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Abstract 

This study aimed to investigate the effect of developing e-

marketing capabilities and efficiency on the improvement 

of B2B marketing performance. The present research was 

an applied and descriptive survey. The statistical 

population of the study encompassed the employees 

operating in Malayer Furniture Brand (N=156) and the 

sample size was 113. The data collection tool was a 

questionnaire. To assess the validity, the content validity 

and confirmatory factor analysis were adopted and the 

results indicated the appropriateness of the factor analysis 

in identifying the structure of the model. Cronbach's alpha 

was used to measure reliability and the results suggested 

that the value of each research questionnaire component 

was greater than 0.7. The data were analyzed using 

structural equation modeling by Smart PLS software. The 

results showed that the development of e-marketing 

capabilities had a positive and significant effect on 

improving the B2B performance of the Malayer Furniture 

Brand. The development of efficiency capabilities also 

positively and significantly improved the B2B 

performance of the Malayer Furniture Brand. 

Development of e-marketing capabilities, B2B 

performance improvement, Efficiency capabilities 

Resumen 

Este estudio tuvo como objetivo investigar el efecto del 

desarrollo de las capacidades y la eficiencia del marketing 

electrónico en la mejora del rendimiento del marketing 

B2B. La presente investigación fue una encuesta aplicada 

y descriptiva. La población estadística del estudio abarcó 

a los empleados que operan en la marca de muebles 

Malayer (N = 156) y el tamaño de la muestra fue de 113. 

La herramienta de recolección de datos fue un 

cuestionario. Para evaluar la validez, se adoptaron la 

validez del contenido y el análisis factorial confirmatorio 

y los resultados indicaron la idoneidad del análisis 

factorial para identificar la estructura del modelo. Se usó 

el alfa de Cronbach para medir la confiabilidad y los 

resultados sugirieron que el valor de cada componente del 

cuestionario de investigación fue mayor que 0.7. Los datos 

se analizaron utilizando un modelo de ecuación estructural 

mediante el software Smart PLS. Los resultados mostraron 

que el desarrollo de las capacidades de marketing 

electrónico tuvo un efecto positivo y significativo en la 

mejora del rendimiento B2B de la marca de muebles 

Malayer. El desarrollo de capacidades de eficiencia 

también mejoró de manera positiva y significativa el 

rendimiento B2B de la marca Malayer Furniture. 

Desarrollo de capacidades de marketing electrónico, 

Mejora del rendimiento B2B, Capacidades de 

eficiencia 
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Introduction 

 

The e-marketing capabilities are a process 

beyond the traditional marketing, which is 

performed through Internet technology. This 

method establishes a mutual relationship 

between the company and its customers. E-

commerce pursues the same goals as the 

traditional marketing’s, and the only difference 

is that the e-commerce uses new technology and 

techniques to innovate and improve 

performance. E-marketing is considered as a 

reciprocal relationship and, in addition to 

providing the possibility of expanding massive 

information, it has also provided the grounds to 

obtain information from the market and other 

competitors (Vorhies et al., 2009). Efficiency 

refers to spending minimum energy for 

maximum work. The managers are directly in 

charge of improving the efficiency that would 

result in increasing productivity and, 

consequently, reaching the objectives of the 

company in terms of marketing.  

 

The term efficiency is limited and is used 

to refer to the intra-organizational operations. 

Business to Business (B2B) means trading 

performed between a business and a business or 

a merchant and a merchant. This type of 

marketing refers to business activities between 

merchants and wholesalers or major retailers and 

retailers. The B2B system is the first method of 

doing electronic transactions and still provides 

the maximum profit. In B2B business, the 

merchants also have to identify the 

intermediaries in addition to their customers. 

One of the first major companies was CISCO 

Inc., which developed their e-commerce website 

in July (1996), and then major computer 

companies such as Microsoft and IBM offered 

their commercial software that provided the 

possibility of shopping via the Internet (Pierre, 

2001). 

 

Significance and Necessity of the Study 

 

Marketing capabilities are integrated and 

coherent processes designed to apply collective 

skills, knowledge and resources of the company, 

detect market needs, and improve the value of 

the company's products and services, through 

which and the company can adapt itself to the 

variable conditions of the market and use market 

opportunities to deal with competitive threats.  

