance-related variables, indicating the
internal consistency of the items used to measure each concept. Internet marketing (4 items, a=0.870) shows
high reliability, while personal selling (5 items, 0=0.750) and telephone marketing (4 items, 0=0.725) have
acceptable reliability. Direct advertising (3 products, 0=0.805) and consumer purchase decision (5 products,
a=0.760) also show good and acceptable reliability. Reliability for total performance with an unspecified
number of items is 0=0.790, indicating good consistency. Overall, Cronbach's alpha values range from 0.725 to
0.870, suggesting that the items for each variable are generally reliable and consistent across research [38] [39].

3. Results and discussion

3.1. Structure equation modeling

Referring to Table 2, the results revealed that there is no statistically significant impact of online marketing on
consumer purchasing decisions, and the R? is not statistically significant. However, the findings indicated a
statistically significant impact of personal selling on consumer purchasing decisions, with an R? of 0.064,
suggesting that personal selling can explain 6.4% of the consumer purchasing decision, making it the weakest
among the independent variables.

Table 2. The result of the hypothesis test

Variables  Unstandardized g Standardized R CR Pvalue
Online marketing 0.078 0.057 0.058 0.0034 1.372 0.170
Personal Selling 0.089 0.049 0.080 0.064 1.972 0.045
Direct mail marketing 0.210 0.044 0.220 0.0484 4.774 0.000
Telemarketing 0.582 0.044 0.594 0.352836 13.094 0.000
35
Online marketing 15

-51 o
08
Personal selling 1
.09
71
58

21 Consumer purchasing decisions

Direct mail marketing

67

Telemarketing

Figure 2. Simple regression results
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Direct mail marketing demonstrated a statistically significant impact on consumer purchasing decisions, with
an R? of 0.0484, indicating that direct mail marketing can explain 4.84% of the consumer purchasing decision.
Furthermore, telemarketing has a statistically significant impact on consumer purchasing decisions, with an R?
of 0.353, indicating that telemarketing can explain 35.3% of the consumer purchasing decision, making it the
variable with the highest explanatory power among the independent variables.

4, Conclusions

The researcher suggests that Orange Company realign resources, especially in terms of telemarketing, based on
the findings of the study. Telemarketing is a direct and effective way of reaching consumers; increasing
resources to this channel can be effective in gaining benefits. By doing this, Orange will be able to better satisfy
customer needs, respond quickly to inquiries, and ensure relevant answers. By taking a focused approach to
engage with customers, there will be an improvement in the satisfaction levels of customers, leading to a better
trust level and brand loyalty. In addition, by focusing on telemarketing, Orange can easily influence consumers'
buying choices. Using telemarketing means providing customers with tailored offers and information during
the decision-making process, which increases conversion. By resolving concerns and offering a clearer
explanation for a conversion, telemarketing provides an opportunity to attach effective solutions. Orange and
its customers will gain from this strategic change. The business has a chance to create strong relations, increase
loyalty, as well as retake a responsive and attentive approach. Customers will receive more personalized
attention, which will improve their experience. Moreover, strategic emphasis on telemarketing is anticipated to
enhance the market performance of Orange, particularly in Amman, where direct communication is greatly
valued. By enhancing customer engagement through telemarketing, the customer’s opinion will improve
company’s reputation and experience, resulting in better market performance in Amman.

To enhance the effectiveness of its direct marketing strategies, Orange Telecommunications Company should
prioritize telemarketing by allocating more resources and focusing on personalized engagement, as it has a
significant impact on consumer decision-making. Personalizing telemarketing efforts will enable the company
to better address individual customer needs and preferences, fostering stronger relationships and driving higher
conversion rates. Additionally, direct mail marketing should be optimized through content personalization and
integration with multiple communication channels to reach a wider audience and increase customer engagement.
Revitalizing personal selling efforts is also crucial, and Orange should invest in enhanced training programs and
digital tools that empower sales teams to provide more effective and targeted solutions. While online marketing
showed less influence in the study, it still warrants attention. The company should optimize its website for a
better user experience and implement targeted online advertising to improve visibility and attract relevant
customers. Furthermore, continuous market research and the collection of customer feedback are essential to
stay informed about changing consumer preferences and to adapt strategies accordingly. Investment in advanced
analytics will enable Orange to track performance, measure success, and fine-tune marketing campaigns. By
employing these strategies, Orange can remain competitive in the market and effectively meet the needs of its
customers.
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