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ABSTRACT

Jordan is one of the most ancient Arab civilizations, with a stable identity. To sustain this
identity, Madaba-Jordan is a prominent name due to its famous handicraft works. However, due
to the Covid-19 outbreak, the decreased tourism has also affected handicraft sales, leading to
declined economic opportunities. This article attempted to investigate the potential strategies to
resume handcraft sales to benefit both the local artists and the Jordanian Government. We
executed a cross-sectional study design and selected a sample of n=422 mosaic customers.
Findings obtained from the Structural Equation Modelling indicated a robust and significant
relationship between the components of the Marketing Intelligence, and self-congruity (p >
0.000), category involvement (p > 0.000), and brand engagement (p > 0.000). These results
highlight that if the Jordanian mosaic industry focuses more on developing Marketing
Intelligence, it will benefit both the handicraft workers and the local government. These benefits
will be three-way, ensuring a sustained development opportunity for both involved parties. Thus,
this project recommends more studies on the relevant topic, and for this purpose, a qualitative
interview-based investigation directly from the workers will bring out even more significant
outcomes.

Keywords: Mosaics, Jordan, Marketing Intelligence, Self-Congruity, Brand Engagement,
Category Involvement

INTRODUCTION

Madaba-Jordan, where the worlds' oldest mosaic map is located, is the worlds' mosaic
capital and the only mosaic institute accredited by the (UNESCO - United Nations Education,
Cultural and Scientific Organization) to document mosaic and Byzantine sites in the world. Here
we have n=400 mosaic panels distributed over different churches (Mustafa, 2011). Tourists visit
it to enjoy the beauty of the rare mosaic and take distinctive handicraft souvenirs for their
families and friends (Arinat, 2016). In the light of the economic crisis that Jordan is
experiencing with the whole world due to the current epidemic (-the coronavirus-), organizations
must develop robust solutions to confront these economic challenges especially marketing
intelligence and brand co-creation. Marketing intelligence represents one of the contemporary
developments in the information systems environment to support the competitiveness of
by obtaining comprehensive information about the customer, market, competitors, companies
products, and environmental variables of all kinds surrounding the company, and working on
'updating this information continuously to improve the efficiency of these companies
performance in terms of making their strategical decisions and the ability to stay in the market
and avoid the threats that could face the company, and thus marketing intelligence activities
r the longest possible periodhave become necessary so that companies can stay in the market fo
(Boekelder, 2018). Marketing intelligence system helps managers in the company's application
of a specialized information system that carries advanced thinking and in-depth, conscious
analysis of all variables to make a decision right on time, which in turn extends to achieve the
essential goal that business companies seek for, which is the profit that is associated with the
trust in the company. Marketing intelligence works to closely understand customers' needs, as
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customers are a primary source of information that companies rely on when developing or
innovating new products. The role that customers play in providing companies with information
and ideas has increased their importance for companies’ performance, so creating a brand with
the customer's participation is one of the areas worthy of attention (Zamil, 2011).

However, despite adoption of Marketing Intelligence, the Jordanian tourism sector is
confronting many marketing problems and challenges, further increased by the several
environmental changes and various risks. In Jordan, the local handicraft industry reflects many
barriers and declination due to decreased tourism during the current crisis, demanding severe
consideration. (Ali et al., 2021; Harahsheh et al., 2019) The research problem revolves around
the ongoing question of the extent to which those in charge of the Jordanian mosaics production
sector realize the importance of preserving existing customers and at the same time attracting
new customers, as the customer is considered capital. Furthermore, a study was conducted by
(Alghizzawi et al., 2018), which highlighted the importance of marketing intelligence in creating
a brand through customer participation to achieve a competitive advantage. Whereas creating a
brand with the customer's participation needs up-to-date and available information for
companies to be in line with the requirements and developments of the market, which can be
achieved with marketing intelligence. Therefore, the study aims to explore the impact of
marketing intelligence on customer brand co-creation of geographically identified products
through a field study on consumers of Jordanian mosaics. Thus, the current study seeks to
identify the effect of marketing intelligence in creating a brand for geographically indication
products through a field study on Jordanian mosaics from the customers' point of view.
Moreover, this study's theoretical importance is evidenced by considering the five dimensions of
marketing intelligence represented by (customer intelligence, market intelligence, product
intelligence, environmental intelligence, competitor intelligence) that may affect the creation of
a brand for geographically indication products of the Jordanian mosaics.

