
DOI: 10.4018/IJOM.2019010101

International Journal of Online Marketing
Volume 9 • Issue 1 • January-March 2019


Copyright©2019,IGIGlobal.CopyingordistributinginprintorelectronicformswithoutwrittenpermissionofIGIGlobalisprohibited.



1

The Mediating Role of Repositioning 
on The relationship Between 
Electronic Integrating Communication 
Marketing (E-IMC) and Loyalty:
The Case of Commercial Banks in Egypt
Hussein Moselhy Syead Ahmed, Faculty of Commerce, Kafrelsheikh University, Kafr el-Sheikh, Egypt

Ali Ahmed Abdelkader, Kafrelsheikh University, Kafr el-Sheikh, Egypt

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.
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