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Abstract

Technology and internet seems to control the pemsesf the business environment specifically thinoting last two decades. Now, most
organizations are depending on technology andniateo reach to its goals and ambitions throughlisomy on online marketing with all its
aspects and potentials. There are many types mfeomlarketing among them is the idea of free margethich an approach that is used to
promote goods and services without any financiedates. Usually this type of marketing takes pl&iceugh the social media websites and
other websites that involves social interactione Thsults of the study indicated that there is sitppely significant influence of free
marketing on brand equity also; free marketing apge: to be influential in a positive way not ondy fegular brands but also for luxurious
brands as it helps the brand reaches for as mastgroars as possible. However, the study resulisdntbiat there appeared to be a good
level of awareness of the importance of social meakrketing among the sample of the study andnttestrial sector in Jordan appeared to
be reliable to a certain degree of the idea of fnegeketing through social media websites includifgcebook, twitter, Google+, instagram
and LinkedIn).
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Introduction

It is widely known that when it is free then itasailable for everyone anytime and with no limias, just like when someone wants to
write down a review about something specific theere is no doubt that this person would put thiewpoint without any external drivers
that could change their mind into something elkeytwould use social media and other free webdgitas enable free reviewing and
commenting. With the massive technological develepimrand the fact that the world is a small villag®v; organization - regardless of
their field of interest- tend to find different wapand approaches to go on with their marketingegjres and plans. There appeared a lot to
tools and applications that can help the orgamimagio on with the already put strategic marketitam®. There appeared the idea of free
marketing.

Free marketing in general refers to the tools gpli@ation on which the organization can go with itarketing plans without paying any
fees or money, it means that the free marketirgtigoe of marketing that is free,with no finanal@mands and any organization can use
such type of marketing to promote its goods andices (Cockrum, 2011)

Problem Statement

Online marketing has become one of the main tdal$ drganizations use in order to promote its gaout services, in addition to being

easy to use; online marketing appeared to be €festige, it doesn't require big amounts of monegdxd on the fact that there are lots of
online marketing portals and the competiveneséan field in fierce so these websites tend to appempetitive through the prices and

amounts of money an organization require to usetype of online marketing through its marketinggtgies. According to Welner (2011)

the idea of free marketing has opened the doormfory organizations to come to the surface andaappeorder to make more profit and

utilize its ability to use the internet so as teda share of the market. On the other hand, MeMelthouse, & Calder (2010) saw that wth

the increasing spread of the internet around thieeghnd the ongoing development in its tools andpeeent; internet became no longer that
expensive and costing tool to use within businikdscame available all around the clock and amggoization, firm, and even individuals

are free to use this tool whenever and wherevertaat.

65



Journal of Marketing and Consumer Research www.iiste.org
ISSN 2422-8451 An International Peer-reviewed Jalurn ‘-'—.'[l
Vol.41, 2017 IIS E

From Moise (2011) perspective, the idea of freerimtt and free marketing tools through the intehast made it easy for any organization
no matter of its size and interest to inter theiramvwnent and have a share of the market, it enabkedbe part of the business world and
grab the attention of the customer through itsioous appearance on the internet. The fact thairenin any place on earth can market an
item or a service even if it was a scam have matard for the organizations to build its trusedibility and authenticity in the market.
Based on that, the current research study seeliaderstand and examine the influence of free miadketn tools and equipment on the
internet in the brand equity, and how can the wfezostless marketing influence the status of tagebrand before its customers.

Review of the Literature
Online Marketing

Online marketing has increasingly become a hotytaddoday’s business sector. Many companies afer@&mg this new and innovative
form of marketing products and using in their maliannel marketing strategy (Babac, 2011). Thimfof marketing allows marketers to
deliver promotional messages to customer via therniet. It involves the advertiser, the publistesdyertising agents, ad server and
advertising affiliates. The publisher's work isgablish the advert on an online platform. The atisers offer the advertisements that are
displayed by the publisher on the online contenig@la, &Eunju, 2012). Advertising agencies geretthie ad copy and place it on the
requirement platform. Lastly the ad server deliviies ad technologically and follows up the statstiThe promotional work is done by
advertising affiliates (Mangold, &Faulds, 2009).

Online marketing utilizes various marketing toatsluding display advertising; web banner adverntisiframe ad (traditional banner); pop-
ups/po-unders; floating ad; expanding ad; intéastad; text ad; search engine marketing (SEM);nspeed search; and search engine

optimization (Mersey, Malthouse, & Calder, 2010).

