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Abstract

This study aims to investigate the Impact of digital marketing on consumer Confidence: with a special reference
to Mediating of Al and information sharing in the telecommunication field in Jordan. This study is quantitative
and analyzes data collected from telecommunications companies in Jordan. The results indicate that social media,
online branding, online advertising and information sharing have a strong influence on consumer confidence
towards telecommunication; On the other hand, Al-driven customer relation also has an edge significantly. By
properly using these digital marketing strategies, telecommunications companies can earn the trust of their
consumers as well as influence them to make a purchase. This paper contributes to the understanding of digital,
online advertising and information sharing have a strong influence on consumer confidence towards
telecommunication; the research is limited to the telecommunications industry in Jordan, and the findings provide
valuable insights for future research in other sectors and geographic locations. The results offer practical
information for marketers and policymakers on how to leverage digital marketing strategies, information sharing,
and Al to build consumer confidence. The findings are relevant not only to the Jordanian telecommunications
sector but also to other markets looking to enhance consumer trust through digital marketing efforts.

Originality/value: This study investigates the combined impact in combination between digital marketing,
information sharing, and Al on consumer confidence within the telecommunications sector in Jordan. This model
presents a comprehensive view of understanding the interplay between digital marketing variables and consumer
trust.
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Introduction

Digitalization matters to the performance of firms in a dynamic competitive environment. It molds the different
ways through which companies and consumers effectively interact with each other. (Daoud et al., 2024)
Consumers are browsing on multiple social media as well, and scrolling through different content. Digital
advertisement influences customer decision-making. (Greve, 2021)Hence, digital marketing is a significant
communication method for enterprises to collect and obtain data on customers' auxiliary companies as well as
the assistance they make purchase choices. (Ramadhanti Sugita & Handayani, 2024) The practice of digital
marketing allows the firm to interact with the varied products and services that they are dealing in, this forms a
very huge range. (Salhab et al.,, 2023) Digital marketing processes allow search engine optimization, and
companies can strengthen their online visibility and additionally reach further clients. Digital marketing tools,
sharing consumer information over a range of platforms, and artificial intelligence can be used in the
telecommunications sector to augment customer satisfaction.(Zhang et al., 2024) Firms can provide tailored
experiences, forecast analytics, and automatically respond with the help of Al making a satisfied client across all
these stages important. Digital marketing and Al have evolved the traditional ways of Marketing in the
Telecommunication Industry. (Assery et al., 2020) In the past, marketing was predominantly a business of
personal contact or broadcast promotion. However, the digital age requires more interactive, relationship-focused
marketing tactics. (Dubey et al., 2020) Proactive information sharing and Al-driven customer service are critical
to proactively engage consumer needs and build loyalty & trust. The use of digital marketing, information
sharing, and AT has expanded significantly in the telecommunications sector. (Khan et al., 2023) As reported by
the Ministry of Information and Communications Technology, these initiatives have resulted in higher consumer
commitment and satisfaction. Moreover, the use of digital marketing, information provision, and Al helped
increase customer service quality(Almustafa, n.d.). Several academics have examined the marketing activities of
companies and the role branding & advertising play in competitiveness, and profitability, there is a lack of
research in terms of how digital marketing methods affect firm competitiveness, especially in the
telecommunication industry.(Saeed et al., 2024) The main goal of the current study is to explore how digital
marketing and information sharing with Al enhance consumer confidence & competitiveness in Jordan. The
remaining sections presents the methodology followed by results, discussion, conclusion, and limitations.

Literature Review
2.1 Information Sharing

Information sharing is a key aspect of digital marketing that has a serious impact on consumer confidence(Osayi
Philip Igbinenikaro et al., 2024) . Brands must be trustworthy Transparency and the ready availability of
information on news, feed is an important part of brands. (Rafique et al., 2024) Digital platforms facilitate real-
time information sharing and communications between companies, offering timely and correct info on the
availability of their services to consumers.(Arshad et al., 2024) Using Digital channels like Social media,
Website content, and email newsletters enables information exchange between the company about its product or
service, values can keep them engaged with their audience which furthers customer trust as well helps brands
create loyalty(Zamiri & Esmaeili, 2024). Regular updates on chatting info found in assets help customers feel
more attached to a brand making them believe that it is best suited for their requirements.(Carnegie et al., 2021)
Research has proven the success of well-designed information flow to talk about consumer perceptions and
decision processes. The result of the consumer feeling more informed builds trust within Blockchain and
increases visibility as a loyal customer(Temitayo Oluwaseun Abrahams et al., 2024). This may include
companies providing more information(Allahham, Sharabati, Al-Sager, et al., 2024). Furthermore, customer
reviews and testimonials shared through digital platforms can enhance credibility and influence potential
customers' perceptions positively(Allahham et al., 2023). Research supports that efficiently organized
Information Sharing is effective in discussing consumer attitudes and behavior throughout the decision
process(Ngozi Samuel Uzougbo et al., 2024). When this process is done effectively, it makes the customer feel
good about their choices which creates trust within Blockchain and becomes more publicly visible as a repeat
client. This could mean more details from corporations(Alkhazaleh et al., 2023). Therefore, the following
hypothesis is proposed:
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H1: Effective information sharing will positively impact consumer confidence and competitiveness in the
telecommunications sector.

2.2 Artificial Intelligence (AI)

Artificial intelligence is changing the face of digital marketing (Allahham, Sharabati, Almazaydeh, et al., 2024).
It permits businesses to offer a delightful, tailored, and prompt experience for their consumers through automated
systems and platforms. (Allahham, Sharabati, Al-Sager, et al., 2024) .Thus, Al for digital marketing makes it
convenient to use chatbots and request-processing message-forwarding systems(Shehadeh et al., 2024).
Customers are immediately connected to a representative who provides clear and accurate answers from human
keyboarding. (Riahi et al., 2021)AI is being used to evaluate massive data sets and identify patterns in them by
which companies can predict future trends and make marketing decisions. (Alkhazaleh et al., 2023)AI makes it
possible for companies to better manage their marketing campaigns so that targeting is highly accurate, and
engagement rates rise. Al automates activities freeing resources for strategic purposes. like, chatbots answer
customer queries leaving human agents for more intricate problems hence increasing the efficiency and
satisfaction levels. (Sharabati & Izzat, 2024)Al automation leads to superior performance and dominant
competitive advantages in digital marketing from the dataset. Al applications suggest an advanced customer
relationship management (CRM) system aimed at improved user retention as well as loyalty. (Atieh Ali et al.,
2024) Al model-generated personalized recommendations and suggestions would make customers feel heard,
understood, and in sync with the brand. Predictive analytics can enable organizations to predict future customer
requirements and wants so that they might adjust business policies proactively as well as consequently work
towards increasing customer satisfaction. (Sharabati et al., 2024) Al plays a critical role of maintaining
personalized security and privacy for customers' data by using Al and helping organizations better protect the
data which adds to instilling trust and loyalty among customers. Hence, we hypothesize as follows.:

H2: The use of Al in digital marketing will positively impact consumer confidence and competitiveness in
the telecommunications sector.

