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Abstract: 

This study aimed to explore the effect of using suitable 

Marketing Tools for Brand Selection in Business to Business. 

They used innovative forms of communication, such as 

Direct Marketing, Sales Promotion and Public Relations, that 

enabled them to collect customers' names, build databases & 

penetrate a new brand in the market. 
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The main objective of this study is to understand how 

Marketing Tools have affected Brand selection across Business to 

Businesses and to identify strategies that companies can 

implement to select the suitable tools to retain their workforce.  

By examining the impact of these tools on this Business, it is 

possible to gain insights into the challenges faced by employers and 

employees alike and to appear the competitive advantage that can 

help support businesses and individuals during these difficult times 

to gain high profits with a lot of sales volumes. 

Without Business-to-Business companies and the supply 

chain, the goods and services we take for granted as consumers 

and business owners wouldn't exist. 

Many Marketing Activities will support Business to 

Business, such as advertising, direct marketing, public relations, 

personal selling, and sales promotion. 

A questionnaire, which consists of a number of questions or 

other components, is used to find out more about the viewpoints, 

actions, or opinions of respondents. With the use of questionnaires, 

both quantitative and/or qualitative data could be collected.  

It is important to consider the study aims while constructing a 

questionnaire, arrange the questions in a meaningful order, and 

choose the appropriate administration strategy.  
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The sample size after excluding the invalid questioners 

because the answers of the respondents are incomplete is 394 of 

the respondents of different genders, ages, incomes and level of 

educations is 394. 

The statistical analysis of the answers is done by using the 

statistical package SPSS version 25. 

The research methodology by using a lot of tests like 

Kolomogorov-Smirnov test, the Kruskal-Wallis Test & the 

Mann-Whitney Test.  

The Conclusion: is the impact of marketing tools on brand 

selection differs from each tool  

& each variable of them. 

Also, we found that each variable of each marketing tools 

has positive & negative attitudes. 

Keywords: Business-to-business, Marketing Activities, Brand, 

advertising, direct marketing, public relations, personal selling, 

sales promotion. 

 انمهخص:

ْذفذ ْذِ انذراسخ إنٗ اسزكشبف أثز اسزخذاو أدٔاد انزسٕٚك انًُبسجخ 

 .لاخزٛبر انعلايخ انزجبرٚخ فٙ الأعًبل انزجبرٚخ
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ٔاسزخذيٕا أشكبلاا يجزكزح يٍ الارصبلاد، يثم انزسٕٚك انًجبشز ٔرزٔٚج 

