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Abstract

After the dramatic developments in the areas afdrand market jam with multiple and diverse comeani
and products as well as the strong competition amihrese companies to achieve profit, e-commerce
emerged as one of the means of modern commercectimatibutedsignificantly to change the future of
business and facilitating the process of buying salling online more efficiently leading tostrengththe
competitive position of companies through its rilemarketing electronic products, facilitating theocess

of obtaining products and services by customerspmtific time and reducing the cost of marketinghat
least possible limit.

The multiple marketing costs are an important dirthe total cost of the final product. Most comjesn
achieve their goals not only by production but abyomarketing their products properly. So, the iest in
marketing costs of and following all roads to cdnite to help the management in the process ofntan
and drawing up salespolicies to make it easiemtttrol costs and assist the department of makirtglking
the proper decisions related to the marketing d@gtiwhich heavily affect the level of company’s saland
earnings.

Keywords. communication, e-commerce, technology, marketirgj co

Introduction:

The concept of e-commerce has been changed, as dpetications did not provide an economical atigve
that can be spread only after the technologicaklbgnments in electronics and means of communicdtare
become available to enterprises and companies| ¢fpEs and sizes for being cheap, small and easisé.
These technological developments have been accoatpbhy administrative and regulatory transformagiom
telecommunications, which have led to the liberdlan of this important sector of many legislaticimat
monopolize its use and provide traditional servitest are limited to the use of telephone netwaaksl
insufficient attention to data transmission sersiesd other advanced services. The applicatiorieatrenic
commerce started in the early seventies of theckstury through several applications where thetmpopular
applications at the time is the application of &fetic transfers of funds, but the extent of thiplacation was
only limited to giant companies and enterprisese ®ther type of application, EDI, emerged, whicpanded
the application of e-commerce from financial trangas to other transactions and contributed toeiasing the
contribution of this technology to financial instibns, factories, retailers and other service wiEgions.

With the advent of the Internet in the ninetieshaf last century, it was emerged the use of e-cacerterm and
then the applications of electronic commerce sigaiftly evolved, the other reason that contributedhe
development of electronic commerce is the resulinofeased competition between companies and sirece
mid-nineties we have seen a lot of creative apfiting, Auctions and even virtual reality experiente the
extent that each large or medium-sized companyektablished an online site, then the applicatiows @her
uses of this type of trade have been spread owveh, as the sale and purchase of shares and tigkat) was
named the applications of wired and wireless coniaation.

The researcher found that the birth of electromimerce was in the mid-nineties and the late résedif the
last century and remarkably developed very fastr dffte year 2000.
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First Chapter
M ethodology of the study
1- Study problem:

The problem of the study is the emergence of aelaarcommerce as a milestone in the technological
development of information and one of the most irtgo means of reducing costs in general and market
costs in particular and that most companies sedledace the cost of the final product to the |gastsible
because of the direct impact on the company's salégrofits, and ways to reduce the cost, butay mot be
effective and influential for some companies thigceonic commerce allows through the marketingthef
company's products electronically to stimulate ératid increase sales of the company as well aspiwed of
marketing the company's products and reduce tideeffort and reduce marketing costs as much ashpess

2 - Theimportance of the study:

The importance of this study stems from the impuaof the variables that seek to show the natack a
substance of the relationship between the two maiiables of the study, electronic commerce andketarg
costs, to achieve coherence and intellectual aadtipal interaction between them and to show thgaich of
electronic commerce on marketing costs.

3. Objectives of the study:

1 —Introduce a conceptual and practical presentatiading with one of the modern concepts in thedfiel
information technology, which is electronic commeeend the parties and beneficiaries of them.

2 - Demonstrate the concept of marketing costs amaortant part of the total cost of the final prodand the
main characteristics of these costs and the ingrathe total costs and the level of profits of toenpany.

3 —State the nature of the relationship between #® af electronic commerce and marketing costs had t
impact of each other.

4- The hypothesis of the study:

H1: There is a statistically significant relationshigtween the use of electronic commerce and thectieduof
marketing costs.

5- Study boundaries:

- Spatial boundaries: The telecommunications companies in Jordan weseashby the researcher as
being the closest to achieving the objective ofstiuely and its hypothesis.
- Timeboundaries.This study was extended from 1/March/2017 unfiebruary/2018
6- Study M ethodology:

This study was based on the descriptive analytieethod. The logical analysis was based on the ¢tieal side
of the study while the statistical analysis waslihsis of the applied side.

