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 The objective of this study is to examine the mediating effect of sustainable performance in the 
relationship between digital marketing tactics and market volatility at an effective level in the Jor-
danian market. This research uses the Triple Bottom Line (TBL) Theory and the Resource-Based 
View (RBV) theories to examine the impact of market volatility on sustainability performance, with 
a focus placed on mediating the effects of digital marketing provided online. Empirical data in the 
form of field study and statistical analysis to evaluate the relationships between digital marketing 
tactics, the performance that is sustainable as well volatility within the market through the business 
were gathered. The findings showed that there is a significant mediating effect of sustainable per-
formance on the relationship between digital marketing strategies and market volatility. The research 
provides insights into how firms can achieve greater agility and sustainability by rethinking their 
marketing mix in a volatile market. These findings suggest that the volatile markets should be based 
on the principle of sustainable performance when planning international digital marketing activities 
in order to cope with market volatility and competitive advantage. 
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1. Introduction 
 

Due to the regional instability caused by wars like those in neighboring countries, Jordanian markets have become uncertain. 
However, the instability in neighboring countries poses threats to a Jordanian economy that seeks to be self-supporting and grow-
ing.  Socially Stable but Fragile Economic Conditions Businesses need to adapt and innovate at an unprecedented rate in this 
rapidly changing environment or face loss of relevance (Almaqtari, 2024). At the core of this ability to persevere is marketing 
adaptability and, in its most critical element, marketing agility. This agility is definitely one of the hallmarks that digital marketing 
offers, as companies are able to reach their target audiences better and faster than how they would without it. Sustainability reports: 
Also, for business, sustainability Reports developed to disclose the dimensions in which companies that stand behind a sustainable 
approach are working efficiently and future-oriented (Huynh, 2022). The increase in the number of companies publishing these 
reports is evidence that there has been a gain in interest on their environmental and social liabilities (Zhou et al., 2022) . In recent 
years, there has been a marked move towards incorporating sustainability into business strategies to not only evidence corporate 
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responsibility but also boost financial results. Finding the right trade-off between sustainability and financial performance is a 
complex and expensive issue. Despite this, the volatility of stock markets especially in Jordan continues to be a primary challenge. 
Following the global financial crisis. Such volatility based on interest rates, inflation rate, fall in currency against dollar is taped 
through the stocks and has a very direct connection between behavior of investors as well companies’ profits. As (Arasti et al., 
2012), liquidity and volatility of prices are important aspects for the capital market, since these elements influence the attractive-
ness of financial assets as well as possibilities in managing portfolios by investors. This is particularly important for industrial 
sectors where low profit margins can have wide economic implications (Varadarajan, 2020) . In this regard, the present research 
examines sustainable performance as a mediator between digital marketing tactics and market turbulence in Jordan. This research 
will offer new and important insights for digital marketing, sustainability efforts that can stabilize the market dynamics to increase 
profitability. 

Research Questions 

In the present study, we sought to address the following questions: 

Q1: How do the market players in Jordan perceive those sustainable performances impact stock volatility within digital marketing 
strategies? 
Q2: Does the means of responses from market participants in Jordan who perceive sustainable performance to mediate digital 
marketing tactics on market volatility differ significantly? 
Q3: Do these differences boil down to variables like industry sector, degree of adoption in digital marketing, or company size? 
 
Significance of the Study 

There are two main points in this study. The first-dimension theoretical aspect of this study is an investigation of the mediating 
role of sustainable performance in explaining the effects of digital marketing tactics on market volatility (Ibeh et al., 2024). By 
examining these factors based on their interactions within the Jordanian market, this study offers unique contributions to literature 
in this area. (Kamble et al., 2023) The second dimension is operational relevance, in that the results and suggestions provided are 
immediately actionable by industries and decision-makers within Jordan to create more robust marketing strategies for sustainable 
development. In doing so, the market not only becomes secure and vibrant but also helps reduce this wild swing in price. 

Study Terminology and Procedural Definitions 

As the research suggests, it defines the concept of sustainable performance to be how well Jordanian firms follow up with sustain-
ability practices in maintaining Market stability when faced with digital marketing manipulations. Digital marketing tactics are a 
series of strategies and actions that use digital channels to promote products or services among target consumers (Faruk et al., 
2021). Types of online marketing include social media campaigns, search engine optimization, email, and other digital strategies. 
Furthermore, this research signals a set of digital marketing tactics in terms of the online strategy utilized by Jordanian businesses 
to affect consumer behavior and market conditions. (Gligor & Holcomb, 2014) Finally, market volatility is simply a measure of 
the dispersion and period-to-period fluctuations in returns in essence how uncertain we are about what will happen down the road. 
(Tang et al., 2021) Market volatility in this study practically refers to the changes that occur in market prices and consumer 
demand. 

Study Limits 

This research is performed in the region of Jordan market based on which we particularly concentrate (Bouri et al., 2020). A 
theoretical limitation is the extent to which any of our findings generalize beyond those limited, select urban areas from Jordan in 
which we conducted this geo-historical study of digital marketing. This study is conducted in the fiscal year 2024, a time chosen 
to cover developments associated with recently introduced digital marketing strategies and their influence on market volatility. 
The study results depend on the acceptance of employed instruments' validity, reliability, and accuracy, and to which case char-
acteristics can be transferred into other market cases.  
 
2. Literature Review 

Digital marketing tactics are critical in the ever-changing landscape of marketing, they have cemented their place as pivotal tools 
for businesses looking to stay competitive and adaptable (Purnomo, 2023). One of those powerful direct marketing strategies is 
email marketing, which sends a targeted message to a group of recipients via email. It is effective in efficiently delivering 
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personalized content that suits targeted consumer preferences. Combined with data analytics, they said that email marketing can 
be a powerful tool for boosting consumer engagement and building customer loyalty. The integration of artificial intelligence (AI) 
and machine learning has also reinvented email marketing by allowing predictive analytics as well as automated, real-time re-
sponses to consumer action. 

