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ABSTRACT

The study aimed to measure the impact of innovation in the communication message on
the financial customer relations of the companies listed in stock market in Saudi Arabia
"TADAWL", as well as to determine the level of significant difference in perception
level of innovation and customer relations according to demographics. The study
consists of two populations. The first is all companies listed in the Saudi stock market
"TADAWL" that apply marketing innovation. The total companies reached 38 in six
key sectors in the economy: consumer services, food retailing, food production, health
care, banks, and communications. The second population is all the customers of the
listed companies. The research methodology used a full survey method to collect data
from companies, and the convenience sample technique was used. Total of Customers

reached 500. The study concludes innovation in the communication message- content
and design — have a high degree of perception. The study also concludes a strong
positive impact of innovation in the content on financial relationships of the listed
companies in TADAWL. The statistical differences show significant differences in the
innovation in message design according to financial resources of innovation tended to
10% or more, and no such differences in the customer financial relationships according
to all demographics. Finally, the presented a set of recommendations that enhance the
innovation and financial relationships in the surveyed companies in Saudi Arabia.

Contribution/ Originality: The study reveals the importance of innovation in the content and design of

communication messages, which is one of the hot topics in the marketing communication field worldwide. The
study focuses on the big companies listed in TADAWUL Saudi Arabia, which has more than 1.388 customers. The
article assists the businesses managers understanding the effect of innovation in such messages on building financial

relationships with its customers.

1. INTRODUCTION

In today's fast-paced business world, innovation has become critical in determining a company's degree of
excellence. It factors for continuity and survival in the market, particularly in the rapidly changing business
environments (Distanont & Khongmalai, 2018). Innovation is not only vital for individual companies but also for
countries themselves. Many nations consider innovation necessary for economic prosperity (Dubcovd, Grancicovi,
& Hrusovskd, 2016). Saudi Arabia, for instance, has recognized the importance of innovation in its quest for
comprehensive development. It was among the first countries to adopt a technical innovation model based on
research and development to meet the requirements of economic growth. The Kingdom's commitment to research,

development, and innovation is evident in a package that includes all the inputs, outputs, and economic outcomes of

61
© 2024 AESS Publications. All Rights Reserved.


https://www.doi.org/10.55493/5006.v14i1.5054
https://orcid.org/0000-0002-1364-5639
mailto:aayyaf99@gmail.com
http://www.aessweb.com/

Journal of Asian Business Strategy, 2024, 14(1): 61-69

research and technical activities. This comprehensive approach to innovation has positioned Saudi Arabia as a leader
in the field and has helped pave the way for its continued economic growth and prosperity.

Many experts, including Drucker, consider innovation to be one of the essential tools for the success of any
project. It is also the most effective way to attract and retain customers. Schumpeter added that innovation is an
area for developing economic capabilities and potential of a country as well (Chen & Miller, 2012). Therefore,
companies' focus on developing their innovation-based activities may achieve market superiority and distinction,
avoid threats from competitors, reduce uncertainty in the external environment, enhance their image among
customers, and adapt them to the market's needs (Al Abdulkareem & Al-Nsour, 2021).

Marketing operations should always begin and end with customer interest and consideration. This approach
should be embedded in all levels of innovation management within an organization, as it is essential to the success
of the marketing function (Al-Sern, 2001). The marketing activity has benefited from information and
communication technology (ICT), allowing for the easy and cost-effective dissemination of information to all
audiences. It has significantly improved the ability of organizations to positively influence customers (Sreeja, 2020)
enhance their reputation and products, and overcome temporal and spatial barriers in markets (Qaid, 2017).

Numerous organizations have recognized the importance of innovation in their marketing efforts (Dubcova et
al., 2016). They strive to cultivate a culture of innovation and incorporate new ideas and concepts into all business
operations, including marketing research, product design and delivery, pricing, and distribution (Al-Nsour, 2019). It
demonstrates that innovation is not limited to a specific marketing function but encompasses all departments and
activities that contribute to creating a forward-thinking enterprise. Embracing innovation helps companies gain a
competitive edge by generating novel and entering new markets (Soleimani, 2007).