Thus, this research will also contribute significantly to previous studies due to the
shortage of Arab investigations dealing with marketing intelligence and creating a brand for
geographically indicated products. On the other hand, since the intense competition in the
market constitutes a solid motive to search for brand creation through marketing intelligence, it
would be worth examining this problem in the context of the Jordanian mosaics producers.
Therefore, this research has practical value in helping mosaics producers in Jordan study the
effect of marketing intelligence in creating a brand for geographically created products. The
value of this study is also increased by the recommendations that we have made to mosaics
producers in Jordan by presenting an experimental model.

Literature Review & Hypotheses Development
The Relationship between Marketing Intelligence & Brand Self-Congruity

In todays’ more challenging business arenas, self-congruity is a fundamental factor that attracts
customers, create brand awareness, loyalty, marketing effectiveness, brand choice and product
attributes in a better possible way. In the existing literature of marketing, scholars mutually
agree that customers’ buying behavior and loyalty both depend on their self-congruity. When
customers are well-aware about the product image, its quality, reputation, perceived benefits,
and compatibility, they prefer making the relevant buying decision (Lahoz Marco, 2017). In
simple terms, customers’ own perceptions, observations, and attitudes, all are strongly aligned
with their buying behavior. However, we cannot deny the importance of brand image, which is
the chief component of creating brand image, attracting the customers, and help them to make
favorable buying decision. To complement the findings of the previous research, it is important
to search for the question that why consumers make favorable buying decisions. These studies
indicate a strong, substantial role of marketers in creating self-congruity among the customers
by using different tactics such as marketing intelligence (Islam et al., 2019).
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A study conducted by (Lu & Xu, 2015) also validated the relationship between marketing
intelligence and brand self-congruity among the sports brands customers in the China. Data
gathered from the intercept survey method indicated that, due to several social media marketing
tactics, customers have self-congruity about these sports brands and their quality. As a result,
customers prefer to stay loyal to particular brands, and continue buying from them. Here,
Marketing intelligence and brand self-congruity work hand in hand as when customers have a
self-concept, they evaluate the certain brand on their own. Consequently, it helps them to decide
according to their demands, and the designated criteria (Kim et al., 2005). As noted by (Govoni,
2012), marketing intelligence is a powerful tool that enhance brand image, awareness, and
acceptance among the customers. By using marketing intelligence, marketers can create brand
awareness among the customers, positively affect their opinion, and help them to select the
relevant brand.

H1: There is a statically significant impact of marketing intelligence on brand co-creation of geographical
indication products of Jordanian mosaics.

The Relationship between Marketing Intelligence & Category Involvement

According to (Michaelidou & Dibb, 2008), category involvement i9s one of the leading
concepts in marketing research that is accompanied by several decision-making process. Due to
its profound characteristics and importance, category involvement is widely linked with other
concepts such as advertising, brand switching, opinion leadership, diffusion of a product or idea,
segmentation and others. Here one of the most prominent, and significant relationship is
considered between brand category involvement and marketing intelligence. As marketing
intelligence is a major determinant of customer behavior, reinforcing category involvement is its
one of the primary objectives. Different components of marketing intelligence are focused
towards persuasion, and motivating the customers to make favorable decision. For this purpose,
marketing intelligence provides with different tactics, that further create category involvement
among the potential customers (Kim et al., 2005; Study, 2007).