انًجٛعبد ٔانعلالبد انعبيخ، يًب يكُٓى يٍ جًع أسًبء انعًلاء ٔثُبء لٕاعذ انجٛبَبد 

 .ٔاخززاق علايخ رجبرٚخ جذٚذح فٙ انسٕق

ْٕ فٓى كٛفٛخ رأثٛز أدٔاد انزسٕٚك عهٗ  انٓذف انزئٛسٙ يٍ ْذِ انذراسخ

اخزٛبر انعلايخ انزجبرٚخ عجز انشزكبد إنٗ انشزكبد ٔرحذٚذ الاسززارٛجٛبد انزٙ ًٚكٍ 

نهشزكبد رُفٛذْب لاخزٛبر الأدٔاد انًُبسجخ نلاحزفبظ ثبنمٕٖ انعبيهخ نذٚٓب. ٔيٍ خلال 

عهٗ َظزح ثبلجخ دراسخ رأثٛز ْذِ الأدٔاد عهٗ ْذِ الأعًبل، يٍ انًًكٍ انحصٕل 

نهزحذٚبد انزٙ ٕٚاجٓٓب أصحبة انعًم ٔانًٕظفٍٛ عهٗ حذ سٕاء ٔإظٓبر انًٛزح 

انزُبفسٛخ انزٙ ًٚكٍ أٌ رسبعذ فٙ دعى انشزكبد ٔالأفزاد خلال ْذِ الأٔلبد انصعجخ 

 .نزحمٛك أرثبح عبنٛخ ثبنكثٛز يٍ أحجبو انًجٛعبد

خذيبد انزٙ َعزجزْب أيزا ثذٌٔ شزكبد الأعًبل ٔسهسهخ انزٕرٚذ، فإٌ انسهع ٔان

 .يفزٔغب يُّ كًسزٓهكٍٛ ٔأصحبة أعًبل نٍ ركٌٕ يٕجٕدح

سزذعى انعذٚذ يٍ الأَشطخ انزسٕٚمٛخ الأعًبل انزجبرٚخ، يثم الإعلاٌ ٔانزسٕٚك 

 .انًجبشز ٔانعلالبد انعبيخ ٔانجٛع انشخصٙ ٔرزٔٚج انًجٛعبد

ٔ انًكَٕبد الأخزٖ، ٚزى اسزخذاو الاسزجٛبٌ، انذ٘ ٚزكٌٕ يٍ عذد يٍ الأسئهخ أ

نًعزفخ انًزٚذ عٍ ٔجٓبد َظز أٔ رصزفبد أٔ آراء انًشبركٍٛ. ثبسزخذاو 

 .الاسزجٛبَبد، ًٚكٍ جًع انجٛبَبد انكًٛخ ٔ/أٔ انُٕعٛخ

ٔيٍ انًٓى يزاعبح أْذاف انذراسخ عُذ ثُبء الاسزجٛبٌ، ٔرزرٛت الأسئهخ ثززرٛت 

 .يفٛذ، ٔاخزٛبر اسززارٛجٛخ الإدارح انًُبسجخ

حجى انعُٛخ ثعذ اسزجعبد انًسزجٕثٍٛ غٛز انصحٛحٍٛ نعذو اكزًبل إجبثبد أفزاد  ٔثهغ

 .فزداا  493فزداا يٍ يخزهف انجُس ٔالأعًبر ٔانذخم ٔانًسزٕٖ انزعهًٛٙ  493انعُٛخ 
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 SPSS   ٔٚزى انزحهٛم الإحصبئٙ نلإجبثبد ثبسزخذاو انحزيخ الإحصبئٛخ

 .52الاصذار 

اعزًذد يُٓجٛخ انجحث عهٗ اسزخذاو انعذٚذ يٍ الاخزجبراد يثم اخزجبر 

 .وٌخىً-مان، ٔاخزجبر وانٍس-كروسكال، ٔاخزجبر سمٍروىف-كىنىمىغروف

ْٕ أٌ رأثٛز أدٔاد انزسٕٚك عهٗ اخزٛبر انعلايخ انزجبرٚخ ٚخزهف عٍ كم  :الاسخىخاج

 أداح ٔكم يزغٛز يُٓب

 .انزسٕٚك نّ ارجبْبد إٚجبثٛخ ٔسهجٛخكًب ٔجذَب أٌ كم يزغٛز يٍ أدٔاد 

الأعًبل انزجبرٚخ، الأَشطخ انزسٕٚمٛخ، انعلايخ انزجبرٚخ، الإعلاٌ،  :انكهماث انمفخاحٍت

 انزسٕٚك انًجبشز، انعلالبد انعبيخ، انجٛع انشخصٙ، رزٔٚج انًجٛعبد.

Introduction: 

Business-to-business (B2B) or B-to-B is a business model where 

a business sells or purchases products or services to and from 

another business and the companies involved to create products 

and services for other businesses and organizations. 

It is a form of transaction between businesses, such as one 

involving a manufacturer and wholesaler, or a wholesaler and a 

retailer.  

Business-to-business refers to business that is conducted between 

companies, rather than between a company and individual 

consumer. 

https://www.financestrategists.com/financial-advisor/business-model/
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Without B2B companies and the supply chain, the goods and 

services we take for granted as consumers and business owners 

wouldn't exist. 

B2B companies must invest in a well-designed and consistently 

maintained business website so their customers can find them 

and easily navigate their offerings. Search engine optimization is 

critical for achieving a top ranking in Google search, as 

is adapting your website for mobile.  

Many Marketing Activities will support B2B, such as 

advertising, direct marketing, public relations, personal selling, 

and sales promotion. 

Moreover, in advertising, we can use Outdoor (Banners), SMS by 

Mobile & Broadcast via TV or Radio. 