With technological advancements in the business environment, marketing communication has become an
essential activity that benefits from these developments (Alnsour, 2022). It has become increasingly important to
prioritize customer needs by implementing innovative strategies that improve communication with target markets
(Thomson & Ngugi, 2012).

The technical features, communication relationships, and content and form of communication tools should be
adapted to achieve this objective (Johne, 1999). Recent studies have shown that the innovation model in marketing
communication is becoming more expansive and includes crucial elements such as communication content, technical
development, value creation, business models, and target markets (Dagan, Rafi, Sia, & Dilla, 2021). However, to
achieve these benefits, it is crucial to establish a strong and positive link between customers and the organization.
Effective communication that prioritizes the customer's needs and desires must achieve this objective (Moreira,
Silva, Simdes, & Sousa, 2012).

Communication tools that prioritize privacy and meaningful dialogue are also essential (Chang, Wang, &
Yang, 2009). Therefore, innovation in marketing communication to develop client-oriented communication
activities that improve engagement with target markets. By strengthening the communication relationships with
customers, organizations can achieve their objectives by delivering value to their customers while satisfying their

needs and desires (Chang et al., 2009).

2. RESEARCH SIGNIFICANCE
The importance of this study can be explained in the following points:
1. There is a lack of scientific research that examines innovation in marketing communication and its relation to
customer relations in the Arab world, particularly in the Saudi market.
2. This study aims to highlight the impact of innovation in marketing communication on the competitiveness of

organizations, urging executives and officials to prioritize it in order to avoid the risk of exiting the market.
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3. LITERATURE REVIEW
3.1. Innovation in Communication

Effective communication requires innovative thinking and mental agility. For such purposes, new ideas and
innovative methods will be employed. The competitive environment requires more investment in and support for
creative capabilities, creating an environment ripe for cultivating and implementing new ideas. It will improve
business performance and expand their activities, resulting in high market shares. According to Zeng, Phan, and
Matsui (2015) marketing innovation is the most crucial method for achieving these goals. Therefore, companies
should invest in marketing innovation to ensure sustainable growth and success (Zeng et al., 2015).

As businesses evolve, communication innovation has become more than ever. It is now an encompassing aspect
of every company and its existing activities, used to improve product quality and focus on customer satisfaction
(Duan, Xie, Yuan, & Zhao, 2022). Abd, Musa, and Al Shahbawi (2023) Define innovation in communication as a
comprehensive approach to finding and implementing new ideas that improve product quality, productivity, and
marketing effectiveness. When successfully implemented, new communication ideas can lead to positive change,
making the organization a market leader and outperforming competitors (Vilaplana-Aparicio, Martin-Llaguno, &
Iglesias-Garcfa, 2023). Therefore, businesses must renew existing ideas, develop viable new ideas, and utilize
modern communication ways to create competitive value for the organization (Samuelsson, 2023). With
communication innovation at the forefront, companies can stay ahead of the curve, improve their product offerings,
and exceed their customers' expectations (Samuelsson, 2023).

In today's fast-paced business world, keeping up with the latest communication innovations is crucial for
success (Christensen, 1997). It involves incorporating new technologies to create valuable products using labor,
capital, materials, or information. The success depends on collaboration among departments and functions to
innovative communication that connects with consumers and networks (Ladipo, Akanbi, & Ismail, 2017). As
marketing methods evolve, direct consumer engagement is becoming increasingly important to establish lasting
connections. Additionally, organizations must also take into account their societal responsibility. By embracing

these changes, businesses can stay ahead of the curve and ensure continued success (Al-Nsour, 2019).

3.2. Importance of Innovation in Communication

Innovation in communication is a game-changer for businesses that want to stay ahead of the curve (Al-Nsour,
2019). By adopting a customer-centric approach, companies can design strategies to meet each customer's needs
(Amit & Zott, 2012). The result shows loyalty and financial gains increased (Samuelsson, 2023). From enhancing
messaging to developing non-traditional products that improve individuals' lifestyles, innovation in communica tion
can help businesses expand their reach and stand out in a crowded market (Dagan et al., 2021). With the help of
new technologies, companies can design customer-oriented retail strategies and effective marketing communication
strategies that resonate with their target audience. Don't fall behind the competition - embrace communication
innovation and take your business to the next level (Brennan, Tennant, & Blomsma, 2015).