 

 

 

Marketing capabilities represent the 

specific capabilities of a company in identifying 

target markets, strategies, and mixes of 

developing markets, causing the maintenance of 

relationships with loyal customers. Previous 

studies show a positive relationship between 

marketing capabilities and company 

performance (Wu, 2013). Competition has 

gotten more intense in e-marketing and long-

term relations need to be emphasized. The e-

commerce wave has affected almost all 

companies and, in particular, companies 

operating in the furniture industry as such they 

are obliged to enter the e-commerce industry.  

 

The strategic goals of e-commerce, as a 

traffic light, facilitate all efforts and measures to 

deploy e-commerce and gain competitive 

advantage in the electronic world (Samiee, 

2008). It seems to be a general agreement that 

the companies, if they want to succeed in their 

business and marketing environments, should 

also improve their marketing performance and 

efficiency. Appropriate employment of human 

resources to improve the marketing efficiency as 

the most valuable and foremost wealth in each 

company has become an issue of great 

importance (Anastasia et al., 2015). 

 

Hence the efficiency of human resource 

marketing is one of the key pillars in any 

institution or company. The buyer's decision-

making process is no longer a linear process so 

that the buyer does not first search to select a 

company and ultimately make a purchase from 

the selected company.  

 

On the other hand, it is a fluid process and 

a cycle through which the buyer constantly surfs 

various channels (websites, social networks, 

specialized blogs, etc.) to obtain information 

about his concerned commodity, investigates 

different companies and brands and constantly 

evaluates the findings obtained about his 

concerned brands (Turban et al., 2006). 

 

Theoretical Background of the Study 

 

Marketing capabilities 

 

In recent studies, marketing capability is defined 

as the process of applying the organizational 

knowledge, skills, and resources to create added 

value for goods and services, meet competitive 

needs, and respond to market-related needs.  
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The importance of learning processes in 

the development of marketing capabilities has 

been emphasized, especially when employees 

can quickly solve their marketing problems 

using their knowledge and skills. In order to 

illustrate the marketing capabilities of the 

company, some specific marketing processes 

which can be consistent with the company's 

competitive strategy, are outlined. 

 

Efficiency 

 

The term efficiency is more limited and is used 

to refer to the operations performed within an 

organization. An organization’s efficiency refers 

to the amount of resources consumed to produce 

a product and is measured based on the 

consumption to product ratio (Mohan & Ray, 

2004). If an organization can afford to spend less 

resources in comparison to other organizations 

to reach its specified goal, its efficiency is 

greater. In other words, efficiency refers to the 

minimum time or energy spent on the maximum 

work. Or, it is in fact the proportion of the 

performed work to the work to be done (Mohan 

& Ray, 2004). Various factors, including 

training, job turnover, job enrichment, and 

employees’ empowerment, enhance the 

efficiency in an organization (Weill, 2004). 

 

B2B Marketing  

 

Business to Business marketing, commonly 

known as B2B marketing, includes selling 

products or services to another company. The 

B2B marketing techniques rely on the basic 

principles of consumer marketing; however, 

they are conducted uniquely (Zhang et al., 2012). 

For the B2B buyers, only the price and potential 

profit of the product is of importance. In B2B 

marketing, the businessmen have to recognize 

customers and intermediaries. Looking for new 

ways to promote relationships through social 

media is currently a hot bed of debates 

throughout the world and in B2B marketing 

(Sadi & Noordin, 2011).  

 

Social networks have created a new 

channel for conversations and communications 

among different businesses. Professional and 

opportunistic B2B companies have found 

innovative techniques to exploit social media. In 

this model, retailing does not matter, and buyers 

are looking for wholesales with high profit rates 

since retailing is not risk free and buyers are not 

eager to buy products from the Internet (Sadi & 

Noordin, 2011).  