7. Method of data collection and infor mation:

A. Theoretical side: The theoretical side of the study was based oeraksources:
- Arabic and foreign books, literature and periatic

- Research of Arab and foreign conferences.

- Theses. - World wide web.

B- Practical aspect: It adopted the following methods:

- Personal interviews: The direct questions included obtaining some ansdem the sample and explaining
some ambiguities to ensure accuracy in the answiérsse interviews contributed to obtaining inforimat
according to the study on one hand, and it expthioethe employeesthe concept of electronic comenand
marketing costson the other hand which made ieeémi the researcher to apply the practical side.
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- Official sources: The researcher relied on the records of the coynjparestigated and the availability of
documents and statistics in order toobtain the datbinformation required to serve the trends efdtudy.

- Questionnaire: Due to the nature of the study, the researchenddhat the questionnaire form is the most
appropriate means to achieve the objectives oftindy. The questionnaire was prepared according to tlee fiv
dimensional Likert scale as shown below:

Items Strongly | Agree | Neutral Disagree Strongly

agree disagree
Weight 1 2 3 4 5
Degree

Second Chapter
Theoretical framework
Marketing Costs

A- Concept of Marketing costs: The Chartered Institute of Management Accounte@i#|(A) defined
the marketing costs as "the costs of successivetipes and the process of preparing products and
ending the process of renewing the empty contaiwbes they can be reused.” (Bakri, 0220: 367).
Marketing costs were also defined as "the costavhge of products ready for sale and their trartsfe
the consumer”. (Cannon, 1996,65)
Matz & curry defined the marketing costs as "thespenses that start at the end of the manufacturing
costs, ie when the manufacture of the producteispteted and are in a salable condition and include
expenses related to the sale and disposal of dupts.” (Matz & Curry, 1972,33)
Moscove defined marketing costs as "all costs tireelated to the marketing of the company's
product until it reaches the consumer, such asagéoexpenses, salesmen's salaries, advertising and
distribution expenses." (Moscove, 1985, 85)
Here the researcher defined the marketing cost&has total costs related to the production and
marketing operations that the company bears uriproduct is ready for sale.
B-Characteristics of marketing costs:
The marketing costs are classified by charactesigtiat differ from the costs of production. Thesino
important of these characteristics are:
1. Most of the marketing cost items are indirect,ahhinakes it difficult to relate them to the costiué
final product by reversing production costs.
2. Marketing costs are influenced by multiple extérfaetors such as boom and bust times in the
market, changing consumer pattern, competition, éhmeergence of new products, and government
intervention with various legislations to limit i and export or to determine the prices of cartai
products.
3. Difficulty in determining the periodof timebenefig from marketing costs.
4. The difficulty of measuring the productivity of nk@ting costs at the degree of accuracy as the
nature of the marketing costs have a long-ternceffdnich embeds measuring their reliability oveatth
period.
5. Difficulty in splitting marketing costs as theyrg®ot be fragmented.
6-Multiple methods of analyzing and distributing reting costs on cost units because there are
different ways to analyze marketing costs as foflow
-Analysis by production lines: the analysis of mairkg costs based on the main products.
-Analysis by sales volume.
-Analysis by areas of sale: This analysis is dormmting to the geographical regions of the products
distribution.
-Analysis by salesmen.
-Analysis by customers: This analysis is done atiagrto the group of customers or depending on the
size of the transaction. (Davis, 1961, 259)

C. Marketing costs classification:

There are many methods that can be adopted in l&ssification of marketing costs because the
purpose of the classification of marketing cost®idetermine the cost of each of the various niarge
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activities of the company in order to tighten tleatrol and work to reduce them and fight waste and
loss in accordance with the objective of the mansge of the company.
According to this concept, marketing costs aasgified as follows:

1-Selling expenses: include administrative expenses, agents' commmssialaries of employees in the
sales department, insurance expenses, taxes avg.oth
2 - Distribution expenses: include the cost of storage and salaries of wsrlend the destruction of
buildings and expenses of shipping, water and ridégt (Sickle, 1974,572)
You can also functionality classify them as thddwing:
1- Financial costsithey include taxes and insurance where they aregetiato the total production
stock.
2. Storage costs: These include the costs of building occupancyijliamyx materials and the cost of the
warehouse records.
3. Cost of promoting sales: they include advertising, promotion, advertising amarketing research.
4 - The cost of order scollection: they include the cost of staff who prepare thieoshipping note.
5 -Thecost of packaging: it includes the cost of the product numbers fopstent.
6. Distribution and transport costs: These include the costs of transporting and Oisting products
to the consumer.
7. debtor accountscosts: The cost of preparing, mailing, and recording comsr payments.
8. Administrative costs include general supervisas, hospitality expenses and preparation expenses
(Moscove, 1985,87)