The competition by businesses requires a better understanding of their customers, expanding reach, and
innovative marketing strategies. It includes developing creative packaging solutions, adopting effective technical
solutions, and crafting compelling sales techniques (Sepahvand, Nazarpoori, & Veisi, 2016). Since the 1950s,
customer empowerment and technological advancements have made it easier for competitors to swoop in and
capture market share. Businesses must embrace marketing innovation, providing multiple channels for
communicating with customers and establishing relationships. Gerrikagoitia, Castander, Reboén, and Alzua-Sorzabal
(2015) Pointed out the importance of indirect communication channels that don't allow businesses to connect with
customers effectively and stay out of competition.

Interaction has been a concern for companies for a long time (Ayub, Raisani, Iftekhar, & Mushtaq, 2014). It has

provided new sales tools to ensure successful and effective communication, surpassing traditional methods (Ahmed,
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Ahmad, Khoso, Arif, & Palwishah, 2014). The Internet has motivated customers to buy quickly (Chen, Lin, &
Chang, 2009). Interactive electronic applications have also solved business problems and provided direct and
indirect channels such as face-to-face contact, telephone, email, and networks (Distanont & Khongmalai, 2018).
Technology has imposed a focus on the speed of interaction, and technology-based marketing is a quick way to
effect change in product development and communication methods, which calls for innovations to improve sales and

revenue (Mutua & Ngugi, 2012).

3.8. Impact of Innovation on Financial Customer Relationships

Despite the extensive research, it found a few studies focused on creating innovative content in communication
messages (Sreeja, 2020). However, merging creative content has proven a successful marketing communication
strategy (Al Abdulkareem & Al-Nsour, 2021). Consequently, there is a pressing need to devise modern methods for
developing communication content that blends marketing, entertainment, and interactive tools (Tsekpoe, 2020). By
adopting a storytelling approach, brands can create messages that resonate with their target audience and promote
sharing, increase brand awareness, and reduce marketing costs (Yadava et al., 2022). Additionally, the use of
psychological associations in communication content is crucial, as it appeals to the rational and analytical side of the
brain. Traditional messages lack psychological analysis, and messages that combine psycho-neurological
associations are more effective. Therefore, it is imperative to incorporate psychological elements in communication
content to enhance its impact (Sepahvand et al., 2016). Fit communication content for each contact is a success
factor of the creative message strategy. Focusing on the content of communication messages from human to human
is one of the most common communication strategies (Samuelsson, 2023). Many brands have failed to tell
consumers, leaving them free to inform and search via social platforms (Olabamiji, 2014). The smarter message
must be more satisfied and targeted (Gustafsson, Snyder, & Witell, 2020). Improving the specific communication of
customers' needs, accurately identifying their personalities and preferences, and transforming them into unique
personal experiences (Ahmed et al, 2014). Presenting content harmonizes communication tools, and brand
communication messages must balance its visions with consumer preferences (Hadi & Ebrahimpour, 2014).

In general, innovation in the communication message depends on several elements: excellence, story, unusual,
and authenticity (Isaksen & Puccio, 1988). Seven key indicators include fluency, flexibility, authenticity, disclosure,
resistance, unusual perspective, and synthesis. The seven secondary indicators consist of empathy, provocative
questions, future orientation, humor, affluence, image relevance, imagination, expression of feeling, and emotion
(Gatignon, Tushman, Smith, & Anderson, 2002). Effective communication is through the design of a meaningful
message, and it is necessary to address the public at one level and to work to exploit the benefits of big data.
Therefore, innovation in the communication message is the indicative mark for shaping the brand's voice and suits
each segment in the market. A form of communication is verbal, non-verbal, and visual (Poyatos, 1992). The verbal
concept depends on written or operative communication. Non-verbal contact uses the body through attitudes, facial
expressions, eye contact, or objects such as clothing, supplies, and hairdressing (Dumbrava & Koronka, 2009).
Visual communication expresses visual assistance, sharing ideas and information visibly to the human eye (Knox,
2007). This connection may relate to two-dimensional images such as tags, printing, drawing, graphics design,
illustration, and electronic resources, and the connection can be classified according to the number of people

involved in the communication process (Frey, Botan, & Kreps, 2000).

