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Abstract

The research investigated the impact of innovative marketing strategy on sustainable competitive
advantage in Jordan. The research examined the impact of innovative marketing strategy as independent
variables on sustainable competitive advantage as dependent variable moderated by hospital dynamic
capabilities and resources. A cross-sectional survey and quantitative approach were used to gather
primary data collected from the management of general private hospitals in Jordan. The research
population included 29 general hospitals in Amman and Irbid cities, and the sample size of this study was
290 respondents, and the number of valid questionnaires returned 179. The findings indicate substantial
differences in the impact of the innovative marketing strategy have varied significant and insignificant
impact on sustainable competitive advantage. Also, the results show that four of the seven variables were
significant (product (health service), promotion, people and process) and three variables were
insignificant (pricing, place and physical evidence). Also, the impact of the moderating variable was
significant, with a partial impact on innovative marketing strategy and sustainable competitive advantage.
This research may contribute positively to the diffusion of awareness about adopting innovation in
crafting marketing strategies to achieve sustainable competitive advantage in private hospitals in Jordan.
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Introduction

Marketing is an essential factor for the success or failure of any organization and is becoming
increasingly crucial to achieve superiority in any industry. Once a company has defined its target market
and identified its competitive advantage, it can develop a marketing strategy based on the 4 Ps (product,
price, promotion, and place), which bring a product or service with a higher value to a specific group of
consumers. For each of the 4 Ps, a strategy must be developed, and all strategies must be mixed with the
other Ps' strategies within an organization. For example, an excellent product/service with a poor
distribution system could lead to failure. An excellent product with an excellent distribution system but an
inappropriate price also leads to failure, too. Therefore, a successful marketing mix requires careful
adjustment. The marketing mix is defined as “the set of marketing tools that the firm uses to pursue its
marketing objectives in the target market” (Kotler, 2000, p. 15). In recent years the 4 Ps of marketing mix
strategy had been extended to the 7 Ps as follows: product/service; price; place/accessibility; promotion;
people; process and physical evidence. The extended 3 Ps that are part of the marketing mix are people,
process, and physical evidence, and they identify a service company's success and existence. They
influence purchasing needs, the satisfaction of customers and customer experience. Quality and feedback
are always at the top of the list of service companies so that they can serve their customers well, retain
them and improve the necessary service processes and achieve a competitive advantage. Global and local
market competition has increased because of the fast-changing business environment that has affected all
industries that produce products/services or both, which leads to a shorter product life cycle and greater
market segmentation which encompasses forms of challenges that companies are subject to today.
Therefore, the appearance of market challenges creates a need for innovative strategies to remain
competitive in the market. As innovation is considered an entrepreneurial function of a business, it is not
enough for a business to provide just commercial products and services; it must provide unique and more
valuable ones; also, a business needs to grow and succeed. Linder, Jarvenpaa, and Davenport (2003)
defined innovation as putting new ideas into practice that create value for customers. For example,
healthcare services can be improved when hospital administrators encourage their staff to create ideas for
service innovations (Tasi, 2013). The need for an innovative working environment is widely recognized
as one of the key factors for success in achieving a sustainable competitive advantage (SCA) in the global
and local markets. Healthcare organizations now realize that investing in innovation is essential for
business success. New health services/products, price, place, promotion, process, physical evidence, and
people strategies can be created and marketed to remain competitive. Meanwhile, healthcare
organizations can achieve patient satisfaction and provide services that competitors cannot imitate.
According to Moreira, Silva, Simdes, and Sousa’s (2012) study marketing innovation is “innovation in
design and packaging of goods and services" and "innovation in sales methods and distribution” (p. 196).
When a healthcare organization has profits exceeding the average for its industry, then that hospital has a
competitive advantage over its competitors. Much of the objective of a business strategy is to achieve a
sustainable competitive advantage. At the same time, the hospital needs capabilities that reflect the ability
of the hospital to make effective use of its resources. Moreover, Jordan is distinguished as one of the
countries having a high reputation in the medical field and providing high-quality medical care services at
competitive prices in the Arab region and across the world, whether a public or private healthcare
organization provider. Furthermore, the health sector in Jordan has made several accomplishments in the
field of medical tourism, such as the Dead Sea and Ma'in Spa., making the Kingdom a destination for
patients from all over the world. In addition, Jordan has accommodated many people in the last decade,
including Palestinians, Iraqgis, Libyans, and Syrians. During the Syrian crisis, the Jordanian government
permitted full access to health care services in primary health care and hospitals for Syrian people, so they
had the same services as Jordanians, based on the (Private Hospitals Association Jordan, 2019).
Therefore, the current research examines the influence of an innovative marketing strategy on SCA
moderating by hospital dynamic capabilities and resources of the Jordanian general private hospitals.