Cisco Co. was a leading company in 

initiating e-commerce website in 1996. Within a 

short period, major companies such as Microsoft 

and IBM then came into the market and 

marketed their commercial software. Today, 

B2B e-commerce has achieved the highest 

progress in e-commerce, and it is expected that 

this type of business grows faster in the near 

future (Zhang et al., 2012). In order to advance 

in this business, the observance of following 

points is of essence: hosting information 

webinars, setting up the industry booth at 

popular and well-known business fairs, sending 

an email newsletter as an industry expert, and 

informing about the status of the company, 

having an active and interactive participation in 

social media, attending the industry network 

events, and establishing favored relations with 

buyers (Maswera et al., 2008). 

 

Empirical Background of the Study 

 

‒  Amiri et al. (2016) investigated the 

factors affecting the adoption of e-commerce in 

Iran's agricultural sector. The results of their 

study indicated that attitudes played a mediating 

role in the relationship between perceived 

usefulness and security, operational, financial, 

and time risks with the acceptance of e-

commerce. 

 

‒  Saeidi Garghani and Naser Asadi (2016) 

examined the impact of marketing on the 

effectiveness of implementing e-commerce 

strategy and found that marketing had a positive 

and significant effect on the effectiveness of e-

commerce strategy implementation. 

 

‒  Asghari and Heidari (2015) conducted a 

study entitled "Developing a model based on the 

factors affecting customer satisfaction and trust 

in the e-commerce sector." The results of this 

study provided an insight for those who work in 

the field of e-commerce, because they can use it 

to design and implement e-commerce websites 

with a group shopping income model. 

 

‒  Samadi Pour et al. (2015) carried out a 

research on the impact of satisfaction and 

website usability on the development of 

efficiency and positive oral statements in 

electronic services. The results showed that the 

ability to use the website had a direct impact on 

customer satisfaction in e-business, and that the 

customer satisfaction leads to efficiency and the 

efficiency provokes further positive oral 

statements in e-business. 



ISSN-Print: 2007-1582- ISSN-On line: 2007-3682 

ECORFAN® All rights reserved. 

 

JAFARI, Sajad & SHIRAZIAN, Zahra. The Effect of 

Developing E-Marketing and Efficiency Capabilities on the 

Improvement of B2B Marketing Performance. ECORFAN 

Journal-Mexico. 2019.  

30 

Article                                                                                                        ECORFAN-Mexico Journal 
                                                                                                  June 2019 Vol.10 No.22 27-38 

 

 

‒  Zaman Pour and Sattari Ardebili (2015) 

researched the B2B marketing in small and 

medium-sized enterprises (Case study: Moghan 

Agro-Industry Company). The results of the 

study revealed a positive and significant 

relationship between market orientation, 

branding capability, and innovation capacity 

with B2B marketing performance. 

 

‒  Rahimi (2015) conducted a research on 

the relationships among technological 

opportunities, with an emphasis on B2B 

marketing and performance. The results of this 

study showed that the technological 

opportunities had a positive impact on key 

efficiency measures such as sales, profit, and 

market value. The marketing mechanism 

through which the relationship between 

technology, efficiency, and performance is 

determined is of great importance. 

 

‒  Montazeri et al. (2014) conducted a 

study entitled "Factors affecting the intent of 

shopping in e-commerce among computer 

website customers". The research findings 

indicated that the virtual companies can increase 

the customers’ willingness for online shopping 

through reducing perceived risks and enhancing 

perceived benefits and trust by creating a safe 

environment and ensuring successful shopping. 

 

‒  Ranjbargi and Eskandarian (2014) 

investigated the factors influencing the 

development of e-commerce application in 

textile and apparel companies of Isfahan 

province. The results suggested that the two 

main factors, including organizational structure 

(prospective and strategic management, firm 

size, flexibility, performance and expected 

efficiency) and supporting and infrastructure 

factors have a significant effect on the use of e-

commerce tools in enterprises operating in the 

textile industry sector in Isfahan province. 

 

‒  Monavarian et al. (2014) investigated 

the factors influencing the development of e-

commerce (Case Study: small and medium-sized 

enterprises in Tehran). According to the 

findings, the external environment factors are 

divided into the macro environment factors and 

the industry environment factors, each of which 

separately affects the acceptance and 

development stages of e-commerce in small and 

medium-sized enterprises. 

 

 

 

‒  Elahi et al. (2010) conducted a research 

study on the relationship between e-commerce 

and customer behavior and concluded that trust, 

loyalty and satisfaction interactively enhance e-

shopping; however, the extent and the procedure 

through which they affect and interact with each 

other in different countries varies. 