Display advertising uses logos, text, photograpligos, and other graphics to convey an advertisiegsage. These ads are often targeted
at users who are characterized by particular tr&fiflsb banner ads are graphical ads in a web pagsy Make use of rich media to
incorporate audio, buttons, forms, animations, edend other interactive elements, including Adfitdegh, HTMLS5, Java applets and other
programs (Moise, 2011). Frame ad is a form of babners that is incorporated in websites thus iogat web page. Pop-unders or pop-
ups often appear in a web browser window abovénitial browser window of a website visitor. Floadi ad is an overlay ad or a rich media
ad that become less obtrusive or disappears aver. fExpanding ad is a form of a rich media frameediking that changes dimensions
under a predefined condition. This type of onlirdveatising allows marketers space in the restri@ddspace to fit more information
(Babac, 2011). Interstitial ad is an interruptioarketing which shows up before the user accessesetiuested content. Text ads either
display displays text-based hyperlinks separateynfthe primary content of the web page, or is afdbd by phrases or hyperlinked
individual words to the website of the advertidercan also be delivered to the customer as texsage marketing or via email marketing
(Moise, 2011).

Search engine marketing (SEM) is aimed at incregatia visibility of the website in SERPs (searchiea results pages). Search engines
offer advertisers organic (non-sponsored) resultssponsored results depending on the query ofiéesearcher. SEM marketing is aimed
at making the website to be featured prominentlsedaon topical keywords (Xiang, &Gretzel, 2010)osgored search, sponsored ads or
sponsored links allows marketers to be featuretthénsponsored results as part of the selected kegwdhey allow advertisers to bid on
key search words. Lastly, search engine optimirg8EQO) are aimed at improve the organic seardkimgs of a website in SERPs. This is
achieved by increasing the relevance of the welsitéent to search terms (Xiang, &Gretzel, 2010)er€ are many forms of online
marketing, including mobile advertising, variousnis of display advertising (e.g., web banner adsiad), social media marketing, search
engine marketing, and email marketing (WilliamsWalliams, 2008).

Social Media Marketing

Any B2C or B2B organization that seeks to effedtivaompete in the today’s market must considentduide social media as a marketing
strategy. In this context, social media marketimgplves creating links between customers and bravidispersonal currency and channel
being offered to facilitate social interaction arger-centered networking (Chi, 2011). This digitelrketing platform is aimed at increasing
brand awareness and increasing website traffiqgusitial media site. This is achieved by creatinigjue content aimed at attracting the
users’ attention and encouraging them to creatéactsin order to share and communicate with fisem social networking sites

(Kalyanaraman, &Sundar, 2003). These social netingrisites utilize various applications and techhieams to enable customers to
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“post”, “dig”, “tag” and “blog” content, which is ade available for users and spending and useddpieoeho desire to market their brand,
products or services (Xiang &Gretzel, 2010). Popstial media sites include Facebook, Twitter, lig&, Digg, LinkedIn and Google+.

Organizations that compete effectively with othersoday’s marketplace are making use of these lpoocial media as part of its digital
marketing strategy and using it to market the auptbuild customer engagement; increase leads, gwareness and managed brand
reputations. Retailers are using these social mkiag sites as avenues to extend and reach obetwider range of customers (Mangold
&Faulds, 2009). These social media marketing capatie or organic (free).

Paid social media marketing involve the use of mdiwemarket a product or a brand. On the other hfird marketing or organic social
media marketing which is the focus of the presardys involve using tools offered by social netwiaksite to create a social community,
share posts, interact with the social community @spond to customer comments. This means thateutile paid social media marketing,
organic social media do not charged. Example of fie organic social media marketing include: reparta reviews; B2C Attraction,
customer loyalty etc.

Free Marketing
Reputation

Reputation is a free marketing strategy in whichaketer focuses on Good public relations to matkelf online. The focus is on creating
an online reputation that sells out a company'sadraccurately, positively to customers. It focusesreputation that is created when

prospective customer search for the company/bratideo

As noted by Xiang and Gretzel (2010) the conteat dome up when a customer searcher a companyeeeal what the company engages
in and its reputation as long as it is accurategly, accurate, compelling and comprehensive. Gbigent can be created by a company’'s
PR team when it builds out its social networkingdimeor empire: Pinterest; Twitter; Tumblr; YouTulidpg; Slideshare; WordPress.com;

LinkedIn; Facebook Pages; About.me; Google+ Busifrages; or YouTube.

As such, good reputation can be created throughtaiaing a good public relations in these sociallimesite. This good reputation may
translate into general social acceptability, peas@areer advancement, and increased sales. AmedRE&putation Management (ORM) can
be used to monitor, mitigate or address Searchrierigesult Pages (SERPs) or mentions in Web coatentline media. It is important for
organizations to monitors how something and somésmerceived by consumers based on the interaettseThe growing of the user-

generated content online may affect the searchtsesuthe internet and make it more meaningfulhtange those results.
Reviews

Thousands of brands and companies are competingréonotion and sales every day. These companiesising customer reviews a
marketing strategy to attract customers and foltovi@ Facebook, Google+ for Business, Instagramathdr social media sites. Through
customer reviews customers tell a lot about how thew a product or brand (Berselli, Burger, & Glo2012). It is a means via which
customers reveal their interest. These reviewsngpertant for customer growth and customer loyafgtential customers use these reviews
to understand the brand and its reputation. Thrdhgbke reviews, customer gain trust about a proalubtand. Babac (2011) agrees that
many customers often use online marketing recomaténts and reviews before seeking services or lgugnoducts. Reviews shows can

help customers to drop negatives about a produsgreice and the company to overcome product defect

