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Foreword

It is with great pleasure that I introduce this comprehensive work titled 
“Comprehensive Insights in Technological Sustainability, Education and Busi-
ness: Exploring Diverse Perspectives and Impactful Strategies.” In an era marked 
by rapid technological advancements and the growing importance of sustain-
ability and education in the business world, this book emerges as a timely and 
insightful resource.

With 23 chapters covering a wide array of topics, this book promises a deep 
dive into diverse perspectives and impactful strategies essential for navigating the 
complexities of the modern business landscape. The contributors, experts in their 
respective fields, have come together to offer a wealth of knowledge and practical 
insights that will undoubtedly benefit scholars, practitioners, and students alike.

As we embark on this journey through the intersections of technology, sus-
tainability, education, and business, I encourage readers to engage critically with 
the ideas presented, to reflect on the implications for our rapidly evolving world, 
and to consider how we can collectively shape a more sustainable and prosperous 
future.

May this book serve as a guiding light, illuminating new pathways for inno-
vation, collaboration, and positive change. I extend my gratitude to the authors, 
editors, and all those involved in bringing this valuable collection of work to 
fruition.

Prof Nidal Al-Ramahi 
President 

Zarqa University - Jordan
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between technology, sustainability, education, and business in the contemporary 
landscape.

With 23 chapters meticulously crafted by experts in their respective fields, this 
book offers a panoramic view of the challenges and opportunities that arise at the 
intersection of these critical domains. From innovative technological solutions to 
sustainable business practices and transformative educational approaches, the 
chapters within this book seek to inspire, inform, and provoke thoughtful 
discourse.

We extend our sincere gratitude to the contributors whose expertise and 
dedication have enriched this book and made it possible. May the insights shared 
within these pages spark new ideas, collaborations, and innovations that pave the 
way for a brighter tomorrow.

Best regards,

Editor 
Allam Hamdan 

Dean, College of Business and Finance, 
Ahlia University, Bahrain
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Chapter 1

The Impact of Innovation Marketing 
Elements on Consumer Loyalty: A Case 
Study for the First Engineer Company for 
Technology Solutions – State of Qatar
Mustafa S. Al-Shaikh a , Mohammad T. Abu Al Wafa a ,
Mohammad Kanan b , Khaled Tawfeq Al Assaf a

and Ali Ratib Alawamreh a

a Zarqa University, Jordan
b University of Business and Technology, Saudi Arabia

Abstract

The purpose of this chapter is to know the effect of the elements of innovative 
marketing in achieving customer loyalty, and it includes independent vari-
ables of innovative marketing elements (innovative product, innovative dis-
tribution, innovative promotion, innovative pricing) and the dependent 
variable of customer loyalty. This was achieved through the descriptive 
analytical method was used by the researchers; because it is pertinent to the 
study’s purpose, a method for gathering data, a questionnaire was created. 
The study sample was selected from the customers of the First Engineer 
Company. It including (400) a questionnaire. The most important result 
mentioned there is an impact of the elements of innovative marketing 
(innovative product, innovative distribution, innovative promotion, innova-
tive price) on achieving customer loyalty to the First Engineer. The two 
variables have a high positive correlation with one another: 44% of customer 
loyalty is due to innovative promotion and the explanatory power of the price 
innovation variable amounted to approximately (27.4%). This indicates that 
the variable “innovative promotion” has the largest explanatory power on the 
dependent variable “customer loyalty achievement.” The study recommended
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conducting studies to identify innovative promotion methods and employ 
highly qualified and experienced cadres in the field of sales.

Keywords: Responsible consumption and production; innovation marketing; 
customer loyalty; first engineer company for technology solutions; innova-
tion pricing; Qatar

1. Introduction
In view of the rapid changes, the world is witnessing at all levels, the need for 
innovation has emerged to ensure survival in the markets and to achieve a 
competitive advantage. Innovative marketing is also considered one of the basic 
pillars of any development and excellence in the organization, as it allows for 
achieving a competitive advantage in order to win customer loyalty through the 
elements of the creative marketing mix due to its significance and advantageous 
effects on the organization. The elements of innovative marketing are innovative 
product, innovative distribution, innovative promotion, and innovative pricing 
(Abu Qahf, 2003). Innovative marketing is one of the most crucial strategies for 
overcoming obstacles, adjusting to modern advancements, and responding to 
shifting needs and demands in order to ensure client loyalty and happiness 
(Khult, 2014).