2.1 Social Media Marketing 

Social media marketing uses social channels such as Facebook, Instagram, and Twitter to reach customers. According to (Arshad 
et al., 2024), social media marketing saturates the conversion of brand awareness and customer engagement. They specifically 
called out the speed and interaction levels in social media, since it allowed companies to reach customers quicker online than a 
traditional campaign might allow (Levrant & Wulansari, 2024). This means brands can develop richer relationships with their 
audience, providing them with a more intimate experience through interactive content marketing strategies like live updates and 
direct messaging. Social media analytics help real-time data marketers understand consumer sentiments and how they are engaging 
to make quick changes accordingly (Pereira et al., 2024). Leveraging social media influencers & brand ambassadors by using 
social media influencers, it is possible to create powerful marketing campaigns with a huge reach and impact due to the credibility 
and follower base. Furthermore, the incorporation of e-commerce features into social channels has also made it easier for brands 
to help customers purchase their products there and then without having them leave the app (Zulham et al., 2024). With social 
media platforms ever-changing, it can be difficult to keep up with capturing the attention of the audience and getting them engaged 
in all that they offer. 

2.2 Content Marketing  

Content marketing is all about consistently creating and distributing relevant, valuable content to attract a well-defined audi-
ence (Harmanen, 2019). The study by Sikandar et al. (2017) identified content marketing as a strategic methodology for creating 
relationships with consumers, by promoting more focused, beneficial communication through useful and insightful information 
that addresses the consumer´s interests or necessities (Musa et al., 2024). Content marketing has a greater reach than just driving 
business; it can speak directly with the audience about the topics that the business is most knowledgeable and passionate about. It 
will deliver organic traffic, boost search engine positions, and encourage customer loyalty over the long term. Blog posts, in-
fographics, videos, and podcasts are some of the content types created to cater to different preferences of audience consump-
tion (Kim & Shin, 2019). Appropriate use of keywords and SEO tactics helps to land the content on its target audience, as well as 
position it in search engine results. Repurposing content in new channels or formats can help extend the reach and impact of that 
original piece, which will make a difference at scale to the effectiveness of any company's longer-term efforts with content mar-
keting. Content marketing, with its ever-changing nature of consumer preferences and following market trends, requires a content 
strategy that is consistent in value creation yet able to adapt to meet the consumers wherever they are. 

2.3 Market Volatility  

The more the prices of a market vary over time, the higher is volatility that can mostly be attributed to economic changes, political 
events, or consumer behavioral change. Market volatility. Albulescu (2021) suggested that volatile markets would be an excellent 
way to build resilient marketing strategies. According to him, they have to be flexible and adjust quickly for their business to react 
appropriately to fast-changing market conditions (Audrino et al., 2020). Market volatility represents an enormous challenge be-
cause it can cause unpredictable changes in consumer demand, supply chain interruptions, and shifting costs (Oyewole et al., 
2024). Companies that can project and proactively react to these changes are poised for more consistency in enduring growth. 
Data analytics and predictive modeling are strategic factors for forecasting market trends or even possible risks (Li et al., 2022). 
Because they engage potential buyers through different channels and varying tactics, advertising inclusiveness is one way to 
counterbalance market fluctuations. Marketing-attributed flexibility and the ability to respond quickly to market signals requires 
an agile business. Developing strong relationships with suppliers, partners, and customers also allows sources of additional support 
at times when the market is in turmoil. 

2.4 Sustainable Performance 

Sustainability in the 3 pillars: Economic, ecological, and Social for long-term success and stability. Mousa and Othman (2020) 
pointed out how sustainable performance must be configured with profitability and social responsibility. According to them, com-
panies that consider sustainability perform well in the market and also develop trust among consumers (Habib et al., 2020). This 
implies that the company considers ESG (environmental, social, and governance) criteria in its business operations so that it makes 
a valuable addition to society while meeting financial goals (Richnák & Gubová, 2021). This improves the credibility of the brand 
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and, in turn, helps to attract suitable investors or like-minded customers. Sustainable companies create a competitive advantage 
with cost savings in energy efficiency, waste reduction, and better resource management. Ensures regulatory compliance and the 
ability to anticipate future legislation, which can avoid legal complications and subsequently lead to a more stable operational 
climate (Sheikh et al., 2018). By taking a holistic approach to employee welfare, community development, and ethical business 
practice companies are nurturing a positive corporate culture which in turn benefits stakeholder relationships. More generally, 
sustainable performance and the ability to achieve long-term business success and resilience in a rapidly changing world is be-
coming acknowledged as having its foundation on such aims (Suvattanadilok, 2024). One possible focus of this research is the 
mediating role of sustainable performance between digital marketing tactics and market volatility. This makes their sustainability 
performance in line with ensuring that digital marketing strategies are aligned, and able to ensure support for the broader objectives 
of an organization as stated by Wasim et al. (2024). They also raised the point that having sustainable performance is stabilizing 
and can weather market volatility. Sustainability in direct marketing allows integration and marketing activities to serve as not 
only a short-term business driver but in going green goalposts',' contributes towards long-term sustainability goals. This is done 
by higher customer retention, brand perception among the target audience, and fewer operational risks. Facts show that low-e 
companies historically seem to fare better through market turmoil than others, and it is also a growth element; businesses are likely 
benefiting even more from the mess so emerging stronger over time. Nasir et al. (2022) set out to explore the influence of digital 
marketing-related phenomena on financial inclusion in Jordan by focusing mainly on green sustainable practices, arguing that 
applying such approaches can be beneficial for their effect on positive outcomes (Shamma & Hassan, 2013). Those companies 
who folded sustainable performance into their digital marketing strategies seemed to weather market storms better than others and 
enjoyed a stronger relationship with consumers. The interesting market dynamics of Jordan, influenced by regional unrest and 
weak economic factors, offer an apt setting in which one can study the interrelation between online marketing strategies, sustain-
able competitive advantage, and the maelstrom of a volatile environment (Mio et al., 2022). The empirical evidence from Jordan 
shows that it is important to implement a comprehensive marketing approach by focusing on the triple bottom line including 
economic, social, and environmental aspects. This ability for seamless sustainability gears companies to maneuver through Jordan 
and likewise strengthen their roots within the rich soil of its complex markets. Findings from this field study have important 
implications for marketers competing in highly volatile markets and suggest a strategic over tactical perspective on the role of 
sustainability on marketing effectiveness. 
 