Social media platforms provide platforms for pogtieviews. Companies understand that customens sftend time online and this makes
it easy for them to write comments or reviews. Hus reason, companies are using reviews as a tmagkeol to understand their

customers. They use these reviews to find feedlbhdut the products/services (Kim, &Ko, 2010). Tlaalyze customer reviews on
popular social media platforms, namely Facebook awiter to understand customer attitudes towatdsrtproducts. Through these
reviews, companies can understand why customefsrghesir service or products. For example, Facklalmws customers to share their
experience by allowing star rating system optioheyf can test services and products and share dpeiions. Reviews on these social
media platforms are the most effective and sinéeeeback. They help attract targeted traffic, inseecustomer loyalty and reach out to
their customers. Nice reviews attract new readstshtion (Bushelow, 2012).
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Consumers use online review site, including Tripiady, Yelp, Google, and Angie’s List to evaluatel aliscover companies, services and

products. Consumers tend to trust what is saidtisgraonsumers and trust such views (Bushelow, 2012

B2C Attraction

Attraction marketing also referred to as a revenseketing is a concept commonly used among netandkinternet marketers. Its primary
goal is to naturally draw customers into a busiri®sggniting their interest and thus influencingeih to join the business or purchase a
product or service. It constitutes three partsspests of customers to finding a website; entdr #raail or name on the company’s lead
capture page; and including them on their eméil Tiis provides them with value of the offer anfliencing them to join the business
(Kim, &Ko, 2010).

Online attraction marketing increase the prospettsustomers allowing the company to send themrin&ion and emails. By entering
their email address and name in the company’s ¢egdure page, customer become aware that theybwilend information from the
company. This lessens instances of individuals what to unsubscribe from the company’s email [Btline attraction marketing offer
much or same results than print, television or caailvertisement. It allows a company to accessetitee world and increases the
possibility of the business expanding overseaslt{Blasv, 2012).

Business-to-Consumer (B2C) marketing is a formrdine attraction marketing strategy used to mapketlucts and brands. The success of
this marketing strategy depends on the marketéilgyato demonstrate value and invoke emotionapanses from customers. Marketers
seeking to create a B2C marketing strategy thafféctive needs to create an actionable and stdid fhat is in line with the business. It

must focus on social media platforms that offeestibst Return on Investment for a brand (FischBeuber, 2011).

Benefits of Free Marketing

Free marketing has its advantages. First, increaseomer engagement with the company’s contensagal networking site. Secondly, it
reaches unique customers who perceive a post papthp company’s news feeds. Thirdly, can be usedaintain the presence of a brand,
help the company to create and maintain strongactrénd bond with customers; and feed informatmrcustomers. Again, content
marketing which is a feature of free social mediarkating can enable a company gain visibility tstomers. Lastly, a valuable free
marketing is cheaper than the paid marketing. Aldote marketing can also help a company to imprawnline reputation and presence. In
addition, with free marketing, a marketer investsreand time for long-lasting but slower resultsis less tightly than paid marketing as it

keeps the company working over the long haul. Rraeketing is also as important to a business amtrparketing (Bushelow, 2012).

Free social media marketing, primarily involvedimtig free tools available via various social meedite to create a social community to
interact with on a regular basis. It is aimed dtigg customer eyes on the company content, whittimately converts to leads, sales, new
customers and sing-ups. Additionally, free marlgtias a sustainable power compared to the paidatiagk(Kotler, & Keller, 2006). Ads
on a paid marketing run for a specific time peribldwever, those on the free platform such as a-gigtlity article or blog keep getting
shared. These ads can be rattling on the compambsindefinitely earn leads, today, tomorrow anc¥er (Arens, Schaefer, &Weigold,
2009).

In addition, organic social marketing has stayiog/er far beyond that of paid. Ads are run for aalset time period, but those links in your
tweets to that high-quality article on your websiezp getting shared. They can keep rattling ardoedveb indefinitely, earning you leads
today, tomorrow, and five years from now (Erdo, &k, 2012).

Pitfalls of Free Marketing

Free social media marketing has distinct pros. Hewst can only be effective when implemented tbgewith the paid marketing. In fact,
it is argued that is almost impossible to achiereagresult by solely relying on free advertisimgl dhat if a marketer wants to grow the
business by getting customers’ eyes on a postudt inegin by investing in paid marketing (SafkoBg&ake, 2009). This explains why
popular social media platforms have both the fre@ jpaid elements. Secondly, free marketing facefiesiges similar to those faced by
SEO. It takes a lot of strategy for a marketeruocsssfully execute a free social media campaighrasguires the utilization of multiple
creating minds working together to identify wayk&ep customers engaged and create shareableabidgintent and feature varied content

collateral (Maggie, &Joeri, 2004).