 

‒  Hosseini et al. (2008) investigated the 

impact of e-marketing on the export 

performance of the distinguished exporters in 

the industry sector during 2000-2005 (with an 

emphasis on the Internet). The results revealed a 

positive relationship between the use of Internet 

in marketing activities and export performance 

of the concerned companies. 

 

‒  Iddris and Ibrahim (2015) investigated 

the relationship between e-marketing and 

marketing performance. Their findings showed 

that, despite the use of electronic marketing by 

companies, this tool had a positive impact on 

their marketing performance. 

 

‒  Sok et al. (2013) conducted a research 

on the relationship between the e-marketing 

capabilities, innovation, and learning with the 

performance of small and medium-sized 

enterprises. The results revealed a positive and 

significant relationship between the e-marketing 

capabilities, innovation, and learning with the 

performance of small and medium-sized 

enterprises. 

 

‒  Theodosiou et al. (2012) studied the 

strategic orientation, marketing capabilities, and 

company performance, an empirical study on the 

concept of frontline managers in service 

organizations. According to this study, 

competition and innovation orientations lead to 

the development of marketing capabilities, there 

is a positive and significant relationship between 

marketing capability and performance, and 

marketing capability has an impact on 

performance. 

 

‒  Mariadoss et al. (2011) conducted a 

study entitled “Marketing capability and 

innovation-based strategies for environmental 

sustainability (Case Study: B2B Companies). 

The results revealed that innovation-based 

strategies and marketing capabilities affect 

performance and competitive advantage. 
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‒  Merrilees’ et al. (2011) study entitled 

“Marketing capabilities: Antecedents and 

implications for B2B SME performance” 

showed that marketing and innovation 

capabilities were the most important factors 

affecting the SME performance. 

 

‒  Tsiotsou and Vlachopoulou (2011) 

conducted a study entitled "Understanding the 

effects of market orientation and e-marketing on 

service performance." They found that market 

orientation had a positive and significant effect 

on efficiency through a dual mechanism 

(directly and indirectly) with regard to the 

mediating role of e-commerce, which improves 

the impact of market orientation on efficiency. 

 

‒  In his research entitled “The effect of 

culture on creation marketing intelligence by 

internet and creation value in B2B organization” 

with regard to the increasing value of Internet in 

companies, Karayanni (2006) explored the 

techniques to achieve marketing intelligence via 

the Internet and investigated the relationships 

between intelligence obtained via the Internet 

and its value creation with variables such as 

customer relation, innovation, productivity and 

efficiency, and the strength of such 

relationships. The results showed that the 

Internet as a virtual business network has 

infiltrated the lives of organizations and has 

provided a large number of many opportunities 

for organizations. It was also determined that the 

value or timing of this category and the 

organizational culture in this category had a 

significant impact as well. 

 

‒  Lin (2003) criticized the customer 

satisfaction in e-commerce. The result of his 

study showed that service quality in e-commerce 

is a way of determining the competitive 

advantage through customer satisfaction. In 

addition, customer relations in the e-commerce 

environment is of great importance in 

maintaining customer satisfaction. 

 

Conceptual Model of the Study 

 

In this study, Gray et al. (2017) and Supran and 

Sharma’ (2014) e-marketing capabilities model 

and Gray’s et al. (2017) B2B performance model 

were used. The researcher adapted the 

abovementioned models and developed the 

conceptual model of the present study as 

follows, according to which the research 

hypotheses were formed: 

 

 
 

Figure 1 Conceptual Model of the Study 
 

Research Hypotheses 

 

1. The development of e-marketing 

capabilities has a positive and significant 

effect on improving the B2B performance 

of Malayer Furniture Brand. 

 

2. The development of efficiency capabilities 

has a positive and significant effect on 

improving the B2B performance of 

Malayer Furniture Brand. 

 

Research Methodology  

 

The present research was applied in terms of the 

research objectives and quantitative with regard 

to the data type as the questionnaire and 

quantification of qualitative concepts and values 

were employed in this study.  Regarding the 

procedure of the study, it was cross-sectional 

since it was performed at a point in time rather 

than within an interval. The statistical population 

of the study encompassed the staff of the 

Malayer Furniture Brand (N=156). The study 

sample size was estimated to be 113 according 

to Morgan’s Table. Simple random sampling 

was also used in this study. 