This represents the traditional linkage between the Triple Bottom Line (TBL) Theory and Resource-Based View (RBV), using 
market volatility in Jordan (Nakabuye et al., 2023). This model also offers a basic tool, presenting a mediator mechanism of 
sustainable performance about digital marketing techniques and market stability. Resilience is key and this insight will help to 
improve resilience in the wake of market volatility. On the other hand, RBV confirms that sustainable performance is more than 
just a beneficial posture in strategic terms and to do so it lets appropriate techniques of digital marketing pave the way by smooth-
ing out market uproar. Consequently, this outcome highlights the role of digital marketing activities in practice to increase market 
stability by creating a sustainable performance as a mediator, however, sustainability in an environment that experiences extreme 
volatility and unpredictability. 
 

 

Fig. 1. Model of Study 

3. Hypothesis development 

3.1 Email Marketing: Building Market Resilience through Sustainable Engagement 

Email Market Being highly volatile, email marketing is a strategic mechanism to build resilience within the business (Sharma & 
Gadenne, 2008). Fully optimized for such tactics, email marketing campaigns can theoretically be used to place personalized 
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content in perpetuity on the devices of customers and increase their engagement with your brand. Embracing sustainability within 
email marketing allows companies to demonstrate a strong environmental and social conscience, which in turn resonates well with 
consumers as the economy stabilizes (Rika, 2021). Additionally, the ability to follow up on and analyze consumer reactions to 
email campaigns offers valuable insights for strategy refinements that will further boost market resiliency. In light of the above, 
this study will use qualitative techniques such as interviews and questionnaires to investigate how email marketing strategies 
impact sustainable performance market resilience for sectors in Jordan given specific sectoral volatility scenarios. 
 
H1:  Email marketing significantly influences market volatility in Jordan's volatile markets. 
H2: Email marketing significantly enhances sustainable performance in Jordan's volatile markets. 
H3: Sustainable performance mediates the relationship between email marketing and market volatility in Jordan's volatile mar-
kets. 
 
3.2 Social Media Marketing: Enhancing Market Stability through Sustainable Performance 
 
One of the most important uses for social media marketing is to achieve market stabilization, a great need in Jordan as an example 
where business environments are highly volatile. Indeed, executed properly social media marketing strategies can increase a com-
pany's reach and engagement providing greater recognition of performance initiatives that are sustainable through the uptake 
among new audiences. Businesses can use social media to convey a commitment to sustainability, thus building long-term con-
sumer trust. And that trust is crucial for the behavior of markets; consumers support brands that reflect their values. Moreover, the 
two-way nature of social media makes it possible for companies to get feedback in real time and change their strategies as needed. 
The study used Qualitative research methods exploring the influence of social media marketing strategies on sustainable perfor-
mance and market stability in Jordanian insecure markets through conducting several articulated forms like In-depth Interviews 
and Focus groups with industry stakeholders. 
 
H4: Social media marketing significantly influences market volatility in Jordan's volatile markets. 
H5: Social media marketing significantly enhances sustainable performance in Jordan's volatile markets. 
H6: Sustainable performance mediates the relationship between social media marketing and market volatility in Jordan's volatile 
markets. 
 
3.3 Content Marketing: Strengthening Market Position through Sustainable Practices 
 
In these erratic environments, content marketing is a solid resource to consolidate the company into its market. The way businesses 
can use content marketing to support and communicate their sustainable conduct leading to a stronger market position is by gen-
erating highly valuable, relevant & consistent knowledge. This ultimately enables brands to promote their brand-responsible prod-
ucts and services, reinforcing the familiar value propositions that may otherwise go unheard. This alignment separates the brand 
in a busy market and creates consumer loyalty as well as clarity to enter this marketplace. This research explores how to use case 
studies and qualitative interviews with marketing professionals and consumers in Jordan to inquire about the impact of content-
marketing strategies on sustainable performance, as well as market positioning when navigating through volatility. 
 
H7: Content marketing significantly influences market volatility in Jordan's volatile markets. 
H8: Content marketing significantly enhances sustainable performance in Jordan's volatile markets. 
H9: Sustainable performance mediates the relationship between content marketing and market volatility in Jordan's volatile mar-
kets. 
H10: Sustainable performance significantly influences market volatility in Jordan's volatile markets. 
 

4. Methodology 
 

This study examined whether sustainable performance mediates the relationship between digital marketing tactics and market 
volatility in Jordan by using a mixed methodological approach: a survey questionnaire representing quantitative methods, as well 
as semi-structured interviews to represent qualitative research. The survey was conducted among the marketing managers, deci-
sion-makers, and sustainability officers working in different sectors of Jordan targeting how digital marketing strategies email 
marketing, social media, and content, finally can deliver to promote sustainable performance as well as stable market conditions. 
 
4.1 Data Analysis 
 
Variance-based data analysis will be conducted using Partial Least Squares Structural Equation Modeling (PLS-SEM) through 
the Smart PLS 4 software, as recommended by Hair. Given the potential for nonlinear relationships in this study and the relatively 
small sample size due to the industry-specific focus, Smart PLS 4 is particularly well-suited for achieving the research objectives.  
This software is ideal for analyzing nonlinear relations and accounting for factors that may influence outcomes, which is critical 
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for this research. The PLS technique will be employed to analyze the relationships between the identified variables, focusing on 
both mediated and moderated effects. This study examined the relationship models, determined how these relationships arise, and 
suggested causal directions of effects among digital marketing tools and market volatility; while sustainable performance is a 
mediator. Each component and sub-component of the model will be thoroughly examined to ensure a comprehensive understand-
ing of the impact of digital marketing on market volatility through the lens of sustainable performance. 
 