68



Journal of Marketing and Consumer Research www.iiste.org
ISSN 2422-8451 An International Peer-reviewed Jalurn ‘-'—.'[l
Vol.41, 2017 IIS E

Unlike, paid marketing, it is difficult for a marter to define and target specific customers witlcaaefully designed and crafted

advertisement to engage those with interests iengdce or product. Free marketing is also lesdyikiean the paid ones to get better and
faster results (Jobber, 2007).

Free marketing is also believed to lack the necgdzalt-in analytics such as Facebook website thakes it ideal for launching and testing
new services and products. Free marketing is alsordintensive and time-intensive (Gay, Alan, &&Ri2007; Chaffey, 2009). However,

like paid marketing, it get results. Finally, aiddree marketing improve a company’s reputatiod anline presence. However, it does not
increase its brand’s awareness and reach to taugtimers like a paid marketing strategy (Bush&lohg).

Brand Equity

A brand is term, name, symbol or design or anyrdigegure used to identify a company’s goods, serer products as different from others
produced by other companies in the market (Bradle@s). It represents the feelings and perceptibre®nsumers about a product/service,
and its performance. A brand is a key elementsuaad the relationship between the company arabitsumers is concerned. On the other
hand, as defined by Jobber (2007) brand equityritagketing and multidimensional asset that existhim mind of a consumer. It is an

intangible entry of a financial balance sheet aridgs value to its owner as it influences futureghases done by a buyer (Keller, 2002). It

defines brand value and can infer the understarafibgand of strategic brand value and subjectremd value (Aaker & Biel, 1993).

Dimensions of brand Equity

Brand equity consists of brand associations, peedeguality, brand awareness, brand loyalty, ateroproprietary brand assets (Aaker,
1991). Brand awareness concerns the strength dfréimel as conceptualized by the mind of a consi@Awder, 1991). It covers brand recall
and brand recognition. The former refers to whetherbrand can be recall by consumers with or withreceiving help; while the later
refers to whether the past exposure to a brandeaacalled by a consumer (Arens, Schaefer, &Wejq2009). Brand loyalty is believed to
generate predictable profit stream and predictadle (Arens, Schaefer, &Weigold, 2009). For thisecdoyalty is treated as an asset as it
encourages the customer loyalty and lead to imprtwvand equity (Wells, Burnett, & Moriarty, 200®erceived quality refers to subjective
judgement by the consumer regarding the overalisorty or excellence of a product. It is the pgtion of a consumer towards the quality
of a product given its price. Improvement in pevedi quality is predicted to improve other dimensiof brand equity (Wells, Burnett, &
Moriarty, 2000). Brand association concerns heldhgyconsumer towards a brand (Wells, Burnett, &iktty, 2000), including emotional
benefits, organizational benefits, superior proghgformance and self-expressive benefits. Brangingess is, therefore, aimed at creating

high perceived quality, recognition, and awarersggbsultimately to create strong positive assoaiath the brand.

Methodology

The following section presented the methodologschleme which was followed in building the currergearch study, the way the raw data
was collected and how the researcher will deal withraw data in order to change it into acceptablg understandable set of results in
accordance with the previously presented hypothesgobjectives.

Method

The quantitative approach was followed in the aurresearch study. Quantitative approach was dfineSukamolson (2007) d3he
numerical representation and manipulation of observations for the purpose of describing and explaining the phenomena that those
observationsreflect” (p.2). However, it is worth to mention here thdttene the quantitative approach is used, the rds@anst be deductive
in its nature which means that the current reseailttbe "a valid reasoning by which it isimpossible to accept the premises but reject the
conclusion" as according to Zalaghi and Khazaei (2016); (Bgor Douglas and Amelink, 2009)

Tool

The current research study depended on the queatienas a tool of the study; the questionnaire luait by the researcher and is
constituted of paragraphs that were related to aadhevery variable in the model of the study. Wiked scale in the current research study
was Liker 5 scale on which the answers of the saroplthe study were based on (strongly agree 5reeag — neutral 3 — disagree 2 —
strongly disagree 1).
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Populations and Sample

The sample of the study consisted of marketing groduction managers within a group of manufactuonganization in the Jordanian
capital Amman, total of (65) individuals were cceohtto form a sample of the study and the questioaeas distributed. The researcher
was able to retrieve (63) properly filled questiamas which gave an indication that the responsewas 79% making it as an accepted

rate.