Digital Marketing Strategies

Through various online channels, the company engages with customers thanks to client interaction that builds
confidence in products taught by digital marketing strategies.(Hermawan et al., 2024) Social Media, Online
Advertising, and Content Marketing are essential for Product Promotional Activities as well Make a Good Brand.
Facebook, Twitter, Instagram, and LinkedIn Social media platforms are great for companies as they allow them
to reach everyone in society with direct engagement.(Salhab et al., 2023) It allows brands to show personality,
engage with customers, and create a community around their products or services permits businesses to increase
visibility and analyze consumer behavior seamlessly. (Solijonovich, 2023)Thus, a well-optimized website will
push this information in front of interested customers and increase their satisfaction. These consist of relevant
content, keywords, and user-friendly websites among others which are some strategies used to improve (Caro et
al., 2024) . When you are on a search engine results page, it provides the impression of more authenticity and
higher organic traffic which may turn into potential customers. Online branding through digital marketing is the
other element of digital where brands can connect and communicate with their potential customers.(Choi et al.,
2018) A consistent message delivered through an online presence makes the brand's visibility stronger, which
in turn also builds on its trust.(Ahmed & MacCarthy, 2023) In addition, online ads are targeted and they allow
companies to communicate their message even if for a price. With the use of data analytics and a better
understanding of customer insights via technology, all brands must do is create personalized ads that reach people
in their moment of truth.(Oseremi Onesi-Ozigagun et al., 2024) It will not only improve the effectiveness of
marketing campaigns but also create a strong relationship with customers and care for their needs. Digital market
approaches targeted advertising, increase consumer trust through social media engagement and convincing
forums built by SEO tactics.(Mohsen, 2023) Utilizing these tools properly helps companies establish good brand
identity, building customer trust and leading to retention. Hence, Hypothesis 2 is put forward as follows:
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H3: Digital marketing strategies, including social media, online advertisements, and SEO, will positively
impact consumer confidence and competitiveness in the telecommunications sector.

Figure 1. Research framework.
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Methodology

Data was collected from participants in this study through a structured questionnaire. All of them were questioned
via a point Likert scale to rate their perceptions about different variables related to digital marketing practice,
including information sharing, use of Artificial Intelligence (AI), Social media marketing, categorically online
advertisements and branding, and the attitude towards capitalizing on consumer confidence toward telecom.
Data Collection

The structured questionnaire aimed to explore respondents’ perceptions of the impact of digital marketing
strategies on building consumer confidence. The questionnaire consisted of five sections on the following
concepts. Information Sharing: questions about how transparent, honest, and prompt the companies shared their
information. Al Applications: questions about robotic applications, customer services, personalized suggestions,
and forecasting information(Allahham & Ahmad, 2024). Social Media Marketing: questions regarding
customers’ response time in communication. Online Advertisements: it included questions about posting ads and
exhausting customers. Online Branding: questions about the power of the brand. The survey was administered
to marketing professionals and managers in Jordan's telecommunications sector. The sample covered those with
industry knowledge and experience in digital marketing and customer relationship management. 300
questionnaires were administered, and 250 were considered sufficiently answered, meaning an 83.3% response
rate.

Measurement Scales

The five-point Likert scale in this questionnaire ranged from 1 (strongly disagree) to 5 (strongly agree). (Qamar
et al., 2018) We chose this scale to reflect how participants viewed these categories subtly. Items measuring the
following constructs were included: Digital Marketing Strategies: It gauged social media marketing, online
advertisements, and branding. Information Sharing- This factor measures the efficiency and openness of the
dissemination practices. Al Applications: This framework analyzed the influence of automated customer service
and targeted marketing based on Al. Consumer confidence: This factor assessed the degree of consumers' trust
and competence towards telecom companies.

Analytical Technique
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The relationships were investigated with SmartPLS 4, a software tool on partial least squares structural equation
modelling (PLS-SEM). (Ali et al., 2023) Structural Equation Modeling (SEM) is an extensive statistical
methodology that enables complex relationships among multiple variables to be tested. The analyses utilized the
SEM, which can accommodate a number of latent variables and allows simultaneous testing for measurement
item validity and reliability.

Structural Equation Modeling (SEM)

The following are the SEM paths of the model between independent variables, such as digital marketing
strategies, information sharing, and Al applications, with dependent variable consumer confidence. SEM was
used to examine the roles of individual and group factors in affecting secondhand smoke exposure. PLS-SEM
was used for model estimation and is suitable for exploratory research and models with multiple constructs.
Using bootstrapping, the model was estimated in PLS-SEM to examine the structural relationship between
dependent and independent variables. It can increase the robustness of the SEM outcome: Theoretically,
Bootstrapping is a resampling technique that produces standard error estimates and confidence intervals. The
next step in SEM was checking the validity and reliability of measurement items using confirmatory factor
analysis (CFA).Figure 2. Path structure and coefficients.
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Figure 2. Path structure and coefficients.