Also, direct marketing can use handouts of flyers and brochures 

besides the annual and events Giveaways & Telemarketing. 

  We can work on Public Relations for exhibitions, web site, 

Yellow Pages, Google AdWords, YouTube, LinkedIn, Facebook 

& Newspapers for public relations. 

In personal selling, we can do sales presentations & Incentive 

programs that will take place based on the department 

management. 

The sales promotion contains discounts & Coupons with free gifts. 

https://www.businessnewsdaily.com/9811-effective-business-website-tips.html
https://www.businessnewsdaily.com/7808-google-search-ranking-mobile.html
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We will focus on Direct Marketing, Sales Promotion and Public 

Relation, 

Direct Marketing is Marketing through various advertising 

media that interact directly with consumers generally calling for 

the consumer to make a direct response. 

Direct marketing includes catalog, telemarketing, fax, the Internet and 

more. Direct marketing has also grown rapidly in business-to-business 

marketing, partly in response to the ever-increasing costs of reaching 

business markets through the sales force. 

Direct marketing is well suited to highly targeted marketing 

efforts and to building one-to-one relationships.  

Sales Promotion is a Short-term incentive to encourage the 

purchase or sale of a product or service. Sales Promotion 

includes activities such as point-of-purchase displays, premiums, 

discounts, coupons, competitions, specialty advertising and 

demonstrations. 

Sales Promotion includes a wide assortment of tools -coupons, 

contests, price reductions, premium offers, free goods and others 

- all of which have many unique qualities: 

• They attract consumer attention and provide information that 

may lead to a purchase. 
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• They offer strong incentives to purchase by providing 

inducements or contributions that give additional value to 

consumers, 

• Moreover, sales promotions invite and reward quick responses. 

Whereas advertising says 'buy our product', sales promotion 

offers incentives to consumers to 'buy it now'. 

Public Relations are Building good relations with the company's 

various public by obtaining favorable publicity, building up a 

good 'corporate image and handling or heading off unfavorable 

rumors, stories     and events. 

Organizations use public relations to obtain favorable publicity, 

to build up a good 'corporate image', and to handle or head off 

unfavorable rumors, stories and events.  

Business-to-business is a business model in which the 

companies involved create products and services for other 

businesses and organizations. 

Marketing activities are strategies that help a company develop 

and promote its products or services to customers and determine 

the success of your business. 

Brand is a name given to a product and/or service such that it 

takes on an identity by itself. 
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Advertising is the techniques and practices used to bring 

products, services, opinions, or causes to public notice for the 

purpose of persuading the public to respond in a certain way 

toward what is advertised. 

Direct marketing is a promotional method that involves presenting 

information about your company, product, or service to your target 

customer without the use of an advertising middleman. 

Public relation is a strategic communication process that builds 

mutually beneficial relationships between organizations and their 

publics. 

Personal selling is face-to-face selling where one person who is 

the salesman tries to convince the customer to buy a product 

assigned by the company. 

Sales promotion is an action taken to temporarily increase sales 

or eliminate excess inventory 

Research Problem: 

This study aimed to explore the effect of using suitable 

Marketing Tools for Brand Selection in Business B2B. 

They used innovative forms of communication, such as Direct 

Marketing, Sales Promotion and Public Relations that enabled 

them to collect customers' names, build databases & penetrate a 

new brand in the market. 
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Direct Marketing is Marketing through various advertising 

media that interact directly with consumers generally calling for 

the consumer to make a direct response. 

Direct marketing includes catalog, telemarketing, fax, the Internet and 

more. Direct marketing has also grown rapidly in business-to-business 

marketing, partly in response to the ever-increasing costs of reaching 

business markets through the sales force. 

Direct marketing is well suited to highly targeted marketing 

efforts and to building one-to-one relationships.  

Sales Promotion is a Short-term incentive to encourage the 

purchase or sale of a product or service. Sales Promotion 

includes activities such as point-of-purchase displays, premiums, 

discounts, coupons, competitions, specialty advertising and 

demonstrations. 

Sales Promotion includes a wide assortment of tools -coupons, 

contests, price reductions, premium offers, free goods and others 

- all of which have many unique qualities: 

• They attract consumer attention and provide information that 

may lead to a purchase. 