Table 1  
Factor loadings 

Constructs Items Factor loadings Cronbach's Alpha C.R. AVE 

Content Marketing 
 

CM1 0.828 

   
CM2 0.811 
CM3 0.864 
CM4 0.827 
CM5 0.744 

Email Marketing 
 

EM1 0.858 

0.87 0.906 0.659 
EM2 0.792 
EM3 0.838 
EM4 0.807 
EM5 0.761 

Market Volatility 
 

MV1 0.846 

0.812 0.874 0.635 
MV2 0.836 
MV3 0.749 
MV4 0.752 

Social Media Marketing 
 

SMM1 0.824 

0.89 0.919 0.695 
SMM2 0.803 
SMM3 0.857 
SMM4 0.854 
SMM5 0.827 

Sustainable Performance 
 

SP1 0.819 

0.859 0.899 0.64 
SP2 0.839 
SP3 0.797 
SP4 0.764 
SP5 0.779 

The measurement model, as it occurs in the “Factors Loadings”, Content and Construct validity were tested concerning every 
measure of Digital marketing tactics, Sustainable performance dimensionality scale set from Jordanian context, followed by reli-
ability assessment for each included factor. This has been done by evaluating them on Cronbach Alpha and Composite Reliability 
(C.R.) to make sure that the constructs are robust. This evaluation was conducted using Cronbach's Alpha and Composite Relia-
bility (C.R.), ensuring the robustness of the constructs. For Content Marketing, the factor loadings ranged from 0.744 to 0.864 
across its items, but the specific values for Cronbach's Alpha, Composite Reliability, and Average Variance Extracted (AVE) were 
not provided, leaving some aspects of its reliability and validity unassessed. Email Marketing showed strong reliability and valid-
ity, with factor loadings between 0.761 and 0.858. The Cronbach's Alpha was 0.87, indicating high internal consistency, while the 
Composite Reliability was 0.906, and the AVE was 0.659, all exceeding the recommended thresholds. Market Volatility with 
factor loadings ranging from 0.749 to 0.846 had a Cronbach's Alpha of and so displayed acceptable consistency reliability 
(Cronbach). This provided that the CR index equals 0.874 and the AVE value is equal to 0.635, which demonstrates construct 
convergent validity. The factor loadings ranged from 0.803 to 0.857, which indicated that the measurement of Social Media Mar-
keting also demonstrated good convergent and discriminant validity. This was consistent with previous research. The Cronbach's 
Alpha for this construct was 0.89 the Composite Reliability was about 09.19, and the AVE value was. All were well above ac-
ceptable limits. Similarly, Sustainable Performance was also a reliable and valid construct as it showed factor loadings from 0.764 
to 0.839 with Cronbach's Alpha of.859; CR of.899; and AVE of 64 % further supporting its reliability and validity. The results 
showed that all constructs had high reliability with Cronbach's Alpha over 0.70 and convergent validity since the AVE was over 
0.50 for most of them which demonstrates a good model fit. The reliability of the constructs and the measurement model utilized 
in our study is confirmed by these findings. 

Table 2  
HTMT 

 Content Marketing Email Marketing Market Volatility Social Media Marketing Sustainable Performance 
Content Marketing      
Email Marketing 0.835     
Market Volatility 0.661 0.697    
Social Media Marketing 0.591 0.702 0.484   
Sustainable Performance 0.633 0.611 0.454 0.522  
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(HTMT) compares the correlation between constructs cross-construct with the internal category one. Henseler et al. (2015) state 
that discriminant validity is good if the HTMT value ranges below 0.90, the Content Marketing in our study reveals HTMT value 
with other constructs ranging from 0.591 to 0.835 are less than a threshold of.90 and large enough, that this is an acceptable 
discriminant validity.  A similar pattern with Email Marketing, where values of HTMT fall between 0.611–0.835 with other 
constructs indicating that it is also different from the others. Market Volatility has HTMT values between 0.454 and 0.702 with 
the rest of the constructs, inside acceptable ranges as would be expected from discriminant validity test results. All social media 
marketing measures exhibit HTMT values ranging from 0.484 to 0.702 against other constructs, all below the cutoff of 0.90; thus, 
offering additional evidence in favor of their discriminant validity for the measurement of Sustainable Performance, HTMT values 
are below.90 with a range between 0.454 to 0.633 with other constructs.  HTMT results suggest that all factors from Content 
Marketing to Email Marketing through Market Volatility up to Social Media and potential Sustainable Performance are unique 
constructs reflecting different aspects of measurement. The above has confirmed that the Measurement Model adopted in this 
study is strong, as each construct has been measured well and correctly thus ensuring robustness. 

Table 3  
Fornell-Larcker 

 Content Marketing Email Marketing Market Volatility Social Media Marketing Sustainable Performance 
Content Marketing 0.816     
Email Marketing 0.73 0.812    
Market Volatility 0.541 0.562 0.797   
Social Media Marketing 0.525 0.621 0.4 0.833  
Sustainable Performance 0.554 0.531 0.392 0.459 0.8 

The high correlations among several validated measures in the research demonstrated convergent validity. Fornell and Larcker's 
(1981) criteria were used to distinguish the shared variation among the manifest variables in the model. Conclusively, indicator 
factor loadings and the "average variance extracted" (AVE) should demonstrate perfect convergent validity. Convergent validity 
is confirmed when AVE > 0.50 (Fornell & Larcker, 1981). Content Marketing (0.816); Email Marketing (0.812); Market Volatility 
(AVE= 0.797); Social Media Marketing (AVE = 0.833) and Sustainable Performance has an AVE of 0.8. All these values are 
above the threshold of 0.50, and support evidence for high convergent validity on each construct in the model. The Fornell-Larcker 
criterion used in Table 3 further supports that the constructs are not only distinct but also share a significant degree of variation 
among their indicators, validating the measurement model employed in this study. 