3.4. Measurement

The study belongs to the descriptive research group and according to the field survey curriculum of Saudi
companies listed in the financial market (Tadawul). The number of companies studied that allocate financial budgets
for marketing innovation has reached 38. The audience also included all Saudi customers with actual dealings with

companies listed in Tadawul Saudi Arabia (Banks, Telecom, Consumer Services, Retail), estimated at 1.388.000 in
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Riyadh. The study used a comprehensive survey method for all research companies and applied a "prorated
intentional sample" method, numbering up to 500 people. In the end, 402 questionnaires were for end analysis.

The study used the five-point Likert Scale (strongly Agree, Agree, neutral, Disagree, strongly disagree).
Response levels range between 1 and 5. The response level was "very high" has a value of (5), and the response level
of "very low" has a value of (1). The Alpha Cronbach coefficient measures the degree of reliability in the scale. The
statistical rule says that the permitted value of the test is no less than (60%). The results showed higher rates of
reliability than the permitted level of study variables (innovation in communication "0.816", financial customer

relationships "0.869).

4. TESTING HYPOTHESIS
4.1. There is A Statistically Positive Impact of Innovation in the Message on the Customer Financial Relationships in the

Listed Companies in Tadawul at the Level of Statistical Significance of 5%

Table 1 shows that all sub-independent variables (innovation in message content and design) have affected
customer financial relationships. This result is by the statistical rule comparing the computed and tabulated
significance level (5%). The estimated B parameters show the positive relationships between all independent
variables and customer financial relationships in companies. Innovative content in the communication message
greatly impacted customer financial relationships with factor (0.29). Innovation content in message design also has
less impact on customer financial relationships (0.131). We also find that the overall variable (innovation in the
communication message) positively affected customer financial relationships (0.694). The innovation in the
communication message explained about 48.2% of the variation in the customer financial relationships. To test the
hypothesis, and based on the results of ANOVA, the calculated significance level (0.039) is less than 5%.
Accordingly, there is a statistical impact of innovation in the communication message on the customer financial
relationships in the companies listed in TADAWUL. So, the hypothesis can be accepted.

The current study has confirmed the results of the Askul (2020) shows a statistical impact of innovation in
message on the customer's perceived value. It is consistent with Abdawi (2016) which focused on innovation in
communication, and building customers' value. The results of the Olymat (2019) also indicated a statistical impact
of customer relationship management on the competitive advantage of commercial banks in Jordan. Shadifat (2019)
added that the Social Relations Department impacted the customer loyalty of Islamic banks in Jordan. The study
recommended the importance of a customer complaints unit for the banking services quality, the rapid resolution of
problems, and the online networking site. Finally, the Al-Nsour (2019) study agreed that competitive intelligence

and its determinants were sources of innovation in marketing communication activities.

Table 1. Fires hypothesis results.

Unstandardized Standardized
Variable coefficients coefficients T Sig. Decision
B Std. error Beta
Constant 4.408 0.730 —— 6.037 | 0.000 No hypothesis )
Innovation in content [ 0.29 0.011 0.033 3.264 |0.020 | Supported hypothesis :
Innovation in design | 0.131 0.510 0.118 4.867 [0.039 | Supported hypothesis
Other statistical results R=0.694 (5)1(33—9 6.820 R square = 0.4:82

Dependent variable DV: Financial bonds.

4.2. There Are Statistical Differences in the Innovation in the Communication Message According to the Sector, the Campaign
Size, and the Balance of Marketing Innovation
ANOVA variance analysis to identify differences in the level of innovation in the communication message

because the answer options were more than two. The statistical rule says the difference in the level of innovation in
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the message if the computed statistical significance of the variable is less than 0.05. To determine the direction of
statistical differences; the Scheffe test will apply racking natural distribution. Table 2 indicates no statistically
significant differences in the message content based on all demographical variables (sector, company size, marketing
innovation balance). It also showed no statistical differences in the level of innovation in the design of the message
according to the difference in the labor sector and the company's size. Differences have emerged according to the

difference in the balance of marketing innovation. By testing Scheffe, differences tended to companies that allocate

more than 10% of profits for innovation purposes.