 

Instruments of the Study 

 

Questionnaires were used as the research 

instruments to collect data in this study. Three 

questionnaires were used as described below. 

 

A. The Standardized Marketing Capability 

Questionnaire contains 14 questions and 

seven components, including: 1) providing 

online product catalogs; 2) upgrading 

products online; 3) online orders; 4) online 

payment; 5) salesperson online access; 6) 

Electronic shopping; and 7) participation 

in e-market 
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B. Standardized Scale of Development of 

Efficiency Capability. This standardized 

questionnaire encompasses four 

components and eight items: 1) equality; 

2) alignment; 3) work speed; and 4) using 

facilities. 

 

C. Standardized B2B Performance Inventory: 

This standardized questionnaire contains 

four components and eight questions as 

follows: 1) Information multiplicity; 2) 

After-sales support; 3) Effectiveness of 

market research; and 4) Online 

communication. 

 

Confirmatory factor analysis and goodness 

of fit indices were used to determine their 

validity and Cronbach's alpha was also 

employed to determine its reliability. The values 

of factor analysis and Cronbach's alpha 

coefficients are presented in Table 1. 

 
Variabl

e  

Parameter No. Ite

m  

Path 

coeffici

ent  

t-

value 

Cronbac

h’s 

alpha 

KM

O 

Bartl

et 

E-
marketing 
capabilities 

Providing 

product 

catalog 

1 a1 0.91 17.79 0.912 

 

0.80

0 
0.00 

a2 0.93 20.32 

Upgrading 

products 

online 

2 a3 0.72 14.48 

a4 0..90 18.70 

online 

order 

3 a5 0.86 17.85 

a6 0.91 18.03 

online 

payment 

4 a7 0.91 17.79 

a8 0.93 20.32 

salesperso

n’s online 

access 

5 a10 0.91 17.70 

a11 0.93 20.32 

E-

shopping 

6 a12 0.90 18.70 

a13 0.86 17.85 

Participati

on in e- 

market 

7 a14 0.72 14.48 

a15 0.90 18.70 

Improvin

g 

Performa

nce 

capabiliti

es 

Equality 8 b1 0.92 10.92 0.900 
b2 0.96 20.15 

alignment 9 b3 0.87 17.26 

b4 0.90 18.42 

Work 

speed 

10 b5 0.99 21.18 

b6 0.87 16.92 

Using 

facilities 

11 b7 0.70 11.79 

b8 0.87 17.26 

B
2
B

 p
er

fo
rm

a
n

ce
 

Information 

multiplicity 
12 c1 0.55 8.79 0.866 

c2 0.68 14.12 

After-sales 

online 

support 

13 C3 0.74 14.45 

C4 0.87 16.60 

Effectiven

ess of 

market 

research 

14 C5 0.55 8.79 

C6 0.68 14.12 

Online 

communic

ation 

15 C7 0.55 8.79 

C8 0.68 14.12 

E-marketing 

capabilities 

X2 df x2 df⁄  RMSE

A 

 GFI AGFI NFI 

47.4

0 
56 0.846 0.00 0.94 0.91 0.98 

Improving 

Performance 

capabilities 

X2 df x2 df⁄  RMSE

A 

 GFI AGFI NFI 

22.9

1 
14 1.63 0.07 0.95 0.93 0.99 

B2B performance X2 df x2 df⁄  RMSE

A 

 GFI AGFI NFI 

52.9

3 
24 2.20 0.09 0.89 0.87 0.89 

 
Table 1 Validity and reliability of research questionnaire 

 

As the above Table indicates, the values of 

Cronbach's alpha coefficient for all components 

are >0.7; hence, the research questionnaires have 

an acceptable reliability. The value of KMO 

index for the three questionnaires was >0.6 and 

the significance level of Bartlett's statistics was 

<0.05; therefore, the research sample was 

sufficient to implement confirmatory factor 

analysis. The values of confirmatory factor 

analysis at the level of standard coefficients for 

each questionnaire were at an appropriate level, 

and the T-values of the factor analysis for the 

three questionnaires were out of +1.96 to -1.96 

range and showed an appropriate level. 