Table 4 
R2 Adjusted 

Variable R2 R2 Adjusted 
Market Volatility 0.154 0.151 
Sustainable Performance 0.359 0.352 

The R Square Adjusted values in Table 4 provide insights into the explanatory power of the models used in the study titled "The 
Role of Sustainable Performance in Mediating the Effects of Digital Marketing Tactics on Market Volatility: Evidence from 
Jordan." The R2 value for Market Volatility indicates that 15.4% of the variance in Market Volatility can be explained by the 
independent variables, with an Adjusted R2 of 15.1%, which accounts for the number of predictors in the model. For Sustainable 
Performance, the R2 value indicates that 35.9% of the variance is predicted by the independent variables Adjusted R2 = 35.2%, 
controlling for multiple predictors. The results suggest a relative stability of the models for Market Volatility and Sustainable 
Performance, lending support to the selection of our study for predictors. The Adjusted R2 values (between 0 and 1) specify that 
the chosen predictors of each model considered are suitable in a specific scenario as per study design. 

The demographic information of respondents in the study shows a diverse and well-rounded sample. The gender distribution is 
60% female and 40% male, providing a balanced perspective on how digital marketing influences market volatility and sustainable 
performance. The age range is predominantly 27-34 (40%), followed by 35-44 (30%), 45 and above (20%), and under 27 (10%), 
which includes individuals likely engaged with digital marketing and in positions to influence market trends. Educationally, 50% 
hold a Bachelor's degree, 30% have a Master's or Doctorate, and 20% have a Diploma, indicating a well-informed group capable 
of offering valuable insights. Most of the cohort 45% comes from Business Management or Finance & Accounting studies, and 
some other Social Sciences domains 15%, and 5% in all others emphasizing relevance to sources used by market actors. Im-
portantly, this profile provided a holistic analysis based on different perspectives in the Jordanian context which created high 
accuracy for our study.  
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Table 5 
Demographic information of respondents 

Characteristic Frequency Percentage 
Gender  
Male 91 40% 
Female 136 60% 
Age  
Under 27 23 10 % 
27-34 91 40% 
35-44 68 30 % 
45 and above 45 20% 
Education  
Diploma 45 20% 
Bachelor's Degree 114 50% 
Master's/Doctorate Degree 68 30% 
Experience  
Less than 5 years 23 10% 
10-14 years 45 20% 
15-19 years 80 35% 
20-24 years 57 25% 
25+ years 23 10% 
Specialization  
Business Management 102 45% 
Finance & Accounting 80 35% 
Social Sciences 34 15% 
Other Fields 11 5% 

 
4.2 Hypotheses Testing 
 
The hypotheses in this study were tested through path coefficients such as those similar to "beta weights" classical regression 
analysis. These are path coefficients, values from -1 to +1 that measure the strength and direction of relationships among variables. 
The farther the coefficient is from zero, in either a negative or positive direction, suggests that one variable changes as the other 
does; so, -1+2 would suggest almost no relationship between two variables. Coefficient, standard error, T value and P Value used 
to examine either the significance of these relationships in statistically output relationships performed by T value and another very 
common important term is P value for all next steps. Results at or below this critical P-value of 0.05 provide support for the 
hypothesized theory relationship, that is our path coefficient significant level greater than zero. The importance reaffirms that the 
model is good at capturing sustainable performance, its interactions compounded with digital marketing tactics in face of market 
volatility. Loading weights were used by researchers in order to confirm and represent the strength of interrelationships within an 
overall structural model. These results, including the path coefficients and their significance, are shown graphically in Fig 2 also 
indicate sustainable performance mediates digital marketing tactics on market volatility In Jordan.  
 

 
 

Fig. 2. Measurement Model 

The Measurement Model of the Researched Variables 

The role of sustainable performance in mediating the effects from digital marketing tactics to market volatility, this model consists 
of Content Marketing, Email marketing, Social media marketing and evergreen performance with Market Volatility. The frame-
work links digital marketing tactics Content Marketing, Email Marketing, and Social Media Marketing to Sustainable Performance 
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which ultimately simulates Market Volatility. Fig 2. shows Sustainable Performance as a mediator of the other two variables, this 
suggests that improving sustainable practices can strengthen OR weaken by how much digital marketing strategies are able to 
stabilize or destabilize market volatility. 
 
Table 6 
Hypotheses testing estimates - Path Coefficient - Direct 

Hypo Relationships Standardized Beta Standard Error T-Statistic P-Values Decision 
H1 Content Marketing → Market Volatility 0.129 0.048 2.708 0.007 Supported 
H2 Content Marketing → Sustainable Performance 0.329 0.087 3.768 0 Supported 
H3 Email Marketing → Market Volatility 0.072 0.04 1.803 0.071 Unsupported 
H4 Email Marketing → Sustainable Performance 0.185 0.086 2.134 0.033 Supported 
H5 Social Media Marketing → Market Volatility 0.067 0.033 2.032 0.042 Supported 
H6 Social Media Marketing → Sustainable Performance 0.172 0.075 2.301 0.021 Supported 
H7 Sustainable Performance → Market Volatility 0.392 0.087 4.5 0 Supported 

The hypotheses testing estimates for the study titled "The Role of Sustainable Performance in Mediating the Effects of Digital 
Marketing Tactics on Market Volatility: Evidence from Jordan" reveal the following results: Content Marketing significantly 
influences both Market Volatility (β = 0.129, t = 2.708, p = 0.007) and Sustainable Performance (β = 0.329, t = 3.768, p = 0), with 
both hypotheses (H1 and H2) being supported. Email Marketing shows a significant impact on Sustainable Performance (β = 
0.185, t = 2.134, p = 0.033), supporting H4, but its influence on Market Volatility (β = 0.072, t = 1.803, p = 0.071) is not statistically 
significant, leaving H3 unsupported. Social Media Marketing has a significant effect on both Market Volatility (β = 0.067, t = 
2.032, p = 0.042) and Sustainable Performance (β = 0.172, t = 2.301, p = 0.021), supporting H5 and H6. Finally, Sustainable 
Performance shows a strong and significant influence on Market Volatility (β = 0.392, t = 4.5, p = 0), fully supporting H7. These 
findings indicate that while Content Marketing, Social Media Marketing, and Sustainable Performance significantly impact both 
Sustainable Performance and Market Volatility, Email Marketing does not have a statistically significant direct impact on Market 
Volatility in this study. 