Literature Review

The Innovative Marketing Strategy and Sustainable Competitive Advantage

Despite increasing global competitiveness and accelerated information sharing, the future of most
businesses depends on their ability to innovate (Talegeta, 2014). Baregheh, Rowley, and Sambrook
(2009) described innovation as the multi-stage method by which companies move ideas for new or
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enhanced goods, services or procedures to successfully develop, perform and distinguish themselves in
their marketplace. Innovation is, therefore, widely considered to be the most significant competitive
advantage that permits a company to succeed in today's complex business environment (Talegeta, 2014).
Moreover, the main purpose of innovation is the creation of new or updated products/processes intended
to improve corporate performance. Superior performance is necessarily based on knowing and meeting
consumer needs better than rivals, and market orientation and innovation are implicitly related
mechanisms (Augusto and Coelho, 2009). Therefore, it is widely recognized that innovation is a key
driving force of economic growth and is often viewed, in general, as a critical driver of strategic
improvement within a business setting, through which an organization achieves positive results of
sustainable competitive advantage (Talegeta, 2014, Ahmad, et al., 2020). Moreover, the strategic
marketing literature advocates a significant role in developing innovative products and services for a
firm's core entrepreneurial decision-makers (Knight, 2000). Quaye and Mensah (2019) concluded that the
concept of marketing innovation took on a new meaning as global business patterns changed, in part, the
move of creative ideas from producer to customer. Therefore, through analyzing a variety of marketing
factors and their interaction, an organization may accomplish marketing innovation to determine
competitive advantages (Ren, Xie, and Krabbendam, 2009). So, managers can discover opportunities
when they “think outside the box™ and craft innovative and/or distinct marketing strategies to match the
evolving strategies of aggressive rivals, customers, or regulatory demands (Quaye and Mensah, 2019). In
addition, this may make it difficult for rivals to copy and duplicate the features of successful marketing
innovations including a sound marketing strategy, the direction taken on the market, the quality of
management skills within the business and its distinctive organizational culture. A particular combination
of the previous factors defines whether an organization can derive strategic value from a marketing
innovation (Ren et al., 2009). Moreover, Amini, Darani, Afshani, and Amini (2012) have noted that “a
company can only achieve SCA when they provide unique and valuable marketing strategies that
potential and dynamic rivals cannot imitate” (p. 193). Nonetheless, Geng, Ozbag, and Esen (2013)
repeated the point that all organizations must have resources that are capable of creating SCA. Therefore,
“to evolve marketing innovation for sustainable competitive advantage, internal and external resources
must be inimitable, non-substitutable, rare, and valuable” (Geng et al., 2013). Indeed, good strategic
planning needs an understanding of the organization’s resources and capabilities as well as a knowledge
of how each of these resources leads to the development of organizational strengths and, finally, to the
creation of a competitive advantage for an organization (Pinho and Ferreira, 2017). Finally, from a
healthcare viewpoint, hospital administrators are expected to craft a management strategy that is close
to the rivals to maintain themselves in a competitive environment and to introduce an innovative
management system to enhance internal performance (Tasi, 2013). From the previous literature on
innovative marketing strategy and SCA, the following hypothesis can be hypothesized:

HO1: There is no statistically significant impact of innovative marketing strategy components on
sustainable competitive advantage

The Role of Innovation in Health Service

Gronroos (1990) describes service as an interaction or sequence of interactions with intangible features,
which usually but not always, exist well into the relationship between the consumer and the service staff
or/and the physical resources or goods and/or systems of the service provider that are offered in response
to customer complaints. Various activities within medical services are hard to distinguish clearly (Oravo
and Tuominen, 2002) because how they are developed, used, and assessed, services differ from products
(Ahmad, 2007). Zeithaml (1986) said that “services are different from products because of their
heterogeneity, inseparability, intangibility, and perishability”. Furthermore, in healthcare, the product is
the person more than in other services. When the patients think about medical treatment, they think of the
service provider in terms of the people who will provide it, and a patient visualizes the medical treatment
(Ahmad, 2013). Nowadays, healthcare organizations are faced with a relentless need to adapt, learn, and
improve to satisfy the needs of customers, practitioners and payers. Therefore, innovation is constantly
seen as a key capability for healthcare organizations to fulfil these needs (Savory and Fortune, 2015).
OECD/Eurostat (2005) defined healthcare innovations as “implemented new or significantly improved
products — goods or services, processes, marketing methods or business models, policies, or
organizational structures”. Hence, healthcare innovation aims to enhance measurable aspects of health
care like quality, health inequalities, efficacy, patient-centeredness, safety, timeliness, etc. (Agency for
Healthcare Research and Efficiency, 2013), which results in better health outcomes. Moreover,
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Esmaeilzadeh (2010) has argued that services that hospitals offer should be enhanced in terms of quality
and ability, which organizational innovation will achieve. Therefore, healthcare providers are adopting
new approaches in the competitive marketplace of the healthcare sector, and the intention is constant
innovation (Shekelle et al., 2005), which creates value for patients.

The Innovative Service Marketing Mix Strategies
The Innovative Product/ Service Strategy

Roberts and Beck (1989) describe a product as a package to recognize advantages that meet the needs of
the consumer and could also include services offered before and after purchase. Product strategy is
McCarthy's first component of the marketing mix. This strategy can be defined as the ultimate result of
the benefits that the consumer receives at the time of buying or receipt of a service of a company (Kotler,
1997). Here the product mix must be identified as the collection of all product lines and elements made
available to consumers by a specific organization (Ahmad, 2007). Much study has shown that the
development of the new service is a crucial competitive driver of the service sector (Johnson, 2000).
Ahmad (2007) also noted that “new service development involves developing offerings such as health
care services, telecommunications services, information services, financial services, hospitality services,
facilities management services, educational services, and consulting services” (p. 27). A new service can,
therefore, achieve greater overall customer loyalty by expanding the number of fulfilled customers and
increasing the satisfaction of current customers (Ahmad, 2007). Today, almost all organizations are
seeking to deliver new products or services to satisfy the needs of consumers, focus on organizational
innovation to create, model, and constantly improve these new products/services (Poulymenakou and
Prasopoulou, 2004). From the previous literature on the innovative Service/Product strategy, the
following hypothesis can be hypothesized:

HO1a: There no statistically significant impact of innovative product (health service) strategy on
sustainable competitive advantage.