Data Analysis

The data analysis involved three main steps. Data Description We first described our sample and key variables
by using descriptive statistics. Following the last part were reliability and validity measures to calculate
Cronbach's alpha and composite reliability to ensure our measurement scales were reliable and valid. The
structural model tested the proposed hypotheses by performing hypothesis testing through path analysis within
the SEM framework. Through robust and comprehensive data analysis in the telecommunications sector, the
SmartPLS 4 edition was utilized to gain a deep insight into how digital marketing strategies work with
information sharing and Al applications combined to improve consumer confidence.Sample

This study used the judgmental sampling technique to select respondents. This is subjective or selective sampling
(Afaq et al., 2020). The sampling procedures in judgemental techniques use consideration to determine the
decision of researchers to be selected as part of the sample for the study (Sharma et al., 2019). The protocol for
selecting the respondents was based on their telecommunication background and experience in digital marketing
and customer relationship management roles. This made a sample of 300, focused on professional marketing and
management personnel practicing digital marketing with rich experience in the telecommunications enterprise,
send the questionnaire.
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Results:
Table 1. Measurement items and reliability.

Constructs Item Factor loadings Cronbach's Alpha C.R (AVE
s . )
DMI 0.86
DM 0.807

. . DM3 0.824

Digital Marketing 0.909 0.93 0.689
DM4 0.832
DM5 0.861
DM6 0.793
All 0.825
Al2 0.86
Al3 0.851

Al Al4 0.786 0.874 (9)90 0.666
AIS 0.754
IS1 0.832

Information Sharing 152 0.872 0.91
1S4 0.837
cC1 0.832
cc2 0.867 0.90

Consumer Confidence CC3 0.826 0.869 6. 0.658
CC4 0.804
CC5 0.721

Table 1 : Table 1 presents the analysis of constructs associated with building consumer trust through digital
marketing, e.g. (1) digitally sharing information and Al in the telecommunications sector in Jordan. The Digital
Marketing construct presents strong factor loadings for items DM 1 to DM6 0f 0.793, up to 0.861 and high internal
consistency (Cronbach's Alpha = 0.909), Composite Reliability (CR) is equal t0.93, Average Variance Extracted
(.689, bigger than the MSV of both remaining hidden variables between themselves), indicating robust
convergent validity. The Al construct also shows high factor loadings(0.754 to 0,86), Cronbach's Alpha.874,
CR=0.909 and AVE = 0.,666 again indicating good reliability and validity properties for the model results. High
reliability and validity was equally found for Information Sharing through strong factor loadings ranging from
0.832 to 0.893, an excellent Cronbach's Alpha of.883, a C.R. 0f.919 as well as an AVE of.738 (see IS1 - IS4).
Lastly, the Consumer Confidence construct (from CCI to CCS5) also demonstrates excellent factor loadings
ranging from 0.721 to 0.867 and a Cronbach's Alpha of 0.869; C.R.; AVE =.658which shows that it has good
reliability assistance and convergent validity in this study. The constructs had good internal consistency and
reliability, confirming the strength of the measurement model to showcase how digital marketing's effect on
consumer confidence plays an important role in our culture through information sharing with respected media
and Al

Table 2. HTMT

Consumer Digital . .
Al . Information Sh
Confidence Marketing ntormation Sharing
Al
Consumer
0.744
Confidence
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Digital Marketing 0.34 0.58

Information Sharing 0.173 0.291 0.403

Table 2 : As seen from Table 2 above, the Heterotrait-Monotrait Ratio values for the constructs AI, Consumer
Confidence, Digital Marketing, and Information Sharing demonstrate good discriminant validity. All the values
are well below the 0.85 threshold. The HTMT between Al and Consumer Confidence is 0.744. HTMT between
Al and Digital Marketing is 0.341, while that between Al and Information Sharing is 0.173. Likewise, Consumer
Confidence and Digital Marketing have an HTMT value of 0.581 and Consumer Confidence and Information
Sharing have an HTMT value of 0.291. The HTMT between Digital Marketing and Information Sharing is 0.403.
All the values indicate that the constructs Al, consumer confidence, digital marketing, and information sharing
are all distinct, and therefore, the model is reliable and valid in assessing the impact of digital marketing on
consumer confidence mediated by information sharing and Al.

Table 3: Fornell-Larcker

Consumer Digital . .
Al Inf tion Sh
Confidence Marketing frormation Starmg
Al 0.816
Consumer
0.65 0.811
Confidence
Digital Marketing 0.305 0.517 0.83
Information Sharing 0.151 0.256 0.368 0.859

Table 3: Table 3 employed the Fornell-Larcker criterion to ascertain the differentiation among the four
constructs: Al, Consumer Confidence, Digital Marketing, and Information Sharing. For the diagonal values, the
constructs’ relationships with their items are 0.816, 0.811, 0.83, and 0.859 for AI, Consumer Confidence, Digital
Marketing, and Information Sharing, respectively. These values are not equivalent to the off-diagonal values;
therefore, each construct is significantly correlated with its items than with the items of other constructs.
Precisely, Al is least correlated with Consumer Confidence at 0.65, Digital Marketing at 0.305, and Information
Sharing at 0.151. Consumer Confidence is also less correlated with Digital Marketing at 0.517, Information
Sharing at 0.256, and Digital Marketing at 0.368. Moreover, the constructs demonstrated high associations with
the constructs’ dimensions, making the concepts measured unrelated.

Table 4: R2 Adjusted

Variable R-square R-square adjusted
Consumer Confidence 0.537 0.532

Al 0.093 0.09

Information Sharing 0.136 0.133

Table 4: Similarly, Table 4 also depicts the R-squared and Adjusted R-squared relation between the variables
Consumer Confidence, Al, and Information Sharing. Consumer Confidence has achieved an R-squared value of
0.537, with the Adjusted R-squared at 0.532. Rephrased, the model can explain 53.2% of the variability, which
is a good result that indicates some strong explaining power in the model. On the other hand, AT has an R-squared
value of 0.093, with the Adjusted R-squared value of 0.09. When converted, it shows that the model can explain
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only 9% of its variability, which may seem weak. Still, it should introduce the other variables that might influence
Al that I have failed to incorporate into the model. Finally, Information Sharing exhibits an R-squared value of
0.136 and an Adjusted R-squared value of 0.133. It can be concluded that the model for Information Sharing can
explain 13.3% of its variability, conversely to Al and proposing that close to 90% of factors are ones lagging
from the model. Thus, the model is strong when consumer confidence is in question and weak for Al and
information sharing.