They can be classified according to their naturtobews:

Direct marketing costs. Costs that are directly related to the product ead be allocated and distributed
directly or related to the divisions or distribwgivegions that can be directly linked to a paréiculistribution
area or division. For example, packaging costsdénect marketing costs.The product that benefitednfthis
service as well as the costs of advertising andrigal of salesmen and insurance and all expenaegdh be
directly linked to a distribution area or a specgection.

2 - Indirect marketing costs: Those costs associated with more than one entigtivity, that is, common costs
between the distribution areas or between prodoctsetween the customer class such as water, ielggtr
management, sales services and depreciation shthe car. (Bakri, 0220: 367)

It can also be classified according to activitd as follows:

1. Fixed marketing costs: The costs that do not chanih the change in the volume of sales within the
available marketing power, often related to tinagher than to the sales volume such as the sat#rieanagers
and employees in the different departments of salasagement, rent of centers, marketing exhibitiond
stores, consumption of sales vehicles.

2. Variable marketing costs: These costs change #prwith changes in sales volume such as packaging
expenses, commission of sales agents, shipping ansdtsales transfers. (Raja by, 2003: 140).

Second: Electronic Commer ce:
A: The concept of electronic commerce
There are several definitions of electtamommerce can be summarized as follows:

1- "itis a new concept that explains the processetiing, buying or exchanging products, services an
information through computer networks, including thternet." (Murad, 2003: 44)

2- "itis a set of integrated business processesatigahandled by all events, institutions and irdirails
and rely on electronic processing. (Radwan, 1999: 1

3- "they are commercial transactions carried outubhoopen networks." (Abdel Rahman, 2009,23)

4-  The world of communications defines electronic amemnce as "a means of communicating
information, services or products via telephonesdirvia the Internet or through any electronic reéan
(Bassiouni, 2003)

5- Services define e-commerce as "a tool to meetésaas of companies, consumers and managers to
reduce the cost of services and increase theaiefiity and speed up service delivery." (Dempsyy/199
54)

6- The Internet has defined e-commerce as "a tratefiens the way for the sale and purchase of
products, services and information via the Intefr@ww.cuarab.com)
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However, despite the many definitions that dedth the concept of electronic commerce and the iplidity

of researchers' opinions, the researcher agredsthét definition of the World Trade Organization T@),
which defined electronic commerce as "the commeraaivity which includes the process of producing,
promoting, marketing, selling and distributing puots of goods and services through an electronic
communications network " they said. Where the nedea believes that it is the most comprehensivé an
accurate as well as the most related to the okgctif research and its main hypothesis.

B: Electronic commerce dealers:

1. Transactions between customers and companids: tfjpe of transaction involves individuals wholsel
products and services to companies (www.arablay.org

2. Transactions between customers and governmentig: This type of transaction has started t@ect@mnd
develop in the recent period. This type includemynactivities such as paying taxes by individuatsl a
electronic transaction fees (Abdel Hadi, 2000: 260)

3. Transactions between companies and governmenices: This type of transaction involves companies
reviewing the details of their work, the resourcssd, their outputs and the cash budget for thefadititate
their access by government agencies such as thauthority, or companies selling or providing seed to
government agencies. (Robbins & Jones, 2000, 39)

4. Transactions between customers: This type ofs#etion occurs when an individual sells a comnyodit
provides service to other individuals. Exampleshid are when a person places advertisements anibbsite
for the purpose of selling personal items or primgcexpertise, Online (Shaban, 2004: 49)

5. Transactions between government agencies: fJpis of transaction involves the exchange of datd a
information between government agencies and thedawion between them, and also includes the comiale
side through the provision of some government agenm display their assets for sale to other guwent
agencies through electronic commerce. (Noor.382200

6.Transactions between companies and other busimétsa/here this type of transactions between cangza
where one of the companies using information teldgyoand communication networks to obtain ordeosrir
other companies and the payment process. Thisafyransactions is the oldest and the most comyppest of
transactions. (Al Najjar, 1999: 16)

7. Transactions between companies and customeis:tylfe of transactions through the use of therieas
there are many commercial sites on this networkchvbffers all types of products and services tmpanies
through which the customer can make the purchadepayment, whether using credit card or cash paymen
delivery or any other method. (obbins& Jones, 2330,

8. Transactions between government agencies angaiges: This type of transaction involves the @néstion
of fees, procedures, regulations and online trdiecby government agencies through which comsacén
access them electronically (Radwan, 1999: 21)

A: The benefit of electronic commer ce
First: At the level of companies and institutions:

1.1t provides a great service to companies andtutisins in assessing the reality and efficiencyt®femployees
and the safety and effectiveness of its technidfahstructure and administrative rehabilitationgreoms.