Table 2. Second hypothesis results.

Variable Sub variable F Sig. Decision
.. Sector 1.012 0.427 | No statistical significant differences
Innovation in - — 2 -
Company size 0.088 0.916 | No statistical significant differences
content : n — — -
Innovation expenses/ Profit ration| 1.226 0.319 | No statistical significant differences
Sector 2.835 0.065 | No statistical significant differences
.. Company size 1.948 0.158 | No statistical significant differences
Innovation in : - — —
Innovation expenses/ Profit ration There are statistical significant

design . .
J 2.968 0.034 | differences tend to companies allocate

more than 10% for innovation.

4.3. There Are Statistically Significant Differences in the Perception of Customer Financial Relationships by Sex, Age,
Education, Income, and Occupation

To identify the statistical differences in the perception of customer financial relationships with the listed
companies by sex, age, education, income, and occupation. The t-test to identify such differences because there are
two options for sex. ANOVA was also used to determine the differences in sample opinions because there are more
than two options as age, education, income, and occupation. The statistical rule says the difference in the perception
of customer financial relationships if the statistical significance of the variable is less than 0.05. Accordingly, Table

3 indicates no statistical differences in the level of customer financial relationships according to all demographics.

Table 3. Third hypothesis results.

Variable Sub variable F Sig. Decision
Sex 0.776 0.379 | No statistical significant differences
Customer Age level 0.551 0.818 | No statistical significant differences
financial Educational level 0.753 0.584 | No statistical significant differences
relationships Income 0.957 | 0.431 | No statistical significant differences
Occupation 0.517 0.724 | No statistical significant differences

5. FINDINGS AND RECOMMENDATIONS

The innovation in the message content was high depending on the arithmetic mean 4.03), with the approval of
70.7% of the sample. The analysis also suggests three items reflected very high importance for innovation in
message content. The content of the message focused on important implications that enhance the brand's reputation
and build a positive impression. We add that innovation in content includes information about the brand. On the
other hand, it found several implications on which the communication message depends and showed high
importance by linking content with influencers and social references in society, linking to a particular symbol or
event, or imaginary brand images. Finally, the communication message provides content related to customs and
traditions and uses stories and narratives in society.

We add that the innovation in the message design has a high level according to the arithmetic mean (3.897),
with the approval of 68.4% of the sample. Several items reflected very high importance in the message design. This

design demonstrates brand and attention to the innovative interactive aspect. The items reflected a high level of

66
© 2024 AESS Publications. All Rights Reserved.



Journal of Asian Business Strategy, 2024, 14(1): 61-69

innovation in the message design. It consists of Sentiment, new artistic values, and symbols such as infographics.
Listed companies have also used music and audio effects, harnessing artificial intelligence and au gmented reality AR
techniques and humorous templates.

The results showed that the level of customer perception of financial relations in the research companies was at
an average level, according to the value of the average calculation (3.216), and with approval of 39.8% of the sample.
Although the order of financial phrases varied, they were all moderated. It found care about targeting old customers
with marketing campaigns and providing easy ways to pay financial obligations. It found various options to buy and
special prices for new customers. The research companies also offered price incentives and discounts to customers
and adjusted their prices continuously according to market conditions. We also add their attention to differentiate
the price between segments, lower prices than competitors to frequent customers, and provide programs to loyal
customers. The listed companies have fit prices to the purchasing power of customers.

We note that all sub-independent variables (innovation in the message content and design) showed a statistical
impact on customers' financial relationships. Positive relationships between all independent variables and the
customer's financial relationships were proved. Innovation in the content message has a high effect on financial
relationships. Those variables explained 48.2% of the variation in customers' financial relationships. This result
confirms the effect of innovation in the message on the financial relationships with the companies listed in Tadawul
in Saudi Arabia.