Measurement model:

In this study, the measurement model used investigates how digital marketing influences consumer trust through
information sharing and Al in Jordan’s telecommunications sector. The constructs were measured by previously
validated scales and refined by the recommendations obtained from the domain experts to create a highly reliable
construct. Confirmatory factor analysis validated the measurement model with data collected from the
telecommunications sector. The results of Confirmatory Factor Analysis show that all constructs have
discriminant validity and reliability. The key reason for validating the measurement model is to guarantee that
the relationships examined in this study accurately demonstrate the intricate interplay between digital marketing,
information sharing, Al, enhanced consumer confidence, and strategic outcomes in the Jordanian
telecommunications industries concerning PHV in light of the sensible definition of the key constructs.

Table 6. Hypotheses testing estimates

Hypo | Relationships Standardized Standard | T- P Decision
P P Beta Error Statistic | Values

Al -> Consumer

H1 Confidence 0.616 0.115 5.38 0 Supported

H2 Digital Marketing -> Al 0.341 0.092 3.728 0 Supported
Digital ~Marketing ->

H3 Consumer Confidence 0.58 0.072 8.025 0 Supported
Digital Marketing ->

H4 Information Sharing 0.407 0.066 6.182 0 Supported
Information Sharing ->

HS5 Consumer Confidence 0.04 0.073 0.549 0.583 Unsupported
Digital Marketing -> AI ->

H6 Consumer Confidence 0.21 0.083 2.537 0.011 Supported
Digital ~Marketing ->

H7 Information Sharing ->| 0.016 0.03 0.538 0.591 Unsupported
Consumer Confidence

Table 6: The results that were obtained related to the hypotheses testing shed light on the impact of digital
marketing, Al, and information-sharing, hence, consumer confidence within the telecommunications sector in
Jordan. Al positively affects consumer confidence Standardized Beta=0.616, meaning that as Al capabilities
improve, so too does consumer confidence and by a substantial magnitude Markedly impacts Al, standardized
beta 0.341, which indicates that good digital marketing strategies lead to more use of Al technologies within the
industry. Meanwhile, it had a medium to strong positive effect on consumer trust with a standardized beta of
0.58, consecrating online practices as well. The information sharing: Managers have always seen the
effectiveness of engaging customers, attending to their queries, being honest, and segmenting marketing efforts
into campaigns, but it comes out here that digital has a higher standardized beta estimate (0.407). Nonetheless,
the direct effect of information sharing on consumer confidence is slight standardized beta = 0.04, signifying that
the forerunner in this study would promote the importance of their findings dating back. especially beyond
mediating variables. Moreover, the indirect path is significant; Al-savvy consumers directly increase their
consumer confidence by 0.21. On the contrary, information sharing as a mediating variable between digital
marketing and consumer trust experiences an indirect impact concerning communication from a direct effect
together; our findings suggest that while digital marketing has a significant direct impact on consumer confidence
and its mediating role through AI developed by information sharing is unconfirmed or not supported regarding
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the effect of exchange about Jordanian telecommunication sectors.

Conclusion, Limitations, and Future Research Directions

This study further emphasizes the crucial role played by digital marketing strategies in enhancing customer
confidence within the telecommunications sector in Jordan(Balaji & Senthilkumar, 2024) . The study uses PLS-
SEM to carry out an analysis of the importance and effect of some key variables on customer confidence,
including numerous factors that contribute to modern-day tough competition, such as effective information
sharing plus Al applications through targeted digital marketing strategies by using social media platforms like
Instagram taking precedence, online advertisements along with branding as they were found to have significant
effects. (Nneka Adaobi Ochuba et al., 2024) Telecom Companies need to concentrate on these factors moving
forward to strengthen their presence in the market and garner trust. (Cheng et al., 2024)Building customer loyalty,
Firms can utilize these digital marketing tools to foster closer relationships with potential and existing customers.
The results suggest that consumers seek better transparency in sharing information and personalized customer
interaction through intelligent AI models, which are crucial to increasing consumer confidence. Traditional
methods still have their importance; they can't be discarded completely, but digital tools take it multiple notches
higher with interactive and engaging ways of reaching out to them. This change serves two purposes: it helps
drive new customer sign-ups and also keeps the existing customers informed on a proactive basis(Roque Jinior
et al., 2023).

Nevertheless, this paper has some drawbacks. The first reason is that the variables of the digital marketing
strategy examined are not complete. The chosen variables include those widely studied about digital marketing
and consumer confidence. (Rezaei et al., 2024) Subsequent studies could further develop these results by
including more factors such as cost-per-click (CPC), click-through rates and conversion rates, giving a clearer
indication of the impact digital marketing has. Second, the data are collected primarily from marketers and
managers in the Jordanian telecommunications sector. Our findings may not be generalizable to sectors or areas
other than the focus of this study. (Deb et al., 2024) A proposal for future research and additional investigations
is needed to identify the influence of digital marketing strategies on different sectors and geographical areas.
Furthermore, longitudinal assessments might better understand how consumer confidence changes with the
continued use of digital marketing and Al solutions. Interviews with different demographic groups could provide
better insight into how to make digital marketing strategies according to the necessities of such diverse consumer
Categories as Generation Z.

References:

Abusaimeh, H. (2020). Distributed denial of service attacks in cloud computing. International Journal of
Advanced Computer Science and Applications, 11(6).

Abusaimeh, H., Shkoukani, M., & Alshrouf, F. (2014). Balancing the network clusters for the lifetime
enhancement in dense wireless sensor networks. Arabian Journal for Science and Engineering, 39, 3771-3779.
Abusaimeh, H., & Alshareef, Y. (2021). Detecting the phishing website with the highest accuracy. TEM
Journal, 10(2), 947.

Abusaimeh, H. (2020). Virtual machine escape in cloud computing services. International Journal of Advanced
Computer Science and Applications, 11(7).

Abusaimeh, H. (2022). Computation Offloading for Mobile Cloud Computing Frameworks and
Techniques. TEM Journal, 11(3), 1042-1046.

Abusaimeh, H. (2020). Enhance the security and prevent vampire attack on wireless sensor networks using
energy and broadcasts threshold values. International Journal of Advanced Computer Science and
Applications, 11(3).