Table 7  
Hypotheses testing estimates - Path Coefficient - Indirect 

Hypo Relationships 
Standardized 

Beta 
Standard 

Error 
T 

Value 
P 

Values 
Decision 

H8 Social Media Marketing → Sustainable Performance → Market Volatility 0.067 0.033 2.032 0.042 Supported 
H9 Content Marketing → Sustainable Performance → Market Volatility 0.129 0.048 2.708 0.007 Supported 
H10 Email Marketing → Sustainable Performance → Market Volatility 0.072 0.04 1.803 0.071 Unsupported 

Table 7 provides the results indicating that Social Media Marketing indirectly influences Market Volatility through Sustainable 
Performance (β = 0.067, t = 2.032, p = 0.042), supporting H8. Similarly, Content Marketing indirectly affects Market Volatility 
via Sustainable Performance (β = 0.129, t = 2.708, p = 0.007), supporting H9. However, despite a positive path coefficient, Email 
Marketing's indirect effect on Market Volatility through Sustainable Performance (β = 0.072, t = 1.803, p = 0.071) was not statis-
tically significant, leading to the conclusion that H10 is not supported in this study. These findings suggest that while Social Media 
Marketing and Content Marketing significantly influence Market Volatility through their impact on Sustainable Performance, 
Email Marketing does not show a statistically significant indirect effect on Market Volatility through Sustainable Performance in 
the context of this study. 

5. Discussion 

The positive or detrimental effects of Content Marketing and SMM were strung together for better with Sustainable Performance, 
also Market Volatility. More concretely, Content Marketing was directly effective on Sustainable Performance and it exerted an 
indirect effect on Market Volatility (Bouri et al., 2020). This speaks volume of its potential to induce the adoption of sustainable 
practices in digital marketing and thus accomplish market stabilization within Jordan. Social Media Marketing also showed direct 
and positive effects on Sustainable Performance, Market Volatility which is helpful to sustainable performance. But, in this study 
Email Marketing was the only Independent Variable which did not have any significant direct impact on Market Volatility but yes 
it had an influence over Sustainable Performance. In this respect, Email Marketing can help sustainability efforts but may not 
directly affect market dynamics in the picture portrayed above. The results have important consequences for digital marketers in 
the turmoil and sustainable surroundings and so on. As a result, practitioners might conclude that the influence of Content Mar-
keting and Social Media on market conditions works through their effects on sustainable performance; for Email Marketing they 
would suspect higher-order or contingent mediation (Alharthey, 2023). These findings are in line with previous research suggest-
ing a mediating role of sustainable performance between digital marketing tactics and market outcomes, among competitive mar-
kets. Area-specific mechanisms through which industrial sectors in Jordan adopt email marketing to impact market volatility may 
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yield further insight, this could be left for future research. Moreover, these findings have limitations in not accounting for other 
mediators such as reputation or trust which might demonstrate a more complete picture of how digital marketing strategies drive 
business performance in turbulent market meta-environments. 

 5.1 Practical Implications 

The results offer practical implications for improving digital marketing strategies used in Jordanian enterprises to better handle 
market volatility into sustainable performance. These results reinforce the need to focus on Content Marketing and Social Media 
Marketing in the future as I already made it clear that Sustainable Performance reduces Market Volatility. These strategies should 
be a focus of managers and executives looking to drive sustainable practices, ultimately leading to more stable and predictable 
market outcomes in the competitive environment. Email Marketing Although helps consistent performance; less clear impact on 
market report. Less direct, more complementary similar to portfolio option. Jordanian companies need to switch it up and modify 
their strategies if they want to place sustainability in practice with a marketing goal, which will not just make them more able but 
also help revive the economy as a whole. The importance of this integration of sustainability in marketing can not be understated 
as businesses strive to survive in an ever more volatile market landscape. 

5.2 Limitations and Avenues for Future Research 

The present study, despite providing important additions, has several weaknesses that require consideration. The theoretical frame-
work outlined what role does Digital Marketing Strategies such as Content Marketing and Social Media Advertising, play in 
Market Volatility through Sustainable Growth of ICT Companies Operating at the Jordanian Setting. Nevertheless, the model 
could be enriched with other mediators like customer satisfaction, brand equity or e-loyalty that may contribute insights into how 
digital marketing affects market stability. This research was only in Jordanian business sector that is limited mainly to SMEs and 
hence, the generalizability of findings beyond this industry may be challenging. Additional investigation might extend the current 
research by studying more sectors and other countries to represent global effects of digital marketing strategies upon market 
volatility. Moreover, the sample size in this study was quite modest and could have diminished the strength of causal evidence. 
Future researches are suggested to use larger sample sizes in order to increase power of statistical analyses and generalizability so 
as to result better performance on what types of discussions that digital marketers have with regards the sustainability and market 
volatility. Moreover, there is a need for further exploration of e-commerce strategies within SME market efforts, particularly how 
adopting e-commerce platforms could enhance marketing performance by increasing customer engagement and operational effi-
ciency. Investigating the impact of e-commerce on SMEs that have yet to adopt these technologies could offer valuable insights 
into strategies for sustainable competitiveness and development. In conclusion, while this study advances the understanding of 
digital marketing’s role in influencing market volatility in Jordan, future research should address the conceptual, industrial, and 
methodological gaps identified here, particularly the integration of e-commerce strategies, to further refine and expand the theo-
retical and practical applications of digital marketing for sustainable business performance across various industries. 

6. Conclusion 

This study contributes to the existing literature by elucidating how digital marketing influences market volatility, with a particular 
focus on the mediating role of Sustainable Performance. The empirical findings demonstrate that Content Marketing and Social 
Media Marketing significantly enhance Sustainable Performance, which in turn stabilizes Market Volatility within the Jordanian 
business sector. The data analysis reveals a strong positive correlation between these digital marketing strategies and Sustainable 
Performance, underscoring their effectiveness in influencing market dynamics and contributing to organizational success. Content 
Marketing and Social Media Marketing was found to be extremely significant but the fact that Email marketing does have an 
effect on Market Volatility, however it may not be as easy or simple so this requires further study in order to fully comprehend its 
position. The research also solidifies the role of digital tech and data in supporting more educated marketing decisions less invisible 
brands. These strategies should be considered by retailers as well as businesses to have better decision-making and explore broader 
impacts due to digital marketing on market behavior. This way, companies adapt more effectively to market conditions and achieve 
sustainable business growth in a volatile and increasingly competitive environment. 

