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 المنخص:
امتسّْق الامكترهًي في هلاء امزبائي في شركات امسٓاحة في الأردن فضلاى غي بٓان  ُدفت امدراسة امحامٓة إمى امتػرف على اجر

 امدهر المػدل امذو ْىكي أن تؤدَْ وّاكع امتّاضل الادتىاغي في تنك امػلاكة.
ٌتخ، امتسػٓر، هكد تّضل امباحث إمى وذىّغة وي امٌتائخ كان وي أُىِا أن امتسّْق الامكترهًي لا ْؤجر وػٌّْا وي خلال وزْذَ )الم 

ن امترهْخ، امتّزْع( في كل وي هلاء امزبائي بأبػادٍ )امّلاء الاتذاُي، امّلاء امسنّكي( بطّرة وذتىػة أه وٌفردة. كىا أظِرت امٌتائخ أ
 وّاكع امتّاضل الادتىاغي تػدل امػلاكة وا بٓي امتسّْق الامكترهًي هكل وي )امّلاء الاتذاُي، امّلاء 

ذٍ امٌتائخ كدم امبحث وذىّغة وي امتّضٓات وٌِا، ان على امشركات المبحّجة إغادة امٌظر باستراتٓذَٓ امسنّكي(، هفي ضّء ُ
امتسّْق الامكترهًي فِٓا هإغادة ضٓاغة ُذٍ الإستراتٓذٓة  بػٌاضرُا المختنفة ،  كىا اهضى امبحث بضرهرة الاستفادة وي امفرص 

ت امباححة بضرهرة اغادة ضٓاغة إستراتٓذٓة امتسّْق الامكترهًي  في امشركات امتي تّفرُا وّاكع امتّاضل الادتىاغي ، كىا أهض
 المبحّجة هذمك متػزْز حامة امّلاء مدء غىلائِا هلاغادة تشكٓل المكاًة امذٌُٓة متنك امشركات في اذُاًِه .

 

The Impact of E-marketing on Customer Loyalty in Tourists Companies in Jordan: The 
Moderating Role of Social Media. 

Abstract: 
The aim ofcuurrent study is to identify the impact of e-marketing on customer loyalty in Jordanian tourism companies, as well as the 

relationship of the amended statement role that could be played by social networking sites. 

The most important of the numerous results found in theresearch would be that e-marketing is not morally effected by its 

combination (product, pricing, promotion, distribution) of customer loyalty, by excluding itcollectively or individually (directional 

loyalty, behavioral loyalty). The results also demonstrated the rate at which social networking sites modulated the relationship 

between e-marketing and customer loyalty (directional loyalty, behavioral loyalty).  

In light of these results, the study made a series of recommendations and suggestions.  

First, the reserached companies should reconsider theire-marketing strategiesand redraft them with their various elements. Second, 

the study recommends taking advantage of the opportunities made by different social networking sites (context, content, composition 

of aggregates, recommending customers, communication, interdependence, and trade). Also, the research recommended the 

consolidation ofe-marketing strategiesand the reformulation of these strategies in the companies researched, in order to enhance their 

customer loyalty by:  raising the level of the on-exports of the surveyed companies, working to take advantage of it by promoting 

loyalty among different customers, and through the reformation of the  stature of mind of the companies in the minds of their 

customers, for the purpose of exploiting the different social networking sites. 

 
Keywords: E – marketing, Customer Loyalty, Social Media, Tourists Companies 
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