To further validate this, (Doole et al., 2006) cited an example of the United Kingdom
based Small and Medium Enterprises that resort to marketing intelligence for reinforcing brand
involvement among their international customers. As stated that, despite much national level
customers and much efforts from the SMEs in Bradford, Yorkshire, Manchester, and London, it
was difficult to create brand awareness and involvement among the international customers, to
cope with this, SMEs in the relevant cities, adopted several marketing strategies which were
based on marketing intelligence. After three years of struggles and efforts, nor SMEs in the
United Kingdom are successfully reinforcing category involvements in their international
customers. Here marketing intelligence is just not a concept or a term, instead it is comprised of
several components or strategies that distinguish a product or brand from the other competitors.
These strategies may involve: determining the customers’ demands, strengths and weakness of
the competitors, product characteristics, and others (Douglas, 2006). A survey also resumed
witnessing this notion as the researchers examined the impacts of marketing intelligence on
tourism in Austria. Results revealed that, in order to keep pace with the increased challenges,
Austrian tourism companies such as Kitzbiihel Tourism is much resorting to social media based
marketing intelligence. Through social media marketing they directly access to customers, keep
an eye on their competitors marketing strategies, keep their products updated according to the
customers’ criteria, and determine environmental factors that can affect the product quality, that
further help Kitzbuhel Tourism to upgrade their services, leading them to attain a distinguished
position among their competitive organizations (Pihringer & Taylor, 2008).

H2: There is a statically significant impact of marketing intelligence on category involvement of
Jordanian mosaics.

The Relationship between Marketing Intelligence & Brand Engagement
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A rapidly growing business challenges demand for an instant attention towards brand
engagement. Previous studies also suggest that, an increased consideration on brand engagement
is also beneficial to determine customers’ perceptions, behavior, characteristics of our products,
and the demands of the targeted consumers. However, much efforts in the marketing research,
brand engagement needs strong attention to find out the underlying facts that can accelerate this
engagement process (Hollebeek, 2011). Here the role of marketing intelligence, which reinforce
customers’ engagement marketing is of greater prominence. As marketing intelligence e aims to
empower, improve, accelerate the existing marketing practices, and to develop new tactics, it
provides a pathway to increase the brand engagement (Housden, 2016).

As noted by (Harmeling et al., 2017), marketing intelligence helps to persuade the
customers while decision-making process. If marketing intelligence is utilized and executed
properly, it further facilitates the brand engagement process through two primary mechanisms:
self-ownership and psychological transformation. For example, today the concept of social
media marketing is of greater consideration in the United States. Brands adopting customers-
centric approaches and market their products accordingly. For this purpose, they keep five
contextual dimension under consideration: consumer, brand, advertising tactics, media, and
customer. As a result, the more these brands keep an eye on the increased business challenges
and consumer demands, the more efficiently they accelerate and sustain the brand engagement
among the customers (Koot, 2016). In this regard, (Khan et al., 2019) examined the extent to
which marketing intelligence indirectly influences the brand engagement in the Kingdom of
Saudi Arabia. Results gathered from case study method also validated that, strategic marketing
plays a key role in increasing brand engagement. Here by determining different marketing
factors and challenges, organizations successfully cope with them. Consequently, boost brand
quality and brand image, leading to a long-term brand engagement and loyalty among their
customers. Therefore, marketing intelligence provides a pathway to achieve the customer
loyalty. Here, the assumption is, if the customers are aware about the brand, they will consider
trying it, once satisfied they will stay loyalty with it (Meirani & Abror, 2019).

H3: There is a statically significant impact of marketing intelligence on the brand engagement of
Jordanian mosaics.