This study’s goal is to determine how innovative marketing strategies affect the 
First Engineer company customers’ loyalty, by clarifying the services provided 
and the extent of innovation in them. Innovative marketing is one of the most 
crucial contemporary marketing strategies that helps businesses grow their market 
shares, which has a direct or indirect effect on consumer loyalty, which is the 
intended outcome of this study, and provide services and create enduring rela-
tionships with clients. Hence, the present chapter attempts to answer the question: 
Do the elements of innovative marketing affect customer loyalty? From the 
foregoing, this is one method to formulate the study’s problem. Does the inno-
vative product, innovative distribution, innovative promotion, and innovative 
price affect customer loyalty of the First Engineer Technology Solutions 
Company?

This study’s goal is to determine the effects of innovative marketing elements 
(innovative product, innovative promotion, innovative distribution, and innova-
tive price) on customer loyalty.

2. Study Importance
The importance of scientific study is in introducing institutions and researchers to 
the concept of innovative marketing and clarifying its elements, due to its 
importance in the field of marketing research, which has become very dependent 
on this type of concept, in addition to providing libraries with research contri-
butions in the field of innovative marketing elements and their impact on 
customer loyalty. Regarding the useful aspect, the significance of the chapter
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appears due to the urgent need to conduct a case study for the senior engineer 
technology to make clear how innovative marketing affects gaining consumer 
loyalty.

3. Model of the Study
The model was created based on the studies of Al-Foqaha & Azzam (2021), 
Al-Shaikh (2013), Kyei & Bayoh (2017); Shahwan (2018), and Shahwan & 
Abdel-hamid (2020)) as shown in Fig. 1.1.

4. Theoretical Framework

• Innovative marketing: It is the creation and execution of a series of creative 
ideas, turning them into workable applications in one of the marketing mix’s 
components (Fadel, 2018). Innovative marketing is defined procedurally as the 
organization’s ability to create new ideas based on mixing the elements of 
innovative marketing in an innovative way that would develop marketing 
activities in the organization.

• Customer loyalty: Is a deep commitment by the customer to repurchase a 
specific product that he/she prefers, and this customer recommends others to 
buy it with a strong tendency, and does not switch from this product, even in 
the event of promotional methods aimed at distancing the customer from this 
product in favor of other products (Muhammad Mansour Abu Jalil, 2014). 
Customer loyalty is defined procedurally as the customer repeating the pur-
chase process from the same company and preferring its products, regardless of 
offers from competing companies.

• Innovation in the product: It is defined as the ability of the organization to 
provide products that are completely new or to make additions or adjustments, 
whether traditional or few, to current goods or improving them so that they 
differ from existing products to one degree or another. Product innovation is 
described procedurally as making changes within the product design or 
creating a unique new product (Murabai, 2016).

Independent variable                                             Dependent variable  

Innovative Marketing Elements

-innovative product 

-innovative distribution 

- innovative promotion 

-innovative pricing

Customer Loyalty

Fig. 1.1. Study Model.
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• Innovative price: It is defined as providing better quick offers to customers, and 
this expresses improvements in a way that exceeds competitors, which is 
reflected in the cost and thus in the price or is reflected in the quality at a cost 
that is less than the added value in favor of the customer. Innovative pricing is 
defined procedurally as the use of unconventional methods in pricing the 
organization’s products (Najm, 2003).

• Innovative promotion: It is defined as the effective tool in facilitating the 
exchange process, by informing customers about the company’s products and 
their nature, through its various means that would give a clear perception of the 
company, and the reality and importance of its products to customers. Pro-
cedurally, innovative promotion is defined as any modern marketing commu-
nication techniques using informing or persuading target audiences of the 
relative advantages of a product or brand (Saudi & Bougherra, 2015).

• Innovative distribution: It is defined as the action of sending goods to the 
customer or industrial user through groups of individuals and institutions 
through which the temporal, spatial, and possession benefit of the goods is 
created. Innovative distribution is defined as creating new and novel 
approaches in the process of getting things to consumers (Mualla & Tawfiq 
2015; Abu Jumaa 2003).