The Innovative Pricing Strategy

Many scholars Harrison, (2000); Gouvea et al., (2001); Avlonitis and Indounas, (2005) have argued that
pricing is also one of the main marketing factors and is at the core of the marketing mix strategy in the
service sector. While a successful pricing strategy could never overcome the inadequate implementation
of the other components, poor pricing could certainly avert these measures resulted in financial success
(Ahmad, 2007). Therefore, the pricing strategy must be incorporated and aligned with the other
marketing mix strategies within the business to meet the goals of the company. (Palmer, 2001). Also,
Harrison (2000); Wirtz and Lovelock (2016) have indicated that the price element is the only variable in
the marketing strategy that generates company profits, while others contribute to costs. Customer price
elasticity generally affects the hospital pricing strategy. Demand elasticity of demand tests the response of
the amount required for the service to any change in price (Ahmad, 2007). Moreover, pricing strategies
rely on the perception of value to consumers (patients), health service costs competitiveness, government,
and technology provided (Van Raaij, 2005). However, the development of innovative pricing strategies
needs significant strategic marketing tools and skills such as good intelligence, reliable information and
employee experience. Innovative pricing, skills of workers and all related basic and secondary
considerations are vital to understanding the setting of prices that are realistic and appropriate for
companies, consumers, businesses, and industry (Quayed and Mensah, 2019). From the previous
literature on the innovative pricing strategy, the following hypothesis can be hypothesized:

HO1b: There is no statistically significant impact of innovative price strategy on sustainable competitive
advantage.

The Innovative Place Strategy (Accessibility)

Distribution concerns with both the availability and accessibility of goods and services (Kotler, Shalowitz
and Stevens, 2008, Al-Gasawneh and Al-Adamat, 2020). The relationship between perceived
destination image, social media interaction and travel intentions relating to Neom city. Academy
of Strategic Management Journal, 19(2), 1-12.). Health service providers must build good sales staff
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with the basic and appropriate capabilities, experience and motivation to deliver health services (Kotler et
al., 2008). Every effort to improve the delivery and administration of care today includes strengthening
the management, quality, accessibility, and use of data and its related technologies (Ahmad, 2007).
Health care organizations whose products are mainly services should consider three distribution
decisions: physical access, time access, and informational and promotional access (Jones, 2003).
Furthermore, Ahmad (2007) believed that healthcare providers must embrace a creative way of
understanding and utilizing information technology to lead a successful healthcare institution. For
example, consider telemedicine, which is a method of medical care employing voice, video and data
communications that involve the delivery of medical care, assessment, diagnosis, rehabilitation, education
and transmission of medical data. Therefore, telecommunications technologies and services could be
utilized to strengthen passage to better-quality healthcare, the degree and efficiency of human resource
training and education, cost-effective disease and service control, and inaccessible treatment and
diagnostic technological developments (Gagnon et al., 2005). From the previous literature on the
innovative place (accessibility) strategy, the following hypothesis can be hypothesized:

HO1c: There is no statistically significant impact of innovative place (accessibility) on strategy
sustainable competitive advantage.

The Innovative Promotion Strategy

Another of the main elements of the service marketing mix strategy is the promotion and communication
strategy that allows hospitals to communicate their healthcare services to patients (Lovelock and Wirtz,
2004). The Ottawa Charter for Health Promotion (1986) described health promotion as “a process for
enabling people to increase control and to improve, their health” (p. 1). Hence, hospital managers should
first investigate the requirements of clients in the environment they serve and select methods of
communication that are best suited to that environment based on profit and growth opportunities aligned
with hospital resources and priorities (Ahmad, 2007). In fact, promotion can afford an opportunity for
companies to distinguish themselves at the organizational and brand levels. Innovation in promotion
requires major changes in communication tactics and logos that are distinct from what an organization has
already identified, and which have happened (Ili¢ Ostoji¢, and Damnjanovi¢, 2014). In fact, “in an era
where physical “word of mouth” is giving way to “word of mouse” and social media,” changes are
necessary (Resnick, Cheng, Simpson, and Lourenco 2016). As Sudarmiatin and Suharto (2016) suggested
that innovative promotional activities like networking and Internet adoption are critical to sustaining as a
market advantage. Indeed, innovative promotional techniques can boost brand loyalty, consumer
satisfaction, and marketing identity (Chuwiruch, Jhundra-Indra, and Boonlua, 2015) and help to reach
better market growth (Schaupp and Bélanger, 2013). From the previous literature on the innovative
promotion strategy, the following hypothesis can be hypothesized:

HO1d: There is no statistically significant impact of innovative promotion strategy on sustainable
competitive advantage.

The Innovative Physical Evidence Strategy

Physical evidence is a vital element of the new extended service marketing mix and service marketing
strategy (Ahmad, 2007, Nusairat et al., 2020). Hospitals could utilize physical evidence to present
tangible evidence of the quality of service and to improve the hospital image (Mayer, Bowen, and
Moulton, 2003). Al-Shawi, MacEachern, and Greco (2005) confirmed that physical features play an
integral part in a customer’s evaluation of the expected service. Other marketing services scholars Palmer,
(2001); Lovelock and Wirtz, (2004) have emphasized the valuable significance of physical evidence for
service organizations to convey a positive message and to preserve a clear picture of the company. Palmer
(2001) concentrated on the crucial role of delivering tangible resources as a key element of a company's
service offering. Lovelock and Wirtz (2004) found that physical evidence is also a critical element of the
8Ps model of service management that enables an organization to provide clients with tangible items
throughout the service delivery process and visible features utilized in communications, including ads,
logos and brands. From the previous literature on the innovative physical evidence, the following
hypothesis can be hypothesized:
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HO1e: There is no statistically significant impact of innovative physical evidence strategy on sustainable
competitive advantage.