Questions and Hypotheses

Questions of the Study

Main Hypothesis

Free marketing positively influences the brand souithin manufacturing organizations in Jordan

Sub Hypothesis

Hol: Reputation doesn't positively influences the bragdity within manufacturing organizations in Jordan
Ho2: Reviews don't positively influences the brand eguithin manufacturing organizations in Jordan
Ho3: B2C attraction doesn't positively influences tharat equity within manufacturing organizations ind2m
Ho4: Marketing strategy doesn't positively influences binand equity within manufacturing organizatiangardan
Ho5: Size doesn't positively influences the brand equitiiin manufacturing organizations in Jordan

Hg6: Customer loyalty doesn't positively influences biand equity within manufacturing organizationgéndan

Model of the Study

Free Marketing Dimensions

- Reputatio
- Reviean

- B2C Attraction——

- Marketing Strategies—]
- Size

- Customer LoyaltK

Brand Equity

Figure (1): Model of the Study Built by the researcher)

Results

The current section was divided into two parts;fitet part presented the analysis of the demodcapdriables of the sample of the study
while the second part presented the analysis aftiestionnaire paragraphs.
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A. Demographic Variables

- Gender

Table (1): Sample characteristics according to Geret

Frequency | Percent | Valid Percent | Cumulative Percent
Valid Male 55 87.3 87.3 87.3]
Female 8 12.7 12.7 100.(
Total 63 100.0 100.0

Table (1) shows the analysis results of the sampterding to gender, it appeared from the analysit the majority of the respondents
were males with a percentage of 87.3% and a freyuei55 individuals compared to females who gaithedipercentage of 12.7% which is
seen to be really low. This result indicates thastmworkers within the manufacturing industriedandan are males.

- Educational Level

Table (2): Sample characteristics according to edadional level

Frequency | Percent | Valid Percent | Cumulative Percent
Valid | Ba 60 95.2 95.2 95.2
Post graduates studies B 48 4|8 100.0
Total 63 100.0 100.0

Table (2) above shows that most of the sample ineligiduals who held the bachelor's degree withpghreentage of 95.2% and frequency

of 60 individuals compared to individuals with pgsaduate studies (MA and PhD) which came withragregage of 4.8%.

- Occupation
Table (3): Sample characteristics according to oc@ation
Frequency | Percent | Valid Percent | Cumulative Percent
Valid Marketing manager 38 60.3 60.8 60,3
Product manager 25 39.7 39.f 100{0
Total 63 100.0 100.0

Table (3) indicated that 60.3% of the sample weagketing managers compared to 39.7% of the samiptewere product managers. The

result here indicated that mostly marketing maregee more aware of the reality of the marketimatsgies and plans within the
organization and the nature of the marketing ttiwdg best suits the brands they are working ortherother hand, product managers and
product engineers appeared to be less involveukimiarketing process.

B. Variable Analysis

Mean and standard deviation are used to desctibalas toward following questions:
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Table (4): Descriptive Statistics of questionnairgaragraphs

1
}

1

]

y

N Minimum Maximum Mean Std.
Deviation
Brand Equity
Brand equity is influenced by the customers' wijfiess to purchase
63 1.00 5.00 | 4.3333 .95039
a high equity brand has high value in the marketpla
63 1.00 5.00 | 3.6190 1.06904
brand has the ability to create some sort of peasttiifferential response in
the marketplace 63 1.00 5.00 | 3.3968 1.10044
brand is one of the first ones recalled when avagieprompt is used
63 1.00 5.00 | 3.9524 .90564
individuals would pay a standard commission antidesf they received 3
valuable high-quality service from a well-known anasted brand 63 1.00 5.00| 3.9683 -8793(
Free Marketing Dimensions
Reputation
reputation can be the best base for competition
63 1.00 5.00 | 3.6032 1.0856¢
In today’s competitive environment, many compamegd to project g
strong and positive reputation to their stakehalder 63 1.00 5.00| 3.3333 -98374
company reputation affects purchase intention tres well as indirectly
63 1.00 5.00 | 3.3333 1.28264
Higher brand reputation would lead to more asswasfcthe Industrial
product quality 63 1.00 5.00 | 3.4286 .92831
Reviews
Company reviews influences word-to-word attraction
63 1.00 5.00 | 3.5556 .96344
Many companies depend on its reviews to attradbouesrs
63 1.00 5.00 | 3.6508 1.04971
Reviews are always taken seriously by customers
63 1.00 5.00 | 3.6190 1.0227§
Online company reviews are mostly bias and bourgktsonal experiences
63 1.00 5.00 | 3.8095 1.01373
B2C Attraction
free marketing attracts B2C deals
63 2.00 5.00 | 3.5238 .93079
Usually customers reach B2C through social media
63 1.00 5.00 | 3.5397 .94741
Internet is the # 1 source of B2C
63 1.00 5.00 | 3.6190 .97437
Business to consumer (B2C) is among the most popatwidely known |
of sales models 63 1.00 5.00 | 3.4127 .9441
Businesses that rely on B2C sales must maintaid gelations with their
customers to ensure they come back 63 1.00 5.00| 3.6190 1.02274
Marketing Strategy
Marketing strategy is a plan to sell products ovises in a way that
delivers long-term profitable growth 63 1.00 5.00| 35714 1.05821
Marketing strategy is a brand’s road map
63 1.00 5.00 | 3.5714 .89284
Marketing strategy tells the brand where to go thredbest route to get
there 63 1.00 5.00 | 3.6190 1.03843
Great brands use strategy to deliver products arnices that will have
meaningful impact 63 1.00 5.00 | 3.9841 1.12864
Every brand decision stems from the marketingestsgtand is articulated |
at every touchpoint. 63 1.00 5.00 | 3.8254 1.0086
Size
Free marketing is useful only for small and medzompanies
63 2.00 5.00 | 3.6984 .90936
The size of the company doesn't matter when it scimenarketing
63 2.00 5.00 | 3.7302 .91944
Companies have to use every available marketirfgntgaes regardless of
its size 63 2.00 5.00 | 3.7937 .9360(
Free marketing is a good approach to develop Vialuiaternational
companies 63 2.00 5.00 | 3.7619 .92831
Free marketing is cost effective among large congsan
9 9’89 63 2.00 5.00 | 3.7302 .91944
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Customer Loyalty