• They offer strong incentives to purchase by providing inducements 

or contributions that give additional value to consumers, 
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• Moreover, sales promotions invite and reward quick responses. 

Whereas advertising says 'buy our product', sales promotion 

offers incentives to consumers to 'buy it now'. 

Public Relations are Building good relations with the company's 

various public by obtaining favorable publicity, building up a 

good 'corporate image and handling or heading off unfavorable 

rumors, stories and events. 

Organizations use public relations to obtain favorable publicity, 

to build up a good 'corporate image', and to handle or head off 

unfavorable rumors, stories and events.  

Importance and Objective of the Study: 

The main objective of this study is to understand how Marketing 

Tools have affected Brand selection across B2B Businesses and to 

identify strategies that companies can implement to select the 

suitable tools to retain their workforce. By examining the impact of 

these tools on this Business, it is possible to gain insights into the 

challenges faced by employers and employees alike and to appear 

the competitive advantage that can help support businesses and 

individuals during these difficult times to gain high profits with a 

lot of sales volumes. 

Research Problem: 

This study aimed to explore the effect of using suitable Marketing 

Tools for Brand Selection in Business-to-Business B2B. 
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They used innovative forms of communication, such as Direct 

Marketing, Sales Promotion and Public Relations, that enabled 

them to collect customers' names, build databases & penetrate a 

new brand in the market. 

Research Questions: 

Here are some questions are posed following an assessment of 

the study's problem and need answers:  

1. What is the impact of Direct Marketing on Brand Selection?  

2. What is the impact of Sales Promotion on Brand Selection?  

3. What is the impact of Public Relations on Brand Selection?   

Research Methodology: 

A questionnaire, which consists of a number of questions 

or other components, is used to find out more about the 

viewpoints, actions, or opinions of respondents. With the use of 

questionnaires, both quantitative and/or qualitative data could 

be collected.  

It is important to consider the study aims while constructing a 

questionnaire, arrange the questions in a meaningful order, and 

choose the appropriate administration strategy.  

A questionnaire can be computer-based, telephone-based, 

private, postal, open-ended, multiple-choice, or scale-based, 

among other formats. As the primary method of data collection, 

questionnaires offer the following advantages: homogeneity, 

since each person is offered identical questions, Cost-
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effectiveness, the potential to gather data more quickly, the 

researcher's bias, should be minimal or nonexistent during the 

data collection process, participants typically have enough time 

to think over their answers compared to interviews, and the 

viability of using an internet survey to reach respondents in 

remote locations. The study simply employs the questionnaire as 

a tool for data collection. The researcher relies on online 

dissemination of the proposed research questionnaire for 

enhanced accessibility. The information gathered will be 

assessed, together with the research hypothesis, using the SPSS 

statistical program. 

 

(Conceptual Framework) 

 

Research hypothesis: 
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For conducting this study, it is assumed that there are two 

variables for building a research model. Marketing Tools is the 

independent variable and Brand Selection is the dependent 

variable. 

The following hypothesis is assumed to conduct the study: 

 

Analysis 

The sample size after excluding the invalid questioners 

because the answers of the respondents are incomplete is 394 of 

the respondents of different genders, ages, incomes and level of 

educations is 394. 

The statistical analysis of the answers is done by using 

the statistical package SPSS version 25. 

The research methodology: 

1- The frequency tables for all the variables and the sub-

variables. 
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2- The graph presentation for the answers of the variables and 

the sub-variables using the histogram. 

3- The descriptive measures (central and dispersion) 

measures for all the variables and the sub-variables. 

4- The normality test of the answers of all the variables and 

the sub-variables using the Kolomogorov-Smirnov Test. 

5- Test the significance difference between the answers for more 

than two classifications using the non-parametric test, the 

Kruskal-Wallis Test. 

6- Test the significance difference between the positive and 

negative attitudes towards each variable and the sub-variables 

using the non-parametric test, the Mann-Whitney Test. 