Abusaimeh, H., Sharabati, A., & Asha, S. (2023). Using cloud computing services to enhance competitive
advantage of commercial organizations. International Journal of Data and Network Science, 7(3), 1349-1360.
ABUSAIMEH, H., & ISAID, O. (2017). HYBRID DATA DEDUPLICATION TECHNIQUE IN CLOUD
COMPUTING FOR CLOUD STORAGE. Journal of Theoretical & Applied Information Technology, 95(24).
Ahmad, A. Y. B., Kumari, D. K., Shukla, A., Deepak, A., Chandnani, M., Pundir, S., & Shrivastava, A. (2024).
Framework for Cloud Based Document Management System with Institutional Schema of
Database. International Journal of Intelligent Systems and Applications in Engineering, 12(3s), 672-678.

Library Progress International | Vol.44 No.3 | Jul-Dec 2024 5852



Heba Ziad Awawdeh, Mamdouh Abdel latif Al Mawahreh, Mahmoud Allahham, Wasef Ibrahim
Almajali, Ahmed Ali Atieh Ali, Ahmad Y. A. Bani Ahmad

Singh, R., Gupta, N. R., & Ahmad, A. Y. (2024). An Empirical Study on Challenges of Working From Home
During COVID-19 on Work-Life Domains in the Education Sector in Bengaluru. In S. Singh, S. Rajest, S.
Hadoussa, A. Obaid, & R. Regin (Eds.), Data-Driven Intelligent Business Sustainability (pp. 111-121). IGI
Global. https://doi.org/10.4018/979-8-3693-0049-7.ch008

Ahmad, A. Y. B., Kumari, D. K., Shukla, A., Deepak, A., Chandnani, M., Pundir, S., & Shrivastava, A. (2024).
Framework for Cloud Based Document Management System with Institutional Schema of
Database. International Journal of Intelligent Systems and Applications in Engineering, 12(3s), 672-678.

Ahmad, A. Y. B, Tiwari, A., Nayeem, M. A., Biswal, B. K., Satapathy, D. P., Kulshreshtha, K., & Bordoloi, D.
(2024). Artificial Intelligence Perspective Framework of the Smart Finance and Accounting Management
Model. International Journal of Intelligent Systems and Applications in Engineering, 12(4s), 586-594.

Ahmad, A., Abusaimeh, H., Rababah, A., Algsass, M., Al-Olima, N., & Hamdan, M. (2024). Assessment of
effects in advances of accounting technologies on quality financial reports in Jordanian public sector. Uncertain
Supply Chain Management, 12(1), 133-142.

Ahmad, A. (2024). Ethical implications of artificial intelligence in accounting: A framework for responsible ai
adoption in multinational corporations in Jordan. International Journal of Data and Network Science, 8(1), 401-
414.

Ahmad Y. A. Bani Ahmad, "Firm Determinants that Influences Implementation of Accounting Technologies in
Business Organizations," WSEAS Transactions on Business and Economics, vol. 21, pp. 1-11, 2024

Ahmad, A. Y. B, William, P., Uike, D., Murgai, A., Bajaj, K. K., Deepak, A., & Shrivastava, A. (2024).
Framework for Sustainable Energy Management using Smart Grid Panels Integrated with Machine Learning and
10T based Approach. International Journal of Intelligent Systems and Applications in Engineering, 12(2s), 581-
590.

Ahmad, A. B., Atta, A. A. B., Asma’a Al-Amarneh, M. S., & Dahbour, S. A. (2023). Fund Family Selectivity
Skills and Market Timing Ability: Comparison Study

Ahmad, A. Y. Bani ahmad , (2019). Empirical Analysis on Accounting Information System Usage in Banking
Sector in Jordan. Academy of Accounting and Financial Studies Journal, 23(5), 1-9.

Ahmad, A. Y. B., Gongada, T. N., Shrivastava, G., Gabbi, R. S., Islam, S., & Nagaraju, K. (2023). E-Commerce
Trend Analysis and Management for Industry 5.0 using User Data Analysis. International Journal of Intelligent
Systems and Applications in Engineering, 11(11s), 135-150.

Alhawamdeh, H., Al-Saad, S. A., Almasarweh, M. S., Al-Hamad, A. A.-S. A., Bani Ahmad, A. Y. A. B., &

Ayasrah, F. T. M. (2023). The Role of Energy Management Practices in Sustainable Tourism Development: A
Case Study of Jerash, Jordan. International Journal of Energy Economics and Policy, 13(6), 321-333.
https://doi.org/10.32479/ijeep.14724

Ali, A. A. A, Udin, Z. B. M., & Abualrejal, H. M. E. (2023). The Impact of Artificial Intelligence and Supply
Chain Resilience on the Companies Supply Chains Performance: The Moderating Role of Supply Chain
Dynamism BT - International Conference on Information Systems and Intelligent Applications (M. Al-Emran,
M. A. Al-Sharafi, & K. Shaalan (eds.); pp. 17-28). Springer International Publishing.

Alkhazaleh, A., Assaf, A., Shehada, M., Almustafa, E., & Allahham, M. (2023). Analysis of the Impact of
Fintech Firms’ Lending on the Expansion of Service Base Companies in Jordan. /nformation Sciences Letters,
12(8), 2891-2902. https://doi.org/10.18576/ISL/120837

Allahham, M., & Ahmad, A. Y. B. (2024). Al-induced anxiety in the assessment of factors influencing the
adoption of mobile payment services in supply chain firms: A mental accounting perspective. International

Library Progress International | Vol.44 No.3 | Jul-Dec 2024 5853



Heba Ziad Awawdeh, Mamdouh Abdel latif Al Mawahreh, Mahmoud Allahham, Wasef Ibrahim
Almajali, Ahmed Ali Atieh Ali, Ahmad Y. A. Bani Ahmad

Journal of Data and Network Science, 8(1), 505-514. https://doi.org/10.5267/j.ijdns.2023.9.006

Allahham, M., Sharabati, A. A. A., Al-Sager, M., Sabra, S., Awartani, L., & Khraim, A. S. L. (2024). Supply
chain risks in the age of big data and artificial intelligence: The role of risk alert tools and managerial
apprehensions. Uncertain Supply Chain Management, 12(1), 399-406.
https://doi.org/10.5267/j.uscm.2023.9.012