5. Previous Studies
The study of Yoo & Bai (2003) concluded that there is a large effect of innovation 
in the types of the marketing mix developed on the quality of hotel services, and 
this effect is due to marketing innovation in (the physical environment, marketing 
innovation in individuals, operations). The study of Bella (2019) showed the 
existence of a relationship between marketing innovations and its elements 
(innovation in the service product, pricing, promotion, distribution, physical 
environment, operations, individuals) which is a crucial part in strengthening the 
advantage over rivals, especially innovation in service product. And a study by 
Al-Akhras (2019) shows that innovative marketing contributes to the company 
obtaining a larger market share and increasing sales volume and profitability by 
meeting the desires of customers. Al-Sarhan (2015) concluded that there is a link 
between successful customer happiness and innovative marketing. A study by 
Tarif & Ben Sassi (2015) concluded that there was an effect of innovation in the 
elements of advertising and personal selling on the speed of spreading this new 
offer while there was no effect of the remaining two elements of stimulating sales 
and direct marketing on the speed of spreading the smartphone offer “Lenovo” 
among consumers. The study of Sadiq (2015) showed that most of the studied 
organizations are keen to acquire technological knowledge through the new 
products they offer to customers, as well as their interest in new customer trends 
through the information provided by innovative marketing. Al-Hawary and 
Ahmad (2018) and Eyad (2019)’s findings indicated that the improvement of 
effective communication and service quality is a key mediator for boosting loyalty 
to bank clients. Moreover, Marin Garcio et al. (2023)’s findings show that
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innovation in technology promotes sustainability. A lively component of the 
retailer’s reputation and customer happened is suggested to be sustainability. 
Depending on the commercial format, the strength of these connections may 
change. Alzoubi et al. (2022)’s findings corroborated all of our hypotheses, 
demonstrating that there a strong connection between using BLE technology to 
increase customer happiness, which encourages customers to become loyal to the 
business over time. Our research’s findings demonstrated how the usage of beacon 
technology in marketing techniques had a favorable impact on consumer 
happiness and loyalty.

6. Methodology

6.1 Population and Sample

The participants in the study were people who had used the First Engineer. As for 
the study sample, the study population was intentionally sampled, who are the 
customers of the First Engineer Company. To achieve this goal (400), the study 
population received questionnaires. A total of 341 questionnaires were found, and 
the retrieval of (59) surveys was unsuccessful, as the proportion of retrieving 
questionnaires reached (85%) of the overall questionnaires. Thus, the number of 
questionnaires that can be analyzed becomes (341).

6.2 Hypothesis

H0. No statistically meaningful influence exists (a # 0.05) in the elements of 
innovative marketing on customer loyalty. From the main hypothesis, we 
derive the sub-hypotheses:

H01. No statistically meaningful influence exists (a # 0.05) between the 
innovative product component and customer loyalty.

H02. No statistically meaningful influence exists (a # 0.05) between the 
element of innovative distribution and customer loyalty.

H03. No statistically meaningful influence exists (a # 0.05) between the 
element of innovative promotion and customer loyalty.

H04. No statistically meaningful influence exists (a # 0.05) between innovative 
pricing component and customer loyalty.

6.3 Testing Hypothesis

The main hypothesis (H0): No statistically meaningful influence exists (a # 0.05) 
of the elements of innovative marketing on loyalty of the customer. To verify the 
theory, a multicollinearity test had been. The outcomes are shown in Table 1.1:

The following key hypothesis was tested at the significance level of 0.05:

• When the computed F value was compared to the tabular F value, it was 
discovered that the calculated F value is (67.5) that exceeds its tabular value
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(2.42) and the fact that there is a statistically significant relationship between 
the independent factors added together and the dependent variable serves as 
evidence.

• Compare the test’s level of significance to the study’s approved level of sig-
nificance. To demonstrate a statistical effect’s presence, the level of significance 
for F reached (0.001), which is lower than the level of significance used in the 
study and has a value of 0.05, according to Table 1.1.

• As a result, the alternative is accepted and the primary null hypothesis is 
rejected: “There is a statistically significant effect at a significant level (a # 
0.05) of the innovative product element on customer loyalty to Al-Muhandis 
Company.”

• Is inferred by the value of R; to show that there is a relationship between the 
independent and dependent variables, through Table 1.1, the correlation 
coefficient was calculated to be (0.667), which is greater than (0.5) and shows a 
strong positive correlation between the independent variables (product inno-
vation, distribution innovation, promotion innovation, and price innovation) 
and the dependent variable (achieving customer loyalty) [24].

• The findings demonstrated that the independent factors taken together have 
explanatory power: (product innovation, distribution innovation, promotion 
innovation, price innovation), regarding the dependent variable (achieving 
customer loyalty) and its value (44.6%), and it was assumed based on the 
determination coefficient R 2 value of 0.446. The table also makes it obvious 
that the independent variables’ degree of significance value is significant. 
Innovation in product, innovation in distribution, innovation in promotion, 
and innovation in price) at the significance level are statistically significant 
(0.05), which are, respectively, (0.005, 0.001, 0.001, 0.085). In order to identify 
which of the independent variables is more explanatory for the dependent 
variable, the analysis of gradient line regression was employed, as the test 
arranges the variables descending from the strongest explanation to the

Table 1.1. Shows the Outcomes of the Investigation Using Multiple Linear 
Regression.