2. It helps companies re-engineer their businessgsses and through this change the productivitsenéiors,
employees and administrators will jump to more th@a%.

3. It reduces the time between payment of moneyaandss to products and services.
4. It helps companies to increase their salesfggnily and clearly.

5. It reduces the cost of telecommunications. Titerhet is much cheaper than the value-added nletwor
(Rahala, Khasawneh, 2001: 34)

6. Electronic commerce expands the market to arriational scale. With little cost, any company ¢anl
more consumers, better suppliers and more conveméester and easier partners.
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7.1t reduces the costs of establishing, processiisgibuting, archiving and retrieving paper infaation.
8. It helps to create a very specialized trade.

9.1t allows inventory reduction by using the dravogess in the supply chain management system.isn th
system, the withdrawal process begins to obtaionangercial order by the consumer and the companyiges
the consumer with an order through appropriatetimenufacturing.

10. It helps to reduce the cost of labor in comesarEnd use e-commerce solutions instead of traditivade
and worked to cancel the range of jobs needed byeaies in large quantities and also require latgabers
of employees. (Qasrawi, 2001: 13)

2: At the consumer level:

1. E-commerce helps to understand the needs ajroess and therefore offers shopping options intfadrthem
in a wide range and this is a cycle of high satisfa with customers compared to traditional tradeowing
that the growing number of customers corresponasaie market space.

2. E-commerce helps to create a great incentivindoease competitiveness, andstimulate the intewést
researchers to find ways and methods of sophisticase of vouchers and electronic checks in addiio
improving the competitiveness of suppliers in tieddfof product quality.

3. Shortening the commercial cycle where the shigrigedirectly from the factory to the end consunvehich
saves costs and shortens the time for supplieagldition to meet the needs of consumers, espeakbdbtronic
goods such as magazines and newspapers in additibe associated reduction in prices.

4. It allows participation in virtual auctions.

5. It allows customers to exchange experiencesapiuions and to obtain advice from intermediariés the
Internet. (Nour, 2002: 39)

At the community level:

1. It allows some goods to be sold at cheap pricdbatdndividuals with low incomes can buy such
goods, which means they contribute to raising thedard of living of the whole society.

2. 2 It allows people living in the Third World couigs to own products and goods that are not availabl
in their countries of origin and can also obtaifvarsity degrees online

3. Electronic commerce facilitates the distributiorpablic services such as health, education and othe
social services at low prices and high efficiency

4. It allows the individual to work at home and redsitiee time available for shopping, which means less
traffic congestion in the streets and this helpetiuce the percentage of environmental pollution.
(Abdel Hadi, 2000: 261).

Thethird topic

Statistical analysis of the study:

The costs in the form were classified into four maariables in line with the problem and hypothesfighe

study and to achieve the objective of the studyresearcher used the five-dimensional Likert scatdch is

divided between the highest weight of the itenofsgty agree; given 5 degrees), to the lowest wesfthe item

(I agree, given 4 degrees, neutral, 3 degreaspngly disagree, given 2 degrees) to representtifier answer
fields. Then the table of repetitive distributicofsthe study variables adopted this type of tabldeshe purpose
of statistical analysis process to obtain the arétic averages, standard deviations, the reseaatd®adopted "
the arithmetic mean of premise (3) as a standardh&masuring and evaluating the degree obtained regpect
to the study variables. After processing the diadifanalysis, the arithmetic average and standaewxiations of
the responses were obtained as follows:

I. The costs of advertising and promotion: Tabl¥ ifdicates the statistical analysis of the respensf the
sample members of the study on the impact of tleeofiselectronic commerce on the costs of advedisind
promotion. The table includes the balanced calmriat standard deviations and relative importance.
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Table (1)
Advertising and promotion costs
Variable ltem The individuals’ responses Statistical indicators
S
Strongl | Agre | Neutra | Disagre | Strongl | Werighte | Relative [Standar
y agree | e I e y d average| importanc (deviatio
disagre e n
e
%
Costs of X1 20 50 15 35 0 3.46 69.17% [1.10
advertisin
g and X2 40 30 25 0 25 35 70.00% 15
promotion I3 50 25 | 20 25 0 383 | 7667% | 12
X4 25 35 30 15 15 3.33 66.67% 1.3
X5 0 0 50 20 50 2 40.00% 93
Weighted mean, standard deviation and relative itapoe 1.362
3.23 64.50% [1.36 5

The results in Table 1 show the following:

1. The weighted mean of the variable advertising promotion costs was (3.23) with a standard deviaof
1.36, and the weighted mean was greater than ttezian of test (ie, the mean arithmetic mean) 3)t (This
means that this variable is a clear variable fdividuals of the study sample .

2. The relative importance of this variable wassé4 .from the point of view of the respondents. Tikislue to
the strength of owning the sample of the studyetftect on the importance of the variable advertjsamd
promotion costs in the study society.

(X4, x3, x2, x1) 3. The variables (ie, they areajer than the criterion of the test) 3.33,3.83334%. The results
indicated that the relative importance of the abpaeagraphs was (69.17%, 70%, 79.67%, 66.67%). The
standard deviation coefficients of the items abaeee (1.10, 1.5, 1.2, 1.3) Indicating the strengftthe study
community to the above variables.

It has an arithmetic mean (2), a relative imparéaaf (40%) and a standard deviation (0.93), irtdigaa weak
adoption of the community (X5).

Second: Storage and Distribution Costs Table (2) showsdtagistical analysis of the responses of the study
sample members on the impact of using electroniengerce on the costs of storage and distributior. tble
includes the balanced calculations, standard demgand relative importance.
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Table(2)
Variable Iltems | The sample responses Statistical indicators
T
Strongly | Agree | Neutral| Disagree Strongly Weighted | Relative Standard
agree disagree mean importance | deviation
%

Storage X6 0 25 40 40 15 2.63 52.50% 0.9696
na X7 0 25 20 0 75 1.96 39.17% 1.3011
distribution [ x8 0 20 0 0 100 1.5 30.00% 1.142]
costs X9 0 10 0 0 110 1.25 25.00% 0.847
X10 0 10 40 35 35 2.21 44.17% 0.9771

Weighted mean, standard deviation and relative itapoe 1.91 38.17% 1.1522

Storage and distribution costs

The results in Table (2) show the following:

The mean weighted mean of the variable storagestomdge costs was (1.91) with a standard deviatigh.15).
It was found that the weighted mean is less thanctiiterion of test (ie, the mathematical mean)3)f The
relative importance of this variable was from tlwénp of view of the sample (38.17%).

The results of this variable show that the vagalfie, 2.63, 1.96, 1.5, 1.25, 2.21) respectiv8ly3( 3) ), the
results showed that the relative importance ofdhit=ns from the point of view of the members o #ample
of the study amounted respectively (52.5%, 39.130%p, 25%, 44%).

3. The coefficients of the standard deviationghaf above items (0.96, 1.3, 1.14, 0.84, 0.97). &hesults
confirm that the sample members agree on the waalafehe study community to adopt the above items.

Selling costs: Table (3) indicates the statistical analysis @& thsponses of the study sample members on the
effect of the use of electronic commerce on seltingts. The table includes the balanced accourgiagdard
deviations and relative importance.

Table (3)
Variable T The sample responses Statistical indicators
ems Strongly | Agree | Neutral| Disagreg¢ Strongly | Weighted | Relative Standard
agree disagree mean importance | Deviation
%
Selling X11 10 50 20 25 15 3.13 62.50% 1.227
costs X12 0 50 20 10 40 2.67 53.33% 1.3404
X13 15 15 50 10 30 2.79 55.83% 1.3181
X14 30 15 15 0 60 2.63 52.50% 1.7647
X15 60 10 10 25 15 3.63 72.50% 1.5829
Weighted mean, standard deviation and relative itapoe 2.97 59.33% 1.4834

Selling cost

The results in Table (3) show the following:
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1. The results indicate that the weighted meamefvariable cost of sales was 2.97 with a standavihtion of
1.4 and the weighted mean was lower than the mk€3).oThis means that the variable is an unknoariable
for the sample.

2. The relative importance of this variable is 39in their view. This is due to the low level etognition of
the study sample for the importance of the variabline working level of the study society.