The Innovative Process Strategy

Process is another vital component of the expanded marketing mix of services (Ahmad, 2007). Even
though process can affect a consumer's initial buying decision, service, and the degree of consumer
satisfaction are important for additional buying decisions (Collier, 1991). As a result of the human
element's involvement in the service provision process, service organizations must understand the value
of handling and monitoring the service delivery process (Ahmad, 2007). Inaddition, Ahmad (2007) has
noted that a quality service delivery system results in the most beneficial and reduced associated costs of
the use of company resources. He also added that humanistic and technical approaches could be used to
deliver services on identification schemes of services (Ahmad, 2007). Both approaches are important for
increasing productivity and the velocity of the “Technology Approach,” but the “Humanistic approach” is
key to providing a competitive advantage in health service (Ahmad, 2007). Zeithaml and Bitner (2000)
noted that “the process had three main components: 1) flow of operations (standardized or customized),
2) the number of phases (simple or complex), 3) customer participation.” Their familiarity with the
process of service affects a patient’s view of service (Ahmad, 2007). Furthermore, the innovation of the
delivery process applies to the core institutional structures by which the service staff perform their
required duties and provide creative services (Hertog, 2000; Avlonitis et al., 2001). It could be defined as
internal working procedures and structures (Ahmad, 2007). From the previous literature on innovative
process strategy, the following hypothesis can be hypothesized:

HO1f: There is no statistically significant impact of innovative process strategy on sustainable
competitive advantage.

The Innovative People Strategy

People have a significant impact on service organizations, especially throughout the service delivery
process, when members are in contact with customers (Ahmad, 2007, Nusairat, et al., 2017). At present,
the role of staff in the delivery of services varies significantly across service domains (Ahmad, 2007). It
is widely suggested that the general quality of services provided by organizations, including healthcare
services, is affected, along with other factors, by the essence of the interaction between the patient and the
healthcare service provider (Ahmad, 2007). Relationships with customers are subject to several different
types of events, which vary in terms of content, frequency length and regularity (Ahmad, 2013). In
healthcare, the skills, capabilities, and attitudes of existing employees may allow for a certain required
change to the service delivery (Ahmad, 2007). Therefore, a physician has great autonomy in meeting the
needs of a patient, and the interaction assessment is mainly considered on the attributes of such
experiences (Avlonitis and Indounas, 2005). In fact, hospital staff are particularly significant in the health
service sector due to the behavior, skills, appearance, and attitudes of employees, which have an effect on
consumers/patients' view of the quality of health services and help to create a positive perception of the
hospital by offering measurable cues (Ahmad, 2007). Hence, to achieve innovation in people strategy,
hospital administrators are, therefore, empowering hospital personnel to develop ideas for service
innovations that can enhance healthcare services (Junarsin, 2010). Moreover, by acquiring new
equipment, hospital administrators may permit personnel to develop new skills to run new equipment or
to obtain new information and ideas to develop innovative services via training and education (Tsai,
2013). Medical staff should be mindful of current health information and innovations that offer the
best healthcare services for patients, and an innovative hospital must acquire new resources and learn new
healthcare skills to enhance healthcare services. Hospital administrators must allow the staff to gain the
appropriate service skills and capabilities and develop them on a regular basis to achieve this goal (Tsai,
2013). From the previous literature on the innovative people strategy, the following hypothesis can be
hypothesized:
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HO1g: There is no statistically significant impact of innovative people strategy on sustainable competitive
advantage.

Hospital Dynamic Capabilities and Resources

Capabilities are key to the success of a company, and, as an organization, process resources are
transformed into values that lead to the competitive advantage of the company (Dierickx and Cool, 1989).
Abdelrahman (2012) emphasized the need for a company to acquire resources and capabilities to achieve
SCA. A firm should, therefore, use structures designed to protect its resources and its capability to
discover its true value (Ambrosini, Bowman, and Collier, 2009). Barreto (2010) noted that capability is
needed to be dynamic whenever it enhances the ability of a company to make decisions, resolve issues,
identify opportunities and threats, and modify the current resources. Dynamic capabilities are the capacity
of a company to extend and strengthen its resource base (Helfat et al., 2009). Furthermore, dynamic
capability is a substitute for the exercise of organizational resources, the improvement of their identity as
well as the protection of their strict existence (Minbashrazgah and Shabani, 2019). Also, dynamic
capability researches focus not only on preserving firm resources but also on how firms can find the right
resources or modify existing ones to reach their objectives (Helfat and Peteraf, 2003). In short, they serve
as a means of linking, allowing an organization to respond effectively to improvements in the general
conditions, enhance its competitive advantage, and increase efficiency (Krasnikov and Jayachandran,
2008). Indeed, the higher-level performance of companies relies, above all, on their capability to innovate
and protect intangible resources, including knowledge (Giudice and Maggioni, 2014). Firms need,
therefore, to be able to respond to changing environmental requirements by creating new resources
(Minbashrazgah and Shabani, 2019). So, “when firm resources are economically valuable, relatively rare,
difficult to imitate, and imperfectly mobile across firms, they can explain the differences in firm
performance” (Ruivo, Oliveira, and Neto, 2015, p. 106) also provide the foundation for business
competitiveness and economic rent (Lin and Wu, 2014). Moreover, Newbert (2007) indicated that value
and rare resources are connected to a competitive advantage, and that is related to performance.
Essentially, resources such as “brand name, business contacts, effective processes” (Barney, 2014),
“technical skills, knowledge software, relationships” (Remeikiene and Startiene, 2009), “finance and
materials” (Saunila, Pekkola, and Ukko, 2014) are needed to produce innovative marketing strategies to
achieve a sustainable competitive advantage (Barney, 2012). Where a particular resource or capability of
a company can allow a firm to reduce costs and to react continuously to environmental opportunities and
threats, it immediately takes on significant value (Newbert, 2008). From the previous literature on
hospital dynamic capabilities and resources, the following hypothesis can be posited:

HO02: Hospital dynamic capabilities and resources moderated the impact of innovative marketing strategy
on sustainable competitive advantage.

