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The Influence of the Promotional Mix Elements on Jordanian
Consumer's Decisions in Cell Phone Service Usage:
An Analytical Study

Hani H. Al-Dmour and Muhammad T. R. Al-Shraideh

ABSTRACT

This research aims to identify the importance of the promotional mix factors that influence Jordanian
consumer's decisions when using cell phone service in Jordan. Through studying subscription decision,
subscription type choice and usage average. Then, the study provided recommendations on the method of
increasing the study efficiency and capacity. The study was conducted on promotional mix factors
(advertisement, publicity, public relations, personal sales and the means to boost sales) which are used by
cell phone telecommunication companies to affect Jordanian consumer's behavior.

To achieve the objectives of the research, and to test its hypotheses, a convenience sample was chosen
from the population, which contains 494 subscribers in Amman, and the respondent rate reached 82.33%
of 600. Also, the study tool was designed and drafted accurately after returning to the previous studies'
surveys in order to assure the adequacy of the survey's questions to all variables which were covered by the
subjects of the study.

The study reached the conclusion that the sales promotional tools has the most important influence on the
consumer's decision in choosing the service provider and usage rate in comparison with the other elements.
There is a strong impact of the elements of the promotional mix combined on the subscription decision in
cell phone network service, while advertisements and personal sales are less important when taken
individually. But, promotional sales and public relations, both play a more important role in influencing

the subscribing decisions when taken individually.

KEYWORDS: Promotional mix, Communications service, Sale promotion, Advertisement,
Personal sales.
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