DV R R2 F Sig. IV B T Sig

Customer
loyalty

0.667 0.446 67.5 0.001 Innovative
product

0.153 2.813 0.005

Innovative
distribution

0.258 5.325 0.001

Innovative
promotion

0.196 3.569 0.001

Innovative price 0.092 1.725 0.085

Source: Author’s own.
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weakest; To show the variables that explain the most, then the least, the out-
comes of the linear gradual regression are shown in Table 1.2.

The outcomes of the test for linear regression in Table 1.2 indicated that the 
independent variables were divided into four groups classified according to the 
explanatory power of each group, approximately (42.4%). As for the third group, 
“innovation in the product” was formed into the “customer loyalty” variable and 
thus the explanatory ability of the second group increased to approximately 
(35.6%). As for the last of the groups, it was formed by adding the variable 
“innovation in price” to the group, customer loyalty, to raise the explanatory 
power to (27.4%);thus, the variable “innovation in price” is considered the least 
explanatory among the dimensions of the variable: “marketing innovation” over 
the variable: “customer loyalty.”

• First sub-hypothesis (H01): At the substantial level, there is no statistically 
significant impact (a # 0.05) of the innovative product component on customer 
loyalty to the engineering company. To test the hypothesis, a straightforward 
linear regression test was employed. The test results are shown in Table 1.3:

The estimated value of t is higher than the tabular t (1.96), as shown in 
Table 1.3; this proves that there is a large effect between the variable of product

Table 1.2. Results of the Stepwise Linear Regression Study to Test the 
Central Premise.

Model Innovative Marketing R R 2 F Sig.

1 Innovative product 0.597 0.356 187.514 0.001
2 Innovative distribution 0.651 0.424 124.527 0.001
3 Innovative promotion 0.664 0.441 88.49 0.001
4 Innovative price 0.524 0.274 128.165 0.001

Source: Author’s own.

Table 1.3. Results of the First Sub-Hypothesis’s Basic Linear Regression 
Test.

DV R R 2 IV B t
tabulate

T Sig.

Customer
loyalty

0.564 0.318 Innovative
marketing

0.507 1.96 12.567 0.001

Source: Author’s own.
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innovation and the variable of achieving customer loyalty. The significance level 
for the value of t was (0.001), which falls short of the value of the degree of 
importance intended in the study, which amounted to 0.05, and consequently, we 
accept the alternative hypothesis and reject the original sub-null hypothesis. 
“There is a statistically significant impact at a significant level (a # 0.05) of the 
innovative product element on customer loyalty to Al-Mohandes Company.” It is 
noted that there is a positive relationship between the “elements of innovative 
marketing” and the variable “achieving customer loyalty,” as the correlation 
coefficient was R 5 0.564, and the innovation variable in the product explains 
0.31.8% of the dependent variable, which represents the coefficient of determi-
nation R 2 5 0.318for the two variables. It is noted that the value of B 5 0.507 
indicates the amount of change that is expected to occur in the dependent vari-
able, if there is a change of one unit in the independent variable. We infer from the 
value of B that an increase of one unit in the variable “product innovation” 
corresponds to an increase of 0.507 in the dependent variable “achieving customer 
loyalty.”

• The second sub-hypothesis: H02 At the substantial level, there is no statistically 
significant impact (a # 0.05) of the element of innovative distribution on 
customer loyalty to the engineering company. The results of using a straight-
forward linear regression test are displayed in Table 1.4.

The table demonstrates that the computed t value exceeds the tabular t; this 
demonstrates that the relationship between the variable “innovation in distribu-
tion” and the variable “achieving customer loyalty” is considerable. The level of 
importance for the value of t was also (0.001), which falls below the value of the 
level of significance that the study intends to use, which equaled 0.05. Accord-
ingly, we accept the alternative theory while rejecting the second sub-null 
hypothesis: “There is a statistically significant effect at a significant level (a # 
0.05) of the element of innovative distribution on customer loyalty to the engi-
neer’s company.” It has been shown that there is a favorable correlation between 
“innovation in distribution” and the variable “achieving customer loyalty,” as the 
correlation coefficient was R 5 0.5 97, and the innovation variable in the dis-
tribution explains 35.6% of the dependent variable, and it represents the corre-
lation coefficient R 2 5 0.356 for the two variables. It is noted that the value of B

Table 1.4. Results of the Second Sub-Hypothesis’s Basic Linear Regression 
Test.

DV R R 2 IV B t
tabulate

T Sig.

Customer
loyalty

0.597 0.356 Innovative
distribution

0.595 1.96 13.694 0.001
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