Finally, the results showed no differences in the level of innovation in the content of the communication
message according to regulatory variables (sector, company size, balance of marketing innovation). It found that
statistical differences in the innovation in the message design proved according to the innovation expenses / Profits
ratio in listed companies exceeds 10%. It also revealed no statistical differences in customers' financial relationships
according to all the demographics.

Accordingly, the study recommended structured and planned institutional work to implement innovation and
design a clear, precise, and objective strategy. Coordination, integration, and communication among internal
departments related to innovation in companies is a massive need. A regulatory policy is urgently needed to support
the company's innovation, create a supportive organizational culture, and reduce resistance to change and
organizational development. The physical, human, and moral capabilities of innovation and the appropriate methods
for new communication ideas are urgent. Besides, the competent human competencies in innovation must be

attracted, supported, and empowered. It should be fit for a creative environment in the company.

Funding: This study received no specific financial support.

Institutional Review Board Statement: Not applicable.

Transparency: The author states that the manuscript is honest, truthful, and transparent, that no key
aspects of the investigation have been omitted, and that any differences from the study as planned have been
clarified. This study followed all writing ethics.

Competing Interests: The author declares that there are no conflicts of interests regarding the publication
of this paper.

REFERENCES

Abd, M. N, Musa, S. H, & Al Shahbawi, H. K. M. (2023). Inovative marketing and relationship improving the company's reputation: An
applied study at company Southern general cement / KUFA cement factory. World Bulletin of Social Sciences, 19, 142-155.

Abdawi, N. (2016). The contribution of innovative marketing to the value creation of the customer - study the case of a sample of customers of condor
electronics in the city of Biskra (Vol. 2). Algeria: Muhammad Khedar-Biskra University.

Ahmed, R, Ahmad, N,, Khoso, I, Arif, K, & Palwishah, R. (2014). Competitive intelligence and marketing effectiveness of organizations:
An investigation from Pakistan. European Scientific Journal, 10(18), 1565-1570.

Al-Nsour, 1. A. (2019). Planning of marketing communication activities in Jordanian pharmaceutical companies using the balanced

scorecard. Planning, 77, 1-9. https://doi.org/10.7176/nmmc/77-07

© 2024 AESS Publications. All Rights Reserved.


https://doi.org/10.7176/nmmc/77-07

Journal of Asian Business Strategy, 2024, 14(1): 61-69

Al-Sern, R. (2001). How lo create an innovative environment in organizations: Managing crealivity and innovation part two (Arabic ed.).
Damascus: Dar al-Reda for Publishing.

Al Abdulkareem, M., & Al-Nsour, I. (2021). Impact of the financial control of marketing communication activities on competitive
advantage of Saudi service organizations. EPRA International Journal of Economic and Business Review, 9(5), 1-13.

Alnsour, L. (2022). The impact of the use of electronic social platforms on the tribal behavior of the Saudi buyer during the coronavirus
pandemic. Journal of Administrative and Economic Sciences, Qassim University, 15(1), 102-132.

Amit, R, & Zott, C. (2012). Creating value through business model innovation. MIT Sloan Management Review, 55(3), 41-49.

Askul, M. (2020). The role of innovative marketing in achieving the customer's perceived value: The case study of Oredo Palestine-Gaza.
Unpublished Master's Thesis Islamic University of Gaza Palestine.

Ayub, A, Raisani, I, Iftekhar, H, & Mushtaq, A. (2014). Role of marketing intelligence by strategic function on organizational
performance: Evidence from Pakistan. dcta Universitatis Danubius Economica, 10(6), 48-57.

Brennan, G, Tennant, M, & Blomsma, F. (2015). Business and production solutions: Closing loops and the circular economy in
sustainability. In (pp. 219-239). London, UK: Routledge.

Chang, H. H, Wang, Y.-H, & Yang, W-Y. (2009). The impact of e-service quality, customer satisfaction and loyalty on e-marketing:
Moderating effect of perceived value. Total Quality Management, 20(4), 423-443.

Chen, M., & Miller, D. (2012). Competitive dynamics: Themes, trends, and a prospective research platform. Academy of Management
Annals, 6(1), 135-210.