Furthermore, the validity of the questionnaire 

revealed its appropriate content validity; 

therefore, the validity of the questionnaire can be 

considered as achieved. To sum up, the research 

tools were valid and reliable. Moreover, the 

goodness of fit indices in confirmatory factor 

analysis indicated that the questionnaires were 

well-fitted. 

 

Findings of the Study 

 

Before analyzing the data, their distribution 

status was evaluated using the Kolmogorov–

Smirnov test and it was found that the 

distribution of the variables is not normal. Thus 

partial least squares method, which can be run 

using Smart PLS software, was used. The image 

output of the hypotheses estimation for path 

coefficients and significant coefficients is 

presented in the following figures. 

 

Structural Path Coefficients of Research 

Hypotheses 

 

 
 
Figure 2 Estimated model of main research hypotheses in 

path coefficients 
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The coefficients in this figure are the same 

standardized regression coefficients, or in other 

words, the same beta values in the regression 

model, indicating the intensity of the effect of 

the independent variable on the dependent 

variable and the mediating variable. To ensure 

the meaningfulness of the above coefficients, t-

values need to be considered. Figure 3 shows 

these values as a graph: 

 

 
 
Figure 3 Meaningfulness coefficients of the estimated 

model for the main research hypotheses 

 

Figure 3 presents the t-values for the 

estimation of the standard coefficients. 

 

M
ai

n
  

H
y

p
o

th
es

es
 

R
es

ea
rc

h
 

H
y
p

o
th

es
es

 

Path Direct 

impac

t 

Indire

ct 

impact 

Total 

impac

t 

t-

value 

Result 

from to 

H1 E-

marketi

ng 

capabili

ties 

Performan

ce 

improvem

ent of B2B 

0.316 --- 0.316 4.829 Confirm

ed 

H2 Improvi

ng 

Perfor

mance 

capabili

ties 

Performan

ce 

improvem

ent of B2B 

0.656 --- 0.656 12.20

1 

Confirm

ed 

 

1 Providi

ng 

product 

catalog 

Performan

ce 

improvem

ent of B2B 

0.533 --- 0.533 10.58

7 

Confirm

ed 

2 Upgrad

ing 

product

s online 

Performan

ce 

improvem

ent of B2B 

0.505 --- 0.505 10.05

7 

Confirm

ed 

3 online 

order 

Performan

ce 

improvem

ent of B2B 

0.561 --- 0.561 11.54

4 

Confirm

ed 

4 online 

paymen

t 

Performan

ce 

improvem

ent of B2B 

0.508 --- 0.508 10.07

0 

Confirm

ed 

5 salesper

son’s 

online 

access 

Performan

ce 

improvem

ent of B2B 

0.465 --- 0.465 13.95

7 

Confirm

ed 

6 E-

shoppin

g 

Performan

ce 

improvem

ent of B2B 

0.565 --- 0.565 11.72

0 

Confirm

ed 

7 Particip

ation in 

e- 

market 

Performan

ce 

improvem

ent of B2B 

0.696 --- 0.696 12.90

1 

Confirm

ed 

 

1 Equalit

y 

Performan

ce 

improvem

ent of B2B 

0.394 --- 0.394 6.596 Confirm

ed 

2 alignme

nt 

Performan

ce 

improvem

ent of B2B 

0.402 --- 0.402 5.033 Confirm

ed 

3 Work 

speed 

Performan

ce 

improvem

ent of B2B 

0.340 --- 0.340 5.455 Confirm

ed 

4 Using 

facilitie

s 

Performan

ce 

improvem

ent of B2B 

0.370 --- 0.370 5.897 Confirm

ed 

 
Table 2 T-values and path coefficients of research 

hypotheses 

 
Variables  External Model 

Indices 
Internal 
Model 

Indices 

Model Quality 
Indices 

α ρ AVE r2 Q2 Com Red GOF 

E-marketing 0.8
66 

0.897 0.558 --- 0.510 0.626 --- 0.724 

Performance 

Capabilities 

0.7

93 

0.865 0.616 --- 0.518 0.616 --- 

B2B 
performance 

0.7
55 

0.820 0.555 0.820 0.524 0.678 0.364 

 
Table 3 Evaluation of internal and external indices of the 

model and the main research hypotheses 

 

Since Cronbach's alpha and composite 

reliability values were >0.7, the model was 

assumed to be reliable. Moreover, the AVE 

index value was also >0.5; thus, the external 

model indices were in an acceptable condition. 