7. Recommendation 

In order to control the market volatility and smoothen out sustainable performance in Jordan, businesses must have a flexible 
digital marketing system that can meet fluctuations head-on. Enterprises need to employ Agile Methodologies and this means 
mining Insights from Social Data and Digital Marketing adoption like Content curation & Management or social media marketing 
efforts have never been more pressing. The target must always be to improve sustainable performance, this should eventually 
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stabilize the volatility in markets and support better overall business results. This involves a considerable investment in sophisti-
cated data management systems and real-time tracking mechanisms to enable the absolutely most current information for decision-
making. 

Acknowledgement 
 
Authors would like to thank Arab Open University in the Kingdom of Saudi Arabia for its continuous financial and non-financial 
support. Funding: This research is supported by the Arab Open University (Grant number: AOUKSA-524008). 
 
References 

Albulescu, C. T. (2021). COVID-19 and the United States financial markets’ volatility. Finance Research Letters, 38(March 
2020), 101699. https://doi.org/10.1016/j.frl.2020.101699 

Alharthey, B. K. (2023). Impact of E-marketing Capabilities and E-marketing Orientation on Sustainable Firm Performance of 
SME in KSA Through E-relationship Management. International Journal of Marketing Studies, 15(2), 71. 
https://doi.org/10.5539/ijms.v15n2p71 

Almaqtari, F. A. (2024). The moderating role of IT governance on the relationship between FinTech and sustainability 
performance. Journal of Open Innovation: Technology, Market, and Complexity, 10(2), 100267. 
https://doi.org/10.1016/j.joitmc.2024.100267 

Arasti, Z., Zandi, F., & Talebi, K. (2012). Exploring the Effect of Individual Factors on Business Failure in Iranian New 
Established Small Businesses. International Business Research, 5(4), 2–11. https://doi.org/10.5539/ibr.v5n4p2 

Arshad, M. S., Aqeel, A., Arooj, L., & Amir, H. (2024). The Impact of Digital Marketing on Brand Awareness: A General 
Awareness Through Logos. SSRN Electronic Journal. https://doi.org/10.2139/ssrn.4674895 

Audrino, F., Sigrist, F., & Ballinari, D. (2020). The impact of sentiment and attention measures on stock market volatility. 
International Journal of Forecasting, 36(2), 334–357. https://doi.org/10.1016/j.ijforecast.2019.05.010 

Bouri, E., Demirer, R., Gupta, R., & Pierdzioch, C. (2020). Infectious diseases, market uncertainty and oil market volatility. 
Energies, 13(15), 1–8. https://doi.org/10.3390/en13164090 

Faruk, M., Rahman, M., & Hasan, S. (2021). How digital marketing evolved over time: A bibliometric analysis on scopus database. 
Heliyon, 7(12), e08603. https://doi.org/10.1016/j.heliyon.2021.e08603 

Gligor, D. M., & Holcomb, M. (2014). The road to supply chain agility: An RBV perspective on the role of logistics capabilities. 
International Journal of Logistics Management, 25(1), 160–179. https://doi.org/10.1108/IJLM-07-2012-0062 

Habib, M. A., Bao, Y., & Ilmudeen, A. (2020). The impact of green entrepreneurial orientation, market orientation and green 
supply chain management practices on sustainable firm performance. Cogent Business and Management, 7(1). 
https://doi.org/10.1080/23311975.2020.1743616 

Harmanen, J. (2019). Digital online strategy for B2B internationalization a multiple case-study on manufacturing SMEs. 81. 
Huynh, P. H. (2022). “Enabling circular business models in the fashion industry: the role of digital innovation.” International 

Journal of Productivity and Performance Management, 71(3), 870–895. https://doi.org/10.1108/IJPPM-12-2020-0683 
Ibeh, C. V., Asuzu, O. F., Olorunsogo, T., Elufioye, O. A., Nduubuisi, N. L., & Daraojimba, A. I. (2024). Business analytics and 

decision science: A review of techniques in strategic business decision making. World Journal of Advanced Research and 
Reviews, 21(2), 1761-1769. https://doi.org/10.30574/wjarr.2024.21.2.0247 

Kamble, S. S., Gunasekaran, A., Subramanian, N., Ghadge, A., Belhadi, A., & Venkatesh, M. (2023). Blockchain technology’s 
impact on supply chain integration and sustainable supply chain performance: evidence from the automotive industry. Annals 
of Operations Research, 327(1), 575–600. https://doi.org/10.1007/s10479-021-04129-6 

Kim, J. S., & Shin, N. (2019). The impact of blockchain technology application on supply chain partnership and performance. 
Sustainability (Switzerland), 11(21). https://doi.org/10.3390/su11216181 

Levrant, K. D., & Wulansari, N. (2024). Pengaruh content marketing instagram terhadap customer engagement di khas Ombilin 
Hotel. Jurnal Manajemen Pariwisata Dan Perhotelan, 2(1), 24–36. https://doi.org/10.59581/jmpp-widyakarya.v2i1 

Li, W., Chien, F., Kamran, H. W., Aldeehani, T. M., Sadiq, M., Nguyen, V. C., & Taghizadeh-Hesary, F. (2022). The nexus 
between COVID-19 fear and stock market volatility. Economic Research-Ekonomska Istrazivanja , 35(1), 1765–1785. 
https://doi.org/10.1080/1331677X.2021.1914125 

Mio, C., Costantini, A., & Panfilo, S. (2022). Performance measurement tools for sustainable business: A systematic literature 
review on the sustainability balanced scorecard use. Corporate Social Responsibility and Environmental Management, 29(2), 
367–384. https://doi.org/10.1002/csr.2206 