Free marketing is secondary for companies whichyegpod customer
loyalty 63 2.00 5.00 | 3.7619 .92831

Marketing approach increases the loyalty of custertevards a brand
63 2.00 5.00 | 3.8889 .95227

A good brand should use every available marketppg@ach to strengthen |
its value 63 2.00 5.00 3.5397 .8390

Most strong brands in the market launched throve farketing
63 2.00 5.00 3.6032 .8714(

Free marketing is secondary for brands with higst@uer loyalty

63 2.00 5.00 | 3.6032 .8714(

Above table indicates that there are positiveuattis toward the above questions because their nagarabove the mean of the scale (3).
The grand mean also reflects that there are pesitititudes toward all the questions. The mosua@ritial paragraph appeared to be tfe 1
paragraph of the independent variables articul&ednd equity is influenced by the customers' wiliess to purchase" which scored the
mean of 4.33. On the other hand, the least inflabparagraph appeared to be theand &' paragraph articulated "company reputation
affects purchase intention directly as well asnectly” and "In today’s competitive environment, mpacompanies need to project a strong

and positive reputation to their stakeholders" Whioth scored the mean of 3.33.

Table (5): Descriptive Statistics of Variables

N Minimum Maximum Mean Std. Deviation
Brand Equity 63 2.00 5.00 3.854 .64579
Reputation 63 1.75 4.75 3.4246 .64075
Reviews 63 1.75 5.00 3.6581 .63548
B2C Attraction 63 2.20 5.00[ 3.5424 .56389
Marketing Strategy | 63 1.60 5.0( 3.7148 .67558
Size 63 2.00 5.00 3.711% .7626p
Customer Loyalty 63 2.00 5.00 3.679%4 70714

Above table (5) indicates that there are posititiéudes toward the above variables because thednsare above the mean of the scale (3).

The grand mean also reflects that there are pestiitudes toward all the variables.

Reliability Test

A Cronbach Alpha test was used to ascertain ingnimeliability. The value was = 0.869 for the dimmaire. All values are accepted
since they are more than 60% (Malhotra, 2004).
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Hypotheses Testing

Main Hypothesis

Free marketing positively influences the brand equy within manufacturing organizations in Jordan

Table (6): Model Summal

Model R R Square| Adjusted R Squane  Std. Error @eBktimate
1 .628 391 .326 .53031
Table (7): ANOVA?
Model Sum of Squares| df Mean Squate F Sig.
1 | Regression 10.108 q 1.685 5.990 ‘000
Residual 15.749| 56 .281
Total 25.857 62

Multiple Regression is used to test above hypaoshéisis found that a calculated value of (F) ignglicant at (0.05) level. This means that

null hypothesis is rejected, which means that therea statistically significant influence of freearketing on the brand image among
Jordanian customers with moderate Pearson comelat625

Sub-hypotheses

Hol: Reputation doesn't positively influences the brad equity within manufacturing organizations in Jordan

Table (8): Model Summal

Model R R Square| Adjusted R Squane  Std. Error @eBktimate
1 498 .245 .233 .56559
Table (9): ANOVA?
Model Sum of Squares df Mean Squate F Sig.
1 Regression 6.343 1 6.343 19.828 00
Residual 19.514| 61 .320
Total 25.857 62
Table (10): Coefficient$
Model Unstandardized Coefficients Standardized finehts t Sig.
B Std. Error Beta
1 (Constant) 2.144 .390 5.492 .000
Reputation .499 112 .495 4.4538 .00

Simple Regression is used to test above hypothemgpund that a calculated value of (F) is diigant at (0.05) level. This means that null

is rejected, which means that there is a statiltisagnificant influence of reputation on branduéy with moderate Pearson correlation

0.495
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Ho2: Reviews don't positively influences the brand agty within manufacturing organizations in Jordan