An evaluation of internal model indices also 

showed that the model was in an appropriate 

condition since the coefficients of determination 

were high and the Q2 index of Aston-Gaiser is 

not zero. The overall model indices were 

appropriate, and the GOF index confirmed that 

the model had a predictability of 0.724 for the 

research hypotheses. 

 

Discussion and Conclusion 

 

The analysis results of the first main hypothesis 

with regard to the direct effect (0.316) indicated 

that the effect of the development of electronic 

marketing capabilities on improving the B2B 

performance of the Malayer Furniture Brand 

was positive and the null hypothesis was 

rejected, and the H1 is confirmed. The t-value 

for the variables ‘developing electronic 

marketing capabilities’ and ‘improvement of 

B2B performance’ was 4.829 at a confidence 

level of 99% and an error rate of 1%, which was 

>2.56, indicating a significant relationship 

between these two variables in the Malayer 

Furniture Brand at a confidence level of 99%.  

 

 

 



ISSN-Print: 2007-1582- ISSN-On line: 2007-3682 

ECORFAN® All rights reserved. 

 

JAFARI, Sajad & SHIRAZIAN, Zahra. The Effect of 

Developing E-Marketing and Efficiency Capabilities on the 

Improvement of B2B Marketing Performance. ECORFAN 

Journal-Mexico. 2019.  

34 

Article                                                                                                        ECORFAN-Mexico Journal 
                                                                                                  June 2019 Vol.10 No.22 27-38 

 

 

Accordingly, given that the t-value of the 

first main hypothesis (4.829) is greater than 

2.56, the first hypothesis of the study is 

confirmed. In other words, the development of 

electronic marketing capabilities could justify 

316% of the variations in improving the B2B 

performance of the Malayer Furniture Brand. All 

in all, the first main research hypothesis was 

confirmed. In other words, the development of 

electronic marketing capabilities has a 

significant effect on improving the B2B 

performance of the Malayer Furniture Brand.  

 

This finding is consistent with the findings 

of some other researchers (e.g., Amiri et al., 

2016; Saeidi Garghani & Naser Asadi, 2016; 

Mohtaram et al., 2015; Asgari & Heidari, 2015; 

Zaman Pour and Satar Ardebili, 2015; Rahimi, 

2015; Montazeri et al., 2014; Ranjbargi & 

Eskandarian, 2014; Monavarian et al. , 2014; 

Elahi et al., 2010; Hosseini et al., 2008; 

Paraskoei et al., 2017; Kayabasi & Mtetwa, 

2016; Sok et al., 2013; Theodosiou et al., 2012; 

Mariadoss et al., 2011; and Merrilees et al., 

2011). 

 

The analysis results of the second main 

hypothesis with regard to the direct effect 

(0.656) showed that the effect of the 

development of efficiency capabilities on 

improving the B2B performance of the Malayer 

Furniture Brand was positive. The t-value for the 

variables ‘development of efficiency 

capabilities’ and ‘improvement of B2B 

performance’ was 12.201 at a confidence level 

of 99% and an error rate of 1%, which was 

>2.56, indicating a significant relationship 

between these two variables in the Malayer 

Furniture Brand at a confidence level of 99%. 

Accordingly, given that the t-value of the second 

main hypothesis (12.201) is greater than 2.56, 

the second hypothesis of the study is confirmed.  

 

In other words, the development of 

efficiency capabilities could justify 656% of the 

variations in improving the B2B performance of 

the Malayer Furniture Brand. Hence the second 

main research hypothesis was confirmed. In 

other words, the development of efficiency 

capabilities has a significant effect on improving 

the B2B performance of the Malayer Furniture 

Brand. No evidence rejected the second 

hypothesis.  