Mousa, S. K., & Othman, M. (2020). The impact of green human resource management practices on sustainable performance in 
healthcare organisations: A conceptual framework. Journal of Cleaner Production, 243. 
https://doi.org/10.1016/j.jclepro.2019.118595 

Musa, H. G., Fatmawati, I., Nuryakin, N., & Suyanto, M. (2024). Marketing research trends using technology acceptance model 



 

12

(TAM): a comprehensive review of researches (2002–2022). Cogent Business and Management, 11(1). 
https://doi.org/10.1080/23311975.2024.2329375 

Nakabuye, Z., Mayanja, J., Bimbona, S., & Wassermann, M. (2023). Technology orientation and export performance: the 
moderating role of supply chain agility. Modern Supply Chain Research and Applications, 5(4), 230–264. 
https://doi.org/10.1108/mscra-01-2023-0006 

Nasir, M. H., Arshad, J., Khan, M. M., Fatima, M., Salah, K., & Jayaraman, R. (2022). Scalable blockchains — A systematic 
review. Future Generation Computer Systems, 126, 136–162. https://doi.org/10.1016/j.future.2021.07.035 

Oyewole, A. T., Adeoye, O. B., Addy, W. A., Okoye, C. C., & Ofodile, O. C. (2024). Enhancing global competitiveness of US 
SMES through sustainable finance: a review and future directions. International Journal of Management & Entrepreneurship 
Research, 6(3), 634-647. https://doi.org/10.51594/ijmer.v6i3.876 

Pereira, J., Wanzeller, W., & da Cruz, A. M. R. (2024). Generation of Breaking News Contents Using Large Language Models 
and Search Engine Optimization. International Conference on Enterprise Information Systems, ICEIS - Proceedings, 1(Iceis), 
888–893. https://doi.org/10.5220/0012739200003690 

Purnomo, Y. J. (2023). Digital Marketing Strategy to Increase Sales Conversion on E-commerce Platforms. Journal of 
Contemporary Administration and Management (ADMAN), 1(2), 54–62. https://doi.org/10.61100/adman.v1i2.23 

Richnák, P., & Gubová, K. (2021). Green and reverse logistics in conditions of sustainable development in enterprises in Slovakia. 
Sustainability (Switzerland), 13(2), 1–23. https://doi.org/10.3390/su13020581 

Rika, G. (2021). Marketing Tactics and Consumer Behavior: Creating the Desire to Purchase. December, 1–48. 
https://repository.ihu.edu.gr/xmlui/handle/11544/29788%0Ahttps://repository.ihu.edu.gr/xmlui/bitstream/handle/11544/2978
8/Rika.Georgia.pdf?sequence=1 

Shamma, H., & Hassan, S. (2013). Customer-driven benchmarking: A strategic approach toward a sustainable marketing 
performance. Benchmarking, 20(3), 377–395. https://doi.org/10.1108/14635771311318144 

Sharma, B., & Gadenne, D. (2008). An empirical investigation of the relationship between quality management factors and 
customer satisfaction, improved competitive position and overall business performance. Journal of Strategic Marketing, 16(4), 
301–314. https://doi.org/10.1080/09652540802264181 

Sheikh, A. A., Rana, N. A., Inam, A., Shahzad, A., & Awan, H. M. (2018). Is e-marketing a source of sustainable business 
performance? Predicting the role of top management support with various interaction factors. Cogent Business and 
Management, 5(1), 1–22. https://doi.org/10.1080/23311975.2018.1516487 

Sikandar, A. W., Tawfeq, K., & Assaf, A. L. (2017). IMPACT OF ADVERTISING MESSAGES ACROSS SOCIAL 
NETWORKS ON CONSUMERS’ PURCHASING BEHAVIOR OF MOBILE PHONES: A STUD Related papers Effect 
iveness of SMS Advert ising (A St udy of Young Cust o-mers in Bahrain) Effect ivenesso… IMPACT OF ADVERTISING 
MESSAGES A. International Journal of Sales & Marketing Management Research and Development (IJSMMRD), 7(2), 9–
14. 

Suvattanadilok, M. (2024). Market variables influence customer behavior toward coffee business growth. Cogent Business and 
Management, 11(1). https://doi.org/10.1080/23311975.2024.2329242 

Tang, Y., Xiao, X., Wahab, M. I. M., & Ma, F. (2021). The role of oil futures intraday information on predicting US stock market 
volatility. Journal of Management Science and Engineering, 6(1), 64–74. https://doi.org/10.1016/j.jmse.2020.10.004 

Varadarajan, R. (2020). Customer information resources advantage, marketing strategy and business performance: A market 
resources based view. Industrial Marketing Management, 89(February), 89–97. 
https://doi.org/10.1016/j.indmarman.2020.03.003 

Wasim, M., Ahmed, S., Kalsoom, T., Khan, M. S., & Rafi-Ul-Shan, P. M. (2024). Market orientation and SME performance: 
Moderating role of IoT and mediating role of creativity. Journal of Small Business Management, 62(2), 938–965. 
https://doi.org/10.1080/00472778.2022.2100897 

Zhou, G., Liu, L., & Luo, S. (2022). Sustainable development, ESG performance and company market value: Mediating effect of 
financial performance. Business Strategy and the Environment, 31(7), 3371–3387. https://doi.org/10.1002/bse.3089 

Zulham, Z. S., Andysah, A. P. U. S., Ibrahim, I., Bambang, B. S., Ayu, A. O. S., & Anzas, A. I. Z. (2024). Strategi Digital 
Marketing Dengan Metode SEO (Search Engine Optimization) untuk UMKM di Desa Klambir 5 Kebun. Jurnal Pengabdian 
Masyarakat Gemilang (JPMG), 4(1), 16–19. https://doi.org/10.58369/jpmg.v4i1.157 

 
  

       

 

 

© 2025 by the authors; licensee Growing Science, Canada. This is an open access article distributed 
under the terms and conditions of the Creative Commons Attribution (CC-BY) license (http://crea-
tivecommons.org/licenses/by/4.0/). 

 