N
H1 Brand self-
congruity
»  Customer Intelligence H2 :
»  Environmental Intelligence
+  Competitor’s intelligence Category
e Market Intelligence Involvement
»  Product Intelligence | N
H3 N
Brand
engagement
—_—

FIGURE 1
CONCEPTUAL FRAMEWORK

Research Methods
This study relied on primary sources to collect the required information. We assessed the
Validity and reliability of the data gathering tool by conducting the convergent and discriminant

validity assessments using the manual calculation method, IBM Statistical Package for Social
Sciences, and Microsoft Excel 2016 (Alghizzawi & Habes, 2020; Levin, 2006). Later, to test the
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proposed study hypotheses, we used IBM AMOS Ver 23 to select the Structural Equation
Modelling as highly suitable for the current investigation (Stein et al., 2012).

Accordingly, we obtained the data through n=450 questionnaires distributed using a
convenience sampling technique to mosaics customers. However, after carefully examining all
the filled questionnaires, we shortlisted n=422 as n=28 of the questionnaires were incompletely
or wrongly filled. Therefore, the total response rate was 93 % and the same percentage of
questionnaires were further utilized for the data analysis. It is also notable that there were three
sections in the questionnaire; the first section consisted of demographic information, followed
by a section on marketing intelligence. In comparison, the last section represented the constructs
of brand co-creation.

Respondents’ Demographics & Analysis of Variance

To calculate the respondents' primary demographics, we resorted to descriptive statistics
that further facilitated the frequency and percentage calculations. As shown in Table 1 below,
most of the participants were females (n=323 or 76.5%), and n=99 or 23.4% were males.
Regarding the age of the participants, n=228 or 43.9% of respondents were 31-35 years old,
n=132 or 25.4% were 36-40 years old, n=42 or 8.1% were 41 years old or above, and n=20 or
3.9% of them were 21-30 years of age. Similarly, the qualification of participants indicated that
n=186 or 35.8% had Graduation, n=125 or 24.1% were having Post-graduation, n=101 or 19.5%
were undergraduate and only n=10 or 1.9% of respondents had skilled diplomas or certification.

Here we also conducted the Analysis of Variance (ANOVA) to examine any mean
discrepancies based on the respondents’ demographical characteristics (Patel, 2015). In this
context, One-Way Analysis of Variance (ANOVA) did not indicate any mean differences based
on the gender and qualification of the participants (p > 0.000). However, with the significance
value of p <0.608, we found apparent differences based on the study participants" age groups.

Table 1
CALCULATION OF DEMOGRAPHICAL DATA & ANALYSIS OF VARIANCE
. Levene .
[0)
Variables Constructs f Yo f Statistics Sign.
Male 99 | 23.40%
Gender 32.075 8.551 0
Female 323 | 76.50%
21-30 20 3.90%
Age
31-35 228 | 43.90% | 0.776 3.433 0.608
36-40 132 | 25.40%
41 or Above 42 8.10%
Undergraduate 101 | 19.50%
Educational Graduate 186 | 35.80%
Level 14.35 12.556 0
Post-graduate 125 | 24.10%
Diploma/Certification | 10 1.90%

DATA ANALYSIS & RESULTS
Convergent & Divergent Validity
To strengthen the postulations and support the conceptual model, Convergent and

Divergent Validity assessment provides an important pathway in Structural Equation Modelling
(Eudy, 2000). For this purpose, we also conducted both convergent and discriminant reliability
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analyses by calculating both on SPSS and manually. Table 2 summarizes the results of
convergent reliability. As shown, assessing the construct reliability indicates the Cronbach
Alpha values range from 0.802 to 0.869. Composite Reliability values are also ranging from
0.798 to 0.969, surpassing the threshold value of 0.7; our research instrument is intensely
reliable. Likewise, each value of Factor Loading and Average Variance Extracted (AVE) also
surpassed the threshold value of 0.5, our convergent Validity is successfully established
(Alnaser et al., 2020).