Allahham, M., Sharabati, A. A. A., Almazaydeh, L., Sha-Latony, Q. M., Frangieh, R. H., & Al-Anati, G. M.
(2024). The impact of fintech-based eco-friendly incentives in improving sustainable environmental
performance: A mediating-moderating model. International Journal of Data and Network Science, 8(1), 415—
430. https://doi.org/10.5267/;.1jdns.2023.9.013

Allahham, M., Sharabati, A. A. A., Hatamlah, H., Ahmad, A. Y. B., Sabra, S., & Daoud, M. K. (2023). Big Data
Analytics and Al for Green Supply Chain Integration and Sustainability in Hospitals. WSEAS Transactions on
Environment and Development, 19, 1218—1230. https://doi.org/10.37394/232015.2023.19.111

Almustafa, E. . A. A. . & A. M. (n.d.). Implementation of artificial intelligence for financial process innovation
of commercial banks. .

Arshad, M. S., Ageel, A., Arooj, L., & Amir, H. (2024). The Impact of Digital Marketing on Brand Awareness:
A General Awareness Through Logos. SSRN Electronic Journal. https://doi.org/10.2139/ssrn.4674895

Assery, S., Tjahjono, H. K., Palupi, M., & Dzakiyullah, N. R. (2020). The role of conflict resolution on supply
chain performance. International Journal of Scientific and Technology Research, 9(3), 4007-4011.

Atieh Ali, A. A., Sharabati, A. A., Alqurashi, D. R., Shkeer, A. S., & Allahham, M. (2024). The impact of
artificial intelligence and supply chain collaboration on supply chain resilience: Mediating the effects of
information sharing. Uncertain Supply Chain Management, 12, 1801-1812.
https://doi.org/10.5267/j.uscm.2024.3.002

Balaji, B., & Senthilkumar, V. (2024). An Empirical Study on the Users’ Satisfaction with Various Services of
the Mobile Phone Service Providers (Issue Icrbss 2023). Atlantis Press International BV.
https://doi.org/10.2991/978-94-6463-374-0 24

Carnegie, A., Clark, R., & Zucker, N. (2021). Global Governance under Populism: The Challenge of Information
Suppression. Working Paper. https://www.peio.me/wp-
content/uploads/2021/papers/PEIO021 paper 76.pdf%0Ahttps://www.dropbox.com/s/gbsuuv90rzbpe31/Carne
g1e%2C Clark%2C and Zucker. Working Paper. Global Governance under Populism - The Challenge of
Information Suppression.pdf?dl=0%0Ahttp

Caro, A., Mendoza, A. J., Noble, H., & Tanglao, K. A. (2024). Influence of Search Engine Optimization (SEO)
Towards Purchase Intention of Online Shoppers. Journal of Business and Management Studies, 6(3), 279-285.
https://doi.org/10.32996/jbms.2024.6.3.24

Cheng, Y., Hung-Baesecke, C. J. F., & Chen, Y. R. R. (2024). Social Media Influencer Effects on CSR
Communication: The Role of Influencer Leadership in Opinion and Taste. International Journal of Business
Communication, 61(2), 336-359. https://doi.org/10.1177/23294884211035112

Choi, T., Wallace, S. W., & Wang, Y. (2018). Big data analytics in operations management. Production and
Operations Management, 27(10), 1868—1883.

Daoud, M. K., Taha, S., Al-Qeed, M., Alsafadi, Y., Bani Ahmad, A. Y. A., & Allahham, M. (2024). Ecoconnect:
Guiding environmental awareness via digital marketing approaches. International Journal of Data and Network
Science, 8(1), 235-242. https://doi.org/10.5267/j.ijdns.2023.9.028

Deb, S. K., Nafi, S. M., & Valeri, M. (2024). Promoting tourism business through digital marketing in the new
normal era: a sustainable approach. European Journal of Innovation Management, 27(3), 775-799.
https://doi.org/10.1108/EJIM-04-2022-0218

Dubey, R., Gunasekaran, A., Childe, S. J., Papadopoulos, T., Luo, Z., & Roubaud, D. (2020). Upstream supply
chain visibility and complexity effect on focal company’s sustainable performance: Indian manufacturers’
perspective. Annals of Operations Research, 290(1-2), 343-367. https://doi.org/10.1007/s10479-017-2544-x
Greve, H. R. (2021). The Resource-Based View and Learning Theory: Overlaps, Differences, and a Shared
Future. Journal of Management, 47(7), 1720—1733. https://doi.org/10.1177/0149206320967732

Hermawan, A., Hurriyati, R., Hendrayati, H., & Sultan, M. A. (2024). Implementation of Blue Ocean Strategy
in Facing Business Competition: A Startup Case Study of Lapangbola.Com. Jurnal Manajemen Bisnis, 15(1),
1-12. https://doi.org/10.18196/mb.v15i11.20486

Library Progress International | Vol.44 No.3 | Jul-Dec 2024 5854



Heba Ziad Awawdeh, Mamdouh Abdel latif Al Mawahreh, Mahmoud Allahham, Wasef Ibrahim
Almajali, Ahmed Ali Atieh Ali, Ahmad Y. A. Bani Ahmad

Khan, M., Ajmal, M. M., Jabeen, F., Talwar, S., & Dhir, A. (2023). Green supply chain management in
manufacturing firms: A resource-based viewpoint. Business Strategy and the Environment, 32(4), 1603—1618.
https://doi.org/10.1002/bse.3207

Lin, C., Ahmad, S. F., Ayassrah, A. Y. B. A., Irshad, M., Telba, A. A., Awwad, E. M., & Majid, M. L. (2023).
Green production and green technology for sustainability: The mediating role of waste reduction and energy
use. Heliyon, €22496.

K. Daoud, D. . Alqudah, M. . Al-Qeed, B. A. . Al Qaied, and A. Y. A. B. . Ahmad, “The Relationship Between
Mobile Marketing and Customer Perceptions in Jordanian Commercial Banks: The Electronic Quality as A
Mediator Variable”, ijmst, vol. 10, no. 2, pp. 1360-1371, Jun. 2023

Mustafa, J. A., ATTA, A. A. B.,, AHMAD, A. Y. B., SHEHADEH, M., & Agustina, R. (2023). Spillover Effect
in Islamic and Conventional Fund Family: Evidence from Emerging Countries. WSEAS Transactions on
Business and Economics, 20, 1042-1058.