 

 

 

 

This finding is consistent with the findings 

of some other researchers (e.g., Amiri et al., 

2016; Saeidi Garghani & Naser Asadi, 2016; 

Mohtaram et al., 2015; Asgari & Heidari, 2015; 

Samadi Pour et al., 2015; Rahimi, 2015; 

Montazeri et al., 2014; Ranjbargi & 

Eskandarian, 2014; Monavarian et al., 2014; 

Elahi et al., 2010; Hosseini et al., 2008; 

Lockman, 2016; Kayabasi & Mtetwa, 2016; 

Merrilees et al., 2011; Tsiotsou & 

Vlachopoulou, 2011; Karayanni, 2006; Lin, 

2003). 

 

Suggestions According to Hypothesis Testing 

 

1. According to the results for the first 

hypothesis: 

 

‒ The authorities of the studied population 

are recommended to make efforts to use 

and apply integrated and coherent 

processes in order to apply collective 

skills, knowledge, and resources of the 

company, identify market needs, and 

improve the value of their company's 

goods and services. 

 

‒ The authorities are also suggested to 

uniquely rely on other companies or other 

organizations according to the basic 

principles of consumer marketing in order 

to enhance the performance in the product 

sales or services. 

 

‒ Regarding the product catalogue index, it 

is suggested to use an electronic catalogue 

such as multimedia CDs on a compact disc 

(CD) with the ability to write a special 

design, along with the name of the 

company directly inserted on the CD to be 

presented to customers inside a printed or 

fancy package. 

 

‒ Regarding the online upgrade index, 

online communications are suggested to 

be employed in order to enhance the 

shopping intention, increase values, or 

enhance incentives for consumers, 

wholesalers, retailers, or other company 

consumers to promote sales promptly. 
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‒ Regarding the online order index, the 

company is recommended to place the list 

and specifications of its goods on the 

website so that the buyer, after visiting the 

website and studying the specifications of 

the concerned goods can proceed to 

register the order and purchase the goods 

from the company. 

 

‒ With regard to the online payment index, 

the company is recommended to develop 

and establish a software feature of an 

online store for the online payments by 

customers using electronic payment 

instruments and electronic payment cards 

(only available on the Internet). 

 

‒ Regarding the online access index, the 

salesperson is advised to creating a space 

on the Internet for its customers to have 

access to online services whenever they 

need recommendations or advice to do 

their online shopping, to ask questions, 

and to raise their problems. 

 

‒ Considering the e-shopping index, it is 

suggested to provide a platform for 

customers to have e-shopping through 

online stores so that customers can have 

shopping. 

 

‒ Regarding the participation in the e-

market, it is suggested to provide the 

necessary grounds through using 

information and communication 

technology to expand and deepen 

partnerships by empowering citizens to 

further communicate with each other and 

with their customers. 

 

2. According to the results for the second 

hypothesis: 

 

‒ The authorities of the studies population 

are recommended to take steps to improve 

efficiency capabilities and enhance B2B 

performance through holding training 

courses on the principles and foundations 

of productivity and efficiency. Also, the 

managers and authorities should consider 

other factors such as social value of the 

job, work conditions, and employment 

products at different times in order to 

increase the performance. 

 

 

 

‒ Concerning the equality index, it is 

suggested that the changes in structures 

and flexibility are considered to improve 

efficiency and enhance the performance of 

the employees. Creating trust between 

managers and the importance of training 

employees are the factors facilitating 

efficiency and improving performance. 

The authorities should pay special 

attention to this point. 

 

‒ Regarding the alignment index: (1) All 

employees should have the same goal. (2) 

All staff should be aware of how they 

collaborate in advancing the core 

strategies to achieve organizational goals. 

(3) Works, processes, and activities are 

carried out to achieve the goals. And (4.) 

Priorities should be simple and 

transparent. 

 

‒ Regarding the work speed index, it is 

recommended to consider the speed of the 

work and the timely completion of work 

and daily activities. The faster they can 

accomplish their tasks during a working 

day, the more successful they will be.  The 

company should also pay special attention 

to time management in daily tasks and 

activities. 

 

‒ Considering the use of facilities, it is 

recommended to optimally use all the 

equipment and facilities available in the 

company to maximize their performance. 
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