Moreover, to affirm the discriminant validity, we also conduct Heterotrait-Monotrait and
Forner-Larcker Analyses. Tables 3 & Table 4 summarized the results of discriminant validity
analysis. Here we can observe that the calculated square of Average Variance Extracted values
are higher than the correlation values of the other items; here, the discriminant reliability is
partially established. Similarly, we also calculated the Heterotrait-Monotrait value to validate
further the discriminant validity (Zait & Bertea, 2011). Here we can see that the calculated
HTMT value of 0.6062 is lower than the threshold value of 0.85, so the discriminant validity is
fully established

Table 2
CONVERGENT & DISCRIMINANT VALIDITY
ANALYSIS OF THE RESEARCH INSTRUMENT

Variables | Items | 721" | AvE | cA | CR
Loading
MI1l 0.963
Marketi MI2 0.968
arketing
Intelligence MI3 0.912
MIl4 0.949 095 | 0.8 | 0.97
MI5 0.945
BSC1 0.438
BSC2 | 0.589
Brand Self- BSC3 0.827 0.71 | 0.81 | 0.95
congruity | BSC4 | 0.829
BSC5 | 0.856
Cl1 0.872
CVv2 0.736
Category
Involvernent CV3 0.872 0.86 | 0.87 | 0.81
CVv4 0.926
CV5 0.873
BE1 0.934
BE2 0.967
Brand BE3 | 0.864 | 083|086/ 0.8
Engagement
BE4 0.893
BE5 0.701
Table 3
FORNELL-LARCKER SCALE
(FLS)
MI BSC Cl BE
M 0.9

BSC | 0.325 | 0.66
Cl -0.3 | 0.389 | 0.76
BE | 0.59 | 0.629 | 0.226 | 0.74
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Table 4
HETEROTRAIT-MONOTRAIT
RATIO SCALE (HTMT)

Ml BSC | ClI BE

M
BSC | 0.283
Cl -0.294 | 0.406
BE 0.59 0.63 | 0.23

Note: MI: Marketing Intelligence, BSC: Brand Self-congruity, CE: Category
Involvement, BE: Brand Engagement

Hypotheses Testing: Coefficient of Determination R? & Path Analysis

Analyzing the Coefficients of Determination R? is an important step in conducting
Structural Equation Modelling. It facilitates the pathway to conduct the analysis and examines
the predictive power of the study model (Filho et al., 2011). Thus, we also conducted the
Coefficients of Determination R? in this investigation. As shown in Table 5 below that Brand
Self-Congruity constitutes the R? value of 0.908, indicating that each of the variable contain
approximately 9% of the other variance, strongly indicating the linearity of the research model
as it is near to the threshold value of 1.0.

Similarly, with the R? value of the 0.886, each variable in the Category Involvement also
contains approximately 80.0% of the other variance. Hus, with the total 80.8% of variance,
Category Involvement also indicates a strong predictive power. Finally, with the R? value of the
0.848, we can observe that each variable in the Brand Engagement also constitutes 84.8% of
variance, leading to moderately strong significant predictive power of the Brand Engagement.
Therefore, as the values are ranging from 0.848-0.948; overall our conceptual model contains
strong predictive capabilities (Zhang, 2017).

Later, we conducted the path analysis to determine the path values and test the evidence-
based research hypotheses (Bevan, 2013). As visible in Table 6, the output of all the path values
are significant, along with the significance values of the proposed hypothesis. Here we can
observe that, the path value between Marketing Intelligence and Brand Self-congruity is 0.922
with the t-value of 6.039, and significance values of 0.000, the presumed relationship between
Marketing Intelligence and Brand Self-congruity is strongly validated. Moreover, the path value
between Marketing Intelligence and Category Involvement is 0.173, along-with the t-value of -
6.294, and significance values of 0.000, the presumed relationship between Marketing
Intelligence and Category Involvement is also validated.

Finally, the path value between Marketing Intelligence and Brand Engagement is 0.819,
along-with the t-value of 14.477, and significance values of 0.000, the presumed relationship
between Marketing Intelligence and Brand Engagement is also validated. Thus, we have found
that there is a robust and significant relationship between Marketing Intelligence, Brand Self-
congruity (B=0.172, p > 0.000), Category Involvement (B=-0.187, p > 0.000), and Brand
Engagement (B=0.341, p > 0.000). Therefore, we conclude that all of our study hypotheses are
firmly accepted.