Mohsin, H. J., Hani, L. Y. B., Atta, A. A. B., Al-Alawnh, N. A. K., Ahmad, A. B., & Samara, H. H. (2023). THE
IMPACT OF DIGITAL FINANCIAL TECHNOLOGIES ON THE DEVELOPMENT OF
ENTREPRENEURSHIP: EVIDENCE FROM COMMERCIAL BANKS IN THE EMERGING MARKETS.

Ni, L., Ahmad, S. F., Alshammari, T. O., Liang, H., Alsanie, G., Irshad, M., ... & Ayassrah, A. Y. B. A. (2023).
The role of environmental regulation and green human capital towards sustainable development: The mediating
role of green innovation and industry upgradation. Journal of Cleaner Production, 138497.

Peng, Yixuan, Sayed Fayaz Ahmad, Ahmad Y. A. Bani Ahmad, Mustafa S. Al Shaikh, Mohammad Khalaf
Daoud, and Fuad Mohammed Hussein Alhamdi. 2023. "Riding the Waves of Artificial Intelligence in Advancing
Accounting and Its Implications for Sustainable Development Goals" Sustainability 15, no. 19: 14165.

Peiran Liang, Yulu Guo, Sohaib Tahir Chauhdary, Manoj Kumar Agrawal, Sayed Fayaz Ahmad, Ahmad Yahiya
,Ahmad Bani Ahmad, Ahmad A. Ifseisi, Tiancheng Ji,2024” Sustainable development and multi-aspect analysis
,of a novel polygeneration system using biogas upgrading and LNG regasification processes, producing power
,heating, fresh water and liquid CO2”,Process Safety and Environmental Protection

Peiran Liang, Yulu Guo, Tirumala Uday Kumar Nutakki, Manoj Kumar Agrawal, Taseer Muhammad, Sayed
,Fayaz Ahmad, Ahmad Yahiya Ahmad Bani Ahmad, Muxing Qin 2024. “ Comprehensive assessment and
sustainability improvement of a natural gas power plant utilizing an environmentally friendly combined cooling
heating and power-desalination arrangement”,Journal of Cleaner Production,Volume 436,,,140387

A.Y.A.Bani Ahmad, Y. M. A. Tarshany, F. T. M. Ayasrah, F. S. Mohamad, S. I. A. Saany and B. Pandey, "The
Role of Cybersecurity in E-Commerce to Achieve the Maqasid of Money," 2023 International Conference on
Computer Science and Emerging Technologies (CSET), Bangalore, India, 2023, pp. 1-8, doi:
.CSET58993.2023.10346972/10.1109

SALIH, A. A., & NASEREDDIN, A. Y. The Role of Strategic Awareness in Developing the Practice of Strategic
.Foresight in Business Organizations-Epistemological Perspective

Nasereddin, A. (2023). Exploring the effect of corporate environmental management responsibility on firm
.performance ,Uncertain Supply Chain Management .636-625 ,(2)11

Salih, A., Mousa, Z., & Nasereddin, A. (2023). The impact of career capital on sustainable competitive
.advantage: The mediating role of human resource management capabilities Uncertain Supply Chain
,Management .502-489 ,(2)11

Library Progress International | Vol.44 No.3 | Jul-Dec 2024 5855



Heba Ziad Awawdeh, Mamdouh Abdel latif Al Mawahreh, Mahmoud Allahham, Wasef Ibrahim
Almajali, Ahmed Ali Atieh Ali, Ahmad Y. A. Bani Ahmad

Raza, A., Al Nasar, M. R., Hanandeh, E. S., Zitar, R. A., Nasereddin, A. Y., & Abualigah, L. (2023). A Novel
Methodology for Human Kinematics Motion Detection Based on Smartphones Sensor Data Using Artificial
UIntelligence ,Technologies .55 ,(2)11

Nasereddin, A. Y. (2023). Impact of the Blue Ocean Strategy Dimensions in Achieving Competitive Advantage
from the Perspective of Faculty Members

Nasereddin, A. Y. (2023). A Business Analytics Approach to Strategic Management using Uncovering
.Corporate Challenges through Topic Modeling

Mohsen, B. M. (2023). Developments of Digital Technologies Related to Supply Chain Management. Procedia
Computer Science, 220, 788—795. https://doi.org/10.1016/j.procs.2023.03.105

Ngozi Samuel Uzougbo, Chinonso Gladys Ikegwu, & Adefolake Olachi Adewusi. (2024). Cybersecurity
compliance in financial institutions: A comparative analysis of global standards and regulations. International
Journal of Science and Research Archive, 12(1), 533—548. https://doi.org/10.30574/ijsra.2024.12.1.0802
Nneka Adaobi Ochuba, Olukunle Oladipupo Amoo, Enyinaya Stefano Okafor, Favour Oluwadamilare Usman,
& Olatunji Akinrinola. (2024). Conceptual Development and Financial Analytics for Strategic Decision-Making
in Telecommunications, Focusing on Assessing Investment Opportunities and Managing Risks in Satellite
Projects. International Journal of Management & Entrepreneurship Research, 6(3), 594-607.
https://doi.org/10.51594/ijmer.v6i3.847

Osayi Philip Igbinenikaro, Oladipo Olugbenga Adekoya, & Emmanuel Augustine Etukudoh. (2024). Fostering
Cross-Disciplinary Collaboration in Offshore Projects: Strategies and Best Practices. International Journal of
Management & Entrepreneurship Research, 6(4), 1176—1189. https://doi.org/10.51594/ijmer.v6i4.1006
Oseremi Onesi-Ozigagun, Yinka James Ololade, Nsisong Louis Eyo-Udo, & Damilola Oluwaseun Ogundipe.
(2024). Data-driven decision making: Shaping the future of business efficiency and customer engagement.
International Journal of Multidisciplinary Research Updates, 7(2), 019-029.
https://doi.org/10.53430/ijmru.2024.7.2.003 1

Qamar, A., Hall, M. A., & Collinson, S. (2018). Lean versus agile production: flexibility trade-offs within the
automotive supply chain. International Journal of Production Research, 56(11), 3974-3993.
https://doi.org/10.1080/00207543.2018.1463109

Rafique, M., Management, 1., Asad, D. M., Specialist, C., Deparment, P., General, L., Lahore, H., & Rehman,
H. U. (2024). Vol.7 No.2, 2024. 7(2), 372-388.