Research Framework
Based on the hypotheses mentioned above, the conceptual model was developed and shown in Fig. 1. The
model depicts the impact of innovative marketing strategy on sustainable competitive advantage: hospital
dynamic capabilities and resources as a moderating variable.
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Figure 1. Conceptual Model

The conceptual framework in the current research is built on the different previous studies. A
questionnaire was developed based on previous researches (Ahmad, 2007, Ferreira and Fernandes, 2017,
and Quaye and Mensah, 2018), covering all aspects of independent and dependent research variables in a
certain way to examine the hypotheses of the research that were developed, installed and transmitted to
the sample participants.

Research Methodology

Research Type

This research is descriptive-analytical research designed to assess the impacts that may occur between
independent and dependent variables. The research also sought to evaluate the effects of an innovative
marketing strategy based on hospital dynamic capabilities and resources on a sustainable competitive
advantage in the private general hospitals in Jordan. This study used a cross-sectional research survey,
which included several private general hospitals in the Jordanian health market.

Research Sample

The research population included managers from private general hospitals in Amman and Irbid, Jordan.
The population was defined as all Jordanian private general hospitals licensed by Jordan's Ministry of
Health (MOH). Because the population was small, the research examined the whole population, which
included 29 hospitals in Amman and Irbid. All managers in private hospitals in Jordan were involved in
the research population as follows: General Manager, Medical Manager, Administrative Manager (HR,
Finance, and Accounting Managers), Marketing Manager (if any), Outpatient Clinic Manager, Public
Relations, and Emergency Manager, other department directors and deputy directors. A total of 290
research questionnaire was distributed to all of them. Of the 290 questionnaires, 198 questionnaires were
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retrieved, and 19 were excluded because of their lack of validity for statistical analysis. Thus, 179 were
analyzed (61.7%).

Research Tool Reliability

To enhance the reliability of the data collected, this research relied on the measurement of the study
variables in the previous studies, which were found to be valid and reliable.

Cronbach’s alpha was conducted for the purpose of assuring the internal consistency and the sufficient
convergence of the variables. Table 1 shows the values of the Cronbach’s alpha test. Sekaran and Bougie
(2010) argued that the reliability of the elements should be equal to or greater than 0.06 percent that
assuring the internal consistency and the sufficient convergence of the variables.

Table 1. Reliability of Questionnaires Dimensions

No. Variable Dimensions No of items Cronbach’s alpha
Value
1 7Ps 34 92.5%
1 Product 7 87.8%
2 Price 4 91.5%
3 Place 4 89.2%
4 Promotion 4 89.1%
5 People 5 87.9%
6 Physical Evidence 5 89.3%
7 Process 5 91.5%
2 Sustainable competitive advantage 5 90.5%
3 Hospital dynamic capabilities and 6 91.2%
resources
All Questionnaires 45 92.7%

The above Table 1 shows the values of the Cronbach’s alpha test of all variables (7Ps, Sustainable
competitive advantage, Hospital dynamic capabilities and resources, and all questionnaire items) are
(92.5%, 90.5%, 91.2%, and 92.7%), respectively, greater than (60%). This indicates that all variables
were reliable.

Table 2. Normal Distribution of Data

Produc Price Place Promoti People Physica Process
t on |
N 179 179 179 179 179 179 179
Normal Mean | 3.8516 3.9022 4.0168 4.3827 4.2514 4.2413 4.2291
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16886-16908

Parameters®® Std. 76278 74733 .64018 51678 52321 49158 .62030
Deviation
Most Extreme Absolute 136 167 149 223 .199 .225 .149
Differences
Positive .082 .089 103 223 199 225 136
Negative -.136- -.167- -.149- -.186- -.137- -.133- -.149-
Test Statistic 136 167 149 223 199 225 149
Asymp. Sig. (2-tailed) .000° .000° .000° .000° .000° .000° .000°

The table shows that the distribution of data was normal.

Research Results

Research Sample Characteristics

In this research, gender, age, educational level, position, and nationality were measured. See Table 3.

Table 3. Description of the Study Sample According to the Demographic Variables

Variable Level / category Number Percentage %
Male 107 59.8%
Gender Female 72 40.2%
Total 179 100%
less 30 10 5.6%
30-40 48 26.8%
Age 41-50 64 35.8%
51-60 31 17.3%
more 60 26 14.5%
Total 179 100%
Diploma 24 13.4%
Educational Level Bachelor 94 52.5%
Master 24 13.4%
PHD 37 20.7%
Total 179 100%
General Man 12 6.7%
Medical Man 30 16.8%
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Position Admin Man 64 35.8%
Marketing Man 36 20.1%
Clinics Man 22 12.3%
Public Relation 15 8.4%
Total 179 100%
Jordanian 162 90.5%
Nationality
Foreigner 17 9.5%
Total 179 100%

Research Variables

Table 4. Mean and Standard Deviations of Research Variables

Variable Mean Standard Importance
deviation
Product 4.3827 76278 High
Pricing 3.9022 74733 High
Place 4.0168 64018 High
Promotion 3.8516 5167 High
People 4.2514 52321 High
Physical evidence 4.2413 49158 High
Process 4.2291 .62030 High
Sustainable Competitive Advantage
3.8715 74230 High
Hospital Dynamic Capabilities and Resources High
3.8987 .65530

Table 4 shows the averages of respondents' answers to the research variables. The variable with the
highest mean was product at 4.38, and the lowest mean was for promotion at 3.85.

Hypotheses Test
The First main hypothesis

There is no statistically significant impact of innovative marketing strategy components (health service,
price, promotion, place, physical evidence, people and process) on sustainable competitive advantage, at
(0<0.05).