Table 5
COEFFICIENTS OF
DETERMINATION R?

Variables R? Strength
BSC 0.91 Strong
Cl 0.89 Strong
BE 0.85 Strong
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Table 6
PATH ANALYSIS, LINEAR REGRESSION ANALYSIS
S/R | Relation | path t f-value | Sign. | Status
value
H1 | MI<BSC | 0.922%** | 6.039 | 36473 | o | Strondly
Significant
H2 | MI<CI | 0.819*** | -6.294 | 39.617 | 0 Strongly
Significant
H5 | MI<BE | 0.173*** | 14.477 | 209.585 | 0 Strongly
Significant

Note: MI: Marketing Intelligence, BSC: Brand Self-congruity, CE: Category
Involvement, BE: Brand Engagement

DISCUSSION ON RESULTS & CONCLUSION

Creating a brand with the customer's participation is one of the obscure concepts that
need clarification and experimental study. Likewise, placing customers at the heart of the
equation for creating the brand will determine the success of brands between the competitors.
Also, enhancing the competitive advantage by creating the brand with the customer's
participation is an indicator of the success of the brand's management (Boekelder, 2018).
Achieving the creation of a brand with the participation of the customer results from digital
communications that started from the nineties until the present time, which enabled customers to
communicate with others on networks via the Internet, share ideas, recommend improvements
and modify products, and also through the exposure of the concept of "intangible exchange"
based on the relationship between the client and the organization in the form of collaborative
work. Then companies benefit from mutual/cooperation with customers while listening to their
complaints, recommendations, and opinions about the performance of brands, furthermore,
when customers cooperate and participate effectively, they can be a valuable source of specific
skills and competencies whose participation may significantly enhance the performance of the
company as a whole (Boekelder, 2018).

In the current article, we examined the potential relationship between marketing
intelligence, self-congruity, category involvement, and brand engagement in the context of
Jordanian handicrafts that primarily reliance on the tourism and marketing of the relevant
products to attract more international customers (Mustafa, 2011). As in this research, N=422
study participants also indicated a significant solid relationship between the Marketing
Intelligence and brand self-congruity components. These results are strongly compatible with
the study conducted by (Aguirre-Rodriguez et al., 2012; Lu & Xu, 2015). They also highlighted
the role of self-congruity in creating brand creation, awareness, and persuasive purchase
decisions. As stated that, customers prefer those products, services and brands that they find
relevant according to their needs. However, the selection process largely depends on the brand
awareness and image (Islam et al., 2019). In this regard, marketing intelligence is a leading
factor that is designed to persistently produce knowledge about a product, by observation, skills,
experiences and implementation of different policies, that further leads to unincreased brand
self-congruity among the potential customers (Jamil, 2013).

Moreover, we again found a significant solid relationship regarding the correlation
between Marketing Intelligence and category involvement. These results also indicated a strong
consistency with the research carried out by (Douglas, 2006; Pihringer & Taylor, 2008). Here
the researchers argued that Marketing Intelligence enables n organization to gather all the
essential information that can boost brand co-creation, recognition, leading to increased sales.
Marketing Intelligence gathers information from the database, customers, employees, or online
communities, platforms, and social networking sites. Thus resorting to Marketing Intelligence
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essentially facilities category involvement as it helps to maximize the depth and breadth of
marketing information resources in general (Vishnoi & Bagga, 2020).