Table (11): Model Summary

Model R R Square| Adjusted R Squane  Std. Error @eBktimate

1 313 .098 .083 .61838
Table (12): ANOVA®
Model Sum of Squares| df Mean Squate F Sig.
1 | Regression 2.531 1 2531 6.619 1B
Residual 23.326| 61 .382
Total 25.857 62

Table (12): Coefficient§
Model Unstandardized Coefficients Standardized finehts t Sig.
B Std. Error Beta
1 (Constant) 2.691 459 5.865 .000
Reviews .318 124 .313 2.57 .013

Simple Regression is used to test above hypothemgpund that a calculated value of (F) is diigant at (0.05) level. This means that null

is rejected, which means that there is a statitisanificant influence of reviews on brand equitith moderate Pearson correlation 0.313

Ho3: B2C attraction doesn't positively influences théorand equity within manufacturing organizations in Jordan

Table (13): Model Summary

Model R R Square| Adjusted R Squane  Std. Error @eBktimate

1 .386 .149 .135 .60061
Table (14): ANOVA?
Model Sum of Squares df Mean Squarte F Sig.
1 Regression 3.852 1 3.852 10.678 oR
Residual 22.005| 61 .36
Total 25.857 | 62
Table (15): Coefficient$
Model Unstandardized Coefficients Standardized finefts t Sig.
B Std. Error Beta
1 (Constant) 2.288 485 4.716 .000
B2C attraction 442 135 .386 3.268 .002

Simple Regression is used to test above hypothemgpund that a calculated value of (F) is diigant at (0.05) level. This means that null
is rejected, which means that there is a statitisenificant influence of B2C attraction on barquity with moderate Pearson correlation
0.386
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Ho4: Marketing strategy doesn't positively influenceghe brand equity within manufacturing organizations in Jordan

Table (16): Model Summary

Model R R Square| Adjusted R Squane  Std. Error @eBktimate

1 456 .208 .195 57947
Table (17): ANOVA*
Model Sum of Squares df Mean Squate F Sig.
1 Regression 5.374 1 5.374 16.004 000
Residual 20.483| 61 .336
Total 25.857 62
Table (18): Coefficient$
Model Unstandardized Coefficients Standardized finehts t Sig.
B Std. Error Beta
1 (Constant) 2.235 411 5.437 .000
Marketing strategy 436 .109 456 4.000 .000

Simple Regression is used to test above hypothemgpund that a calculated value of (F) is diigant at (0.05) level. This means that null
is rejected, which means that there is a statitiségnificant influence of marketing strategy tmand equity with moderate Pearson
correlation 0.456

Ho5: Size doesn't positively influences the brand edty within manufacturing organizations in Jordan

Table (19): Model Summary

Model R R Square| Adjusted R Square  Std. Error @Bktimate

1 .26%F .068 .053 .62842
Table (20): ANOVA®
Model Sum of Squares| dff Mean Squaie F Sig.
1 | Regression 1.767, 1 1.767 4474 3p
Residual 24.090 61 .395
Total 25.857 62
Table (20): Coefficients
Model Unstandardized Coefficients Standardized fefits t Sig.
B Std. Error Beta
1 | (Constant) 3.033 .396 7.651 | .000
Size 221 .105 261 2.113  .039
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Simple Regression is used to test above hypothesspund that a calculated value of (F) is $iigant at (0.05) level. This means that null
is rejected, which means that there is a statigtisggnificant influence of organization size orabhd equity with weak Pearson correlation
0.261

He6: Customer loyalty doesn't positively influenceshe brand equity within manufacturing organizationsin Jordan

Table (21): Model Summary

Model R R Square| Adjusted R Squane  Std. Error @eHktimate

1 312 .097 .082 .61874
Table (22): ANOVA?
Model Sum of Squares| df Mean Square F Sig.
1 Regression 2.504 1 2.504 6.540 1B
Residual 23.353| 61 .383
Total 25.857 | 62
Table (23): Coefficient$
Model Unstandardized Coefficients Standardized finehts t Sig.
B Std. Error Beta
1 (Constant) 2.808 416 6.747 .000
Customer loyalty .284 111 .311 2.55) .013

Simple Regression is used to test above hypothemgpund that a calculated value of (F) is diigant at (0.05) level. This means that null
is rejected, which means that there is a statltisignificant influence of customer loyalty ondmd equity with moderate Pearson
correlation 0.311

Discussion

According to the analysis of the study, there apgbdo be an influence of free marketing along viithchosen variables on the idea of
brand equity. All of the paragraphs in the questare were positively addressed by the individudlthe sample which gives the overall
conclusion that there is a positive influence eefmarketing on the brand equity. The influencies marketing from the first place did not
come from the fact that it a 'free' marketing, ithea revolves around the idea of this type of mi#mges online and it happens to be free
which managed to raise the popularity of free mimgeamong organizations.