Normality test: 

By testing the normality of the responds of the interviewers 

through applying the Kolomogorov-Smirnov test, where 

 The null hypothesis (H 0 )              : The responds are 

normally distributed 

 The Alternative hypothesis (H 1 ) : The responds are not 

normally distributed 

 The following table represents the answers of the test for the 

sub-variables of the Direct Marketing 

NPar Tests 
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From the values of the Asymp. Sig (2-tailed) in the previous 

table and where all these values are zeros which are less than the 

significance level ( =0.05), therefore the null hypothesis are 

rejected for all the sub-variables and we can’t reject the 

alternative hypothesis for all the sub-variables which means that 



  

Impact of Marketing Tools on Brand Selection in B2B Business 
     Mohamed Medhat El Halawany 

 0202يوليو  -العدد الثالث                            المجلد الخامس عشر                                        
   204 

 
 

the answers for all the sub-variables of the direct marketing are 

not normally distributed and the non-parametric tests will be 

used. 

 The following table represents the answers of the test for the 

sub-variables of the Sales Promotion. 

NPar Tests 
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Test for the sub-variables of the Sales Promotion   

From the values of the Asymp. Sig (2-tailed) in the 

previous table and where all these values are zeros which are less 

than the significance level ( =0.05), therefore the null 

hypothesis are rejected for all the sub-variables and we can’t 

reject the alternative hypothesis for all the sub-variables which 

means that the answers for all the sub-variables of the Sales 

Promotion are not normally distributed and the non-parametric 

tests will be used. 

 The following table represents the answers of the test for 

the sub-variables of the Public Relations. 
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From the values of the Asymp. Sig (2-tailed) in the 

previous table and where all these values are zeros which are 

less than the significance level ( =0.05), therefore the null 

hypothesis are rejected for all the sub-variables and we can’t 

reject the alternative hypothesis for all the sub-variables 

which means that the answers for all the sub-variables of the 

Public Relations are not normally distributed and the non-

parametric tests will be used. 

Conclusion 

The impact of marketing tools on brand selection differs 

from each tools & each variable of them. 

We focused on Direct Marketing, Sales Promotion and 

Public Relation of marketing tools. 

In direct marketing we can use handouts of flyers and 

brochures besides the annual and events Giveaways & 

Telemarketing. 

We can work on Public Relations for exhibitions, web site, 

Yellow Pages, Google AdWords, YouTube, LinkedIn, Facebook 

& Newspapers. 

In personal selling, we can do sales presentations & 

Incentive programs that will take place based on the department 

management. 
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The sample size after excluding the invalid questioners is 

394 of the respondents of different genders, ages, incomes and 

level of educations is 394. 

The statistical analysis of the answers is done by using the 

statistical package SPSS version 25. 

The research methodology by using a lot of tests like 

Kolomogorov-Smirnov test, the Kruskal-Wallis Test & the 

Mann-Whitney Test.  

Also, we found that each variable of each marketing tools 

has positive & negative attitudes. 

In addition to this, we found that the highest positive 

attitude for each variable of the Direct Marketing and Brand 

Selection according to the opinion of the respondents is Paid 

media  

and the highest negative attitude for each variable of the 

Direct Marketing and Brand Selection according to the 

opinion of the respondents is Telemarketing. 

Moreover, we found that the highest positive attitude for 

each variable of the Sales Promotion and Brand Selection 

according to the opinion of the respondents is Discounts and the 

highest negative attitude for each variable of the Sales 
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Promotion and Brand Selection according to the opinion of the 

respondents is Free goods 

Besides, we found that the highest positive attitude for 

each variable of the Public Relations and Brand Selection 

according to the opinion of the respondents is social medias 

(LinkedIn, Facebook & WhatsApp) and the highest negative 

attitude for each variable of the Public Relations and Brand 

Selection according to the opinion of the respondents is 

Newspapers 

Limitations & Future Research  

The study carried out has some limitations in different 

dimensions. In Demographic segmentation we have a lot of 

limitations such that Age, Education & Income. 

For Future Research we can concentrate to add some 

Demographic segmentation which helps representatives of the 

study to understand consumer behavior accurately that in turn, 

helps them perform better for instance, we can focus on the Age 

to be from 18 to 40 years.  

Moreover, the education level. Also, the income status which 

affect for the results too.  
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