Chen, Y., Lin, M,, & Chang, C. (2009). The positive effects of relationship learning and absorptive capacity on innovation pe rformance
and  competitive  advantage in  industrial = markets.  Industrial ~ Marketing  Management,  38(2), 152-158.
https://doi.org/10.1016/j.indmarman.2008.12.003

Christensen, C. M. (1997). The innovator’s dilemma: When new technologies cause great firms to fail. Boston, MA: Harvard Business School
Press.

Dagan, J. G, Rafi, M. R, Sia, Y. B, & Dilla, S. (2021). How business innovation affects a company to improve the organization,
entrepreneurship, and business model. Advances in Economics, Business and Management Research, 198, 98-102.

Distanont, A., & Khongmalai, O. (2018). The role of innovation in creating a competitive advantage. Kasetsart Journal of Social Sciences,
41, 1-7. https://doi.org/10.1016/]kjss.2018.07.009

Duan, J, Xie, R, Yuan, S, & Zhao, J. (2022). Review of the influence of marketing innovation on consumer behavior in digital economy.
BCP Business & Management, 23, 723-731.https://doi.org/10.54691/bcpbm.v23i.1432

Dubcovd, G., Grantitova, K, & HruSovskd, D. (2016). Innovation in marketing communication - current business theory and practice.
Studia Ekonomiczne. Zeszyty Naukowe Uniwersytetu Ekonomicznego w Katowicach, 280, 35-46.

Dumbrava, G., & Koronka, A. (2009). Actions speak louder than words— Body language in business communication. Annals of the
University of Petrosani Economics, 9(3), 249-254.

Frey, L., Botan, C. H,, & Kreps, G. (2000). Investigating communication. New York: Allyn & Bacon.

Gatignon, H., Tushman, M. L. Smith, W, & Anderson, P. (2002). A structural approach to assessing innovation: Construct
development  of innovation locus, type, and  characteristics. = Management  Science,  48(9), 1103-1122.
https://doi.org/10.1287/mnsc.48.9.1103.174

Gerrikagoitia, J. K, Castander, I, Rebén, F., & Alzua-Sorzabal, A. (2015). New trends of intelligent E-marketing based on web mining
for e-shops. Procedia-Social and Behavioral Sciences, 175, 75-83.https://doi.org/10.1016/).sbspro.2015.01.1176

Gustafsson, A, Snyder, H, & Witell, L. (2020). Service innovation: A new conceptualization and path forward. Journal of Service
Research, 23(2), 111-115.

Hadi, F., & Ebrahimpour, H. (2014). Investigating the relationship between technology intelligence and business performance.
Singaporean Journal of Business, Economics and Management Studies, 51(144:8), 1-9. https://doi.org/10.12816/0006795

Isaksen, S. G., & Puccio, G. J. (1988). Adaption-innovation and the torrance tests of creative thinking: The level-style issue revisited.

Psychological Reports, 63(2), 659-670.

68
© 2024 AESS Publications. All Rights Reserved.


https://doi.org/10.1016/j.indmarman.2008.12.003
https://doi.org/10.1016/j.kjss.2018.07.009
https://doi.org/10.54691/bcpbm.v23i.1432
https://doi.org/10.1287/mnsc.48.9.1103.174
https://doi.org/10.1016/j.sbspro.2015.01.1176
https://doi.org/10.12816/0006795

Journal of Asian Business Strategy, 2024, 14(1): 61-69

Johne, A. (1999). Successful market innovation. In: Tintelnot, C, Meifiner, D, Steinmeier, I. (Eds.), Innovationsmanagement. Innovations- und
Technologiemanagement. Berlin, Heidelberg: Springer.

Knox, J. (2007). Visual-verbal communication on online newspaper home pages. Visual Communication, 61), 19-53.
https://doi.org/10.1177/147085720707 1464

Ladipo, K. A. P, Akanbi, A. M,, & Ismail, T. A. (2017). The influence of marketing intelligence on business competitive advantage (A
study of diamond bank Plc). Journal of Competitiveness, 9(1), 51-71.https://doi.org/10.7441/joc.2017.01.04

Moreira, J., Silva, M. J,, Simdes, J, & Sousa, G. (2012). Drivers of marketing innovation in Portuguese firms. Amfiteatru Economic
Journal, 14(31), 195-206.