Table 5. Simple Linear Regression Analysis to Ensure the Impact of Innovative Marketing Strategy on
SCA

Dependent Model Summary ANOVA Coefficient

Variable R | R2 F [df]| Sig B | t [ sig
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SCA | 0693 | 0480 | 44329 | 1 | 0.000 [ 0.455 | 4.168 | 0.000 |

The innovative marketing strategy (health service, Price, Place, Promotion, People, Physical Evidence,
and Process) have a statistically significant impact on SCA. A Simple linear regression test is conducted to
investigate HO11-HO17 hypotheses. Results of the test are shown in Table 5. From the table, R value
represents simple correlation and is (0.693), which indicates that the relationship between two variables is
generally considered a good impact size. The R? value indicates how much of the total variation in the
success of SCA can be explained by innovative marketing strategy. In this case, (48.0%) can be
explained; while the remaining proportion (51.9%) can be explained by other variables are not included in
the regression model.

ANOVA table provides an F-test to determine whether the model is a good fit for the data. According to
this p-value, it is. Since F (1, 178 degree of freedom) =44.329, (o < .05), which indicates that, overall, the
regression model statistically significant (a good fit for the relationship between innovative marketing
strategy and SCA).

The Coefficients table provides the necessary information to predict the SCA from various innovative
marketing strategy, as well as determine whether innovative marketing strategy contributes statistically
significantly to the model. Besides, Beta values for SCA has reached (0.693) which indicate that
predicting (69.3%) of the SCA from innovative marketing strategy. In other word, the results can be
interpreted as (For every unit increase in innovative marketing strategy, there is a prediction of (69.3%)
unit increases in the SCA. Based on these results, null hypothesis should be rejected and accept the
alternative hypothesis.

This main hypothesis included seven sub hypotheses:
HO01la: There no statistically significant impact of innovative health service strategy on sustainable
competitive advantage.

HO1b: There is no statistically significant impact of innovative price strategy on sustainable competitive
advantage.

HO1c: There is no statistically significant impact of innovative promotion strategy on sustainable
competitive advantage.

HO1d: There is no statistically significant impact of innovative place (accessibility) on strategy
sustainable competitive advantage.

HO1le: There is no statistically significant impact of innovative people on strategy sustainable competitive
advantage.

HOLf: There is no statistically significant impact of innovative process strategy on sustainable competitive
advantage.

HO1g: There is no statistically significant impact of innovative physical evidence strategy on sustainable
competitive advantage.

To test this hypothesis, the researcher uses the multiple regression analysis to ensure the impact of
innovative marketing strategy (health service, price, promotion, place, physical evidence, people and
process) on SCA. As shown in Table 6.

Table 6. Multiple Regression Analysis to Ensure the Impact of Innovative Marketing Strategy
Dimensions on the SCA

Dependent (R) (R% F DF Sig* B T Sig*
Variable

health 0.396 3.416 .000
service
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Pricing 0.103 1.636 .550
0.000
Sustainable 0.651 0.423
Competitive Place 0.161 | 1.429 .302
Advantage
11.402 | 172 i
Promotion 0.374 2.945 .000
People 0.249 | 2.653 .000
179
Physical 0.142 1.235 .539
evidence
Process 0.387 2.498 .000

*The impact is significant at level (o < 0.05)

Table 6 shows the impact of innovative marketing strategy on the SCA. The regression model achieve a
high degree of fit, as reflected by (R) and (R?) value (0.651) , (0.423), which asserted that (42.3%) of the
explained variation in SCA can be accounted for innovative marketing strategy (health service, price,
promotion, place, physical evidence, people and process). On the other hand, Table 6 for the executive
data set indicated the slope value of (0.396), (0.374), (0.249) and (0.387) for the regression line. This
suggested that for a one unit increase in innovative marketing strategy (health service, promotion, people,
and process) can significantly predict a (39.6%), (37.4%), (24.9) and (38.7%) increase in SCA. As well as
Table 6 shows that the analysis of variance of the fitted regression equation is significant with F value of
(11.402). This is an indication that the model is a good one. Since the p-value is less than (0.05), it shows a
statistically significant relationship between the variables at (0.95) confidence level.

The Second main hypothesis

There is no statistically significant impact of innovative marketing strategy on sustainable competitive
advantage moderated by hospital dynamic capabilities and resources, at (0<0.05).

A multiple regression analysis was carried out to determine the impact of innovative marketing strategy
components on sustainable competitive advantage moderated by hospital dynamic capabilities and
resources at the level of significance (0<0.05).

Table 7. Hierarchical Multiple Regression Analysis to Ensure the Moderator

Dependent Independent Variable Model 1 Model 2
Variable
sustainable B T Sig. B T Sig.
competitive
advantage innovative marketing .240 5.816 | .000
strategy
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innovative marketing 728 19.247 .000
strategy X
R .940° .696°
R2 .884 485
AR? .882 AT7
AF 477.802 59.329
AF Sig. .000° .000°

Table 7 shows the results of the path impact analysis of innovative marketing strategy on sustainable
competitive advantage moderated by hospital dynamic capabilities and resources. The table shows the
value of LL (UL), the confidence interval (45%) that gives the minimum (LL) UL as well as VAF values
that were greater than 20% and less than 80% indicating a partial effect of the moderator. Therefore, there
is an impact at the level of (0.05) of innovative marketing strategy on sustainable competitive advantage
moderated by hospital dynamic capabilities and resources, based on the VAF (Hair, Ringle, and Sarstedt,
2014).