In analyzing the group of variables which appeanettie model and formed the overall set of varialiteregard to free marketing, the most
influential variable based on the analysis wasarust loyalty. The idea of customer loyalty appearete the most influential variable of

all variables and dimensions of free marketing;mmadly speaking, an organization which enjoys a Hegrel of customer loyalty doesn't

really depend on marketing, it mainly depends anltlyalty that this organization has among its @wstrs, a customer who is loyal to a
certain brand would normally chose to deal witmigttaining any kind of goods and services rathan looking for a new brand to trust

and build relations with. According to Pugazherig@i11) loyal customer are attracted to the brareltduheir relation with it rather than the

actual level of the brand. They mostly choose @l @éth their brand launching from the fact thagytrare used to deal with this brand even
though there might be other brands that are high&vel and much better, but they often go towdtdsbrand they are used to. In that
sense, it may appear according to the analysisfteatmarketing may help the organization reachintential customers based on the
loyalty that its older customers may possess wiiceen to be highly effective specifically basedfte reputation of the organization that
it already enjoys.
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The idea of reputation came influential in the setdegree after the customer loyalty, the reputatiothe organization might be of great
help in determine the efficiency of the marketingns that are being taken into action. Normallya¥peg and according to many
researchers including (Goyal,Bagga and Bansal,)2QA&xa, Alexa and Stoica, 2012) highly reputed duxurious organization don't need
marketing in generally, it depends mainly on ifsutation, customers' loyalty and the customer Haeeit already has. From that point, free
marketing for such organizations is optional, oitagas stated by (Keller, 2013) it is only utilzéo promote itself on a wider range and be
closer to the society through the social media websnd other websites that are built on the $ottieraction between individuals.

Conclusion

The current research study aimed at examiningngence of free marketing strategies and tooltheridea of brand equity. What is meant
by free marketing is the group of websites thaegithe organization the chance to market and pethetr goods and services free of
charge and without any financial demands. The rebea employed the quantitative approach through ghestionnaire which was
distributed on total of (63) individuals from thedustrial sector in Jordan which gathered the ntzxdtenanagers and product managers in
those organizations. Through examining the vargble(reputation, reviews, B2C attraction, markgtsirategies, size and loyalty); the
researcher was able to find out through the arstisit the main hypothesis of the research waptEtand "free marketing has a positive
influence on the brand equity". Among the dimensiof free marketing it was seen that reputation esstomer loyalty are the most
influential factors that changes the degree ofngtite of free marketing among organizations. Theaidevolves around the fact that
organizations which already enjoys a good levetwstomer loyalty and a good reputation are normaltye able to develop a better
promoting plans and results even if it was utiligfnee marketing techniques compared to those argiéons which are relatively new or
don't have the needed customer base which neest betketing tools which are costly and expensive.

As for brand equity, it appeared that free marlgtielps in many ways other than promoting for trend itself. Free marketing through the
free websites and the social media websites helfpthnd specifically if it was luxurious brand &ach to the maximum number for those
who don't know about that brand either because ibd expensive or it was out of reach. These teshymed with what Godey (2016)
noted in his study that social media marketing rawagketing within the websites that are known t@bst-free is beneficial for bran equity it
terms of giving it the ability to reach more custman increase the potential customer base foortjnization. On the other hand, the
study shows that the reason free marketing isipebitinfluential on the brand equity is attributtxlthe fact that nowadays more and more
people are registered on the social media webditesed on that the brand would be more apparemdoe customers and the idea behind
the brand would be attainable for the clients, ehesults also appeared within a study by Al-Hadid Abu-Romman (2014) who stated
that social media free marketing is one of the rbesieficial marketing approaches which give gredp for brand equity.

Generally speaking, the results of the currentystuere as follows:

- There is a positively significant influence of frearketing on brand equity

- Free marketing appeared to be influential in atp@sivay not only for regular brands but also foxdrious brands as it helps the
brand reaches for as many customers as possible

- There appeared to be a good level of awareneé dfrfportance of social media marketing among éinepde of the study

- The industrial sector in Jordan appeared to babiglito a certain degree of the idea of free mangehrough social media
websites including (Facebook, twitter, Google+tagsam and LinkedIn).

- The sample of the study was aware that the fattileandustrial sector in Jordan mainly dependfrea marketing as it is cost
effective in addition to the fact that the natuféhe customer within this sector is more intendéibrather than random.

Recommendations

Based on the theoretical review and launching fileenresults of the study which were presentedezahie study recommends the
following:

- A study on the influence of social media marketitization within the industrial sector in Jordand its role in increasing the
competitive advantage of the industrial sectouggested to be carried out

- Organizations shouldn't plead ignorance on theabfeee marketing in reaching the maximum numbeustomers given that
social media is a tool that incredibly popular theays.
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- Being a free marketing tool doesn’t make weak astcheneficial; not every expensive thing is supgdsebe good, so
organizations within the industrial sector in Jarghould focus more on the communication chanhelsare attainable through
social media
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