Finally, the strong and significant association between the Marketing Intelligence and
brand engagement was also found. This significant relationship is found compatible with the
previously conducted studies such as (Goldsmith & Emmert, 1991; Khan et al., 2019; Koot,
2016; Meirani & Abror, 2019). As noted by (Koot, 2016), customer engagement is a
fundamental objective of marketing in any organization. Evidence also suggests that, an
increased customer engagement with positive marketing results. Especially, in terms of
marketing intelligence when customers start showing affiliation, emotional attachments and
cognitive activity towards a brand, their behavior moves beyond transaction; instead their
interests converts into a desire to prefer the multiple products from the same organization
(Meirani & Abror, 2019). In simple terms as marketing helps to create brand recognition, which
further helps to increase brand engagement. Here, Marketing Intelligence is considered as one of
the four major strategies to improve brand engagement with guaranteed sustainability in the
future (Kozinets, 2014).

R
022, .000 Brand self-
congruity
—
+  Customer Intelligence —_—
*  Environmental Intelligence 819, .000
»  Competitor’s intelligence C_ate_gon-'
+  Market Intelligence Involvement
+  Product Intelligence —_—
.173,.000 ( \
Brand
engagement
—
FIGURE 2

CONCEPTUAL FRAMEWORK

Today, tourism is the largest and fastest source of improving the Jordanian economy.
Jordanian top several economic challenges (Habes, 2020), sustaining tourism and export of these
products is highly questionable. As noted by (Haruhiko, 2020). The global pandemic is
adversely affecting the economic condition all over the world. Especially underdeveloped
countries are facing much more challenges to cope with the ever-existing economic crisis
Government is much concerned about revitalizing the tourism activities by using several
marketing and strategically tactics (Arinat 2016). To attract tourists and improve the local artists'
living standards, Jordanian handicrafts are diverse yet require much more attention. The
importance of mosaics can be estimated by the fact that handicraft production helps to sustain
the national economy; also helps to support the national identity of a country (GREENER,
2008). However, during the current healthcare emergency, when the country confronts several
restrictions on tourism, sustain the marketing and export of mosaics is questionable, demanding
for serious considerations.

Therefore, the components of Marketing Intelligence are significantly linked with
increasing brand self-congruity, category involvement, and brand engagement. This research is
witnessing how these components can accelerate the marketing of Jordanian handicrafts.
Notably, during the Covid-19 crisis, when tourism is facing several restrictions, and sales of
these products is almost hindered (Zhang et al., 2020), further leading to the financial
declination of the Jordanian economy and livelihood opportunities for the local handicraft
workers.

Practical Implications
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The current investigation also contains some practical implications for the policymakers
and the stakeholders. First, the Government of Jordan should pay a special consideration to
independent opportunities to the handcraft makers to approach the international customers
without any physical barriers. Second, accessing the international customers will be
accompanied by first adopting the intelligent marketing approaches. For this purpose, apart from
traditional, new media resources should be taken under consideration. Third, the expansion and
adoption of new techniques in handicraft making is another major phenomenon, that can
accelerate the export of mosaics. Fourth, marketers should improve the customers’ brand
awareness with a positive impression through advertising campaign. As people know good
Jordanian mosaics, the will more likely to increase their direct involvement. Finally, to provide
direct involvement, facilitating the direct communication between mosaic sellers and the buyers,
can further accelerate this buying and selling process. However, all the above mentioned
implications are only possible if, despite the healthcare challenges the local government may
encourage the handicraft workers and sustain the marketing process especially by using the
marketing intelligence techniques (Govoni, 2012).

RECOMMENDATIONS & LIMITATIONS

Despite the ongoing healthcare challenges, sustaining the living standard of local
handicraft workers provides a two-way benefit. First, mosaics can provide employment
opportunities to the local artists; second, they also help the government generate more revenue.
This study also highlighted this debate and gathered the opinion of potential customers.
However, this investigation also contains two primary limitations. (i) We employed convince
sampling method; (ii), we did not focus on any particular handicraft, which could have narrow
down this topic. Yet this article will be of greater significance for the readers, policymakers, and
Jordanian government officials to take more steps for sustaining the mosaic business to attain
enormous benefits even during crises. Here we recommend more studies on the relevant topic,
and for this purpose, a qualitative interview-based investigation directly from the workers will
bring out even more significant outcomes.
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