Research Model

Innovative Marketing
Strategy

Product/Service
Sig=.000

Price
Sig=.550

Place
Sig=.302

Eramotion Significant (fj = 374) \§’ Sustainable
Sig =.000 e

)

7

Competitive
Advantage

People Significant (f = .294)

Sig =.000

Physical Evidence
Sig=.539

Process
Sig=.000

Figure 2. Research Model
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Discussion

For the first main hypothesis, the results showed the statistically significant impact of innovative
marketing strategy on sustainable competitive advantage. The value of the correlation coefficient of the
variables (innovative marketing strategy components) and the variable (sustainable competitive
advantage) was 69.6%. Also, the statistical significance level is (0.00) and thus is less than (0.05). Hence,
the alternative hypothesis was accepted, and the null hypothesis was rejected. So, there is an impact of
innovative marketing strategy components (Health service, Price, Place, Promotion, People, Physical
Evidence, and Process) on the sustainable competitive advantage at a significant level (a < 0.05).

The current research has harmonized with Ahmad’s (2013) study that the marketing mix strategy
component, measured by patient satisfaction, has had a substantial impact on hospital results. In addition,
Tasi (2013) found that hospital management should promote organizational innovation and implement
market-based management policies to constantly upgrade health care services to enable them to always
generate value for patients. So, the findings were consistent and harmonized with the literature on the
same topic.

For the first sub-hypothesis, the results showed the statistically significant impact of innovative
product/service strategy on sustainable competitive advantage. The value of the correlation coefficient of
the variables (Product) and the variable (sustainable competitive advantage) was % 39.6. Also, the
significance was (0.000) less than (0.05), indicating that an innovative product (health service) strategy
had a statistically significant impact on sustainable competitive advantage. So, the alternative hypothesis
was accepted, and the null hypothesis was rejected.

Ahmad (2007) found that the health service (product) strategy was the most significant element in all
requirements for hospital quality. In addition, Ahmad (2013) found that the importance of new health
services was multifaceted. It is a main strategic means for hospital growth and sustainability and to allow
the hospital to meet the needs and desires of the largest market. Second, considering current global
medical technology, it allows hospitals to gain opportunities leading to increased market share and new
markets.

For the second sub-hypothesis, the results showed a statistically significant impact of innovative pricing
strategy on sustainable competitive advantage. The value of the correlation coefficient of the variables
(price strategy) and the variable (sustainable competitive advantage) was 10.3%. Besides, the significance
was (0.550) more than (0.000), indicating that innovative price strategy has a no statistically significant
impact on sustainable competitive advantage. Consequently, the alternative hypothesis was rejected, and
the null hypothesis was accepted.

The current research agreed with Ahmad's (2013) study in that the most commonly adopted pricing
strategy relates to government regulation controlled by the Ministry of Health (MOH). In addition, price
strategy is a key element in the success of Jordanian private sector hospitals. Also, price strategy has an
impact on the market and financial criteria (Ahmad, 2007) which was not harmonized with this research.

For the third sub-hypothesis, the results showed a statistically significant impact of innovative promotion
strategy on sustainable competitive advantage. The value of the correlation coefficient of the variables
(innovative promotion strategy) and the variable (sustainable competitive advantage) was % 37.4. And
the significance was (0.000) less than (0.05), indicating that an innovative promotion strategy has a
statistically significant impact on sustainable competitive advantage. Thus, the null hypothesis was
rejected, and the alternative hypothesis is accepted.

Moreover, another finding of Ahmad’s (2007) study concluded that promotion strategy has an important
role in improving the performance of Jordanian private sector hospitals by having good communications
toward targeted clients.

For the fourth sub-hypothesis, the results showed a statistically significant impact of innovative place
(Accessibility) strategy on (sustainable competitive advantage). The value of the correlation coefficient of
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the variables (place (accessibility) strategy) and the variable (sustainable competitive advantage) was
16.1%. And the significance was (0.302) more than (0.05), indicating that innovative place (accessibility)
strategy have no statistically significant impact on sustainable competitive advantage. Hence, the null
hypothesis was accepted, the alternative hypothesis was rejected.

This research disagreed with Ahmad’s (2013) study, whereas the majority of Jeddah hospitals in the
private sector are found to have hourly service in the event of non-programmed crisis or accidents and
there was an impact of place strategy on hospital performance.

For the fifth sub-hypothesis, the results showed a statistically significant impact of innovative people
strategy on sustainable competitive advantage. The value of the correlation coefficient of the variables
(innovative people strategy) and the variable (sustainable competitive advantage) was 29.4%. And the
significance was (0.000) less than (0.05), indicating that innovative people strategy has a statistically
significant impact on sustainable competitive advantage. Thus, the null hypothesis was rejected, and the
alternative hypothesis was accepted.

Because medical workers are the primary providers of patient healthcare services, hospital managers
should strengthen their ability to provide services by instructional and training employees to fulfil the
principle of customer orientation, leading to an improvement in service quality (Tasi, 2013). The study
also found that hospital administrators should, in addition to new medical expertise, have the latest
medical instruments to facilitate medical treatment and should put emphasis on technical innovation
rather than on managerial innovation (Tasi, 2013).

For the sixth sub-hypothesis, the results showed a statistically significant impact of innovative physical
evidence strategy on sustainable competitive advantage. The value of the correlation coefficient of the
variables (physical evidence strategy) and the variable (sustainable competitive advantage) was 14.2%.
And the significance was (0.539) more than (0.05), indicating that innovative physical evidence strategy
has a no statistically significant impact on sustainable competitive advantage. Then, the null hypothesis
was accepted, and the alternative hypothesis was rejected.

The new result did not harmonize with Ahmad (2013) study whereas a key objective in implementing a
physical evidence strategy is to establish a customer-friendly environment and easy access to health
facilities for Jeddah's private sector hospitals. Clients in hospitals therefore are faced with a
psychologically completely different situation than clients in other services who are required to make
further efforts in order to mitigate the level of stress that is being experienced by focusing on atmospheric
physical evidence.

