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ABSTRACT

Thisarticleaims todetermineandanalyze the impactofE-IMCon improving the
positioningtowardscommercialbanksinEgypt,andloyaltyaswell.Toaccomplish
theseobjectives,adescrptivemethod isused.360customersofcommercialbanks
in Egypt are randomly selected, which were selected for having used the internet
serviceofthesebanks.Thetotalresponseratewas86.4%.Theresultsshowedthat
thisastatisticallysignificantrelationshipbetweenE-IMCandthementalimageof
the customers towards the organizations to improve their image and increase the
achievementofloyaltytothebrandinthecommercialbanks.Examiningtheresults,
areliablemodelhasbeenfoundinmanagingthementalimageoftheorganizations
withtheircustomers.
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1. INTROdUCTION

Therapiddevelopmentofthedigitalbusinessenvironment,andafterInternetbecomes
ineverything related tohuman life, ithas led toachange in traditionalmarketing
communications.(Saranya&Nitha,2015)TheInternethasbecomethemainfocusof
communication,whetherthroughAdvertising,RelationsPublicorPromotion..Act.
(FarheenFatimaetal.,2015)Notonlythat,butthecurrentindicatorstowardsthefifth
generationoftheInternet,wheretheconceptof“Internetofthing”isthemainfocus
oftheadoptionofinstitutionsandorganizationsonmarketingcommunicationsisnot
anoptionbutaninevitablefactmustbeused,whetherusingSocialmediaorthrough
thewebsiteofthemarketerorbyusinge-mailorthroughmobilenetworksorother
meansofcommunication.Thus,integratedelectronicmarketingcommunicationhas
becomeanimportanttoolaffectingtheattitudesandbehaviorofcustomerstowards
productsandservices.(Djajadi,2016)

Therapidpaceofchangeinmarketingcommunicationshasprofoundlyinfluenced
the behavior of customers as a whole and specifically customer attitudes towards
productsinthisinteractivemarketspace.(Saadeghvazirietal,2013.)So,thisresearch
focusedontheimpactofE-IMConachievingcustomerloyaltytothebrand,tohighlight
thecustomer’smentalimageasanintermediatevariable.

Helpstounderstandcustomerresponsesacrossthedigitalenvironmentinsucha
waythatcommercialbankscanmakebetterstrategiestotargetandinfluencecustomer
behaviorsinamannerthatmaintainstheirloyalty;howtocreateapositiveimagefor
theminthepublicandtherebyincreasetheabilityofbankstoachievecompetitive
advantage.

Accordingly,ThisStudywasfocusedonthe intermediateroleofmental image
byRepositioningbetweenElectronicIntegratingCommunicationMarketing(E-IMC)
andLoyalty.ButthedirectrelationshipbetweenE-IMCandLoyaltywasstudiedin
thepreviousstudies.

1.1. Purpose of the Study
Theobjective is thedesired level of attainmentof any researchor studyor report
(MahtabN,2016),SoTheCurrentstudyhasSpecificobjectives:

• To identify the impact of integrated electronic marketing communication on
positioning.

• Toidentifytheimpactofrepositioningonloyalty.
• Toidentifytheimpactofintegratedelectronicmarketingcommunicationonloyalty.
• To identifyTheMediatedRolesofRepositioningonTherelationshipBetween

ElectronicIntegratingCommunicationMarketing(E-IMC)andLoyalty.
• ToKnowthelevelofimprovementofthementalimageofcustomersincommercial

banksandtheirdesiretoincreasethedeal.



 

 

21 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/the-mediating-role-of-repositioning-on-the-

relationship-between-electronic-integrating-communication-

marketing-e-imc-and-loyalty/218178

Related Content

The Mediating Role of Innovation in Strategic International Marketing
Ho Yin Wong (2014). Handbook of Research on Effective Marketing in Contemporary

Globalism (pp. 27-46).

www.irma-international.org/chapter/the-mediating-role-of-innovation-in-strategic-international-

marketing/111491

Strategies for Marketing an Academic Library in an African Setting
Sylvia A. Ogolaand Japhet Otike (2012). E-Marketing: Concepts, Methodologies,

Tools, and Applications  (pp. 609-617).

www.irma-international.org/chapter/strategies-marketing-academic-library-african/66621

Flow Experience and Consumer Willingness to Pay in Online Mass

Customization Processes
Nur Özer Canarslanand Gülfidan Bari (2022). International Journal of Online

Marketing (pp. 1-21).

www.irma-international.org/article/flow-experience-and-consumer-willingness-to-pay-in-online-

mass-customization-processes/288423

The Effect of the Marketing Strategy in Performance of the Pharmaceutical

Sector
Irene Samanta (2017). Socio-Economic Perspectives on Consumer Engagement and

Buying Behavior (pp. 278-289).

www.irma-international.org/chapter/the-effect-of-the-marketing-strategy-in-performance-of-the-

pharmaceutical-sector/176011

Integration of TAM, TPB, and Self-image to Study Online Purchase

Intentions in an Emerging Economy
Devinder Pal Singh (2015). International Journal of Online Marketing (pp. 20-37).

www.irma-international.org/article/integration-of-tam-tpb-and-self-image-to-study-online-

purchase-intentions-in-an-emerging-economy/127069

http://www.igi-global.com/article/the-mediating-role-of-repositioning-on-the-relationship-between-electronic-integrating-communication-marketing-e-imc-and-loyalty/218178
http://www.igi-global.com/article/the-mediating-role-of-repositioning-on-the-relationship-between-electronic-integrating-communication-marketing-e-imc-and-loyalty/218178
http://www.igi-global.com/article/the-mediating-role-of-repositioning-on-the-relationship-between-electronic-integrating-communication-marketing-e-imc-and-loyalty/218178
http://www.igi-global.com/article/the-mediating-role-of-repositioning-on-the-relationship-between-electronic-integrating-communication-marketing-e-imc-and-loyalty/218178
http://www.irma-international.org/chapter/the-mediating-role-of-innovation-in-strategic-international-marketing/111491
http://www.irma-international.org/chapter/the-mediating-role-of-innovation-in-strategic-international-marketing/111491
http://www.irma-international.org/chapter/strategies-marketing-academic-library-african/66621
http://www.irma-international.org/article/flow-experience-and-consumer-willingness-to-pay-in-online-mass-customization-processes/288423
http://www.irma-international.org/article/flow-experience-and-consumer-willingness-to-pay-in-online-mass-customization-processes/288423
http://www.irma-international.org/chapter/the-effect-of-the-marketing-strategy-in-performance-of-the-pharmaceutical-sector/176011
http://www.irma-international.org/chapter/the-effect-of-the-marketing-strategy-in-performance-of-the-pharmaceutical-sector/176011
http://www.irma-international.org/article/integration-of-tam-tpb-and-self-image-to-study-online-purchase-intentions-in-an-emerging-economy/127069
http://www.irma-international.org/article/integration-of-tam-tpb-and-self-image-to-study-online-purchase-intentions-in-an-emerging-economy/127069