(3.13, 3.63) with deviation (X15, x11). 3. The alkdd results of this variable indicate that thensliard clauses
were 1.22, 1.58 and the relative importance was5062 72.5%). This indicates the strength. The study
community adopts these two items.

(1.34, 1.31.1.76), and the relative importance¢heke ite,s from the point of view of the samplahaf study
which amounted to (53.33%, 55.83% and 52.5%). Thesdts indicate the weakness of the study comiytmi
adopt the above items.

Fourth: The costs of studies and marketing research: Téisleows the statistical analysis of the respon$es
the study sample members on the impact of usingfreleic commerce on the costs of studies and market
research. The table includes the balanced accauditicies, standard deviations and relative imparta

Table (4)

Costs of studiesand marketing resear ch

T The sample responses Statistical indicators
items
Variable Strongly | Agree Neutral Disagres Strongly|] Weighted Relative Standard
agree disagree mean importance deviation
%
costs of studies | X16 35 30 15 40 0 35 70.00% 1.2511
and marketing
research X17 0 20 40 15 45 2.29 45.83% 1.1602
X18 0 50 10 30 30 2.67 53.33% 1.274
X19 70 20 20 10 0 4.25 85.00% 1.0321
X20 50 40 25 5 0 413 82.50% 0.8999
Weighted mean, standard deviation and relative itapoe 3.37 67.33% 1.3593

Theresultsin Table 4 show the following:

The results show that the weighted mean of theablricost of studies and marketing research was\8ith a
standard deviation of 1.35 and it was found thatwieighted mean is greater than the mean arithmegan of
(3). This means that the variable is a clear vigiab

2 - The relative importance of this variable (62@3from their point of view, due to the high levet
recognition of the individual sample of the studytlee importance of the variable at the level ofrkvof the
society of the study.

The detailed results of this variable indicate the items (with a standard deviation of (1.250.89) and their
relative importance (70%, 85% (82.5%). This indésathe strength of the study society's adoptiothe$e
variables. It has achieved a decline in the weifjlar@thmetic mean (2.29, 2.67) with a standard atevi (X18,
x174). The results showed that the items (respalgtivl.16, 1.27) (45.83% and 53.33%). These resudlisate
that the study community is weak in adopting thevahitems.

Conclusion Include:
First:Findings:

1. The results of the study showed that the complm®s not seek to measure the effectiveness oftiing
using electronic commerce and seeks through thefuskectronic commerce in the marketing of itsqurcts to
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reduce the costs of advertising products with gttsrto reduce any cost related to the commerciariidement
and do not make a comparison between the amoueid sp the Ad campaign for their products and actde
results.

2. The results of the study showed that the complmes not seek to benefit from the advantagessioigu
electronic commerce in reducing the target cost.

3. The results of the study showed that the comtfanoyigh the use of electronic commerce, aimsdoese the
market share of its sales and sell its productegpetitive prices.

4. The results of the study showed that the compt®s not seek,through the use of electronic cocendo
reduce salaries, wages and rewards of salesmesatagirepresentatives of the company or reducexipenses
of sales management and travel expenses as vibk asovement of salesmen.

5. The results of the study showed that the comgas¥s,through the use of electronic commerceedoae the
salaries, wages and rewards of employeesof thedilagkResearch Department.

6. The results of the study showed that the compmimyterested in exchanging experiences and ominwith
customers and meeting the needs and requiremeatstimers and achieve the highest degree ofaettisf.

7. The results of the study showed that the compi@eg not take into account the issue of redudiagcosts of
research and marketing studies and reducing tleiesland bonuses of experts and consultants vgpiikin
marketing.

Recommendations:

1- The researcher recommends that the telecommiigricaompanies seek to measure the effectiveness of
advertising periodically by comparing the resulthiaved by the use of electronic commerce in abied their
products with the amounts spent for this purposd waworking to increase the level of awareness and
understanding of all employees of the company & dabncept of electronic commerce through estabigshi
programs and training courses.

2 - The researcher recommends that the telecomamiegpseek to pay attention to the advantages amefits
of using electronic commerce in reducing the cost lzenefit the company from the results of the iappibn of
electronic commerce in reducing costs of all kinds.

3- The researcher recommends that telecom compina@syh the use of electronic commerce, shouldced
the cost of studies and marketing researches adidceethe salaries, wages and bonuses of experts and
consultants working in the field of marketing tdesve the objectives.
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