Ramadhanti Sugita, F. M., & Handayani, D. W. (2024). The Influence of Digital Marketing and Brand Awareness
on Forming the Branding Image of Technology Companies. International Journal of Scientific Research and
Management (IJSRM), 12(01), 5757-5762. https://doi.org/10.18535/ijsrm/v12i01.em04

Rezaei, S., Amin, M., & Herjanto, H. (2024). Pay-per-click (PPC) advertising and continuous banking service
intentions. Journal of Financial Services Marketing, 0123456789. https://doi.org/10.1057/s41264-024-00282-8
Riahi, Y., Saikouk, T., Gunasekaran, A., & Badraoui, I. (2021). Artificial intelligence applications in supply
chain: A descriptive bibliometric analysis and future research directions. Expert Systems with Applications,
173(January), 114702. https://doi.org/10.1016/j.eswa.2021.114702

Roque Janior, L. C., Frederico, G. F., & Costa, M. L. N. (2023). Maturity and resilience in supply chains: a
systematic review ofthe literature. International Journal of Industrial Engineering and Operations
Management, 5(1), 1-25. https://doi.org/10.1108/ijieom-08-2022-0035

Saeed, Z., Aslam, F., Ghafoor, A., Umair, M., & Razzak, 1. (2024). Exploring the impact of SEO-based ranking
factors for voice queries through machine learning. Artificial Intelligence Review, 57(6), 1-28.
https://doi.org/10.1007/s10462-024-10780-9

Sharabati, A. A. A., Awawdeh, H. Z., Sabra, S., Shehadeh, H. K., Allahham, M., & Ali, A. (2024). The role of
artificial intelligence on digital supply chain in industrial companies mediating effect of operational efficiency.
Uncertain Supply Chain Management, 12(3), 1867—1878. https://doi.org/10.5267/j.uscm.2024.2.016

Sharabati, & Izzat, A. M. (2024). The Relationship between Supply Chain Resilience and Digital Supply Chain
on Sustainability, Supply Chain Dynamism as a Moderator. 1-20. www .preprints.org

Library Progress International | Vol.44 No.3 | Jul-Dec 2024 5856



Heba Ziad Awawdeh, Mamdouh Abdel latif Al Mawahreh, Mahmoud Allahham, Wasef Ibrahim
Almajali, Ahmed Ali Atieh Ali, Ahmad Y. A. Bani Ahmad

Shehadeh, H., Shajrawi, A., Zoubi, M., & Daoud, M. (2024). The mediating role of ICT on the impact of supply
chain management (SCM) on organizational performance (OP): A field study in Pharmaceutical Companies in
Jordan. Uncertain Supply Chain Management, 12(2), 1251-1266. https://doi.org/10.5267/j.uscm.2023.11.011
Solijonovich, T. R. (2023). The share of information services in the small business sector. 13(2), 1-10.
Temitayo Oluwaseun Abrahams, Oluwatoyin Ajoke Farayola, Olukunle Oladipupo Amoo, Benjamin Samson
Ayinla, Femi Osasona, & Akoh Atadoga. (2024). Continuous improvement in information security: A review of
lessons from superannuation cybersecurity uplift programs. International Journal of Science and Research
Archive, 11(1), 1327-1337. https://doi.org/10.30574/ijsra.2024.11.1.0219

Yacoub Nasereddin, Ahmad (2023) "The Impact of Lean Thinking on Strategic Planning in Industrial
" .Companies in Jordan from the Upper and Middle Management: A Perspective Study Information Sciences
- Letters: Vol. 12 : Iss. 6 , PP

William, P., Ahmad, A. Y. B., Deepak, A., Gupta, R., Bajaj, K. K., & Deshmukh, R. (2024). Sustainable
Implementation of Artificial Intelligence Based Decision Support System for Irrigation Projects in the
.Development of Rural Settlements International Journal of Intelligent Systems and Applications in
,Engineering .48-56 ,(3s)12

Wang, C., Ahmad, S. F., Ayassrah, A. Y. B. A., Awwad, E. M., Irshad, M., Ali, Y. A, ... & Han, H. (2023). An
.empirical evaluation of technology acceptance model for Artificial Intelligence in E-commerce. Heliyon, 9(8)

;Yahiya Ahmad Bani Ahmad (Ayassrah), Ahmad; Ahmad Mahmoud Bani Atta, Anas; Ali Alawawdeh, Hanan
Abdallah Aljundi, Nawaf; Morshed, Amer; and Amin Dahbour, Saleh (2023) "The Effect of System Quality and
User Quality of Information Technology on Internal Audit Effectiveness in Jordan, And the Moderating Effect
".of Management Support .Applied Mathematics & Information Sciences: Vol. 17: Iss. 5, Article 12
DOI: https://dx.doi.org/10.18576/amis/170512

Zamiri, M., & Esmaeili, A. (2024). Methods and Technologies for Supporting Knowledge Sharing within
Learning Communities: A Systematic  Literature  Review.  Administrative  Sciences,  14(1).
https://doi.org/10.3390/admsci14010017

.Zhan, Y., Ahmad, S. F., Irshad, M., Al-Razgan, M., Awwad, E. M., Ali, Y. A., & Ayassrah, A. Y. B. A. (2024)
Investigating the role of Cybersecurity's perceived threats in the adoption of health information
.systems ,Heliyon .(1)10

Zhang, H., Zhang, J., Zheng, C., Wang, B., & Chen, J. (2024). Node location of bi-level urban metro-based
ground-underground logistics distribution. Multimodal Transportation, 3(1), 100119.
https://doi.org/10.1016/j.multra.2023.100119

Library Progress International | Vol.44 No.3 | Jul-Dec 2024 5857