For the seventh sub-hypothesis, the results showed a statistically significant impact of innovative process
strategy on sustainable competitive advantage. The value of the correlation coefficient of the variables
(innovative process strategy) and the variable (sustainable competitive advantage) was % 38.7, and the
significance was (0.000) less than (0.05), indicating that an innovative process strategy has a statistically
significant effect on sustainable competitive advantage. Thus, the null hypothesis was rejected, and the
alternative hypothesis was accepted.

Other studies the health / medical services policy has been found to be the most critical and insecure
operation of Jeddah's private sector hospitals, as is the case with any hospital worldwide. In most cases,
medication delays are not appropriate (Ahmad, 2013).

For the second main hypothesis, the results showed a statistically significant impact of innovative
marketing strategy on sustainable competitive advantage moderating by hospital dynamic capabilities and
resources. The value of LL (UL), the confidence interval (45%) that gives the minimum (LL) UL) as well
as VAF values that were greater than 20% and less than 80% indicating a partial effect of the moderator.
Therefore, there is an impact at the level of (0.05) of innovative marketing strategy on sustainable
competitive advantage moderated by hospital dynamic capabilities and resources. For that reason, the null
hypothesis was rejected, and the alternative hypothesis was accepted.

The current result aligned with Ferreira and Fernandes’s (2017) study, which found that the higher the
significance of a company's resource/capability combination, the greater the probability that it will have a
competitive advantage. Moreover, Quaye and Mensah (2019) also found that management should
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explore, exploit and deploy resources and capabilities that are important for small and medium-sized
enterprises to stay competitive with the environmental changes that result in SCA.

Conclusion

Innovation helps business providers to remain relevant in a competitive market also plays a vital role in
economic growth, and its ability to solve critical problems means that developed and developing
countries need innovations now more than ever before. This fact creates greater interest by researchers to
conduct more studies on the impact of innovation in various fields and to understand what factors or
variables can enhance the innovation process that leads to superior outcomes for organizations.

This research helps to fill this knowledge gap by investigating the impact of innovative marketing
strategy on a sustainable competitive advantage moderated by hospital dynamic capabilities and resources
in Jordanian private hospitals. To recognize such impact, hospital management can adapt an innovative
marketing strategy that leads to sustainability in the healthcare industry by utilizing their dynamic
capabilities and resources to make sure of their success.

The results of this research concluded that an innovative marketing strategy, especially (product,
promotion, people, and process strategies), would make a significant contribution to achieving a
sustainable competitive advantage among private hospitals in Jordan. This result is consistent with what
other researchers have concluded on the same subject. The conclusion is that an innovative marketing
strategy is a concept that needs to be considered and successfully adapted by hospital managers who
desire to have superior performance and achieve sustainability.

Recommendations
The recommendations made as a result of this research are as follows:

Because the innovation concept is expanding in Jordan, more studies should be conducted on the success
factors and sustainable competitive advantage that lead to superior outcomes. Because an innovative
marketing strategy has a significant statistical impact on achieving sustainable competitive advantage,
more studies should be conducted about innovative marketing strategies and investigating their impacts
on the achievement of a sustainable competitive advantage.

Hospital management should become more aware of the value of innovative marketing elements as one of
the key concepts in modern marketing. These elements provide a clear vision for the future, anticipate
risks and identify opportunities in the environment for healthcare organizations so that they can provide
creative ideas that allow them to create innovative marketing plans that are difficult for rivals to replicate.

Because a sustainable competitive advantage is vital and directly affects healthcare institutions, which
may impede the development and growth of hospitals, it is, therefore, necessary to increase the attention
of administrative managers in hospitals to study and consider the characteristics of the phases and
methods of successful sustainable competitive advantage that develop and grow hospitals through them.
They also need to know how to manage these phases in a way that achieves a sustainable competitive
advantage and avoids crises that may accompany the development and growth of hospitals.

Elements of the innovative marketing mix in terms of product/service, promotion with all its detail should
be developed along with flexible strategies adapted to the dynamic capabilities and resources. This should
be done in a way that harmonizes the internal operations of healthcare organizations with the conditions
of their business environment. Lastly, alternative plans and programs should be developed that can be
used in the event of any change in these capabilities and resources.

Each element of innovative people and process strategies should be available and be utilized by hospital
management to meet future aspirations and reach the position that it attempts to achieve.
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Hospital management should be improved by hiring personnel with the skills and experience acquired and
developed over many years of professional work. This encourages them to carry out their duties and
responsibilities in such a manner as to accomplish the aims of healthcare organizations to strengthen their
position and competitiveness by utilizing the existing resources of hospitals in the optimal investment
opportunities in the business environment, and by taking advantage of those opportunities before rivals.

Research Limitations and Future Work

During the conduct of this research, certain limitations have been addressed, which can be pointed out
below:

Geographical limits: The study was conducted only in the capital Amman and Irbid city because of the
very high density of private general hospitals. To generalize the results of the study, research should be
conducted on other hospitals in other Jordanian cities to provide accurate results for private general
hospitals.

Sample limits: The research analyzed 179 quantitative completed questionnaires; thus, a larger sample
could be utilized. Additionally, further study could utilize qualitative or mixed-methods to provide a
better scope and more reliable results.

Scientific limitations: Seven key elements were identified as variables that represent an innovative
marketing strategy. Future studies could utilise other variables for further investigations that could have
an impact on the achievement of a sustainable competitive advantage in Jordan.

Because of the limitations of this research, and despite the in-depth review of this study and its outcomes,
more research is needed in the future to fill the existing knowledge gaps. These could include:

A larger geographic area, given that the current study was conducted in Amman and Irbid;
Addressing a larger sample or population that could contribute to the generalization of the findings; and

Linking the societal marketing concept to an innovative marketing strategy, which could reflect on
achieving sustainable competitive advantage.
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