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Abstract

This study aimed to identify the impact of electronic marketing with its
dimensions (electronic pricing, electronic distribution, and electronic promotion) on
enhancing the brand image with its dimensions (emotional, behavioral, and cognitive) in
the National Company for Sponge and Plastic Industry in Taiz Governorate. The study
community consisted of all agents of the National Company for Sponge and Plastic
Industry in Taiz Governorate. The study community included all the company’s agents,
and a sample of 198 agents was selected from four districts (Taiz, Ibb, Dhamar, and Al-
Bayda), which represent the company’s main center. The descriptive analytical approach
was adopted, and the questionnaire was used as a tool for data collection. The data were
statistically processed using the Statistical Package for Social Sciences (SPSS). The
study reached several results, the most important of which are: there is a statistically
significant positive effect of electronic marketing with all its dimensions combined on
enhancing the brand image of the National Company for Sponge and Plastic Industry in
Taiz Governorate. The results also showed a statistically significant positive effect of the
dimensions of electronic pricing and electronic distribution on enhancing the brand
image, whereas the dimension of electronic promotion did not show a statistically
significant effect, as its significance value was greater than (0.05). The findings further
revealed that the National Company for Sponge and Plastic Industry achieved a very high
level of brand image among its agents across all dimensions. In addition, the level of
practicing electronic marketing with its dimensions (electronic pricing, electronic
distribution, and electronic promotion) in the company was rated as very high, according
to the opinions of the agents, with all dimensions of electronic marketing receiving very
high ratings. The study provided a number of recommendations, most notably:
strengthening and developing electronic marketing activities and their associated
dimensions, improving relationships with agents, facilitating communication and access
to information about the company’s products and prices, considering agents’ opinions
and suggestions, and paying attention to the continuous and regular evaluation of
electronic marketing dimensions in order to enhance the company’s brand image.
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