Mutua, M. T, & Ngugi, K. (2012). Influence of competitive intelligence on profitability of mobile telecommunication companies in
Renya. International Journal of Innovative Research and Development, 1(11), 229-205.

Olabamiji, O. M. (2014). Use and misuse of the new media for political communication in Nigeria’s Fourth Republic. Developing Country
Studies, 44), 92-102.

Olymat, G. (2019). Managing customer relations as an entry point for competitive advantage in Jordan's commercial banking sector. Unpublished
Master's Thesis. Al Bayt University. Al - Mafraq , Jordan. Arabic Edition.

Poyatos, F. (1992). Advances in non-verbal communication: Sociocultural, clinical, esthetic and literary perspectives. In (pp. 363—398).
Amsterdam: John Benjamins Publishing Company.

Qaid, L. (2017). E-promotion and its role in influencing consumer behaviour towards products provided by economic institutions - Algeria's case
study. Unpublished Doctoral Thesis, University of Qaddi Rabah, Raqla, Algeria.

Samuelsson, P. (2023). The effects of innovation types and customer participation on organizational performance in innovation types
and customer participation complex services. European Journal of Marketing, 57(18), 27-55.

Sepahvand, R., Nazarpoori, A., & Veisi, M. (2016). The effect of competitive intelligence on organizational performance through
orientation (Case study: Insurance companies Sanandayj). International Business Management, 10(7), 1280-1283.

Shadifat, F. (2019). The impact of social customer relations management on the loyalty of Islamic banks' customers in Jordan. Unpublished
Master's Thesis, Al Bayt University, Jordan.

Soleimani, M. (2007). Marketing innovation and its impact on improving the performance of the enterprise - examining the state of the institution of
cuddling by means. Unpublished Master's Thesis, Muhammad Boudiaf University in Maseh, Algeria.

Sreeja, K. (2020). Importance of effective communication in organizations. International Journal of Creative Research Thoughts, 9(3), 5383-
8386.

Thomson, M., & Ngugi, K. (2012). Influence of competitive intelligence on profitability of mobile telecommunication companies in
Kenya. International Journal of Innovative Research, 11(24), 229-241.

Tsekpoe, C. (2020). African traditional oath-swearing: An evaluation from a Ghanaian pentecostal perspective. E-Journal of Humanities
and Social Sciences, 1(5), 131-138.https://doi.org/10.38159/ehass.2020092

Vilaplana-Aparicio, M. J,, Martin-Llaguno, M., & Iglesias-Garcia, M. (2023). Communication and transparency of innovation: The case
of the valencian community (Spain). Systems, 11(1), 9. https://doi.org/10.8390/systems11010009

Yadava, A. K, Khan, I. A, Pandey, P, Aarif, M, Khanna, G., & Garg, S. (2022). Impact of marketing communication and information
sharing on the productivity of India’s small and medium-sized businesses (SMEs). International Journal of Health Sciences,
6(S2), 12745-12755.https://doi.org/10.53730/ijhs.v6nS2.8352

Zeng, J, Phan, C. A, & Matsui, Y. (2015). The impact of hard and soft quality management on quality and innovation performance: An

empirical study. International Journal of Production Economics, 162, 216-226.https://doi.org/10.1016/].ijpe.2014.07.006

Views and opinions expressed in this article are the views and opinions of the author(s), Journal of Asian Business Strategy shall not be responsible or
answerable for any loss, damage or liability etc. caused in relation to/ arising out of the use of the content.

69
© 2024 AESS Publications. All Rights Reserved.


https://doi.org/10.1177/1470357207071464
https://doi.org/10.7441/joc.2017.01.04
https://doi.org/10.38159/ehass.2020092
https://doi.org/10.3390/systems11010009
https://doi.org/10.53730/ijhs.v6nS2.8352
https://doi.org/10.1016/j.ijpe.2014.07.006

